
Social Web Localization
 Translation trends and the social web 
 Plaxo and international website testing
 ‘Internet’ for developing countries
  

Language  |  Technology  |  Business

Ensuring payment for translation
A subtitler’s guide to translating culture
The importance of TM maintenance

Getting Started Guide: Localization



Integrated.
Across integrates language technology into your company IT. Open interfaces 
enable seamless connection of PIM, CMS, and ERP systems as well as smooth 
collaboration with international subsidiaries and translation service providers.

Independent.
Being a technology specialist, Across does not offer any language services, and 
is solely committed to the optimization of its software products. This eliminates 
confl icts of interest and ensures fl exibility and transparency for all involved.

Across.
Hundreds of leading market players including Volkswagen, HypoVereinsbank, 
and SMA Solar Technology have already migrated to Across. What about you?

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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This drawing by Inuk artist 
Veronique Nirlungayuk is 

titled Aurora. It depicts her 
interpretation of a polar bear 
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during a drum dancing event 

at Rankin Inlet, Canada.
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LOOKING FOR A NEW START IN THE INDUSTRY? Look no further 
than the careers section at www.multilingual.com/careers
There you will  nd up-to-the-minute job listings, with descriptions 
and contact details. At press time, there were listings ranging from trans-
lator to vice president for marketing and sales. Check soon because the 
jobs are quickly  lled. Good luck in your search! If you are reading MultiLin-
gual and browsing www.multilingual.com, you are obviously well-informed 
and will  nd something in the near future.
On the other side of the equation, do you need to  nd just the right 
person to  ll the new opening in your company? Get your job list-
ing published right away on www.multilingual.com/careers and within 
two weeks in the newsletter, MultiLingual News. Savvy employers return 
again and again to this resource — because it works! 

Subscribe online at www.multilingual.com/subscribe

MultiLingual comes in two great formats: print and digital, and you 
can subscribe to either online www.multilingual.com/subscribe 
MultiLingual, the print magazine, is mailed nine times a year (eight issues 
plus an annual resource directory/index) for just $58 and includes full 

access to MultiLingual, the digital magazine — delivered in a 
new, interactive format with special features that allow you to 
read it of  ine. A digital-only subscription is available for $28. 
Subscribe today and start keeping up with the fastest-
growing industry on the planet.

on the web at www.multilingual.com

 Free downloads
The 2009 Resource Directory and Editorial Index 2008 
from MultiLingual is now online and available to download 
for free at www.multilingual.com/resourceDirectory
This 76-page must-have resource includes a comprehensive 
index of the eight 2008 issues of MultiLingual, listings 
for nearly 800 companies in the language industry and 
illuminating editorial. Download yours today!  

MultiLingual “Getting Started” Guides at www.multilingual
.com/gsg. Choose screen-quality PDFs for slower connections 
or print-quality  les for best reproduction. Invaluable resources 
for clients, novices and professionals in need of refresher 
courses. Printed copies of some guides are also available 
(contact subscriptions@multilingual.com).
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G
Growing up acclimated to a world that was fast becoming addicted to the 

internet, I heard many early lectures from those who had just discovered it and 
assumed that this was the answer to the world’s problems. Everything from 
lackluster student participation to a dateless Friday night could obviously be solved 
with a few lucky key punches.

As most of us know by now, encountering as much information in 365 days 
as our great-grandparents did in their entire lifetime encourages schizophrenic 
fi ltering habits, and for better or worse has changed the face of literacy. A recent 
survey at Kansas State University found that the average student fi nds time to read 
eight books, 2,300 informational webpages and 1,281 Facebook profi les a year. 
Anymore, lauding internet use is like explaining the merits of dessert. 

The social web is currently about as prevalent, toothsome and multilayered as 
dessert, and I myself nibble at it almost daily. Facebook and MySpace, though 
some warn of their dangers, are merely forums, and while the things you reveal 
on them can hurt you professionally, that’s really only true if you’re not acting 
like a grown-up. Granted, the subtle joys of private life — drinking condiments 
or a good microbrew — may not exactly contribute to a poised public image, but 
Facebook only does quickly what gossip and your own attitude do eventually. Or 
so I theorize. If you’re worried, maybe you should evaluate not just your presence 
on the web, but your presence in the world. Terena Bell has more (and perhaps 
wiser) advice on how to manage your social webpages, right after Erin Vang and 
Tina Cargile’s discussion on corporate communication, Adam Asnes’ description of 
internationalization automation software, John Freivalds’ theories on cultural time 
differences and Tom Edwards’ take on crowdsourcing. 

Crowdsourcing is especially trendy in the localization industry right now, and 
because of Facebook, it’s often linked ideologically to the social web. Paul Sawers 
has an opinion about that in the Takeaway. Ignacio Garcia and Vivian Stevenson 
give a balanced overview of Web 2.0 in toto, and then Shy Avni and Regina 
Bustamante prove that not all social web platforms crowdsource translation with 
a look at Plaxo’s quality assurance process. Vadim Berman rounds out the industry 
focus with detailed descriptions of a new sort of “web” that may be useful in 
developing countries. Hint: if you’ve seen the recent television commercials for the 
knowledge generation bureau’s services, it may not be a diffi cult concept to grasp.

Despite crowdsourcing, there still seems to be plenty of work to go around, and 
to help with it, Ted Wozniak offers some guidelines to ensure you get paid for 
translation, Jan Pedersen lays out how to deal with diffi culties in subtitling, and 
Marta Dalmau presents the case for translation memory maintenance. Angelika 
Zerfaß reviews version 7 of Jost Zetzsche’s The Translator’s Tool Box. If you need 
more basic help, there’s the Localization Getting Started Guide inserted in the 
middle of the magazine. 

If you’re still worried about the effects of the social web on your pocketbook 
or on your attention span after reading this issue, get off the social web and 
start socializing with people who aren’t obsessed with posting or translating on 
Facebook. If you don’t know anyone like that, just re-read the magazine.   

Spinning the social web

Katie Botkin  Post Editing
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www.localizationworld.com info@localizationworld.com

AAC Global
ACP Traductera 
Across Systems GmbH 
Alchemy Software 
Andrä AG 
Atril Language Engineering, S.L. 
Brandt Technologies 
Common Sense Advisory, Inc. 
CPSL
eLocalize
EQHO Communications Ltd. 

EuroLingo
FutureTrans, LLC 
JBI Studios 
The Language Technology Centre 
Lionbridge Technologies, Inc. 
Localisation Research Centre 
The Localization Institute
Lucy Software and Services 
Moravia Worldwide 
MultiCorpora
MultiLingual Computing, Inc. 

OmniLingua Worldwide, LLC 
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SDL
Skrivanek Ltd. 
STAR Group 
TAUS Data Association
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VistaTEC 
Welocalize 

Conference Highlights

Opening keynote by Germany‘s best-known economist
Dr. Norbert Walter, chief economist of Deutsche Bank Group, will share his research and analysis of the
current global economic situation and the impact on international business and globalization.

The most diverse program yet, including two new tracks 
• Global Business Best Practices with speakers from Mercer, Saatchi & Saatchi, Roland Berger 
   Strategy Consultants and more
• Managing Global Websites with speakers from Expedia, Second Life, Sony and more

Social events for networking
• Opening night reception
• Dinner cruise

Lower cost
• Lower conference fee for main conference and preconference days
• Three free sessions on preconference day (8 June)
• Early registration discount available through 27 April

Exhibitors

Sponsored by

www.lionbridge.com www.across.net

Know-how for Global Success
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Independent look at real-life usage
A group of independent localization professionals 

has put together a survey on the actual performance of 
translation memory and translation management systems. 
For this survey, they are particularly interested in real-life 
usage, common problems and tech support — or lack 
thereof — in challenging localization environments. They 
hope to learn about the current state of translation man-
agement and ultimately develop a better understanding of 
quality criteria for translation and localization tools. The 
results will be published at a later date. For further infor-
mation, leave an e-mail address at the end of the survey.

Weigh in at http://guest.cvent.com/SURVEYS/Welcome 
.aspx?s=7cad6508-cced-45c0-99ea-704d84eb31b6. For 
more information, e-mail angela.starkmann@t-online.de

N
ew

s

Worldware conference dives 
into international territory

 “Internationalize early and often” was the most used catch-
phrase of the fi rst Worldware conference, organized by the creators 
of Localization World and held March 17-19, 2009, in Santa Clara, 
California. Speakers from Yahoo!, Microsoft, Adobe, Mozilla Corpo-
ration and Sun Microsystems, along with other globaliza-
tion architects, business managers and software engineers, 
discussed agile development, management persuasion 
techniques and other internationalization issues. 

Testing also generated ongoing questions, as did the 
fl ow of the globalization supply chain. “For Cisco.com, 
we get world-ready fi les, and then they go into transla-
tion and a linguistic review, and we don’t usually need 
to do localization testing,” said Barbara Burbach in her 
session on staffi ng models for internationalization. 

Software and website internationalization was the 
primary focus of the conference, with translation and 
localization a logical next step. Plenary speaker Aaron 
Marcus noted that with the current global climate and 
the need to shine in local markets, “now a lot of people 

are coming out as anthropologists.” Marcus discussed user experi-
ence and “making things that are not only usable, but useful and 
engaging,” with regard to semiotics and culture-centered design. 

A second Worldware is tentatively scheduled. “The interest and 
enthusiasm from attendees indicate to us the need to hold this 
conference again,” said Ulrich Henes, one of the conference orga-
nizers. “We will announce the arrangements soon.”

Share your ‘career decision’ stories
During Worldware, MultiLingual columnist Adam Asnes came 

up with the idea of writing a column on the amusing ways 
people fall into the localization business. If you have a good 
story to share, contact him at aasnes@lingoport.com

Above: From left to right, Melissa Biggs of Sun Microsystems, Jessica 
Roland of EMC and Seth Bindernagel of Mozilla Corporation 

have a panel discussion on internationalization business during the 
Worldware conference. Claudia Galván of Microsoft moderates. 

Left: Attendees chat at the closing reception.

European, Asian, Indian languages added
Marking the online e-mail service’s fi fth birthday, Google announced 

March 30 that it’s adding close to 50 languages to the Gmail Labs box 
it launched last year in English. Google had created a stir by hinting 
prior to release that the announcement had a “European multilingual 
angle to it,” causing some to speculate that Gmail would be outfi tted 
with automated translation capabilities. 

Instead, the Labs box will now be available in nearly 30 European 
languages, as well as Bengali, Gujarati, Hindi, Indonesian, Japanese, 
Kannada, Korean, Malay, Malayalam, Marathi, Oriya, Simplifi ed Chinese, 
Tagalog, Tamil, Telugu, Thai, Traditional Chinese, Turkish and Vietnam-
ese. The Labs box features include a way of retracting an e-mail up to 
fi ve seconds after you hit the send button and a forgotten attachment 
reminder, which reminds you to attach a fi le if you mention one in your 
message.

Google features go global Call for tools survey responses
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Business

Lionbridge restructures 
Lionbridge Technologies, Inc., has imple-

mented a global restructuring plan that 
will consolidate and streamline several of 
its global operations and reduce overhead 
functions. The company estimates the plan 
will result in US$18-$20 million of total 
annualized cost savings and expects to 
achieve US$6-$9 million of the cost sav-
ings in 2009.

As part of the restructuring plan, Lionbridge 
will reduce approximately 325 employees 
who comprise approximately 8% of its total 
full-time workforce. It will also consolidate 
offi ces to streamline its global footprint and 
reduce fi xed costs.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc.
info@lionbridge.com, www.lionbridge.com

Services exporting consortium 
A group of companies has created a con-

sortium for exporting services to the United 
States. Heading the consortium is translation 
company TSG-Glotas. The other member 
companies are Pulso Sistemas de Gestión, S.L., 
and ROS Multimedia, S.L. Backed by the pub-
lic company Fomento de Mercados (market 
development) of the regional government of 
Extremadura in Spain, the consortium aims 
to increase service exports to Spanish com-
panies in the areas of translation, information 

systems, audiovisual (including web creation) 
and editorial production.
TSG-Glotas
info@tsg-global.com, www.tsg-global.com

Eriksen opens center in Argentina
Eriksen Translations Inc., a language ser-

vices provider, has expanded its operations 
to include a production center in Córdoba, 
Argentina. The expansion of the center 
allows the company to further its technol-
ogy capabilities, testing and implementa-
tion of localization tools, and the creation 
of new tools. 
Eriksen Translations Inc.Eriksen Translations Inc.
info@eriksen.com, www.eriksen.com

Products and Services

YOOprocess
YOOprocess, an online service operated 

by Cross Language, is a web-based transla-
tion project management system based on 
open standards technology. YOOprocess is 
designed to integrate the needs of internal 
translation departments and language ser-
vice providers.
YOOprocessYOOprocess info@yooprocess.com 
www.yooprocess.com

Clickability corporate solutions
Clickability, Inc., a provider of web con-

tent management solutions, has developed 
Clickability Corporate Solutions — designed 

to enable customers to publish websites on 
the BlackBerry. The platform enables mul-
tilingual publishing, including languages 
requiring right-to-left text entry, and adds 
new ways to associate and manage related 
content, expediting the translation and 
localization processes.
Clickability, Inc.Clickability, Inc. info@clickability.com 
www.clickability.com

LTC Worx version 1.3
The Language Technology Centre Ltd. 

(LTC), a developer of language technology 
solutions, has released version 1.3 of LTC 
Worx, its web-based business system for 
multilingual information management. New 
features include an updated look and feel 
for the user interface and several enhance-
ments to the timesheet module, as well as 
extended reporting facilities.
The Language Technology Centre Ltd.The Language Technology Centre Ltd. 
info@langtech.co.uk, www.langtech.co.uk

Brazilian spelling compliance tool
Ccaps Translation and Localization has 

designed the Brazilian Spelling TM Compli-
ance Tool to assist language vendors and 
clients in adapting pretranslated texts to the 
new spelling system. The tool can be down-
loaded from the Ccaps website (www.ccaps 
.net/agreementchecker/en.html) along with 
the English and Portuguese versions of the 
user guide.
Ccaps Translation and LocalizationCcaps Translation and Localization 
info@ccaps.net, www.ccaps.net

MadCap Lingo 2.0
MadCap Software, Inc., a multichannel 

content authoring company, has released 
MadCap Lingo 2.0. The new version includes 
the Darwin Information Typing Architec-
ture standard, Microsoft Word and a range 
of standard text and language formats. It 
also offers new features to facilitate the 
translation process.
MadCap Software, Inc.MadCap Software, Inc.
info@madcapsoftware.com 
www.madcapsoftware.com

iSpeak Apps
Acapela Group, a provider of voice solutions, 

has deployed its Acapela for iPhone text-to-
speech solution, with the release of iSpeak 
Apps by Future Apps, a developer of solutions 
for the iPhone platform. iSpeak Apps (www 
.future-apps.net/iSpeak/iSpeak.html) use Aca-
pela speech synthesis to vocalize a translated 
phrase back in the target language. The initial 
release supports Spanish, Czech, French, Ger-
man, Portuguese, Norwegian, Polish, Italian, 

Ottawa, Canada
August 26-30, 2009

MT Summit XII
A global perspective on translation automation

http://summitxii.amtaweb.org

hosted by organized by 
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Dutch, Finnish and Swedish.
Acapela GroupAcapela Group info@acapela-group.com 
www.acapela-group.com

Plunet BusinessManager 4.3
Plunet GmbH, a provider of business 

management software solutions for trans-
lation services and agencies, has released 
version 4.3 of BusinessManager. Features 
include a new fl exible dashboard offering 
an at-a-glance overview of the full range 
of Plunet dates and deadlines. An updated 
function enables automatic creation of 
quote and order data in the recipient’s 
system with simultaneous transfer of the 
required project fi les.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de 

UTOPY SpeechMiner, granted patent
UTOPY Inc., a provider of customer 

intelligence and performance optimiza-
tion solutions powered by Speech Analy-
tics, has introduced UTOPY SpeechMiner 
— designed to analyze and process mass 
amounts of customer calls in multiple 
languages in contact centers around the 
globe. Some of the languages include 
various English dialects, Spanish from the 
European Union and Latin America, Ger-
man, French, Dutch, Italian, Cantonese, 
Mandarin and Japanese.

UTOPY has also been granted a US pat-
ent for its technology. The patent covers 
the system and methods of classifying a 
human-to-human telephone conversation 
into predefi ned categories of interest.
UTOPY Inc.UTOPY Inc. www.utopy.com

Projetex 7.0 localization expanded
Localization and software development 

company, Advanced International Transla-
tions has further localized Projetex into 
nine additional languages: Bulgarian, Chi-
nese (Taiwan), Dutch, Hungarian, Italian, 
Polish, Romanian, Slovak and Ukrainian.
Advanced International TranslationsAdvanced International Translations 
info@translation3000.com 
www.translation3000.com

SDL Common Enterprise 
Application Framework

SDL, a provider of global information 
management (GIM) solutions, has intro-
duced its new Common Enterprise Applica-
tion Framework, a platform architecture 
for managing language assets across the 
enterprise. Through one central framework, 
corporations and vendors alike have access 
to shared content repositories and a unifi ed 

experience across all SDL GIM products, 
including content creation, translation and 
publication.
SDLSDL amhall@sdl.com, www.sdl.com

Alchemy CATALYST 8.0
Alchemy Software Development Ltd., a 

visual localization solutions provider and 
division of Translations.com, has developed 
Alchemy CATALYST 8.0. It features an inter-
active translator toolbar; ezType predictive 
text tool; replaceable core functionality for 
custom code modules; redesigned ezParse 

technology; and LANGUAGE EXCHANGE 
3.0 — a server-based translation memory 
technology also by Alchemy.
Alchemy Software Development Ltd.Alchemy Software Development Ltd. 
info@alchemysoftware.ie 
www.alchemysoftware.ie
Translations.comTranslations.com info@translations.com 
www.translations.com

Fusion 3.1
JiveFusion Technologies, Inc., a translation 

technology solutions company, has released 
Fusion 3.1. The new version is designed to 

9

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

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

Optimize translations. 
Increase productivity. 

Cost-effective.

Visit us online at 
www.systransoft.com

SYSTRAN Premium 
Translator 6
SYSTRAN Premium 
Translator 6

NEW V6

Back in style. . . .
 
Thanks for the latest issue (MultiLingual #102, March 2009) — the article on translating 

South Park into Chinese looks fascinating and fun — I’m taking that home to read! 
I have one complaint with this issue, however: the “Basic terminology” section. Terms in 

a glossary should not be presented with title-style or sentence-style capitalization. Part of 
the purpose of a glossary or termbase is to indicate how to correctly render terms — spelling, 
capitalization, hyphenation and so on. Capitalizing terms as though they are titles or headings 
is incorrect and misleading because the reader can’t be sure which terms are proper nouns or 
names that should be capitalized.

Sue Kocher, SAS Institute, Inc.

You are absolutely correct, Sue. In the glossaries that I checked — from a random selec-
tion of books on my shelves — the words and terms are not title-style or sentence-style 
capitalized. I am not sure why MultiLingual has done the “Basic terminology” section this 
way — probably from habit. In the future, the terms will not be capitalized unless they are 
supposed to be that way — for example, Big5 and Unicode. Thanks for bringing this to our 
attention. — Jim Healey

Letters
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enhance current TMX compatibility and has 
the capability to import and export to TMX 
while preserving complete segment context. 
A revamped termbase has been added with 
template features enabling legacy terminol-
ogy database importing.
JiveFusion Technologies, Inc.JiveFusion Technologies, Inc. 
info@jivefusiontech.com 
www.jivefusiontech.com

Arabic software localization
Book A Language, a provider of a full 

range of linguistic solutions, has added 
Arabic to its software localization services. 
The company offers a service brochure in 
Arabic in addition to French and English.
Book A LanguageBook A Language info@bookalanguage.com 
www.bookalanguage.com

MT PLUS and MT SUPREME
McElroy Translation Company, a lan-

guage service provider, has created a new 
service offering for law fi rms and eDiscov-
ery providers faced with deep and complex 
discovery and patent searches. The MT 
PLUS service is designed to improve discov-
ery and search screening for high-volume 
discovery in litigation cases and patent 
retrieval searches.

McElroy also developed MT SUPREME 
— a customized statistical machine transla-
tion domain development service offered in 
partnership with Asia Online Portals (Thai-
land) Co., Limited, an international web 

portal company that leverages technologies 
to create and deliver content online.
McElroy Translation CompanyMcElroy Translation Company 
sales@mcelroytranslation.com 
www.mcelroytranslation.com
Asia Online Portals (Thailand) Co., LimitedAsia Online Portals (Thailand) Co., Limited 
www.asiaonline.net

GlobalSight enhancements
Welocalize, a provider of integrated global-

ization services, has released updates for the 
GlobalSight open-source trans lation manage-
ment system. The en hancements al low access 
to the translation memory via a new web 
service API and allow developers to test API 
calls and results from a command prompt.
WelocalizeWelocalize 
info@welocalize.com, www.welocalize.com

 Clients and Partners

Lingotek commissioned 
by Library of Congress

Lingotek, a developer of collaborative 
translation technology, has been commis-
sioned by the Library of Congress to man-
age the project of translating nearly one 
million words from the Library of Congress 
and other World Digital Library (WDL) part-
ners into seven target languages — English, 
Arabic, Chinese, French, Portuguese, Rus-
sian and Spanish — for the WDL. The WDL 
is a project designed to provide a multicul-
tural digital storehouse of information and 

knowledge from cultures around the world.
LingotekLingotek 
sales@lingotek.com, www.lingotek.com

Across selected by Carmazzi, WAGO
Carmazzi Global Solutions, a provider of 

linguistic services, has announced its imple-
mentation of In-Context powered by Across 
Systems GmbH, a supplier of independent 
linguistic supply chain technology. The new 
software integration is intended to create a 
common platform on which clients, trans-
lators and project managers can all oper-
ate and to establish a master translation 
memory by capturing, sorting and re-using 
translations.

WAGO Kontakttechnik GmbH & Co. KG, a 
developer of electrical subsystems and con-
nectors technology, has also selected Across  
to localize its website. Across supplied WAGO 
with the Across Language Server and col-
laborated with lindner software & consulting 
GmbH to develop a plug-in called crossDOT. 
The plug-in provides interaction between the 
language server and WAGO’s website with 
the goal of creating consistent content in 16 
languages and 28 language variants.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net
Carmazzi Global SolutionsCarmazzi Global Solutions 
info@carmazzi.com, www.carmazzi.com

The Translation People 
acquires database rights

The Translation People, a provider of lan-
guage translation services, has acquired the 
rights to the client and supplier database of 
Alden Translations, the translation division 
of the printing business Alden HenDi.
The Translation PeopleThe Translation People 
enquiries@thetranslationpeople.com 
www.thetranslationpeople.com

Lingsoft signs agreement with Hansel
Lingsoft, Inc., a language services pro-

vider, has signed a four-year agreement 
with Hansel Ltd, the central procurement 
unit of the Finnish government, to provide 
translations for the procurement units of 
the state administration. Hansel Ltd selected 
PasaNet Oy, part of the Lingsoft Group, as 
its provider of English, Swedish and Russian 
translation services.
Lingsoft, Inc.Lingsoft, Inc. info@lingsoft.fi , www.lingsoft.fi 

Clay Tablet connects with milengo 
Clay Tablet Technologies, a developer of 

integration software that connects any con-
tent management system with any transla-
tion system or provider, and milengo Inc., 
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in Switzerland 25 years
ago with the exclusive
focus of facilitating
cross-cultural technical
communications in all
languages.
The company has grown
to be the largest privately
held multilingual infor-
mation technology and
services  company in the
world with 42 offices
in 32 countries.

Take yourself to the next level
and contact

Act now!!10,000 hours of time savings per year.

60% faster time to market.

Synchronized global cross-functional
operations around current,
accurate product information.

Your single-source provider
for corporate product communication.

STAR Group –
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Specialists in outsourced localization services.

Working with your team at your location to 
create quality projects.

Testing - Project management - Engineering
Tech writing - Software development

a provider of localization, engineering and 
testing services, have joined forces to design 
a content routing solution for milengo’s 
communications, e-learning and informa-
tion technology clients struggling with large 
volumes of content.
Clay Tablet TechnologiesClay Tablet Technologies
info@clay-tablet.com, www.clay-tablet.com
milengo Inc.
contact@milengo.com, www.milengo.com

viaLanguage teams with ZDE
viaLanguage, a language services provider, 

has announced a partnership with Ziff Davis 
Enterprise (ZDE), a provider of news, analy-
sis and specialized content for information 
tech nology (IT) professionals. ZDE will work 
closely with viaLanguage to publish client, 
product and research information across its 
international network of websites targeting 
enterprise IT decision-makers.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

WhP partners with Assystem
WhP, a localization company, has part-

nered with the Assystem group, an engineer-
ing and innovation consultancy. The goal of 
the partnership is to offer services such as 
outsourcing the documentation life cycle — 
from creation to the updating phase — while 
localizing content for target countries.
WhPWhP info@whp.fr, www.whp.fr

Adobe licenses SDL AuthorAssistant
SDL, a global information man agement 

solutions provider, has been licensed by 
Adobe Systems Incorporated to provide all 
of its Adobe FrameMaker 9 users with SDL 
AuthorAssistant.
SDLSDL amhall@sdl.com, www.sdl.com
Adobe Systems IncorporatedAdobe Systems Incorporated www.adobe.com

STI awarded county contracts
Schreiber Translations, Inc. (STI), has been 

awarded two translation contracts — one 
with Fairfax County and one with Loudoun 
County, both in Virginia. The contracts will 
provide document translation services to 
county governments and agencies in support 
of the growing limited-English-profi ciency 
populations within these two counties.
Schreiber Translations, Inc.Schreiber Translations, Inc.
translation@schreibernet.com 
www.schreibernet.com

CTS LanguageLink WSCA contract
CTS LanguageLink, a provider of transla-

tion, interpretation and localization services, 
has been awarded a contract with Western 

States Contracting Alliance (WSCA). Valid 
through 2011, with extension periods through 
2015, the contract covers the over-the-phone 
interpretation requirements in all languages 
of the 15 member states, representing roughly 
three million minutes of annual service. The 
contract is available to all state entities or 
other organizations that receive any public 
funding or grants, such as nonprofi ts, school 
districts and health care facilities.
CTS LanguageLinkCTS LanguageLink sales@ctslanguagelink.com 
www.ctslanguagelink.com

MULTILINGUAL QA and LISA partner
MULTILINGUAL QA Ltd., a provider of 

localization testing services, and the Local-
ization Industry Standards Association (LISA) 
have partnered to offer a new service that 
assesses globalized software products. The 
new Localization Product Assessment service 
delivers a pinpoint analysis of the functional, 
cosmetic and linguistic quality levels of the 
localized software, including comparisons to 
industry averages. Additionally, it provides 
an indication as to a product’s compliance 

with localization industry standards.
MULTILINGUAL QA Ltd.
sales@multilingualqa.com 
www.multilingualqa.com
Localization Industry Standards Association
lisa@lisa.org, www.lisa.org

Glyph Language Services localizes 
National Park Service website

Glyph Language Services, Inc., a provider 
of customized language services for the 
software, web media and training industries, 
has signed a contract with the National Park 
Service to translate its online content into 
Spanish. Glyph will localize the online content 
for the 391 parks, monuments and memorials 
maintained by the National Park Service.
Glyph Language Services, Inc.Glyph Language Services, Inc.
sales@glyphservices.com 
www.glyphservices.com

Basis and comScore share technology
Basis Technology, a provider of multi-

lingual text analytics, has announced that 
comScore, a marketing research company, 
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has licensed its Rosette Language Identi-
fi er (RLI) for integration into comScore’s 
proprietary data collection systems. The RLI 
enables applications to determine the lan-
guage and encoding of incoming data for 
proper handling and recognizes 55 written 
languages.
Basis TechnologyBasis Technology info2009@basistech.com 
www.basistech.com

K International translates for MoD
K International plc, a language services 

provider, has signed a four-year contract with 
the Ministry of Defence (MoD) for the provi-
sion of secure language translation services 
in support of the British Armed Forces. The 
contract includes language translations of 
more than 35,000 documents into and from 
all offi cial languages of the European Union.
K International plcK International plc info@k-international.com 
www.k-international.com

Resources

Journal of Internationalisation 
and Localisation call for papers

The Journal of Internationalisation and 
Localisation, a peer-reviewed journal, aims 
to establish a worldwide discussion forum 
for both professionals and academics in the 
areas of internationalization and localiza-
tion. The specifi c goal of the journal is to 
make use of the full range of information 
— from academic research results to the 
shop fl oor of current language industries 
— to use business experiences in order to 

inform academic research. 
Hendrik KockaertHendrik Kockaert 
hendrik.kockaert@lessius.eu

STAR Transit NXT as curriculum
STAR Group, a service provider for the 

entire life cycle of technical information, 
has installed the latest release of its trans-
lation memory tool — STAR Transit NXT — at 
several universities in the United Kingdom. 
The complimentary installation will form 
part of the translation courses at Westmin-
ster, Leeds, Swansea and Imperial College 
London. The company has also created a 
portal offering additional services related 
to the new release.
STAR GroupSTAR Group 
info@star-group.net, www.star-group.net

Common Sense Advisory reports
Common Sense Advisory, Inc., has per-

formed a detailed analysis of the $5.7 billion 
outsourceable US translation industry using 
economic data and comparing it with the 
aggregated results from interviews with buy-
ers of language services about their spending 
habits. The fi ndings, which are detailed in 
the report “Where the Translation Dollar Is,” 
provides information for language service 
providers to target vertical and geographic 
markets with the greatest potential return 
on investment.

In another report “The Case for Terminol-
ogy Management,” Common Sense analysts 
interviewed terminologists, lexicographers 
and localization managers at several global 

businesses and government organizations. 
The results demonstrate the benefi ts of 
terminology management — from branding 
consistency to improved translation quality. 
The report reveals how a single terminology 
error in a product or service can quickly 
result in hundreds and even thousands of 
mistakes as the inconsistency snowballs 
across multiple versions, models, user 
groups, output formats and languages.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

7th revised edition of 
The Translator’s Handbook

SchreiberLanguage, a division of Schrei-
ber Publishing, Inc., has released the 7th 
revised edition of The Translator’s Hand-
book by Morry Sofer. The new edition 
includes up-to-date translation techniques, 
current work sources for linguists, current 
dictionaries, a list of the most commonly 
translated subjects and more.
SchreiberLanguageSchreiberLanguage 
info@schreiberlanguage.com 
www.schreiberlanguage.com

 Announcements

Google Summer of Code 2009
The Google Summer of Code (GSoC) is a 

global program that offers student develop-
ers stipends to write code for various open-
source software projects. Google has worked 
with several open-source, free software and 
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technology-related groups to identify and 
fund several projects over a three-month 
period. The program has brought together 
almost 2,500 students and 2,500 mentors 
and co-mentors from nearly 100 countries 
worldwide. Accepted student applicants are 
paired with a mentor or mentors from the 
participating projects, thus gaining expo-
sure to real-world software development 
scenarios and the opportunity for employ-
ment in areas related to their academic 
pursuits. The GSoC (http://socghop.appspot 
.com) began accepting applications from 
students on March 23, 2009.
Google, Inc.Google, Inc. www.google.com

Avantpage updates website
Avantpage, a language services provider, 

has updated its website, featuring improved 
access to resources; more information about 
its work in the health care, fi nancial, educa-
tion and government industries; and details 
about the 100-plus languages it translates.
AvantpageAvantpage info@avantpage.com 
www.avantpage.com

viaLanguage health care blog
viaLanguage, a language services pro-

vider, has introduced its new health care 
blog, Speaking Healthcare. In an effort to 
help health care professionals communicate 
with their limited-English-profi cient com-
munities, the blog discusses current issues 
and possible solutions regarding medical 
translation and localization.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

Qabiria corporate website
Qabiria Studio SLNE, a consulting, trans-

lation and training company, has launched 
its new corporate website, featuring a reno-
vated graphic layout and a free download-
able toolbar that gathers search features, 
RSS feeds, and useful tools and links that are 
selected by Qabiria especially for language 
industry professionals.
Qabiria Studio SLNEQabiria Studio SLNE 
info@qabiria.com, www.qabiria.com

NCTA 2009 board of directors
The Northern California Translators 

Association (NCTA) installed its board of 
directors during its February 2009 general 
meeting. Re-elected were president Tuomas 
Kostiainen, vice president Yves Avérous, 
and directors Raffaella Buschiazzo and 
Sonia Wichmann. Newly elected J. Mónica 
Pérez joins continuing board members 
Paula Dieli, Dagmar Dolatschko, Stafford 

Hemmer, Norma Kaminsky and Elisa Rossi.
Northern California Translators AssociationNorthern California Translators Association 
ncta@ncta.org, www.ncta.org

Financial

SDL preliminary results
SDL has announced that revenue for the 

year ending December 31, 2008, was over 
£158 million. The company’s profi t before 
tax was £19.8 million.
SDLSDL amhall@sdl.com, www.sdl.com

Lionbridge last quarter 2008 results 
Lionbridge Technologies, Inc., has reported 

its fi nancial results for the quarter ending  
December 31, 2008. Revenue included a 
record cash fl ow from operations of US$13.1 
million during the quarter. For the year 
ending December 31, 2008, it also reported 
revenue of US$461.4 million, an increase 
of US$9.4 million or 2.1% from revenue of 
US$452 million for the same period in 2007.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

People

Recent industry hires
Eurotext Translations, a translation and 

localization company, has hired Ann Greene 
as director of operations. 

Apex Translations, Inc., a provider of 
translation services, has added Chala Korana 
as customer relations manager. 

Sajan, Inc., a translation services and 
technology company, has announced the 
addition of Peter Shutte as the new vice 
president of business development. 

CETRA Inc., a provider of customized 
language solutions to governments and 
businesses worldwide, has promoted Molly 
Stejskal to vice president.

CSOFT International, Ltd., a provider 
of localization, testing and outsourced 
software development, has promoted Matt 
Arney to vice president of global business 
development and Helena Rojas to director 
of global business development for Austra-
lia and Europe. 
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TransPerfect Translations, Inc., a pro-

vider of language services, has announced 
that Jaroslava Flodrová has joined the 
company as production director, Prague. 

Research and consulting fi rm Com-
mon Sense Advisory, Inc., has hired Anne-
Marie Colliander Lind as director, Nordic 
markets. 

Partnertrans UK Ltd, an interactive 
entertainment localization agency for the 
video and mobile games industry, has hired 
Andrew Chorzelski as head of sales for 
Europe. 

viaLanguage, a provider of translation 
and localization services, has hired Dan 
Leslie as its new director of health care. 

The Gilbane Group, an analyst and 
consulting fi rm focused on content tech-
nologies and their application to business 
solutions, has hired Barry Schaeffer as 
senior analyst for XML strategies and 
content management; Larry Hawes as lead 
analyst for collaboration and enterprise 
social media; and Neal Hannon as senior 
consultant for XBRL strategies.

Eriksen Translations Inc., a language 
services provider, has hired Rodrigo Resuche 
as the general manager for its new produc-
tion center in Córdoba, Argentina. 
Eurotext TranslationsEurotext Translations 
info@eurotexttranslations.com 
www.eurotexttranslations.com
Apex Translations, Inc.Apex Translations, Inc. 
info@apex-translations.com 
www.apex-translations.com
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com 
CETRA Inc.CETRA Inc. info@cetra.com, www.cetra.com
CSOFT International, Ltd.CSOFT International, Ltd. 
info@csoftintl.com, http://csoftintl.com
TransPerfect Translations, Inc.TransPerfect Translations, Inc. 
info@transperfect.com, www.transperfect.com
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com
Partnertrans UK LtdPartnertrans UK Ltd 
info_uk@partnertrans.com 
www.partnertrans.com
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

The Gilbane GroupThe Gilbane Group 
editor@gilbane.com, www.gilbane.com
Eriksen Translations Inc.Eriksen Translations Inc. 
info@eriksen.com, www.eriksen.com

Awards and Certifications

Standard certifi cations
Pangeanic, a translation, publication, 

software localization and manual-making 
services company, has renewed its ISO 9001 
and EN 15038 certifi cation.

K International plc, a language services 
provider, has been awarded the updated ISO 
9001:2008 standard.

Prestige Network Ltd., a language ser-
vices provider, has been awarded UKAS ISO 
9001 accreditation. 
PangeanicPangeanic central@pangeanic.com 
www.pangeanic.com
K International plcK International plc info@k-international.com 
www.k-international.com
Prestige Network Ltd.Prestige Network Ltd. 
sales@prestigenetwork.com 
www.prestigenetwork.com
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Documentation and Training DITA 2009
June 2-5, 2009, in Indianapolis, Indiana USA.

PUBSNET and The Content Wrangler 
info@doctrain.com, www.doctrain.com/dita

Global Support Optimization Summit 2009
June 3-5, 2009, in Dalian City, China.

Translation Automation User Society, www.translationauto
mation.com/meetings/global-support-summit-2009.html

Localization World Berlin 2009
June 8-10, 2009, in Berlin, Germany. 

Localization World Ltd., www.localizationworld.com

SemTech 2009
June 14-18, 2009, in San Jose, California USA. 

Semantic Universe, ericaxel@semantic-conference.com
www.semantic-conference.com

Web Content Chicago
June 15-16, 2009, in Chicago, Illinois USA. 

DUO Consulting, scottabel@mac.com
www.webcontentconferences.com

Languages and Business 2009
June 15-17, 2009, in Düsseldorf, Germany. 

ICWE GmbH, www.sprachen-beruf.com

TrebleCLEF Summer School on 
Multilingual Information Access

June 15-19, 2009, in Pisa, Italy. 
Cross-Language Evaluation Forum 
carol.peters@isti.cnr.it, www.trebleclef.eu/summerschool.php

July
6th ProZ.com International Conference

July 2-5, 2009, in Ohrid, Macedonia. 
ProZ.com and Hristina Dojcinova, www.proz.com/conference/91

IATIS 2009
July 8-9, 2009, in Melbourne, Australia. 

International Association for Translation and Intercultural Studies 
iatis@iatis.org, www.iatis.org

2009 ATA-TCD Conference
July 30-August 1, 2009, in Quebec City, Quebec, Canada. 

American Translators Association — Translation Company Division 
rina@hebrewtrans.com, http://ata-tcd.com

August
12th International Conference on Translation

August 18-20, 2009, in Penang, Malaysia. 
Malaysian Translators Association 
www.usm.my/ppa12

Machine Translation Summit XII
August 26-30, 2009, in Ottawa, Ontario, Canada. 

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

May
STC 56th Annual Conference and EXPO

May 3-6, 2009, in Atlanta, Georgia USA. 
Society for Technical Communication, http://conference.stc.org

ELIA School for Language Service Providers
May 5-6, 2009, in Bologna, Italy. 

ELIA (European Language Industry Association Ltd) 
www.elia-association.org/index.html?_id1=80

Localization Certifi cation Program
May 11-13, 2009, in Cologne, Germany. 

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

Translation World
May 11-13, 2009, in Toronto, Ontario, Canada. 

Association de l´industrie de la langue/ 
Language Industry Association (AILIA)
info@translationworld.com, www.translationworld.com

ALC 7th Annual Conference
May 13-16, 2009, in Austin, Texas USA. 

The Association of Language Companies 
www.alcus.org/activities/alcconference

Localization Project Management Certifi cation
May 14-15, 2009, in Cologne, Germany. 

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

EAMT 13th Annual Conference
May 14-15, 2009, in Barcelona, Spain. 

European Association for Machine Translation 
eamt2009local@talp.upc.edu, www.talp.cat/eamt09

17th Nordic Conference on Computational Linguistics
May 14-16, 2009, in Odense, Denmark. 

Northern European Association for Language Technology 
http://beta.visl.sdu.dk/nodalida2009

ITI International Conference 2009
May 16-17, 2009, in London, UK. 

Institute of Translation & Interpreting, www.iti-conference.org.uk

Localization Project Management Seminar
May 18, 2009, in Seattle, Washington USA. 

The Localization Institute, http://localizationinstitute.com

TAUS Round Table — Localization Business Innovation
May 29, 2009, in Tokyo, Japan.

Translation Automation User Society, www.translationautomation.com

 June
Gilbane San Francisco 2009

June 2-4, 2009, in San Francisco, California USA. 
Lighthouse Seminars/Gilbane Group, http://gilbanesf.com

C
alendar
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FFirst of all, this book is not only useful 
for translators, but is also useful for most 
of us who would like to use our computers 
more effi ciently and don’t have the time 
to research all the tools and settings that 
might help us. I enjoyed reading about 
tips, tricks and hidden settings, and even 
though I knew about many of them al-
ready, I still found some amazing help-
ers and will probably be re-reading most 
of the chapters in the near future. New 
to Version 7.0 are features such as com-
puter-assisted translation (CAT) tools cat-
egorization and a section on translation 
memory (TM) maintenance.

Being a trainer for translation tools myself, I 
thought years ago when I was fi rst beginning that it would be my 
task to merely show translators how to use the particular CAT tool. I 
soon realized that I had to do much more than that, as many transla-
tors I’ve met over the last ten years seemed to use the computer as a 
kind of electric typewriter. Mostly I had to start out helping people 
create folders, fi nding where they had saved their fi les and explaining 
the difference between fi le formats, instead of going straight into the 
intricacies of a TM system. Times have changed a bit in that respect, 
as most translators today are quite good at using folder structures, 
renaming fi les, using search functionalities on their computers and so 
on. But still I have the feeling that many of them are a little afraid of 
what might happen if they click here or confi rm a setting there. This 
book can help them to fi nd the settings that are important to them 
— and it might even make my job easier when 
giving a translation tools training.

Structure
The 355 pages of the book contain chapters 

on Windows and security settings, utilities, 
Offi ce Suites, DTP, CAT tools and fi le formats.

At the beginning there is some general informa-
tion on how to use your operating system more 
effi ciently. Shortcuts, switching off animation that 
takes up too much speed and working with Win-
dows Explorer (searching, copying and so on) are 
just a few of the many areas where you can fi nd 
useful tips to tweak your operating system. For 
many of the features that Windows offers, alterna-
tive tools are mentioned, including lots of freeware 
tools. The explanations are clear, and the use of 
screenshots along with detailed descriptions of how 
to get to a certain setting makes the suggested 
steps easy to follow. This is something I especially 
liked throughout the whole book. The explanations 
start from the very basics to help you understand 
when and why you should use this or that setting 
and what the outcome should be. I pride myself 
in knowing quite a lot about how to get the most 
out of an application, since that is basically my job, 

but even I found some interesting tools and settings I had not 
yet encountered. So, this book contains tips and tricks for the 
advanced users as well.

The chapter on computer safety and fi le backup is useful and, 
in my opinion, cannot be stressed enough. I fi nd that very few 
of us who do not have a company system administrator around 
to deal with viruses, system backups and internet connections are 
really up to speed with internet security, up-to-date virus soft-
ware or disk cleanup.

After a few words on browsers and tips on how to do searches 
on the internet, there are about 30 pages on common threats 
such as malware, viruses, keyloggers, backdoor programs, phishing 
and so on. All terms are explained, and some safety measures are 

suggested for each threat.
The next chapter deals with utilities 

that again will be useful not only for 
translators, but for nearly everybody. 
The tools range from management of 
graphics, renaming and search utili-
ties and compression tools to more 

16

The Translator’s Tool Box, Version 7.0

Reviewed by Angelika Zerfaß
Useful aid for new tricks and basic computer efficiency

Angelika Zerfaß is a freelance 
consultant and trainer for 
localization-related processes 
and translation tools.

The Translator’s Tool Box: 
A Computer Primer for 
Translators, Version 7.0, 
by Jost Zetzsche. www 
.internationalwriters.com, 
2008. $50, downloadable 
PDF file.
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translation-specifi c tools for word counts, 
measurement conversion or time tracking 
for freelancers. 

Then follows a chapter on offi ce suites 
and the different versions of Microsoft 
Offi ce, which has to do with the fact that 
many fi le formats a translator has to deal 
with today come from Microsoft Offi ce in 
its various versions and some of the transla-
tion tools even run within Microsoft Word.

The offi ce suites are followed by desk-
top publishing (DTP) applications and 
some explanations on design-oriented 
versus content-oriented DTP tools. This is 
another good example of some very basic 
information that really helps the reader 
understand why one fi le format needs to 
be treated differently than another, even 
though both of them are used in DTP. 

Finally, after about 200 pages of more 
or less general but useful knowledge on 
operating systems, offi ce suites and utili-
ties for almost every computer user, we 
come to the part on CAT tools. The three 
categories of CAT tools are described as:

Tools that independently provide 
specific functions for the translator, such 
as lookup tools, standalone terminology 
management and project management 
tools or word count tools.

Tools that provide functions, which 
enhance the use of TEnTs — a term 
Zetzsche coined to describe translation 
environment tools because, as he points 
out, TM tools are just one functionality 
in the whole tool set, so there should be 
a term that encompasses more than just 
TM. Tools in this category go from term 
and text extraction to conversion tools and 
alignment tools as well as quality assur-
ance (QA) tools.

TEnTs (translation environment tools) 
— tools with a TM at the core and associ-
ated modules with terminology manage-
ment, file format filters and so on.

For most of the TEnTs mentioned in 
this book, you get a bit of history on the 
development of the tool, specifi c func-
tions and screenshots. The list contains 
commercial tools as well as some open-
source tools. Zetzsche here also goes into 
managing terminology, handling code in 
tagged fi le formats or the different work-
ing environments for the translator. 

Next on the list are QA tools, be they 
integrated QA features within a TEnT or 
standalone QA tools, again with screen-
shots and the most important features of 
each tool category. Terminology mining 
tools get another ten pages, as do software 

localization tools, before we get to a quick 
reference for translating complex fi le for-
mats in QuarkXPress, InDesign, graphic fi le 
formats or tagged fi le formats.

The book is certainly not meant to be 
read from cover to cover, but by the topic 
that interests you most at any given time. 
For whatever reason, some topics appear at 
more than one place in the book, making 
it a little hard to get everything that has 
to do with the graphics, for example, in 
one go. But there is an extensive index of 
keywords as well as links between topics. 
And I am sure that you will go back again 
to a certain topic to read up on things 
you did not need half a year ago but have 
to deal with now. For this reason, I would 
have liked to have seen an appendix with 
a list of all the tools and their websites 
that are mentioned in the book, catego-
rized by their area of application.

Conclusion
Even if you are not a translator, you will 

fi nd lots and lots of useful settings and 
tools. As a tools fan, I loved the links and 
(freeware) tools mentioned in each section. 
I, for one, will defi nitely read some of the 
chapters again and try the suggested set-
tings. I also enjoyed the real-life examples 
and humorous descriptions as well as the 
very clear and down-to-earth explanations 
on everything from operating systems to 
DTP fi le formats to CAT tools. 

Some of the settings did not work 
directly for me, but that might be because 
the set-up of my machine differs from 
what was used to describe the features 
in the book. Most things I tried, however, 
worked like a charm.

What I missed was a complete list of 
tools as an appendix (maybe in the next 
edition?) or more information on online 
translation environments, be they online 
TM tools or online (machine) translation 
sites, as I have the feeling that we might 
see a lot of development in that direction. 
One of the next topics to include in the 
book could, for example, be workfl ow 
management tools. Admittedly, the auto-
mation of translation-related processes 
can only be used with quite expensive 
workfl ow management solutions at the 
moment, but sooner or later these fea-
tures will probably turn up in TEnTs for 
freelance translators as well.

Taking apart the area of DTP into DTP 
tools in one chapter and DTP fi le formats 
in another chapter does not seem logical 
to me, but I am sure that some thought 

went into the separation of these topics, 
and the index and references to other 
chapters makes it very easy to fi nd the 
information desired.

One other thing I found has to do with 
my preference for reading a book on paper 
and not online. When printing the book, 
I felt that the space of each page was 
sometimes not used to its fullest. Some 
pages only contain a screenshot and three 
lines of text. But then again, this might 
have been a conscious decision. If you 
want to translate the book into any other 
language that runs longer than English 
(and most languages do), you defi nitely 
need more space on each page to allow 
for text expansion. Also, I probably would 
have started new headings on a new page, 
but that might just be my personal prefer-
ence for structuring documentation.

All in all, a very useful book, easy to 
read with lots of clear and concise infor-
mation. Well done, Mr. Zetzsche, and 
thank you for putting all this together. I 
really enjoyed reading it!  M
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a specifi c purpose, the technology available, the intended 
audience, and the organizational and/or cultural context. 
What could be called a “correct” map in one country might be 
called a complete fallacy in another, depending on the local 
geopolitical perspectives and even the national laws regarding 
cartography. 

So is a typical map just another subjective, crowdsourced 
document? No, not at all! The key difference lies in the fact that 
all those human interventions are conducted by highly trained 
cartographers and spatial data analysts who are committed to 
a common goal of representing the “ground truth” as best as 
possible. The subjectivity in this example primarily comes in the 
need to generalize the information and symbolize it appropri-
ately. It must be scaled down to fi t a usable medium, and there 
are many methods to generalize and symbolize spatial data.

Thus, in my view, the real challenge of leveraging user-
generated content is subject matter expertise and whether the 
contributed content represents actual fact or just speculation. 
The issue is really not that the content is being contributed from 
outside the information provider’s company because informa-
tion publishers regularly contract for external expertise for 
specifi c places, languages and so on. The issue is more about the 
unknown level of expertise and the general lack of metadata 
available on the social web about a specifi c contributor’s level 
of competence to properly discern, process and comment on 
any particular subject. The processes of writing a book, creat-
ing a map or building a video game have worked well for so 
long, generally with reliable results, because it is a collaborative 
process of highly-skilled individuals. Their expertise provides the 
necessary checks and balances. In the “old days,” an encyclope-
dia was written by a wide range of subject matter experts (SMEs), 

Let’s say that you’re reading a news story about 
a particular area of geographic confl ict and you 
decide to investigate further. Without an encyclo-
pedia available, as fewer and fewer of us seem to 
have them on hand these days, you quickly check 
out your handy online references. To your surprise, 
the article on this disputed feature seems to be 
an amalgamation of strongly differing opinions 
and ideologies, to the point where the article has 
been locked down from further editing. Such is the 
nature of the brave new world of user-generated 
content, where a content publisher forges a careful 
alliance of sorts with a wide range of contributors 
across very diverse locales and cultures. Depending 
on the intended purpose of the provided content, 
the end result can take on a life of its own as it 
becomes the focal point for a silent yet fervent 
battle over “fact” and “truth” from divergent 
viewpoints. 

In this new world of social networks, the blogosphere, online 
communities and the ever-growing notion of “crowdsourc-
ing” factual information, the pure objectivity of content has 
become even more tenuous and fl eeting. Why do I say more 
tenuous, as if to suggest that perhaps our trusted information 
resources weren’t objective to begin with? Well, quite frankly, 
they weren’t. As a cartographer, I can directly attest to this 
reality, at least as it pertains to maps. I’ve conveyed previ-
ously in this column that experienced cartographers realize the 
maps you read, and often implicitly trust, are actually the end 
products of a long process of empirical data passing through 
several stages of subjective human interventions based on 

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.

Off the Map Tom Edwards

User-generated content
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scholars and researchers, who together 
created a sense of credibility and reli-
ability. Some cultural differences will 
no doubt arise even in these situations. 
I recall working on a digital encyclope-
dia product wherein users from Korea 
claimed that all the Asia-related articles 
were written by the Japanese  — which 
wasn’t true, but they perceived an obvi-
ous bias. 

There is absolutely nothing wrong with 
opinions about facts. Even highly quali-
fi ed scientists can have widely divergent 
opinions and conclusions about the same 
set of data, but they have their educated 
reasons for the difference. And if that’s 
the case with quantitative, scientifi cally-
derived data, you can only imagine the 
degree to which this complexity extrapo-
lates into the more qualitative realm of 
geocultural information. 

However, as we’ve already seen in our 
dynamic twenty-fi rst century society, 
the fi ne line between fact and opinion 
seems to be getting increasingly thinner. 
Opinion is really nothing new, as most 
major news outlets, whether print or 
broadcast, have always left room for 
editorial opinion from respected report-
ers and analysts. This decades-old model 
is swiftly losing ground to the more 
prevalent notion of relying upon the col-
lective wisdom of the masses to provide 
the “truth,” which is the very model 
upon which some web-based refer-
ences operate. The idea is that the facts 
will be put to the test by a wide range 
of users with vastly different opinions 
and eventually the truth will be solidi-
fi ed. People will test the contributed 
content against some level of objectiv-
ity and a sense of honor. For the most 
part, this seems to be working, but areas 
of stark difference will always prove to 
be “battleground” topics — geopolitical 
disputes, religion and so forth. At what 
point does the collective wisdom of the 
masses trump the viewpoint of an SME? 
That actually remains to be seen, as this 
user-generated information model is still 
very much evolving.  

Mitigating risks
How does all this refl ect on the geo-

cultural risk that I’m so fond of discuss-
ing here? From my experience, it’s tough 
enough to deal with geopolitical and 
cultural content when you’re doing so 
from a position of expertise. The point of 
the many guidelines I have conveyed in 

this column is to mitigate potential risk 
and minimize negative user feedback. 
When user-generated content around 
sensitive issues is allowed, it effectively 
eliminates the veil between a careful 
strategy for how a company represents 
geocultural content and the onslaught of 
government and public backlash. In other 
words, when a company opens the doors 
to user opinions that may confl ict with 
the target markets, the company puts 
itself in a precarious position of having 
to constantly justify this decision to one 
government and angry local group after 
another. This is absolutely not to say that 
user-generated content is to be avoided! 
The point is that it has its place and its 
purpose, and I believe more companies 
need to proactively strategize on if, how 
and when to leverage it in the context of 
their products and services. 

Thus, if you’re an information pro-
vider or publisher who is considering the 
allowance of user-generated content or 
if you’re opening up a new avenue for 
the generation of such, I’d highly recom-
mend at least two pieces of guidance. 
First, I strongly suggest that information 
publishers understand the possible roles 
of user-generated content alongside 
well-researched content from SMEs. 
I believe that both forms of informa-
tion have their purpose and utility, but 
never one at the exclusion of another. 
The best user-generated content that I 
have seen fi ll in the blanks in areas that 
are otherwise not covered well  — activi-
ties, art forms, geography and cultural 
information on a very localized linguistic 
or geographic scale. In some cases, I’d 
implore companies to resist the urge 
to add features just because everyone’s 

doing it. This may not be the right move 
for your content.

Second, as is evident with most user-
generated resources today, there is an 
absolute need for moderation of some 
form. Even if your intended purpose is 
to provide a forum for raw opinions, 
it should be moderated by qualifi ed 
individuals. Any content that is posted 
to your website or resource should be 
reviewed and approved in some manner. 
Such moderation could be very proactive, 
in which no contributed content is ever 
seen until approved, or it can be more 
reactive (which is the more commonly 
utilized model), where contributed con-
tent is considered innocent until proven 
guilty, and if so, is promptly removed. 
There are many possible models here, 
but something will be necessary unless 
your forum for user-generated content is 
overtly intended to be pure opinion and 
subjective speculation, as in the ongoing 
issue of setting a good signal-to-noise 
ratio in content.

In the end, I’d like to clarify that I’m
certainly not trying to discourage 
content developers and providers from 
shying away from user-generated con-
tent. Quite the contrary — the door that 
technology has opened into the hearts 
and minds of millions of users is not 
something to be overlooked or squan-
dered. The real challenge, however, is 
leveraging these millions in a way that is 
meaningful and respectful, both to the 
contributors of the content as well as 
your end-users. Despite the popularity of 
blogs, Facebook notes, Twitter updates 
and all kinds of random net-based infor-
mation, there is still something to be said 
for structure and strategy.  M
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Anthropologists list the toughest things to cope with in 

a foreign land. Second only to language is the way we deal 
with time. —John H. Lienhard

I was looking for a deeper reason for the cur-
rent fi nancial crisis than just speculation in sub-
prime mortgages and derivatives. I think I found 
one in how different cultures view time. We are 
all familiar with different times zones around 
the world (although the International Date Line 
still confounds me) and Greenwich Mean Time as 
a benchmark. And goodness, you can buy high-
priced yuppie watches now with practically every 
time zone shown. But even with the same time-
pieces, we may judge an identical length of time 
to be passing at different rates. In the vernacular 
we may say that time seems to fl y or drag, and we 
ask, “Where did the day go?” 

A great cartoon appeared with even a greater caption in a 
1930 cartoon by Sidney “George” Strube, depicting a conversa-
tion between an ordinary man and Albert Einstein on the theory 
of time and relativity:

Man: Well, it’s like this — supposing I were to sit next to a 
pretty girl for half an hour it would seem like half a minute —

Einstein: Braffo — you haf zee ideah!
Man: But if I were to sit on a hot stove for two seconds then 

it would seem like two hours.
Different events conjure different ideas about time as does 

culture. We have signifi cant cultural differences on how we view 
the passage of time and what the future will bring. The anthro-
pologist Cecil G. Helman notes that “Western time was con-
ceived as being directional, advancing and non-repetitive.” You 
can look at all the speculative bubbles that have developed, say 
perhaps starting from the tulip craze of the 1600s through the 

dot.com madness to the present, and see people have learned 
little if anything from history. People have always thought that 
they were capable of creating their own reality. Writing in 1989, 
Richard Darman called this “cultural now-now-ism,” “a short-
hand label for our collective short-sightedness, our obsession 
with the here and now.” To wit, time is money!

I am from Latvia, a rural if not ancient culture, and a key 
phrase is “times change, but human nature stays the same.” 
Oriental cultures see time as something circular and repetitive. 
Indeed, Wikipedia explains that in Hindi, the offi cial language of 
India, the word kal is used for both yesterday and tomorrow.

Hiding behind the mask of technology
Time use changes with technology as television, the internet 

and the BlackBerry created new opportunities to use time in dif-
ferent ways. But did it improve anything? Probably not. Let me 
quote from a work written by Henry David Thoreau a mere 164 
years ago: “As with our colleges, so with a hundred ‘modern im-
provements’; there is an illusion about them; there is not always 
a positive advance. . . . Our inventions are wont to be pretty toys 
which distract our attention from serious things. They are but 
improved means to an unimproved end, an end which is already 
but too easy to arrive at. . . . We are in great haste to construct 
a magnetic telegraph from Maine to Texas; but Maine and Texas, 
it may be, have nothing important to communicate. . . . We are 
eager to tunnel under the Atlantic and bring the old world some 
weeks nearer to the new; but perchance the fi rst news that will 
leak through into the broad fl apping American ear will be that 
Princess Adelaide has the whooping cough. After all, the man 
whose horse trots a mile in a minute does not carry the most 
important messages.” 

As we go to press, the most searched item on Yahoo! is 
Britney Spears, and it is still illusionary to think just because 
you have high-speed internet and everything in an iPhone, you 
will be more important or more successful. My view is that 

 John Freivalds is managing director of the marketing communications 
fi rm JFA and the marketing representative for his native country, Latvia. 
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these over-stimulating, time-saving de-
vices are helping people out of the ability 
to think. It is not considered kosher to 
just close your door and take the time to 
think or refl ect.

My hero Thomas Watson, who basically 
pioneered IBM, always had a sign on his 
desk that said “THINK.” He said “And we 
must study through reading, listening, 
discussing, observing and thinking. We 
must not neglect any one of those ways 
of study. The trouble with most of us is 
that we fall down on the latter — think-
ing — because it’s hard work for people 
to think.”

The attitudes towards time
To be a world savvy manager, you have 

to be conscious of different people’s per-
ceptions of time. A lot is cultural, but it 
can also be generational. You have to see 
where the people you are dealing with 
are on that continuum. Thus, there are 
three types of cultures: past-, present- 
and future-oriented. Traditional societ-
ies look to the past and revere it. Then 

there is the “now” society, which doesn’t 
look back, lacks in tradition, and views 
everything in terms of its contemporary 
impact. They want bonuses not match-
ing contributions to their 401(k). Finally, 
there is a third orientation that envisages 
a more desirable future and sets out to 
achieve it. 

I live in Dubuque, Iowa, where time 
moves slowly and corn grows quickly. 
New Yorkers and the people in not-so-
distant Chicago look down on the at-
titudes of time here. I like to compare the 
pace at which people walk to measure 
their attitudes. In New York and Tokyo 
it’s almost a sprint, while in Dubuque 
or Nice, France, it’s a leisurely pace. In 
one culture it seems you want to get 
through life as quickly and effi ciently as 
possible, while in another you “take time 
to smell the roses.” In Dubuque, they 
have benches inside grocery stores where 
people can sit and talk.

The pace is slower than in New York 
but not as fatalistic as in many devel-
oping societies. In the Afrika Spectrum 

article “Smart guys plan for the future!” 
Johanna A. Offe states that a cultural 
concept of time is interfering with the 
prevention of AIDS in Africa. Westerners 
may consider the future to be contingent 
and controllable by personal decision, 
but in some African societies the notion 
prevails that the future is “not control-
lable for individuals.” Your fate is set 
no matter what you do, so forget about 
prevention.

This fatalism is expressed as inshallah 
(God willing) in Arab societies, and since 
the Arabs once occupied the Iberian Pen-
insula, they left a cultural and linguistic 
heritage; in Portuguese it comes across as 
oshalla and Spanish as ojalá. “Let’s do it 
mañana because it really doesn’t matter 
if we do it today; the outcome will be 
the same.”

Enough philosophy already — what 
does all this mean in a practical day-to-
day sense? As far as I can tell, you can’t 
be late for a wedding in any culture, but 
insofar as getting to a meeting on time 
— it depends.  M
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development departments and enterprises. The key here is 
automatically using batch processes, both to monitor inter-
nationalization progress on servers and to individually exam-
ine and fi x more personal issues on desktops. While that has 
always been our aim, we’re now tracking internationalization 
status over time, multiple programming languages and even 

multiple products.
For those non-developers reading this, 

let me explain what I mean about automa-
tion in this context. When engineers create 
code, they generally all submit their work 
to a code repository. This repository pro-
vides version control so that when multiple 
engineers are all working together, they can 
check code in and out and merge together 
all their changes. Then the code has to be 
put together and built. This build process 
usually occurs on some time interval, such as 
nightly or even on a continual basis. During 
the process, you can also automatically check 
for other issues such as performance or load 
balancing. This also may be a great time to 
check on internationalization and localiza-

tion readiness by running tools on the code automatically as 
a batch process, which then tracks issues via reports. Now, 
counting issues is one thing, but you can go even further by 
showing exactly where a problem exists in the code, along 
with the context of the errant issue. That information can 
then be brought forward for quick review and fi xing.

Two companies that are doing this very thing are Yahoo! 
and Intel. Mike McKenna of Yahoo! reported at the World-
ware conference in March 2009 that his globalization team 
is using automation to measure internationalization bench-
marks on development teams. Michael Kuperstein of Intel 
likewise explained at Worldware how his team developed 
its own internationalization toolkit a few years ago and has 

TThinking globally has been fundamental to some 
technology companies’ operation for years. I’m 
referring to IBM, HP, Google, Yahoo! and the like, 
all of which made signifi cant investments in their 
global infrastructure, sales teams, products, devel-
opment and strategic planning. It 
didn’t happen by accident, and as 
these companies develop new prod-
ucts or acquire companies, they look 
to leverage them across that global 
infrastructure quickly and profi tably. 

Global companies are good prospects in 
the internationalization products and services 
business, since they tend to be more experi-
enced in their understanding of engineering 
challenges, knowing that it takes people, 
tools, time and money to globalize software 
and thus gain the best return on their prod-
uct distribution and sales infrastructure. 

One way of making software globalization 
fundamental to a company’s mindset is to make internation-
alization a fully integrated and automated part of software 
development practices. There are all kinds of tools, check-
ers and environments to help developers create interfaces, 
access and transform information buried in databases, as well 
as support coding constructs, manage memory and perform 
application modeling. With that in mind, we’ve been hard at 
work with a major new release aimed at supporting entire 

Adam Asnes is CEO of Lingoport, developers of Globalyzer interna-
tionalization software. He enjoys investigating how globalization 
technology affects businesses expanding their worldwide reach.
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localize it.
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integrated it into many of its auto-
mated build processes. That automa-
tion has made internationalization an 
important and measured component of 
their ongoing development efforts. 

On the localization product side, 
there are multiple tools for different 
aspects of managing words. But when 
it comes to products that support an 
enterprise in its software international-
ization efforts, there is a pretty empty 
playing fi eld. Aside from some very 
simple string externalization utilities in 
a few development environments and 
frameworks, and aside from the fact 
that I sell it, Globalyzer is simply the 
only commercial internationalization 
software I know of.

As I’ve said a few times in my 
columns, I’ve found it quite powerful to 
embrace the management principles 
that whatever gets measured also gets 
improved over time. So, it follows that 
one of the most important aspects of 
any software development undertaking 
is measuring desired outcome over regu-
lar intervals. If you just hope that it will 
all come together in the end, you always 
end up late and over budget. That 
ultimately boosts the agile and extreme 
programming development movements 
in that you make more frequent 
intervals of measurement and goals. But 
it’s not so easy to track something like 
internationalization, either as a project 
where you are refactoring software for 
new globalization requirements or even 
for ongoing development. Consider that 
developers are typically over-tasked and 
distributed across time zones and 
continents. Then factor in how interna-
tionalization can be quite subjective to 
a particular development task. Interna-
tionalization is a fuzzy thing tailored to 
changing requirements, technologies 
and special cases. Development teams 
grapple with how to handle it and make 
their way through the task by brute 
force — or simply postpone or avoid 
internationalization whenever possible. 
Issues get missed, and if you’re lucky, 
you’ll have an iterative process during 
localization to fi x internationalization 
bugs, though this is a very expensive 
and time-consuming path. Worst of all, 
development could ignore the issues and 
call them localization problems. 

I spoke with a company in just that 
situation last week. They were upset 
about their localization provider’s poor 

quality, but when we examined some 
of the issues, there were also extensive 
internationalization mistakes that were 
sure to break localization context and 
execution. These included missed strings 
and extensive string concatenations. 
Had they been monitoring these efforts 
all along and been clearer on their 
internationalization requirements, they 
would have had better results and a 
clean release. The biggest costs to them 
were poor market entry, customer dis-
satisfaction and complaints from their 
distributors and sales teams, who had 
to overcome a poorly localized release. 
Now I also feel that as vendors, we 
have some responsibility to take care of 
clients and not sell them a solution that 
risks poor quality and a weak market 
entry, so some blame also goes to the 
localization provider. But I hardly know 
what really happened; I was just there 
to offer help in picking up the pieces. 
Clearly, that’s an expensive route in 
many ways.

Remember, internationalization is 
often run by a different crew than 
localization. Software developers are 
upstream from localization, and they 
are sometimes all too disconnected 
from a fi nal localized product release. 
Localization is often someone else’s 
problem, and engineers are focused on 
getting a release out with all its new 

features. They don’t know what they 
don’t know, which is pretty human of 
them. That leaves localization teams 
waving their arms around trying to get 
the developers to build software right 
the fi rst time. And those teams likely 
have no way to measure if the product 
they are tasked with for localization 
actually passes internationalization 
muster until they go through localiza-
tion testing. Again, that’s very late and 
expensive in a software development 
process, and more often than not, local-
ization testing tends to be underfunded 
and vendor-dependent. You’re going to 
have trouble fi nding everything. 

For localization teams, what I’m sug-
gesting is to consider a kind of auto-
mated litmus test. When code comes to 
the localization group, scan the code 
for internationalization issues, and 
consider what you fi nd. The technol-
ogy is now available to do this in detail, 
examining each potential issue quickly 
and easily. Worst case, you can at least 
have engineering fi xing internation-
alization bugs during the localization 
process rather than later, when it’s far 
more expensive.

It all boils down to something of a 
truism: if you want well-globalized 
software, better start measuring how 
that code is developed, not just what 
it’s costing to localize it.  M
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. . . Until recently, when Tina and I were exchanging ideas 
about this very column. She wrote, “It is clear that everyone has 
his or her own best ‘receiving’ style. For me, it’s written com-
munication — gives me time to research, refl ect and basically 
not screw up my answer. I’m guessing you like the phone better, 
or maybe it’s a mix. I have an aversion to phone calls — it’s like a 
command to stop what you’re doing and thinking about. Maybe 
it’s a generational thing. Long distance was verboten when I was 
young — unless someone was near death. If they were already 
dead, a letter would do. And we wrote lots of letters.”

There was my answer: it was my fault! Although I’d left voice mail 
and asked her to call me back, I had intentionally made my message 
sound patient and low-key. Why? Because I was likely to be asking 
Tina for a pretty big favor, and I didn’t want to be pushy about it. 
(That’s how I was raised!) Next time I’ll know that unless I make it 
clear my voice mail is urgent, I’d be better off sending e-mail. 

As for my preferences, Tina guessed correctly: I prefer a mix of 
e-mail and phone. For anything easy or brief, I start with e-mail, 
for many of Tina’s reasons plus a few of my own. I don’t like to 
interrupt people. Often the details will be easier to understand 
visually than aurally. E-mail is often faster. 

However, for anything tricky or lengthy, I switch to phone. 
I’ve found that many people either can’t or don’t understand 
things completely and accurately when they have to read more 
than an inch or two of text, and some topics are too complex to 
convey in two inches. In this case, a phone conversation is usu-
ally a better idea. 

Unfortunately, writing a six-inch e-mail is often the best way 
for me to think through the issues and state them clearly. If I just 
pick up the phone, I’m likely to frustrate the other person with a 

EErin: I once started writing up communication 
guidelines for all the project managers involved 
in my program, but after several pages I decided 
that I’d better keep it to myself.

 My list made it far too obvious how neurotic I am. However, I 
later culled some slightly more reasonable hits from it: 

1) Always put the project codename in the subject line — and 
various details that boiled down to “do me a favor and spell it 
correctly.” 

2) Also include a hint about the actual subject in the subject 
line. Don’t just reply to whatever I sent you last to save yourself 
the trouble of starting a new thread.

3) Please! No e-mails just to say “thank you.” Let’s agree that 
we’re all grateful and polite and save the thanks for the truly 
heroic deeds. 

And then there were guidelines to avoid the CC-proliferation 
problem — where you CC one person on an e-mail as an FYI, and 
then the reply comes back with a few more questions and a few 
more CCs and so on. Before you know it, everyone from the vice 
president of your company to the assistant vacation substitute for 
your project manager from two years ago who’s no longer with the 
vendor are all involved in a lively discussion of whether Coke is pop 
or soda (true story, only slightly exaggerated).

Did anyone notice that I started right off with e-mail and 
wonder why? 

I didn’t think so. 
Which brings me to my real points, which are far more important 

than learning anyone’s list of e-mail pet peeves. First, the only right 
way to communicate is the way that works for the people on both 
sides of the communication. Let me illustrate with an example.

Not long ago I needed to discuss something with my collabora-
tor Tina. I didn’t want to write an e-mail because the subject was 
sensitive, and it seemed urgent to me. So, I phoned her. When she 
didn’t answer, I left voice mail describing the situation and asking 
her to call back. She never quite got back to me, though. Sooner 
or later we did get in touch and worked it all out, but it didn’t 
happen quickly, and I couldn’t fi gure out why. . . .

Point/Counterpoint Erin Vang & Tina Cargile 

Business 
communication 
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lot of circling around and unnecessary detail. In such a situation, 
I’ve found that it’s best to go ahead and write the long e-mail 
to get my own head clear. Then I save it in Drafts, pick up the 
phone, and discuss the big concepts with the other person. Later 
I’ll follow up with e-mail as needed to chase down fi nal answers 
and details, and with any luck the follow-up e-mail will be much 
shorter and simpler than my fi rst draft. 

One more point: both parties are responsible for both the 
sending and receiving of every message. I’ll explain.

For the sender: Don’t assume that just because you’ve 
said it or sent it, the other person has heard it or received it; 
lots of things can go wrong, including simple human error. 
Haven’t you ever read a message and then accidentally fi led 
or deleted it before you replied or took action? Also, don’t 
assume that the other person has understood it. Even short, 
simple messages can be misunderstood. It happens all the 
time. Until you receive a reply that demonstrates the other 
person received your message and understood it correctly, you 
are still responsible. 

For the receiver: Don’t assume just because you’ve heard it 
or received it that the sender knows that. If it’s urgent to that 
person, have the courtesy to reply, even if only to say, “I’ll get 
back to you on this later.” 

Does that contradict my third e-mail rule, “No e-mails just to 
say thanks”? Sometimes. And if you talk to my project managers, 
they’ll tell you I’ve often left them dangling, not sure whether 
I received their important deliveries or not. They think it’s a 
stupid rule, and I need to get over it. They’re probably right, and 
frankly, this is something I need to work on. I don’t like to reply 
before I’ve confi rmed or answered everything in the e-mail. If 
I see that I’ve replied to a message, I’ll sometimes mistakenly 
assume later on that since I replied, that e-mail is “done” and 
I can fi le or delete it. To avoid that mistake, I prefer to wait. 
Unfortunately, sometimes it’s taken me a while to get back to 
it, and in the meantime the folks on the other end might really 
need to know whether they can bill me, or release a resource, or 
go home to bed, or whatever. 

Which brings me to my last point: most of us need some work 
on our communication skills, and in the meantime, we owe some 
apologies when we drop the ball. To all my project managers who 
have wanted to smack me for too often not sending timely replies: 
you know who you are, and if you’re reading this, I’m sorry! 

Tina: As Erin says, there are different sending 
and receiving styles and preferences. Lately it has 
been fashionable to complain about e-mail, but 
there are complaints galore out there regarding 
both verbal and written communications.

We work in an industry that is all about meaning and com-
munication, yet we don’t do much better than folks in other 
industries at employing effective messaging. There are missteps 
and irritants possible no matter how one sends a message, either 
by phone or e-mail. How often I have written a draft message and 
then returned to discover that what I “said” wasn’t what I “meant” 
at all! Or realized that the receiver was apt to see any suggestions 
as criticism, which called for a softening of the message. 

As a lousy notetaker with a decent yet aging memory, storing the 
call notes is essential — but by the time I get around to doing that, 

some details may have drifted away. With e-mail, I can review every 
word and confi rm that I received the complete message.

Finally, I’m trying to keep up with three different phone numbers 
(home offi ce, offi ce, and BlackBerry), but I can always go to a single 
place to check e-mail when I’m about to board a plane or walk 
into a client’s offi ce. It might take a couple of hours before I get a 
moment to check voice-mail messages on all three phone lines.

I agree with all of Erin’s ground rules for e-mail communica-
tion, having received one too many messages essentially saying 
“Hey, you know that thing we were talking about a couple of 
weeks ago? I vote yes.” Huh? Preparing a coherent message 
includes some preparation. Don’t assume I remember what we 
talked about a couple of weeks ago — I’ve slept since then.

The same goes for phone calls. I love Erin’s idea of composing 
an e-mail to get your thoughts in order and then placing the call. 
Nothing is as irritating as spending 15 minutes on the phone with 
someone who clearly doesn’t have a handle on the question he or 
she is trying to ask. Except maybe those who don’t have the infor-
mation handy on the subject of the call (“Hold on for fi ve minutes 
while I print all of this information out.”). I usually request that they 
call back once they have all the data in order. Nicely, of course. 

In fact, when planning a call to discuss complex issues or a 
number of related topics, I fi nd it useful to send a call agenda 
before the call, if possible. Bullet points only! This means the 
receiver has some idea of the scope of the discussion and can be 
prepared with supporting information, status, what have you, 
before I dial the phone.

There are also differing schools of thought among those e-mail 
afi cionados among us. For example, some of my colleagues prefer 
that I gather up every single topic or action item needed that 
week to be sent in a single e-mail. I can assure you that such 
an e-mail would fi lter down and down in my Inbox. At the very 
least, I would likely miss one of the to-dos as I circle back to the 
original e-mail over and over again. Personally I prefer discrete, 
individual messages grouped by a single topic. This way, I can 
complete a task and it’s done and gone! 

On the other end of the spectrum, I despise voice-mail messages 
that say “Call me!” If there is a sensitive communication that you’d 
rather not write down, at least give me a hint. Often I will call back 
and fi nd that the issue is something I could have researched and 
been ready to answer, but at that point I have to call them back 
again once I’ve gathered the information needed to answer.

I agree with Erin completely about the no “thanks” rule. If 
you must have a response within a certain time, don’t be shy 
— tell me! Another option is to request a read receipt for urgent 
matters only. I’ve run into correspondents who request a receipt 
for every single message they send, which tends to dilute the 
impact when something is truly time-sensitive or urgent. As I’m 
fond of saying, “when everything is urgent, nothing is urgent.”

Whichever “tools” you use to send and receive information, 
the most critical task is to be clear about what you need or are 
asking, and then to think about the preferences of those you’re 
communicating with. It makes life much easier to remember that 
this client always wants a phone call and that client responds to 
voice mails with an e-mail reply.

Finally, read your message before sending it, with the personal-
ity of the receiver in mind. Whether or not you meant to say “you 
really screwed up on this,” some receivers will hear that nonethe-
less, unless you include a line like “great job on this! I have some 
ideas that may or may not be useful — you let me know.”  M
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see it is unpredictable at best, meaning you don’t know which 
hits the searcher will get to fi rst.

Of course, if you followed my mother’s advice, you would act 
with decorum at all times, meaning there wouldn’t be anything 
that a prospective client could fi nd that you wouldn’t want to 
be seen. Drunk college photos wouldn’t exist, and there’d be 
nothing embarrassing for you or your cousin to post to begin 
with. But no matter who you are, dear reader, I’m willing to 
guess that at some point in your life, you’ve done at least one 
thing you wouldn’t want your mother to know about. Rule 
number one: If you wouldn’t want your mother to know about 
it, don’t put it on Facebook or any other similar site. Period.  

Rule number two: If you wouldn’t put it on your Facebook page, 
don’t let your friends put it on their pages either. How do you fi nd 
out if this has been done? Facebook should tell you you’ve been 
tagged (Facebook lingo for “labeled” or “named”) in a photograph. 
It’s a default setting that can’t be changed. If this happens, simply 
click on the link telling you this has happened. It should bring you 
to the picture, where you can click untag. Once you’ve untagged 
yourself, no one can tag you back. It won’t remove the picture, 
but it will remove your name from it, which is the important part. 
Names, rather than fuzzy photos, are searchable.

But for those of you who like to do embarrassing things on a 
regular basis and who want to put pictures up for the internet world 
to see — hey, those folks exist — there are ways to get around this. 
They all boil down to rule number three: Keep your private and your 
professional lives separate. Online or offl ine, this is simply a good 
guideline to follow. The National Council on Interpreting in Health 
Care recommends a similar division as part of its code of ethics for 
interpreters; the French live it out as a national way of life. Just as 
no prospective client wants to see you at your cousin’s bachelorette 
party, no friend wants to hear you go on about work all the time. It’s 
simply a good rule. But when we switch on that computer, some of 

FFrom LinkedIn to Facebook, we as individuals are 
much more visible online than we used to be. The 
opportunities to see and be seen grow every day as 
new business platforms like XING and Spoke enter 
the scene alongside more personal social network-
ing websites such as MySpace and Match.com. 
What this means for a translator is that instead of 
your cleverly crafted ProZ.com page or the well-
written biographical paragraph on your company 
website, prospective clients could very well stumble 
upon pictures of you at your cousin’s bachelorette 
party instead. And even if you keep your social net-
working page risqué-photo free, that’s not to say 
your cousin won’t put those pictures online herself, 
which means that snapshot of you drinking beer 
in nothing but a cowboy hat would still be fi nd-
able for clients. Before, the running joke was that 
you only had to watch out for those things if you 
ran for offi ce. Now, thanks to the internet, all your 
youthful party nights could be posted and search-
able, whether you inhaled or not.

The fact of the matter is that whereas prospective clients used 
to learn more about you from you or other human references, 
they now tend to google you as an individual. Yes, if you work 
for a language service provider (LSP), they’ll most likely google 
them, too, but fi rst they’re going to google you. Combine that 
with the fact that most people don’t fully understand their 
Facebook or MySpace privacy settings, and those pictures you 
only meant for your friends to see might come up in a prospec-
tive client’s search long before any well-prepared, professional 
information you may have posted. With a search spider that 
changes its algorithms with the will of the gods, the way Google 
determines what web surfers see and the order in which they 

Terena Bell is the CEO of In Every Language, a Louisville, Kentucky-
based translating and interpreting company. Previously, Terena worked 
as a freelance French interpreter and as a television news producer.
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us forget it, though like the eye of Sau-
ron in Lord of the Rings, the lidless eye of 
Google sees all.

This brings me to a specifi c piece of 
advice — use an alias for personal network-
ing and your real name for professional 
networking. At the least, it’s a chance to 
get creative. You can make up a regular-
sounding pen name like Suzanne Smith, 
or take your name and change it enough 
that it wouldn’t come up in a search. For 
example, my initials, TB, could be “Tea 
Bee” online. Or you could pay tribute to a 
historical or literary fi gure you admire, such 
as Annie Oakley or Jay Gatsby. Again, only 
names are searchable here. Using a pseud-
onym will allow you to maintain a personal 
profi le without inadvertently mixing in 
your professional life and without having 
unwelcome hits from prospective clients 
on your personal page. It’s also much safer 
should you ever be stalked.

Rule number four: Know which 
networking sites are personal and which 
are professional. LinkedIn, XING, Ryze 
and Spoke are all professional. Facebook, 
MySpace and Friendster are personal. 
Keep them that way. Currently, I have 
97 Facebook “friends.” Only three of 
them were originally work contacts, and 
I thought long and hard before adding 
each one. Simply put, as the CEO of an 
LSP, it does nothing for my or my compa-
ny’s image for prospective clients or 
contractors to see pictures of me dancing 
the Electric Slide at my cousin’s wed-
ding — note I did not say bachelorette 
party. The three work contacts I have on 
Facebook are individuals I would consider 
friends in real life, contractors, rather 
than clients, whom I would be proud to 
Electric Slide with in real life any day.

Rule number fi ve: When it comes to 
your career, Link(ed)In and Face(book) 
off. The CEO or freelance linguist who 
does not make good use of online social 
marketing is missing out on a global-
sized chance to get his or her name out 
there. Clients google your name because 
they want to know more about you. Meet 
their need and give them the information 
they desire. Just control what informa-
tion is out there.

Having a strong LinkedIn profi le allows 
you the opportunity to get more informa-
tion in front of your target market. LinkedIn 
will allow you to post your educational 
background, client recommendations and 
any type of awards or honors you might 
have received. A LinkedIn page presents 

more information than a paragraph-long 
biography from your company site, and it is 
less industry-specifi c than a ProZ.com pro-
fi le, which uses abbreviations and terminol-
ogy such as ”WWA” or “KudoZ,” which can 
occasionally be confusing to clients from 
outside the language services industry.

The biggest benefi t to LinkedIn is that 
it’s primarily a computerized version of 
the Good Ole Boy network. A southern 
US term for an international phenom-
enon, the Good Ole Boy network is social 
networking at its best and most effi cient 
— the simple rule of doing business with 
those you know before you do business 
with a stranger. People were loyal to their 
friends and family fi rst long before Al Gore 
did or didn’t invent the internet. Before 
the web, however, you had to keep in your 
head who knew whom that did what. Now, 
thanks to LinkedIn, it’s all on a computer. 
Need a lawyer in the Greater Atlanta area? 
Well, you know Amy who knows Jason 
who’s Georgia Bar certifi ed. The fl ip side of 
this is that Jason may need legal transla-
tion, so with the click of a button, LinkedIn 
will tell him that he knows Amy who 
knows you and that you’re a legal transla-
tor. The more contacts you have on your 
account, the better, as the more individuals 
the site is able to link you to. But beware 
adding too many connections, or you’ll 
break rule number six.

Rule number six: Only link to people 
you actually know. There are scammers 

on LinkedIn who want access to your 
information only so they can junk e-mail 
you. Because here’s the thing, see: When 
you add people on LinkedIn, they get 
access to your e-mail address, which is 
generally not viewable to anyone but a 
contact. Also, e-mail address privacy 
protection aside, when you add someone 
as a contact, you are publicly saying, 
“Yes, I know this person.” To share some 
more of my mother’s advice, birds of a 
feather fl ock together. You are who you 
run with. You’re known by the company 
you keep. Feel free to insert your own 
appropriate adage here. Do you want to 
run the risk that you take when you link 
yourself online to a complete and utter 
stranger?

That being said, there are different 
groups on LinkedIn, such as TopLinked 
(Open Networkers) and MyLink500 (Open 
Networkers), which promise that all 
members will accept any invitation to link 
profi les from anyone, no questions asked. 
Obviously, the thousands of members of 
these groups would disagree with me. But 
another piece of advice momma gave me 
was that quality beats quantity any day 
of the week. It’s better to have a solidi-
fi ed network of those you know than a 
weaker network of those you don’t.

Rule number seven would then be 
obvious, I would think: Don’t click to add 
me on Facebook or LinkedIn just because 
you read this article.  M
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Translation trends
and the social web
Ignacio Garcia & Vivian Stevenson

You may have seen a TV documentary enti-
tled How Kevin Bacon Cured Cancer, which 
looked at the small-world phenomenon and how 
researchers had used the “Six Degrees of Kevin 
Bacon” trivia game to make important fi ndings 
about connectedness. As it turns out, each of us 
on planet web has an astounding and growing 
reach. We are never more than a few steps from 
someone who might hold the key to our problem 
— even a cancer cure — and this can be at once 
empowering and threatening.

The internet “cloud” is gathering, and the winds of change are 
already buffeting the industry. With communication now occur-
ring globally and instantaneously, translation is about the only 
obstacle left in the way, and accordingly translators will be among 
the fi rst to feel the effects as the planet tries to dismantle Babel 
and reach a universal “dialogue continuum.” If the big language 
service providers (LSPs) with all their resources are expecting a 
torrid time, what is in store for the humble freelancers who have 
been serving them until now?

In the recent past, the major impact on professional trans-
lators had come from localization masters shifting translation 

memories (TMs) and glossaries to the web. Although this afforded 
increased control over costs and resources, the players were 
still the same, and professional translators were still needed to 
interface with translation tools. However, in the immediate past 
(2008) two new trends have emerged that are going to shake 
the profession in a more radical way. We will refer to them here 
in shorthand as “hive” and “utility” translation, and they are 
dramatically new in the sense that this time, change is being 
driven from outside the localization industry. 

Migrating TMs and terminology databases from the hard drive 
to the server has taken only three or four years, but server-based 
TM now appears to be the norm. Even small LSPs have adopted 
it, and budget TM products can cope with it.

Systematic research is lagging, but on the basis of anecdotal 
evidence, translators don’t particularly like this new modality, as 
it slows their own work processes. However, web-based transla-
tion offers localizers unparalleled control and is therefore here 
to stay. Broadband internet is steadily covering the planet, and 
with developing countries coming on line, LSPs can tap into a 
widening pool of talent. 

While server-based TMs might have re-jigged LSP market 
shares, there were no visible benefi ts to translators. LSPs have 
gained by reducing costs through economies of scale, but it seems 
that the imperatives of competition mean the savings are passed 
on to clients rather than the translator.

If information technology (IT) is clearly revolutionizing the 
way we all work, communicate and play, we would expect it to 
infl uence localization more keenly as the core element in dissem-
inating products throughout the world’s cultures and languages. 
Since the introduction of TM in the early 1990s, we have seen the 
classical model of the “translator as writer” morphing into “trans-
lator as post-editor.” As translation technology has advanced and 
content has become more technical, this post-editing component 
has grown in relevance. 
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This change, enormous as it is, is now being compounded by 

the two mentioned new trends. It seems 2008 might be a cusp in 
the history of translation as a profession. To see why, we need to 
expand our view to understand where the next round of change 
is coming from and how it will operate differently this time.

Web 2.0
Web 2.0 may not be the best conceptual term for the IT changes 

brought about through increased hardware capacity, software 
advances and broadband access. Cloud computing perhaps offers 
a better visualization, but Web 2.0 and its Web 1.0 retronym are 
useful here because they trace the genealogy and imply explicit 
contrast with what was new a decade ago. 

Web 2.0 signals the wholesale movement of data, comput-
ing tools and software development from the discrete hard-drive 
location, where it sat in 1.0 times, to massive data centers — to the 
“cloud,” if you prefer the evocative metaphor. There is no need 
to install a new computing application from a physical medium 
as in 1.0 times; we simply enter the address in the web browser 
and there it is. This is software as a service (SaaS), and familiar 
examples are eBay and Google Docs.

Web 2.0 emphasizes a user-centric approach, in contrast to 
the publisher-centric approach of “static” Web 1.0. Rather than 
merely being something to read, the web is now available to 
actively do a vast array of things, from banking to share trad-
ing to gaming or dating, all without leaving the home. Web 2.0 
enhances our growing online existence by letting us contribute 
so-called user-generated content at YouTube or Wikipedia and 
then share it with friends and the wider community, digital or 
real, through social networking. Although this may seem like a 
threat to conventional publishers, it also affords them an oppor-
tunity to use the contributive spirit that so characterizes online 
communities to outsource tasks to their user networks, a phe-
nomenon that has become known as crowdsourcing.

As computer users, translators are already engaging with 2.0 
technologies to a greater or lesser extent depending on computer 
literacy and/or age, the two usually being inversely correlative. 
But soon they will feel the impact of the increasing need to 
translate actual 2.0 technologies and the user-generated content 
it entails. Professional translators will have to reposition them-
selves in response to this need or risk being left behind.

Prior to Web 2.0 times, the term translation technologies 
referred to any computer application designed to assist pro-
fessional translators in their task. In essence, this meant TM  
databases of translated sentences and terms, with supporting 
engines to add and recycle database content. Trados is the prime 
example. 

TM was spawned by the emerging localization industry in the 
early 1990s and was developed by freelance translators and some 
of the fi rst LSPs. It grew in parallel with computing advances, 
progressing from bilingual databases to multilingual ones; from 
single to multi-database capability, fi rst local, then remote; from 
handling single fi les to batch processing; by fi ltering translatable 
text from code; by adding quality control (QC) and other manage-
ment features, including interfacing with translation and content 
management systems and, more recently, authoring tools.

Progress has been impressive in a few short years, but theo-
retically, the principles and goals of TM haven’t changed much 
since its inception. The leveraging of content at sub-sentential 
level — which was attempted a few years back via text-based TMs 

(MultiTrans) and more recently with language-specifi c algorithms 
(Similis) — has not yet superseded the old and proven way.

Technologies to help with the management of having to trans-
late possibly thousands of fi les by hundreds of translators into 
tens of languages and with simultaneous shipping requirements 
emerged as the localization strategies of the 1980s gave way to 
the internationalization approach of the 1990s, moving enterprise 
content translation from marketing up to development. 

These technologies, as exemplifi ed by Lionbridge’s Freeway 
or SDL’s Idiom, have been the fi rst to catch up with the 2.0 age, 
followed by offering TM as SaaS (as Lingotek or, to some extent, 
Logoport do). Web 2.0 is already modifying the entire translation 
ecosystem and creating new selection pressures. Some comfort 
may perhaps be taken from the fact that, hitherto, change has 
been driven internally, and its pace and consequences have 
been partly foreseeable and controllable, for some, at least. Now, 
external forces are being marshalled to expedite the translation 
process and accelerate the Web 2.0 scenario. 

No nomenclature has been fully defi ned, so we will refer to 
the main two identifi able outside menaces as translation as “util-
ity” and “hive” translation. Coping with their imminent intrusion 
will be particularly tough for the LSPs and freelance translators 
still fl oundering from the previous evolutionary shocks. 

Translation as ‘utility’
We have already mentioned the cost savings and enhanced 

tracking systems of SaaS-based translation management. In a 
well run system, SaaS allows any minor source update to be 
translated and published in a very short time with very little 
human intervention other than the translator’s. 

ProZ.com and similar portals have allowed translation commis-
sioners to directly contact translators and arrange for translation 
services without an LSP as intermediary. This was already a Web 
2.0 initiative, coming from within the translation industry and 
aimed at facilitating rapid translation delivery. But users outside 
the industry are demanding a new level of service that amounts 
to translation on tap. Now, when there is virtually no techno-
logical brake on creating, publishing, accessing and answering 
content worldwide, the only real barrier to a universal dialogue 
continuum is the linguistic one. If the localization industry did 
not provide this facility, outsiders would. 

In mid-2008, the Google Translation Center sought to go one 
step further than ProZ. Google envisioned placing the transla-
tion client in direct contact with the translator (professional or 
volunteer) so that translation could be arranged seamlessly. This 
placement service would be free. The beta trial was available just 
for a short while, but that was long enough to shake the whole 
industry, now anxiously waiting for it to reappear.

Elsewhere, Livetranslation.com started advertising a “profes-
sional translation service in minutes and from only $1.99,” to be 
performed by “an approved, native speaker, professional transla-
tor.” Easily dismissed? Microsoft thought otherwise, promising in 
May 2008 to link it to Windows Live Translator to supplement its 
own free machine translation (MT) service.

According to this emerging ideal, translation should be just 
another quasi-instantaneous process. The aim is to deliver 
clickable human translation in just the time required for the 
on-duty translator to enter it through his or her terminal. Here 
we can recognize the familiar principles of utility computing, 
whereby one would access translation services on demand as 
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for any traditional public utility (water 
or electricity, for example) and just as 
quickly, reliably and affordably. Under 
whatever name it goes by, this is likely 
to cause upheaval.

‘Hive’ translation
Now that commerce and communi-

cation are transcending nations, many 
individuals identify less by birthplace and 
more by shared languages and interests 
— and virtual communities are getting 
proactive about extending their reach by 
taking on translation as a cooperative 
venture. While “community translation” 
traditionally denotes the rewriting of 
institutional texts by professional transla-
tors for people who speak a language other 
than their country’s offi cial one, in TAUS 
terminology it is gaining new meaning 
as translation by bilinguals within global 
communities and subcultures for the 
internal consumption of those communi-
ties and subcultures. To avoid potential 
confusion, we instead propose the notion 
of cooperative, communal translation by 
a borderless hive.

Early in 2008, a light bulb lit up for 
Facebook management: rather than send-
ing its user interface to one of the leading 
LSPs for translation, why not encourage 
its bilingual users to do it for free? After 
all, they would be authentic subject-matter 
experts and direct benefi ciaries. It’s debat-
able whether this saved Facebook money, 
as setting up the clever system to collect 
the translations, peer-evaluate and then 
publish them must have been costly. But 
the labor pool is now ongoing and free, and 
judging by the Spanish portal, localized by 
13,545 translation contributors, the results 
are perfectly usable.

The Facebook experiment is a suc-
cessful recent example, but crowdsourc-
ing itself is hardly a 2008 phenomenon. 
The free, open-source software sector 
has relied on it since well before the term 
was coined in 2006. Even translation had 
already been marginally affected. Wiki-
pedia volunteers have created entries in 
many languages by translating from oth-
ers in this way. What is new as of 2008 
is that “hive” translation is encroaching 
on tasks that have hitherto been done by 
paid professionals and managed through 
an LSP.

The trend seems to be gathering steam. 
“Suggest a better translation” from Google 
Translate’s statistical MT engine is one 
example, and while professional translators 
have been used for higher volume lan-
guages, Google in Your Language welcomes 
volunteers to help with the rarer ones.

Writing or post-editing
Statistical MT has already risen from 

the slab and will continue to advance 
with the increasing availability of massive 
bilingual databases. It is already driving 

Google Translation and Microsoft Live 
Translation engines, among many others. 
Once you confi gure Google, automatic 
translation of web browser content is 
just a click away. The Microsoft engine 
is mainly intended for knowledge-based 
articles that humans haven’t yet gotten 
around to translating, so while some results 
may cause a snigger, we can expect it to 
perform better with more control on the 
authoring side and some specifi c, updated 
terminology and TM resources.

Over the last three years or so, big 
corporations and LSPs have been giving 
careful thought to rule-based/statistical/
hybrid MT. Of particular interest is identi-
fying situations where enhancement with 
enterprise TMs and terminology data, plus 
fi ne-tuning with careful authoring and 
post-editing, would generate suffi cient 
quality more cheaply and quickly than 
with conventional TM. Once the MT<>TM 
segment usability threshold is crossed, 
then for the translator there will be no 
major difference between translating with 
TM and post-editing. 

In the light of twentieth-century notions 
about literary history and text ownership, 
translators have for a while enjoyed some 
status as writers within a linguistic tradi-
tion, even if they were subject to extra 
constraints of faithfulness to a pre-existing 
foreign text. In the localization sector, this 
hard-won, pre-eminent role as a writer is 
already slipping back into a new, subservi-
ent one as post-editor. 

The profession is changing, and it is 
prudent to consider the possible scenarios. 
Change clearly affects different areas at 
different times and with varying severity. 
For example, there are still many trans-
lators surviving without TM, and many 
small clients blissfully dismissive of its 
benefi ts. Translators currently working on 
localizing user interfaces and user assis-
tance are similarly unlikely to suffer in 
the short term, since this and other highly 
specialized areas will continue to produce 
sophisticated content beyond the present 
reach of crowdsourcing. 

There is good precedence for general 
expectations of free translation services 
for certain public spirited projects. The 
problem now for professionals is that the 
boundaries between commerce and ideal-
ism are blurring just as the means for mas-
sive collaboration are falling into place. The 
Facebook experience shows how effective 
crowdsourcing can be in attracting edu-
cated bilinguals to these kinds of projects, 

The boundaries between 
commerce and idealism are 
blurring just as the means 
for massive collaboration 
are falling into place.
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and when we consider the world’s online 
population, the potential for harnessing 
free translation labor from just the ranks 
of the retired, bored, altruistic, subversive 
or mischievous is huge. 

While the “hive” translation trend may 
eat some chunks of the translation pie 
for freelancers, the translation as “util-
ity” trend will potentially tip others into 
a low-end call center existence. In areas 
of higher demand, work might be done 
in-house and paid by the hour. Otherwise, 
freelancers could also be called on as 
required for part-time or odd hours. 

One modality would typically address 
clients wanting fast turnaround of simple 
personal material. It would employ gener-
alist translators, dealing with language of 
no particular diffi culty, assisted perhaps 
by massive databases that will mostly offer 
prompts through sub-sentential concor-
dancing. A second modality would cover 
untranslated corporate content; transla-
tors could now be assisted even with MT 
supported with controlled authoring and 
the latest, best-managed linguistic assets, 
and performing just post-editing tasks.

Cloud busting
As Web 2.0 continues to push the ideal 

of services being fast, cheap or free, some 
might shrug philosophically and deter-
mine to enjoy the benefi ts. But prompted 
by substantial translation sectors seem-
ingly set to disaggregate into ether, we 
may well ask who will eventually be left 
with enough stable employment to buy 
anything anyway.

As consumers or members of online 
communities, we are free to work together 
altruistically to advance mutual causes. 
But in so doing, we may be threatening 
the livelihood of those who expect to use 
their expertise to provide a related ser-
vice. Particularly for knowledge workers, 
the coming internet cloud will mean that 
somewhere, someone with your speciality 
will be able and ready to give it away. 

But the cloud is not all gloomy. Research 
has also shown that in the vast web of 
interconnections, certain nodes stand out 
because of their sheer number of contacts. 
These hubs are vitally important to the 
entire system because they work as con-
centrators and gateways for interactions 
between all other points. Signifi cantly, 
with the right strategy or opportunity 
new hubs can be engineered. Kevin Bacon 
himself has become one, thanks to the 
original tongue-in-cheek game.

Professional translators are years or 
decades in the making. They are skilled as 
writers, readers and researchers, employ-
ing a forensic ability to interrogate each 
text and detect ambiguities and incon-
sistencies that have often escaped the 
authors themselves. And unlike gifted 
amateurs, they do this quickly and con-
sistently enough to earn a living.

The key to negotiating the cloud will 
therefore lie in using it to attain or main-
tain primacy as a hub. This is what LSPs 
already appear to be doing, and translators 
individually and collectively will need to 
put their skills to work on promoting their 
own worth and status if they are to have 
any say over the evolution of what has 
— until now — been their profession.  M
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Plaxo and international 
website testing
Shy Avni & Regina Bustamante

PPPlaxo is one of the largest and fastest-growing 
sites hosting networked address books, with over 
50 million accounts. It is bringing those address 
books to life with a next-generation social net-
work, Pulse, which makes it easier to share con-
tent with fi ne-grained control.

Pulse automatically hooks in personal content from external 
sites such as Flickr, YouTube and Twitter, allowing users to share 
with the people they designate. Plaxo’s users are a mix of personal 
users and business users and are geographically diverse. Although 
the largest number of users is in the United States, Plaxo has also 
seen tremendous growth in the United Kingdom, The Netherlands, 
Brazil, Canada, India, France, Belgium and other parts of Europe. 
The site is available in seven languages: English, French, Spanish, 
German, Portuguese, Chinese and Japanese, with additional lan-
guages coming soon. As is often the case, English was the original 
source language, and the other languages were translated from 
English. The site was recently internationalized and localized, and 
this required some quality assurance (QA) testing.

Testing a multilingual website is a task that requires fore-
thought, but certain essentials can help. First of all, you should 
know the background and qualifi cations of your testers. The most 
basic requirement is that they be native-language speakers of the 
language, preferably current native-language speakers, instead 
of immigrants who are many years removed from the latest lan-
guage trends. However, having a translator do QA is like having a 
programmer do QA. There is a reason we don’t have programmers 
doing last-step software QA, and the same goes for translators. A 
native-language speaker, even a very eloquent native-language 
speaker, does not necessarily make a great tester. In fact, the 

qualities of a great tester, especially the detail-oriented ability to 
dive deep into each possible path, are sometimes in confl ict with 
the right-brain qualities of a great linguist. The testers should know 
the glossary used in translation, though. As part of the training 
stage, provide multilingual testers with the glossary that was used 
during the translation process. This gets them up to speed faster 
and maintains consistency throughout the QA phase.

Second, remember the landing pages. Almost every website 
has a collection of landing and custom-built pages that serve as 
a target for links from external sites. When delivering a project 
to the multilingual testing team, you cannot simply give the main 
URL and say “Test this site.” Most landing pages are not acces-
sible from any navigation path that starts from the home page 
and will thus be missed by the QA team. Although it is not on the 
web menu tree, however, the landing page is important, since it 
gives the fi rst impression to search ad visitors — typically your 
most valuable and qualifi ed prospects. Also, have a compliance 
matrix, including support for browsers, operating systems and 
plug-ins. Don’t assume that the QA team will build it for you.

Third, remember that content and functionality are tied 
together. You can’t just separate functionality from the textual 
content of a website. A tester reviewing the language of a site 
must also be testing for functional and cosmetic issues. Not 
only does this make sense from an effi ciency standpoint, it is 
also critical because localization is often the cause of functional 
and cosmetic bugs. To best fi x your bugs, you may want to 
build a demo site. Splurge. Spend the extra $10 to buy a sepa-
rate domain for your testing environment. Well, perhaps that 
is an over-simplifi cation. There is more to it than just having a 
separate domain, but it is shocking how often we see companies 
skimp on test deployment environments and instead work page-
by-page, or even worse, make changes on the live deployment.

Fourth, separate your defects into localization issues and 
internationalization issues. Some of the bugs found in language 
A are the result of mistakes made by the language A translator, 
and should be fi xed within the language A source tree. But oth-
ers are the fault of internationalization infrastructure problems 
and can be fi xed once generically, with the result applying to 
languages A, B and C. The ability to tell the difference between 
the two is one of the art forms of multilingual testing.

Shy Avni is the founder and 
CEO of MULTILINGUAL QA Ltd.

Regina Bustamante is director 
of globalization at Plaxo.
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Search engine optimization (SEO) 

is always good and in some cases can 
even be the most important tool to 
improve your business. Remember, 
though, that you must maintain some 
balance between SEO and corporate 
branding. They won’t necessarily 
confl ict, but when SEO tweaking is 
applied to multilanguage websites, 
the effect can be off-message brand-
ing. Because SEO gets such priority, 
free rein is often given to it without 
a QA review. 

Applying the essentials
We recently applied these principles 

when testing the internationalization of 
www.plaxo.com. The challenge of validat-
ing the quality of this multilingual site 
was sensitive because it is a dynamic web 
application, as opposed to static pages of 
content. This meant that it needed a test-
ing process that was not “page-at-a-time” 
but rather one that approached the appli-
cation holistically, exhausting all possible 
functional paths.

Plaxo chose to begin the process 
with a thorough review of the German 
language site. German was selected as 
the fi rst step for a number of reasons. 
In addition to its strategic importance, it 
is also known to be a language that can 
create unique translation issues. 

In order to best meet its quality goals, 
Plaxo wanted a quality review that would 
cover linguistic accuracy, functional 
precision and cosmetic appearance. For 
this reason, a third-party vendor was 
brought in to make sure that the test-
ing would be done by professional QA 
engineers who are also native speakers. 
To provide managerial insight into their 
translation process, Plaxo preferred that 
the QA project be performed indepen-
dently of their translation vendor. In 
fact, they preferred that the testing not 
be performed by a translation-oriented 
company — not just to avoid confl icts of 
interest, but also because localization/ 
translation companies often do not have 
separate QA departments. 

Due to the dynamic nature of the Plaxo 
website, two important decisions were 
made up front. Since the site is updated 
at high frequency, the QA should involve 
exhaustive verifi cation of the entire site 
tree on an ongoing basis, in parallel with 
product development version releases. 
Basic test scripts, as might be applicable 
for software testing, were not relevant in 

this case. Second, and similarly, because 
the content of the site is not static, the 
testing should include multiple readings 
under different conditions. Each reading 
would require a native German speaker.

The quality testing project was sched-
uled to last a total of four weeks. During 
this testing window, multiple updates to 
the Plaxo website were already planned, 
as per their ongoing incremental soft-
ware release process. This allowed for 
the German language QA to impact each 
generic release and also serve as part 
of the QA process for these incremental 
releases. Throughout the project, open 
issues were coordinated via detailed 
reports, which were reviewed twice per 
week, with a total of nine cycles to reach 
project completion.

Project discoveries
Problems were tracked according to 

problem type, which included translation 
errors, functional errors, cosmetic errors 
and internationalization infrastructure 
errors. A signifi cant percentage of the 
errors involved the internationalization 
infrastructure (Figure 1), which was a 
glass half empty/half full situation. The 

bad news: the fi xes required more deli-
cate code modifi cations, as opposed to 
external language resource table editing. 
However, the good news is that fi xing a 
problem once, when done wisely, affects 
every language positively, not just the 
German. A common internationalization 
infrastructure defect that was discovered 
involved concatenated text. There are 
many locations in the Plaxo website in 
which strings of text are put together on 
the fl y to form complete phrases or sen-
tences. For example, you’ll fi nd phrases 
such as “Picture shared with: Everyone” 
and “Filter: Everyone” on the website. It is 
probably clear to most readers that these 
phrases are generated by software code 
that takes some standard text (Picture 
shared with) and appends it to a value 
pulled from a database (Everyone). The 
problem is that unlike in English, some 
indefi nite pronouns in German change 
their ending, depending on context. The 
word Jeder (Everyone) is one example, 
and it needs to be adjusted accordingly 
as in Foto freigegeben für: Jeden and 
Filter: Jeder (Figure 2).

In order to avoid this problem in the 
fi rst place, it is preferable to fi nd an 

Figure 1: Error distribution in the quality testing project. Figure 2
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alternative wording that allows greater 
fl exibility. In this example, we deter-
mined that it is more sensible to use 
the word Alle, a pronoun that does not 
change its ending in the various contexts 
that appear in the Plaxo.com site.

A similar problem is found in verb 
conjugation and particular pronouns, as 
in Figure 3: Sie haben sich mit Julio ver-
bunden (You connected to Julio) vs. Sie hat 
sich mit Julio verbunden (She connected to 

Julio). Sentences of this nature demanded 
linguistic expertise rather than complex 
programmatic sentence generation. Verbs 
following the formal you pronoun (Sie 
capitalized) are conjugated differently than 
verbs following the third-person-singular 
pronoun in feminine form (sie uncapital-
ized, except where it begins a sentence). 

Unlike in the previous problem, which 
was solved by using an alternate word, the 
project team determined that this problem 
would be best solved by staying with the 

same verb, but changing the 
software code, allowing it to 
remain clean and template-
driven, without complex “if/then/else” 
handling. For each error being corrected, 
Plaxo had the fl exibility to choose 
where to apply the correction — either 
to the generic code base or to the Ger-
man-specifi c code base. These decisions 
were made per error, based on weighing 
the positive impact the fi x has on other 
languages versus the potential negative 
impact that the fi x would have on the 
source English language. “We manage 
a robust branching tree for our software 
version control,” explained Wayne Lu, 
globalization engineer at Plaxo. “With 
the linguistic input that we received from 
the testing process, we were able to make 
intelligent decisions regarding where to 
apply the fi xes.”

In the previous examples, the problems 
were solved generically. However, there 
were some cases where Plaxo judged the 
impact did not warrant a generic fi x and 
was instead a localization problem. In 

these cases, the German branch of code 
was the only code that got modifi ed.

Context-specifi c syntax issues required 
linguistic fi ne-touches. Examples of where 
this occurred include changing Persönli-
ches Profi l to Persönlichen Profi l, changing 
Alle Feeds von Anaths ausblenden to Alle 
Feeds von Anath ausblenden, and changing 
Familienangehöriger to Familie (Figures 4 
and 5). In addition, the manual process of 
incorporating translated text sometimes 
generated HTML errors, such as accidental 
deletion of the opening “<” of a hyperlink 
tag, causing the rest of the tag data to 
appear as text on the page (Figure 6).

The testing process identifi ed other 
errors, including untranslated tooltips, 
incorrect date and time formats, incon-
sistent usage of the polite form — German 
has a formal method of addressing the 
reader, which is typically used for adults 
and as a sign of respect — and truncated 
text, a common error when translating 
to German, which has exceptionally long 
text in comparison to other European 
languages.

With the German language version 
of its website now tested thoroughly, 
Plaxo looks forward to even greater user 
growth in German-speaking countries. 
The impact on the site was felt almost 
immediately, with a higher rate of sub-
scription conversion and higher page 
usage per user among German speakers. 
Following the successful application 
of these essentials for the German site, 
Plaxo is now looking forward to expand-
ing the QA process to other European 
languages. Plaxo is confi dent that each 
additional language testing process will 
require signifi cantly fewer resources to 
apply bug fi xes to the site. In addition, 
with the lessons learned from applying 
these essentials, Plaxo is now poised to 
expand into additional languages with a 
much smoother process and with higher 
quality from the start. Plaxo hopes to 
increase the number of localized lan-
guages offered in the near future.  M

Figure 3

Figures 
4 (left), 
5 (right) 
and 6 

(below) 
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‘Internet’ for
developing countries
Vadim Berman

MMMobile communication as a technology has 
two faces. First, it's a glitzy parade of smart 
phones, 3G, wireless internet, built-in cameras 
boasting megapixels of resolution and other 
things you would not have expected to fi nd 
in a tiny device in your pocket. Second, it is 
a largely unheralded way of fi nally bringing 
modern communication capabilities to people 
in remote parts of the world. 

Techies are rarely fascinated with the old or the trivial. It is 
not surprising then that about 9% of the mobile user commu-
nity who use mobile internet make the headlines, but the fact 
that there are 600 million mobile subscribers in China and half 
of them don't even have a voice mail box goes unnoticed. Not 
many people know that the world's best-selling model is the 
cheap Nokia 1100, with over 200 million units sold until 2007. 
It does not support any internet, let alone 3G. This makes the 
humble no-frills devices more signifi cant than the iPhone, both 
from a change-making perspective and in monetary terms.

The low-tech mobile communication is not just an empty 
half of the glass; it is more like a signifi cant 90%. Clearly, 90% 
of the users cannot be ignored. 

Using the new to power the old
The original purpose of the internet was to get answers. The 

purpose of the Philippines-based service called MiaMia is just 
that: providing answers. MiaMia is accessible worldwide via 
the internet or regular non-premium phone numbers, and is 
currently paid for by advertising everywhere it exists. In the 

Philippines, China, Australia and Belgium, local providers will 
soon be overseeing the service, and it is likely that many of 
them will run it as their own brand rather than continuing to 
fund it by advertising. 

To use MiaMia, a person asks a question in everyday, natural 
language by voice mail or SMS, and the answer is delivered 
via SMS or e-mail. Depending on the question, the response 
can be faster than a web search, since the user should receive 
one correct answer rather than having to hunt through pages 
of search results. 

The history of MiaMia dates back to the early 2000s, when 
Lernout & Hauspie (L&H), the Belgian speech and language 
technology giant, went bankrupt. In its last years, when mobile 
communication was still limited to phone calls and occasional 
messages, the company was busy building a search engine 
called SofIA (Society of Intelligent Assistants). SofIA's purpose 
was simple: get a spoken question, return an answer. The devel-
opment halted when the company collapsed and the founders of 
L&H parted ways. One of the founders of L&H did not give up 
the dream of a more intuitive search engine, and MIIA Holding 
was founded in Hong Kong in order to implement the idea. 

MiaMia fundamentally differs from most other answering 
services. Rather than completely delegating the task to humans, 
or on the opposite extreme, providing limited functionality with 

Vadim Berman, experienced in both IT 
and language engineering, is a founder 

of Digital Sonata, a provider of products 
and services for MT and text analytics. 
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fi xed syntax, MiaMia is a hybrid, multilingual engine, where 
humans work alongside language processing software. MiaMia 
uses natural language processing (NLP) software to power up its 
artifi cial brain; it fi rst tries to understand the texted or voice-
mailed question, then sees whether it has the knowledge or tools 
to answer it. If not, the question is delegated to a special team 
of so-called “human knowledge agents,” people trained and 
employed to fi nd relevant and concise answers, whose answer 
is then inspected and learned by the system. This is utilized 
in a way similar to translation memory databases: the system 
attempts to match subsequent questions to the existing answers, 
either directly or by fi nding questions with high similarity. 

The automatic part of MiaMia is best explained as an NLP and 
basic reasoning application server, where tasks are dispatched 
to and handled by small applications. These applications can be 
referred to as NLP-lets. Does a specifi c class of questions require 
looking up data in a database? Connecting to a web service? 
Searching the web? With all the dirty jobs of disambiguation, 
communication with the user, parts of speech tagging, language 
detection, domain extraction and insanely complex NLP logic, 
creating a new NLP-let is similar to building a widget. MiaMia 
itself is completely abstract, and the confi guration of its appli-
cations is stored in a database. The NLP-lets are triggered not by 
keywords, but by special language-neutral criteria. 

Consider one of the most standard mobile applications: a 
restaurant search. Usually, it is limited to locating a certain fast-
food chain or cuisine in a particular location and is constrained 
by rigid syntax. MiaMia, on the other hand, has quite a diverse 
range of options, complemented with basic reasoning capabili-
ties. For example, the question “Are there African eateries in 
Ghent?” causes MiaMia to generate a complex SQL query with 
the following WHERE section:

...WHERE ((((feat.FeatureKind= 'CUIS') AND

(feat.FeatureValue IN ('African', 'East 

African', 'Moroccan', 'Afrikaans', 'South 

African', 'Tunisian', 'Algerian', 'Egyptian', 

'Sudanese', 'Swazi', 'Malawian', 'Burundi', 

'Cameroonian', 'Chadian', 'Kenyan', 

'Senegalese', 'Congolese', 'Ghanaian', 

'Gambian', 'Gabonese', 'Somalian', 'Nigerian', 

'Ethiopian'))) OR ((feat.FeatureKind='CUIS') 

AND (feat.FeatureValueCL LIKE 'T=8817$%' OR 

feat.FeatureValueCL  LIKE 'T=8818$%' OR 

feat.FeatureValueCL  LIKE 'T=9356$%' OR 

feat.FeatureValueCL  LIKE 'T=9473$%' OR 

feat.FeatureValueCL  LIKE 'T=8727$%' OR 

feat.FeatureValueCL  LIKE 'T=10005$%' OR 

feat.FeatureValueCL  LIKE 'T=9038$%' OR 

feat.FeatureValueCL  LIKE 'T=8999$%' OR 

feat.FeatureValueCL  LIKE 'T=9963$%' OR 

feat.FeatureValueCL  LIKE 'T=9966$%' OR 

feat.FeatureValueCL  LIKE 'T=9725$%' OR 

feat.FeatureValueCL  LIKE 'T=9536$%' OR 

feat.FeatureValueCL  LIKE 'T=9538$%' OR 

feat.FeatureValueCL  LIKE 'T=9551$%' OR 

feat.FeatureValueCL  LIKE 'T=9695$%' OR 

feat.FeatureValueCL  LIKE 'T=9933$%' OR 

feat.FeatureValueCL  LIKE 'T=9560$%' OR 

feat.FeatureValueCL  LIKE 'T=9635$%' OR 

feat.FeatureValueCL  LIKE 'T=9628$%' OR 

feat.FeatureValueCL  LIKE 'T=9626$%' OR 

feat.FeatureValueCL  LIKE 'T=9950$%' OR 

feat.FeatureValueCL  LIKE 'T=9774$%' OR 

feat.FeatureValueCL  LIKE 'T=9614$%'))) AND 

(suburb.Name='Ghent' OR muni.Name='Ghent' OR 

uf_IsAlias(muni.LocationID,'Ghent')='Y'))

Putting it in plain English, the system is looking for a res-
taurant, in a city (or suburb) named Ghent, with any type of 
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African cuisine — generic African, 
East African, North African and 
so on. The answer is: TARTUFFE 
ORIENTALE; 4, Botermarkt, Ghent, 
Belgium; 09 2235520; Moroccan 
cuisine; Location: Ghent.

Morocco is a part of Africa, and 
therefore Moroccan qualifi es as 
African. The mysterious T=x clauses 
refer to the so-called crosslingual 
representation of the content. Thus, 
no matter what language the ques-
tion is in, it will arrive to the same 
T=x and so will be able to fi nd a 
record matching the criterion, even 
if the content language is different. 

The question parsing is quite 
fl exible and is enhanced with handy 
features such as automatic currency 
conversion. For example, a query 
for “restaurants in Brugge that serve 
fondue under 90 bucks” results in the following SQL WHERE 
clause:

...WHERE ((((srv.MinRateSysCurr>0 AND 
srv.MinRateSysCurr<57.29256) AND 

(suburb.Name='Brugge' OR muni.Name='Brugge' OR 
uf_IsAlias(muni.LocationID,'Brugge')='Y')) AND 

((uf_HasFeatureValue(srv.ServiceID,
'SPC', 'fondue')='Y') OR 

(uf_HasFeatureValue(srv.ServiceID, 'SPC', 
'T=52889$%')='Y'))) AND 

(pr.ServiceProviderKind='EAT'))

US$90 are converted to 57.29256 euros, while fondue is 
sought among the house specialties and the location is narrowed 

down to Brugge (Figure 1). The answer is: DE NISSE; 12, Hoois-
traat, Brugge, Belgium; 050 348651; Cheapest: EUR25; Location:  
Brugge; Specialty: Fondue.

The questions can be quite complex, asking about a particu-
lar dish, special features, payment methods and more. Asking 
for “a large restaurant in Antwerp that serves mussels, where I 
can dance and pay by MasterCard” generates the following SQL 
WHERE clause:

...WHERE ((((((suburb.Name='Antwerp' OR
muni.Name='Antwerp' OR uf_IsAlias

(muni.LocationID,'Antwerp')='Y') AND (CAST(uf_
GetFeatureValue(srv.ServiceID, 'CPC') AS 

DECIMAL)>40)) AND 
((uf_HasFeatureValue(srv.ServiceID, 

Figure 1: “bucks” is interpreted as American dollars, which are converted to local currency.
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'SPC', 'mussel')='Y') OR 
(uf_HasFeatureValue(srv.

ServiceID, 'SPC', 
'T=20306$%')='Y'))) AND 

((uf_HasFeatureValue
(srv.ServiceID, 

'PAY', 'MasterCard')='Y') OR 
(uf_HasFeatureValue

(srv.ServiceID, 
'PAY', 'T=131620$%')='Y'))) 

AND 
(uf_HasFeature(srv.ServiceID, 

'DNCF')='Y')) AND

(pr.ServiceProviderKind='EAT'
)) AND 

(suburb.Name='Antwerp' OR 
muni.Name='Antwerp' OR 

uf_IsAlias(muni.LocationID,
'Antwerp')='Y')

The SQL clause requires the restaurant 
to be in Antwerp, have a seating capac-
ity over 40 (“large”), have mussels as a 
house specialty, accept MasterCard as 
a payment method and feature a dance 
fl oor. The answer is: DE KLEINE POST;          

23, Groenplaats, Antwerp, Belgium; 03 
2272908; Location: Antwerp; Capacity: 
45; Specialty: Mussel; Payment method: 
Y; Dance fl oor.

MiaMia is not just about food and 
establishments. If the news is so in 
demand on the regular internet, there is 
no reason why the “internet” for devel-
oping countries can't have it. The user 
does not have to scream news; MiaMia 
can understand a subtle hint as well. For 
example, the query “Tell me about recent 
developments in the merger negotiations 
of Genentech and Roche” will not build 
an SQL query, but invoke a URL in a 
search engine feeding the following into 
the news search engine API: 

query=the+merger+negotiations+
of+Genentech+and+Roche&results
=1&language=en

The answer is: “Last news (1/31/2009 
7:53:52 AM by New York Times): Roche 
said it would pay a lower price than it 
had offered last July for the 44 percent of 
Genentech it does not already own and 
that it would go directly to shareholders 
with its offer.”

As MiaMia is multilingual and the 
large search engines aggregate news from 
non-anglophone sources as well, the 
news NLP-let works also in Dutch. “Wat 
is het laatste nieuws omtrent Obama?” 
results in the query string query=Obama 
&results=1&language=nl and an an-
swer in the form of the latest news on 
Obama. French is also supported in the 
same way. A query for “les nouvelles de 
Courtrai” results in query=Courtrai& 

Figure 3: Morphological case in local terms.
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Figure 2: Carabao differentiates between homophones.
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results=1&language=fr and the result 
“Dernières nouvelles (1/31/2009 1:54:36 
PM par RTBF): 31.01.09 - 12:36 Solide 
menu au programme de ce samedi soir : 
7 matchs avec notamment les trois grands. 
Le Standard et le FC Bruges recoivent des 
mal-classés et Anderlecht va à Courtrai.”

We have established the search func-
tion, but what about communication? 
If a user wants to send a quick e-mail, 
MiaMia can help here as well. A user 
simply asks to send a message to an e-
mail address, and it will be sent to the 
recipient. “Send the following note to 
vadim.berman@gmail.com: I am going 
out at 7 pm. If you can't make it home 
until then, pls call me” would result 
in the e-mail being sent and the user 
receiving an acknowledgment: “E-mail 

sent to vadim.berman@gmail.com: I am 
going out at 7 pm. If you can't make it 
home until then, pls call me.”

Perhaps the most interesting usage of 
MiaMia is the creation of mobile social 
networks. In communities with limited 
access to the internet, building a low-cost 

“mobile craigslist” may cre-
ate information infrastructure 
where otherwise it would take 
years to build. 

Imagine that you're a crafts-
man in the middle of nowhere. 
You want to expand your reach, 
but the locals don't often visit 
the net for information. Even 
the landlines are scarce, so Yel-
low Pages are not a hit either. 
This is where MiaMia comes 
in handy. 

Suppose the user enters the 
message: “I'm a carpenter in 
Qufu, looking for work. My rate 
is 150 yuan a day. I have ten 
years of experience and many 
satisfi ed customers.”

MiaMia analyzes the ques-
tion and decides to invoke the 

NLP-let that updates details of service 
providers. The user receives a reply:

Your record has been updated: car-
penter [<sender's phone number>]

Note: I'm a carpenter in Qufu, looking 
for work. My rate is 150 yuan a day. I 
have ten years of experience and many 
satisfi ed customers.

Expires on: 4/8/2009 3:59:42 PM
Rate: CNY150 or EUR14.0005
This way, our mini-web becomes truly 

interactive.

Figure 4: The editor tool processes a sequence. 
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Figure 5: Selecting the most “sensible” 
version of similar words.
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Under the hood
The MiaMia NLP application server 

relies on an NLP module called Carabao 
Language Kit, which is separate from 
MiaMia and can be embedded in a vari-
ety of other applications. Carabao views 
text as raw material that is eventually 
transmogrifi ed into entities and concepts. 
The input is broken into tokens, which 

are studied, analyzed and assigned into 
hundreds of what-ifs. Based on the results 
of these games, Carabao decides what 
each word means exactly. Is this bass the 
fi sh or bass the voice? It's all about the 
context, and as Figure 2 shows, Carabao 
is able to fi gure out which one is which.

Possibly the most distinctive feature 
of the suite's architecture is its linguistic 

abstraction. The concepts noun, adjec-
tive, verb, part of speech and morphology 
are not known to the kernel equation. 
Rather, they are stored in a transactional 
database, which can be edited to alter 
any aspect of the processing, as shown 
on Figure 3. 

The fact that the linguistic logic is not 
hard-coded opens boundless possibilities 
for customization. A deployment team 
or a third party can modify absolutely 
everything, develop a new language, or 
completely change the semantic network. 
No IT skills are necessary, since there are 
graphical user interface tools for editing 
the database. 

Grammar is often intertwined with sem-
antics; semantics can often be deduced 
from the morphology, and in other cases 
grammar is infl uenced by the word's 
meaning. Therefore, Carabao does not have 
solid distinctions between pragmatics 
and grammatical rules. One entity takes 
care of a range of tasks, from part-of-
speech tagging to pragmatics mapping 
to transfer rules in translation mode. The 
result is a condensed code, but knowing 
this code is not required. For example, 
a sequence like T=91730$O=1$P=1$I
=4%T=311$R10=BASE$I=3%T=306$R
1=PART$I=2%R1=VERB$R10=BASE$R
23=BODY$I=1% is presented and edited 
in an editor tool like the one shown in 
Figure 4.

From superfi cial examination of the 
sequence code, it can be deduced that 
the words are not linked to the actual 
text or even stems. Instead, sequence 
members are linked by actual sense. 
The same paradigm is used to create a 
language-neutral representation of sen-
tences, which can be searched using any 
language in Carabao's database. 

As Carabao is a universal reasoning 
machine, it can be used to refi ne inter-
mediate results in third-party applica-
tions such as speech recognition and 
optical recognition software. After all, 
you need a brain between your ears to 
make out what was said. Figure 5 shows 
how Carabao selects the most “sensible” 
version of similarly sounding words.

Access to information is necessary to 
navigate any human society, whether it 
is industrialized or developing. We are 
working hard to make MiaMia available 
in developing countries. With a broad 
user base, no user learning curve, and 
no infrastructure required, MiaMia can 
become a real catalyst of change.  M
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Ensuring payment 
for translation
Ted Wozniak

EEExtending credit to clients is a sine qua non in 
business in general and in the translation busi-
ness in particular. Unless 100% of an agency’s 
clientele consists of individuals requiring trans-
lation of personal documents for educational or 
immigration purposes, in which case it is not 
unreasonable to require payment on delivery or 
up front, it is essential to provide some kind of 
payment terms. 

Ensuring cash fl ow through sound credit management is 
more important than ever in the current economic climate of 
reduced availability of credit and cost cutting. The fi rst step 
in credit management is deciding when to extend credit and 
how much to extend. To that end, every business needs credit 
guidelines outlining when to grant credit and to whom. This 
policy may be informal and unwritten in a small agency or a 
formal policy manual in a large international company. The 
primary goal of these guidelines is to ensure that persons who 
are unlikely to pay on time or in full do not receive credit in 
the fi rst place. 

Having established your credit policy, the next concern is 
to ensure that your clients adhere to your payment terms by 
paying on time and in full. In the translation business, there are 
two major reasons why clients fail to pay for translation. First, 
they are either unable or unwilling to pay for reasons unrelated 
to the services provided. The client might be experiencing cash-
fl ow problems and therefore be unable to pay on time. In rare 

cases, the client might simply be dishonest and didn’t intend 
to pay from the beginning. Identifying these kinds of clients 
up front is the purpose of your credit management policy. A 
related problem is a client acting on behalf of a third party. 
These clients are often attorneys or doctors requiring transla-
tion or interpretation services for their clients, who then claim 
that their client or other party such as an insurance company 
is responsible for paying the invoice. “Too many of our late or 
unpaid invoices are due to end client/direct client confusion,” 
says Terena Bell, CEO of In Every Language. “When cash fl ow 
is tight, everyone always wants the other guy to pay.” Ensuring 
the client understands up front that the service agreement exists 
between you and the direct client, not the client’s end client, 
should avoid this trap.

Experienced agency owners such as Courtney Searls-Ridge, 
founder of German Language Services, and Gabe Bokor, pub-
lisher of The Translation Journal and president of Accurapid, 
rely primarily on a “gut feeling” to know when to check out 
potential clients. They run credit checks only when they have 
a feeling that a new client might be a potential credit risk. But 
running a credit check on every potential client makes sense 
for most translation companies. A credit check will give you 
information about payment history that will help you decide 
whether to extend credit. The three major credit rating agencies 
— Experian, Equifax and TransUnion — charge a fee for both 
consumer and business credit reports. Some credit manage-
ment associations, such as the National Association of Credit 
Management (www.nacm.org), provide these and other credit 
reports to their members at a reduced cost. 

If a client has changed providers, it’s a good idea to learn the 
identity of the previous translation service provider and why 
the client changed providers. Contact the previous provider 
and ask if the client had a reliable payment history. Perform a 
Google search on the client and see what information is avail-
able on the internet. And while most translation payment sites 
such as Payment Practices (www.paymentpractices.net) or the 
Blue Board on ProZ.com (www.proz.com) and various mailing 
lists on Yahoo! Groups are primarily for freelancers working for 

Ted Wozniak, president of Payment Practices, 
Inc., has been an accountant, stockbroker and 
Army liaison offi cer in Germany. After pursuing 
graduate studies in Germanics, he became a 
freelance German>English translator, 
specializing in fi nance and accounting.
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translation agencies, they often contain 
reports on other consumers of transla-
tion services.

The bottom line is to know your cli-
ent before extending credit. If you have 
any doubts about the client’s ability or 
willingness to pay, act accordingly by 
either requiring an upfront payment or 
declining the job. Incurring expenses for 

performing the work and chasing pay-
ment do not boost your bottom line.

Other reasons clients may refuse to 
pay or not want to pay in full relate to 
“usability” issues. If a client requires a 
translation for a particular event at a 
certain time, such as a conference pre-
sentation or a meeting, and does not 
receive the translation in time, obviously 
he or she is unable to use it as needed. 
No one reading this article needs to be 
told the importance of meeting deadlines. 
But some might benefi t from a gentle 
reminder to negotiate realistic deadlines 
and build in leeway when outsourcing, 
especially for large projects requiring 
more than one translator. 

Something that no one in the industry 
— translation company or freelancer — likes 
to hear is “this has quality problems.” It’s 
not unheard of for unscrupulous clients to 
allege that the quality of a translation is 
unacceptable and then to refuse to pay or 
demand a price reduction, especially if the 
agency provider does not have in-house 
expertise in the target language. This 
article assumes that the language service 
provider (LSP) has already taken appropri-
ate quality assurance (QA) steps, includ-
ing using a team of qualifi ed translators, 
editors and proofreaders who understand 
the subject matter and can communicate 
important information about the target 
audience, glossaries, style guides, and 
deadlines to everyone on the team. 

Assuming a good QA process is in 
place, detailed upfront communication 
with the client is the best way to ensure 
client satisfaction, particularly for fi rst-
time buyers. Some consumers of transla-
tion services think that translation is 
merely typing in a foreign language. 
They have no concept of the resources, 
skills and time required to produce top-
quality translations. Good two-way com-
munication before accepting a project is 
essential, not only for the new translation 
consumer, but for experienced consumers 
as well. If you encounter problems during 
the project, keep the client informed. If 
the client agrees to any changes or issues 
new instructions, keep a record of them. 
Ask for verifi cation by e-mail or write a 
memorandum. Getting the answers to the 
following questions up front will also 
allow the LSP to spot potential issues in 
the project and then take steps to mitigate 
or remove them.

How will the translated text be 
used? What is its purpose?

Who is the target audience? Are all 
members of the target audience native 
speakers of the target language? 

What are the target audience’s 
age, educational level, dialect (French 
for France or Canada, Portuguese for 
Portugal or Brazil)? Are there issues of 
industry-specifi c jargon?

Will the translation be used only 
internally? Externally but only within 
the client’s industry? By the general 
public?

Is there any leeway in the deadline? 
What are the consequences for the client 
if the deadline is missed?

Will the translation be edited or 
reviewed for accuracy after it is delivered 
to the client?

The answers to these questions and 
others set the parameters for the pro-
ject and allow the provider to identify 
potential pitfalls that, if unaddressed, 
could result in “quality issues.” This 
also provides an opportunity for client 
education. For example, if a law fi rm 
requires a 20,000-word legal brief to be 
translated for a client meeting two days 
hence, the project must be split among 
several translators, and there may insuf-
fi cient time for extensive editing of the 
fi nal translation. That will almost surely 
result in inconsistencies in style, if not 
terminology. If the client is informed of 
that up front and still wants to go ahead 
with it, he or she is not likely to come 
back after the project is delivered and 
refuse to pay because of these issues. 

An example of the importance of know-
ing the target audience is an accounting 
text. If the target audience is the client’s 
accounting department or auditors, the 
translation can (and should) use account-
ing vocabulary and standard abbre-
viations. But if the text will be read by 
non-accountants, it may be necessary to 
include explanations of technical terms 
and to avoid abbreviations unknown 
to the general public. This must be dis-
cussed with the client in advance so that 
the translated text is appropriate to the 
target audience and the client’s expecta-
tions, thus avoiding a potential quality 
complaint.

To ensure that the client cannot use 
quality or your negligence as an excuse 
for withholding payment, when you 
deliver the completed project, remind 
your contact about changes you’ve 
already discussed. Ask for verifi cation 
of receipt of the project and, if possible, 
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send invoices with the project fi les so 
that clients can’t use what you’ve sent 
them and still say they didn’t receive 
the invoice. Provide complete details 
in your invoice and localize it for your 
target country. Your contact may know 
English, but his or her accountant and 
tax offi ce may not. 

Even if you think you’ve done every-
thing asked of you, the client might con-
ceivably argue that your work was still 
insuffi cient. Remain professional in this 
situation. It’s natural to become defensive 
and emotional when your work is ques-
tioned, but don’t exacerbate the situation 
by dismissing the client’s complaint out 
of hand. Acknowledge the possibility of 
the complaint at least tacitly. If you dis-
cover mistakes on your part, try to reach 
a compromise.

Collecting overdue payments 
You should usually wait at least a 

week before sending a reminder to clients 
who are in default. In some cases, 10-14 
days after the due date may be appro-
priate. Allow time for postal delivery 
and even wire transfers. And remember 
those “cultural differences.” If you do 
send a dunning letter, stay friendly and 
professional yet fi rm. Check the legal 
requirements of your target country. 
Some countries require specifi c informa-
tion for a dunning letter to be effective, 
such as giving a specifi c date, instead of 
a period, before which payment must be 
made. There are generic dunning letters 
available on the internet that you can 
adapt to your needs and clients. The 
standard practice is to start out friendly 
and become progressively tougher with 
each subsequent dunning letter. In the 
United States, businesses generally send 
dunning letters when payments are 30, 
60, 90 and possibly 120 days past due.

If a payment is more than four months 
overdue, chances are the client will not pay 
voluntarily. Now you have to ask yourself 
what other steps you are willing to take, 
as most of the remedies remaining to you 
will cost you both time and money. 

Collection agencies charge a percent-
age of what they get, and some may 
also charge an upfront fee. There are 
thousands of collection agencies around 
the world, and the internet has allowed 
for cross-border collection. The fees are 
generally higher when the two parties 
are in different countries, but collection 
is usually possible. 

Small claims and other courts are 
another option. There is a trend in the 
United States and some foreign coun-
tries towards online fi ling. This makes it 
easier to fi le if you are in one location 
and your debtor in another. Collection 
fees and court costs are normally borne 
by the loser, but enforcement may still be 
diffi cult. You need to check the local legal 
requirements. 

Perhaps the best and most cost-effective 
method for collecting from a distant loca-
tion is to use a local colleague, if you know 
and trust one. Provide him or her with a 
limited power of attorney if necessary.

If you are paid late or not paid at 
all, please inform the rest of us. When 
reporting a “bad payer,” stick to the facts 
and refrain from libel. Report the agreed 
payment terms, when the invoice was 
issued, how late it was received, approxi-
mately how much money was involved, 
how long you have been working with 
this client and if the agency answered 
your inquiries about payment. Perhaps 
most importantly, would you work for 
this agency again? If the client had com-
plaints, tell us what they were and also 
give your side of the story. Tell us where 
you are located, as geography often plays 
a role in delayed payments. 

In summary, translation companies 
should be reasonably cautious about 
whom they grant credit to. They should 

check the credit record of potential cli-
ents when they have reason to doubt the 
intention or ability of the client to pay 
for services. They should communicate 
clearly with clients, establishing unam-
biguous expectations, and addressing 
potential pitfalls before accepting a pro-
ject. Finally, above all else they should 
strive to deliver quality translations as 
agreed upon. These three precautions 
will help ensure that clients are satisfi ed 
with the product they receive and are 
willing to pay for it.

The American Translators Association 
(ATA) has published two pamphlets that 
should be read by every translator, LSP 
and client. The fi rst, Translation: Getting It 
Right, is a beginner’s guide to buying 
translation and covers several of the issues 
addressed in this article. The second, 
Translation: Standards for Buying a Non-
Commodity, is an in-depth buyer’s guide 
that complements the fi rst pamphlet. Both 
are available for download at www.atanet 
.org/publications. ATA members can also 
order print copies for distribution to their 
clients. Advice on how to handle specifi c 
situations can also be obtained from your 
peers by joining the ATA Business Practices 
mailing list on Yahoo! Groups (http://
groups.yahoo.com/group/ata_business_
practices) or the Tran slation Company Div-
ision’s Yahoo! Groups list (http://groups 
.yahoo.com/group/ataTCD).  M
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A subtitler’s guide
to translating culture
Jan Pedersen

WWWhen professional translators reach a 
particular level of expertise, their daily 
work is characterized by a certain degree of 
routine. They have internalized the norms 
and processes that guide their work, and 
a lot of what they produce can be consid-
ered unproblematic, run-of-the-mill trans-
lation. After all, that is why translation 
memories serve a purpose on the simpler 
and more repetitive tasks. However, certain 
textual features break the fl ow that make 
even the most seasoned translator sit up, 
take notice, and even knit his or her men-
tal brow. Examples of these features are 
wordplay, poetry or quotations. I call these 
features translation crisis points, not only 
because they cause translation problems, 
but also because it is important to recog-
nize the fact that they call for special care. 
If you realize that you have a problem on 
your hands and don’t just gloss it over, then half 
the battle is won and you might just produce a 
better translation.

Jan Pedersen is vice president of the European 
Association for Studies in Screen Translation. He has 
also worked as a television subtitler for many years, 
subtitling shows such as Late Show with David 
Letterman, The Simpsons and Nikolaj og Julie.

One of the most severe translation crisis points for translation 
professionals in general and a subtitler in particular is when 
some reference to the source culture (SC) is made, and there is no 
obvious offi cial equivalent. Then the translator’s most important 
role comes into sharp relief — that of being a mediator between 
cultures. The challenge of culture, of rendering something for an 
audience who may not know anything of the referent, is particu-
larly intricate for subtitlers. Even if footnotes explaining cultural 
phenomena are falling out of fashion, literary translators have 
other options, such as the translator’s preface, to help them 
out. More importantly, they have one luxury that is denied the 
subtitler: that of abundant time and space — at least in theory 

The “untranslatable” extralinguistic culture-bound reference.
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— to get the cultural point across. The 
challenge may be so overpowering that 
some people have tried, as Roman Jako-
bson has said in the essay “On Linguistic 
Aspects of Translation,” “to sever the 
Gordian knot by proclaiming the dogma 
of untranslatability.” 

On culture
The crisis points in question here are 

what I call extralinguistic culture-bound 
references (ECRs). The term originated as 
part of a study based on the European 
Association for Studies in Screen Trans-
lation’s comparative subtitling project. 
ECRs deal with expressions pertaining 
to things that refer to the world outside 
of language, such as names of places, 
people, institutions or customs that are 
specifi c to a certain culture, and which 
you may not know even if you are fl uent 
in the language in question. The refer-
ents of ECRs need not actually exist to 
be included in this defi nition or to give 
translators a hard time. For instance, just 
as you can refer to historical people such 
as Lord Nelson, you can refer to fi ctional 
people, such as Sherlock Holmes. Nelson 
and Holmes have two features in com-
mon: translating their names for a cultur-
ally unaware audience causes problems, 
and it is equally impossible to run into 
either of them on the streets these days. 
The latter feature is not shared by a 
referent such as “a Bristol Rovers fan,” 
but the former feature is. Thus, how can 
ECRs be made accessible to people who 
have never heard of them? 

The world is full of manifestations of 
anglophone culture. This is particularly 
true when it comes to fi lms and televi-
sion programs. These are riddled with 
ECRs, and I have investigated thousands 
of them in more than 100 anglophone 
fi lms and programs along with their 
Scandinavian subtitles to work out what 
strategies have been used to render the 
ECR into the target languages (TLs). The 
strategies can be arranged into differ-
ent categories, of which three could be 
called “minimum change” strategies and 
three could be called “interventional,” 
all six adapted from Ritva Leppihalme’s 
Culture Bumps.

Minimum change
The minimum change strategies are 

the most time effi cient for the subtitler, 
but they do not offer much guidance to 
the reader. The three minimum change 

strategies are offi cial equivalent, reten-
tion and direct translation.

Sometimes, an ECR is directly imported 
into a target culture (TC), as with Coca-
Cola, or is well known there, as with the 
Statue of Liberty, and no translation cri-
sis point arises. The translator will know 
or fi nd out what the offi cial equivalent is 
and use it in his or her translation.

In most cases, the strategy of reten-
tion is used. This means that the transla-
tor quite simply leaves the original ECR 
untranslated. Occasionally, the ECR is 
marked off from the rest of the text by 
the use of italics or quotation marks, and 
sometimes some minor adjustment is 
made to meet TC norms.

Straightforward translation is often 
used when it comes to names of compa-
nies, institutions, place names or techni-
cal gizmos. Direct translation comes in 
two forms: either the translation is literal, 
which may produce an exotic-looking 
calque, or it is shifted so that it “fi ts bet-
ter” into the subtitles and may then not 
be perceived as something foreign at all.

Intervention
The interventional strategies mean 

more work for the translator, as he or 
she would have to do more background 
research on the ECR. However, the reader 
gets a more fl uent translation, which is 
less likely to contain any “culture bumps.” 

Most subtitling guidelines recommend 
that their subtitlers be fl uent, due to the 
transient nature of the subtitles’ appear-
ance on the screen. The interventional 
strategies are also three: specifi cation, 
generalization and substitution.

Giving the readers/viewers extra guid-
ance leads to a subtitle ECR that is more 
specifi c than the original. This can be 
done in two ways. First, you could add an 
explanatory word or two. For instance, 
in the sitcom The Offi ce, Ian Botham 
is mentioned in the dialogue, and this 
was rendered by a Swedish subtitler 
as cricketspelaren Ian Botham — “the 
cricket player Ian Botham.” This gives 
the Swedish audience a hint about whom 
the speaker was referring to, as Botham 
would be completely unknown to most 
Swedish viewers. Another way of doing 
this is to explicitate something that is 
implied in the fi lm, such as completing an 
offi cial name or spelling out an acronym. 
In the fi lm My Best Friend’s Wedding, 
one of the protagonists mentions Brown, 
which was expanded to Brown University
by the Scandinavian subtitlers. As this 
university would not be known to most 
Scandinavians, the expansion gives them 
the information they need to understand 
the reference.

Sometimes it is more important for 
the viewers to know the general nature 
of the reference rather than the specifi c 
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referent itself. In that case, many subtitlers tend to use gen-
eralization. By replacing the original ECR by a superordinate 
term or a paraphrase, you can solve the crisis point and convey 
the meaning of the ECR to the viewers. An example of this 
comes from the fi lm Meet Joe Black. 
The fi lm’s leading lady states that 
she met Joe Black at “the Corinth 
Coffee Shop,” which a Swedish 
subtitler rendered as just ett café (a 
café/coffee shop) in the subtitles. 
This would give the viewers enough 
information, as the name of the cof-
fee shop was of little importance and 
was not mentioned again. This way 
of rendering ECRs is time and space 
effi cient. The drawback is that if the 
strategy is used too often, the result-
ing translation is rather bland and 
lacking in local color.

If the original ECR is really trouble-
some and if the subtitler is pressed 
for time and space, the thing to do 
may be to choose the strategy of 
substitution. The subtitler may 
choose to replace the original 
ECR with something com-
pletely different. This could 
either be a different SC ECR 
that would be known to the 
target audience, or a TC ECR. 
When going with the latter 
alternative, you run the risk of 
creating a credibility gap, and there is evidence for this strategy’s 
only being used in subtitles where the focus is not on informa-
tion, but on other peripherals such as humor. Substitution results 
in a translation product that has low fi delity to the original. 

Taking this line of reasoning even further, sometimes it is best 
not to render the ECR at all. If the subtitler has no way of render-
ing an unfamiliar ECR in a way that makes sense to the viewers 
and the ECR is of little importance, then he or she may choose to 

simply omit it.

The scope of influence
Several factors in six general cat-

egories infl uence subtitlers’ choices: 
transculturality, extratextuality, media-
specifi c constraints, centrality, context 
and paratextual considerations. These 
are intertwined and interact with each 
other and may combine to work with or 
against the subtitler. 

Much of what we see on screen is 
riddled with anglophone ECRs, and 

many of these, such as McDon-
ald’s or George W. Bush, are well 
known in non-anglophone coun-
tries. These ECRs, which I call 
transcultural ECRs, do not cause 
problems for subtitlers; any 
minimum change strategy will 
do to solve them. Then there are 
less important ECRs, such as 
addresses or specialist equip-
ment, which could be thought of 
as equally unknown by viewers 
in the SC and the TC. These do 
not cause problems either, as 
they would have to be explained 

in the fi lm, and retention would thus normally work very well 
with these. The crisis point arises when something is well known 
in the SC and not known in the TC — that is, when the subtitlers 
have to use interventional strategies to aid the viewers. Needless 

A diagram of ECR transfer strategies.
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to say, the further apart the SC and the TC 
are, the less transculturality you get.

Most ECRs have an external, extratex-
tual life of their own outside any given 
fi lm. In some cases, this is literally true, 
as for a referent such as Bill Clinton, and 
in some cases it is only fi guratively true, 
as with James Bond. Other ECRs only 
exist within the fi lm; they have been 
made up for this particular story or series 
of stories. These are not only the names 
of the characters, but also the names of 
institutions, places or contraptions. The 
crucial point is not whether an ECR is 
fi ctional, as many fi ctional ECRs such 
as Harry Potter are widely known and 
talked about, but that the text-internal 
ECRs have been constructed for the text 
at hand. Since text-external ECRs have 
connotations for people in the real world, 
they may cause crisis points, whereas 
purely text-internal ECRs cannot have 
connotations for people in the real world, 
and that leaves you as the subtitler with 
plenty of leeway when translating, 
unless other parameters interfere with 
your freedom.

The media-specifi c constraints of sub-
titling should be well known by now, and 
I will briefl y outline them insofar as they 
interfere with the rendering of ECRs. Most 
fundamentally, there is a switch from the 
spoken to the written word, which means 
that the text gets somewhat formalized 
in the transfer from SL to TL. In many 
countries, however, subtitles are seen as 
a “hybrid” form, containing oral features 
in the written form. Nevertheless, this 
constraint often leads to specifi cation 
being used in subtitles. More famously, 
the time and space restrictions of sub-
titling may cause problems. Generally 
speaking, the options of the subtitler are 
limited by constraints such as the widely 
applied 12 characters per second (CPS) 
rule, which means that you get roughly 
12 CPS in the subtitles, equalling 36 
characters for a full one-liner that has 
to be displayed for three seconds. Some-
times the constraints are low, and you 
have ample time and space to use space-
consuming strategies such as addition or 
paraphrasing, but often they are high, 
leaving you with omission as the only 
viable option.

Sometimes an ECR can be central to 
the fi lm or television program, and in 
these cases you have no choice but to 
use retention or an offi cial equivalent, 
perhaps with some addition the fi rst time 
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it appears. If it is more peripheral, you 
may have other options. Even omission 
may be all right, but you need to be care-
ful. Even if an ECR may be peripheral in 
the fi lm as a whole, it may be central to 
some small part of the dialogue such as 
a joke or a pun, or it may surface again 
later on. In these cases, you may have to 
use interventional strategies to make the 
subtitled dialogue work.

Subtitles differ from many other tar-
get texts in that they are part of a bigger 
packet. Information does not only reach 
the reader via one channel, as in a novel, 
but through many channels. The main 
verbal channel is, of course, the dialogue, 
but you also have other verbal material, 
such as signs, headlines and captions, 
and then there are the nonverbal chan-
nels: sound effects, music and, most 
importantly, the image. All this forms 
part of the context in which an utterance 
exists. The context may aid the subtitler. 
If an ECR is in the picture, you may refer 
to it simply by using a pronoun — a case 
of generalization. The context may also 
work against the subtitler. An important 
ECR may appear unsupported in the dia-
logue, in which case an interventional 
strategy may be called for.

Goal of translation
Apart from the parameters outlined 

above, many factors concerning the fi lm 

need to be taken into consideration. These 
factors determine the overall goal of the 
translation and affect ECRs as well as 
the rest of the subtitles. The factors can 
be subdivided into several clusters of 
questions. The following are but a few 
examples of the most central questions in 
each cluster:

Purpose and genre of the transla-
tion — Have the clients left any instruc-
tions about what sort of strategies they 
want? What genre is the fi lm? Is it a 
documentary? If so, getting information 
across is most important, and minimum 
change strategies should be used. Is it a 
comedy? Then humor is most important, 
and interventional strategies may have 
to be used to secure punch lines.

Target audience — What is the age 
group? Do they remember the Battle of 
the Bulge, for example, if that is the ECR 
at stake? Do they have specialist knowl-
edge? Does the program appeal only to 
snowboarding buffs? If so, they could be 
assumed to be familiar with many of the 
ECRs pertaining to that fi eld; retention 
will work fi ne.

Broadcasting — When will the fi lm 
be aired? On prime time? That signals 
high prestige and many viewers, and 
you may want to put in a little extra 
effort to fi nd the right solution. Who 
is the broadcaster? Is it a public service 
channel? They have certain obligations 

towards their viewers regarding reading 
speed, for instance. 

Pragmatic matters — Deadlines? 
Interventional strategies take time, and 
the subtitler may not have that. Money? 
Since subtitlers get paid by their quan-
titative output, interventional strategies 
take time, and some subtitling fi rms 
do not pay very well. There is ample 
evidence of some subtitlers not always 
being able to set aside the time it takes 
to use interventional strategies.

Is culture actually untranslatable? As 
we have seen, only a few of the strate-
gies really include translation, so in a 
narrow sense of the word, it could be 
said that culture probably is not always 
translatable. More pertinent, however, 
is this question: is culture untransfer-
able? Subtitlers may have diffi culties 
if the parameters that infl uence their 
decision-making work against them. It 
may be nearly impossible if the transcul-
turality is low; the ECR is text external; 
media-specifi c constraints are high; the 
reference is central; the context offers 
no support; and the target audience is 
totally ignorant of the subject matter. If 
all six parameters work against you at 
the same time, then you may be in subti-
tling hell and may have a truly untrans-
ferable ECR. Does this happen? The truth 
is that I do not know. After working as 
a subtitler for several years and after 
scrutinizing thousands of renderings of 
ECRs in approximately 100,000 subtitles, 
I have yet to fi nd a case where all six 
parameters worked against the subtitler 
and none of the seven strategies could be 
used to solve the ECR crisis point.  M
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II

The importance of 
TM maintenance
Marta Dalmau

Imagine we are holding up a series of 
links — the translation supply chain. At the 
very top, close to our fi ngers, is the client, 
the one who commissions the tasks. At 
the very bottom, at quite a distance 
from the client, is the transla-
tor. At times it might be a free-
lancer, while in others it could 
be an employee of a translation 
company or agency. This would 
be a simple top-to-bottom, linear 
description. Of course, many other 
people and processes may be involved in 
or branch off from the translation supply chain, 
but here we will concentrate on the translation 
process itself.
The client sets the ball rolling by commissioning a task 

to its provider, let’s say a medium-to-large language services 
provider (LSP). When the task is done in-house, then exactly 
who performs and gets paid for translation memory (TM) main-
tenance is not a major issue. However, when the task includes 
multilingual translation and other providers are contracted to 
perform the translation into each target language, the snowball 
starts to grow. It can roll to frighteningly large proportions at 
times, especially when each agency has its own network of 
freelance translators. We don’t have to get scared, however, for 
our sector is no different than any other, and outsourcing and 
subcontracting are a common and successful practice in many 
industries.

Temptation arises, though, when the LSP ponders recouping 
the money invested in software tools and decides not to pay for 
translation units (TU) already in the TM. One way of getting a fast 
return of investment (ROI) would be by charging the client for all 

the words translated — let’s omit any other value-
added services here — without applying any dis-
counts for exact matches, repetitions or fuzzy 
matches. At the same time, the LSP might use the 

excuse that if it performs good TM mainte-
nance tasks and the quality of the TUs in the 

TM is reliable enough, it does not need 
to pay its own provider (the agency, 

the next link of the chain) twice 
for translating the same sen-
tence. The same situation would 
arise if this LSP performs edit-
ing, proofreading and quality 
assurance check tasks inter-
nally after the translation pro-
cess, something that allows it 

to keep a tighter control on 
quality. Quite rightly, most of 

you might think this is a more 
than frequent practice in our industry. 

However, what’s worth noting is that due to the translation supply 
chain having many links, if the previous link is not paid the full 
rate for exact matches, repetitions and fuzzy matches, in all likeli-
hood the next one will not be paid for these either. At the very 
bottom of the chain, as we mentioned earlier, we always fi nd the 
translator. So let’s turn our attention to a typical freelance transla-
tor, one who has also invested in a CAT tool and who also looks 
forward to the so-called ROI, which CAT tools providers endlessly 
claim. Now what happens with costs? What about rates? Who 
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benefi ts most from the fact of 
using a CAT tool if we look at the 
chain as a whole? I’d hazard a 
guess that it’s not too often that 
the benefi t goes to the freelance 
translator. Who is it, though, who 
suffers from poor maintenance of 
TMs and the “weighted word-
counts” obtained from the CAT 
software analysis or other word-
count tools? The same freelance 
translator, of course.

Why do we need to keep a close 
eye on the quality of TMs and the 
importance of good maintenance? 
In short, because if LSPs, translation 
companies or agencies pay accord-
ing to the matches they get from a 
TM, these matches should be reli-
able enough that the discount the 
translator is “encouraged” to apply 
is offset by the time saved from 
just looking at the highlighted part 
of the text that has changed with 
regards to a previous version, and 
performing minor editing before 
accepting the segment and passing 
on to the next one.

Weighted word counts
Weighted word counts (also known as 

leveraged word counts or equivalent word 
counts) are widely used in the industry to 
convert CAT tool match categories into a 
single number, which makes accounting 
easier and more comfortable. They can also 
give you a better idea of the time needed 
to perform a translation. Weighted word 
counts work by applying a percentage of 
the full rate to each category of matches, so 
you end up with a single weighted number 
ready to be multiplied by the full rate. A 

simple spreadsheet is enough to calculate 
this, although other counting tools in the 
market also include this function.

Taking the example of a Trados word 
count, let’s convert the results into a 
weighted word count. The fi le for trans-
lation has 6,733 words in total, of which 
1,624 are exact matches or 100% matches 
from the TM. This means that if, as 
shown in the analysis results, the trans-
lator is only paid 25% of the full rate for 
these matches, he or she should only 
devote 25% of the time usually needed to 
translate the same sentence from scratch. 

It might only be a matter of 
checking the sentence for con-
sistency and implementing some 
minor edit ing if necessary. How-
ever, if the translator is not 
going to be paid anything for 
exact matches coming from the 
TM, which might have been pre-
translated, for instance, then the 
exact matches should be omitted 
from the process. If the transla-
tor is paid just 50% of the full 

rate for 95%-99% matches, then 
this translation should only 
require half the time it would take 
to translate the whole sentence 
from scratch. 

Using the previous Trados anal-
ysis and using the percentages of 
the full rate shown in the chart 
below in the right hand column, 
the weighted word count would be 
5,337.75 words, and this number 
can be multiplied by the transla-
tor’s full rate. This being the case, 
the translation should take the 
same amount of time a translator 
would need for the scratch transla-

tion of 5,337.75 words, rather than 6,733 
words. The question remains though, will 
the translator’s time and effort really be 
reduced by the 20% suggested in this 
weighted word count?

Translation effort
One might rightly begin to wonder 

where the “profi tability” benefi ts of using 
a CAT tool are, since when you are sup-
posed to translate faster you are also paid 
less for it. What we have seen so far is 
that if the content of the TM is reliable, 
the translator needs to devote less time 
to fuzzy matches, repetitions and exact 
matches than when there is no match. In 
fact, most if not all CAT tool manufac-
turers promise that leveraging existing 
translations reduces the time needed to 
carry out the translation, reduces the 
cost (you don’t pay twice for the same 
thing, or you pay less for it) and reduces 
the resources needed. From the client 
perspective, translating more in less 
time has huge advantages with regards 
to time-to-market. And if the client pays 
less for exact matches, repetitions and 
fuzzy matches, then even better. From 
the LSP perspective (let’s imagine we are 
referring to the one who charges all the 
words to its client but does not pay for 
all of them) there is time saving, money 

Match types Real Weighted

Context TM 0 0 0

Repetitions 221 55.25 25%

100% 1624 406 25%

95% - 99% 8 4 50%

85% - 94% 15 7.5 50%

75% - 84% 3 3 100%

50% - 74% 0 0 100%

No Match 4862 4862 100%

 Total 6733 5337.75

The Trados results compared to the weighted word count.

The compiled results of the sample Trados analysis.
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saving and less effort involved. So far 
so good, but from the point — that link 
of the chain — in which one begins not 
to be paid for exact matches, repetitions 
and fuzzy matches, the translator’s effort 
stays the same or even increases if the 
TM content is not good enough. This is 
not the fault of the CAT tools, as they 
offer many advantages when they are 
used appropriately. 

Let’s illustrate what we have seen so 
far and have a look at an English>Spanish 
TU done by a freelance translator — let’s 
call him Felix:

The severity grading scales used in 
this study are described in Appendices C 
and D.<}85{>     

Las escalas de clasifi cación de la 
gravedad utilizadas en este estudio se 
describen en los apéndices B y C.

When Felix opened this segment, it 
was an 85% match, at least according 
to the TM provided by his client. As 
such, he was only supposed to change 
the parts highlighted in yellow because 
he was paid only 50% of the full rate as 
per our example. The effort is obviously 
less than for the translation of the whole 
sentence from scratch, so it’s worth the 
use of the TM and we might say that the 
translator gets paid fairly for the transla-
tion of this sentence.

Now let’s take the same unit, but with 
a slightly different target segment: 

The severity grading scales used in 
this study are described in Appendices C 
and D.<}85{>

Las escalas de clasifi cación de la 
severidad utilizadas en este estudio se 
describen en los apartados B y C.

This time Felix is using a glossary pro-
vided by the client, according to which 
severity should be translated as gravedad 
and not severidad. Moreover, the trans-
lator who had previously handled this 
sentence, which was theoretically vali-
dated and approved by the LSP, trans-
lated Appendices as apartados (sections) 
instead of apéndices. Now, Felix retrieves 
a fuzzy match that needs more editing 
than just in the places highlighted by the 
CAT tool. Felix should do more changes 
than expected in order to meet the qual-
ity standards, but the question from his 
perspective is obviously if he will be paid 
for it. Indeed, to what extent is he paid to 
edit errors coming from the TM? Is this 
something he should do when translat-
ing or is this something his client should 
handle at a later stage? 

These things are never black or white, 
so it might depend on many circum-
stances. There may be a divergence of 
viewpoint depending on whether one 
is a freelancer, an LSP, an agency or 
an end client, each one seeing a dif-
ferent shade of gray. Nevertheless, TM 
maintenance is a manual process that 
requires constant devotion. It would be 
rather sloppy maintenance to populate 
a TM with unvalidated segments just 
to get more matches for future projects, 
and then ask the translator to do more 
editing for less money or for free. Lack 
of TM maintenance reduces productiv-
ity, effi ciency and performance; just the 
opposite of what we are expecting from 
its use. Therefore, when due to the poor 
quality of the TM content Felix devotes 
the same time to an 85% match as he 
would devote to a no-match, there is 
obviously something wrong.

Another important aspect of TM 
maintenance is the use of all the features 
CAT tools offer. For instance, by using 

text and attribute fi elds to label each unit 
of the TM we could theoretically include 
TUs from different subjects, projects and 
even clients in the same TM, and then 
apply criteria to fi lter them. 

The quality of a TM will always 
depend on the reliability of the human 
translator, and errors that are not spot-
ted and corrected will be made again and 
again. The person responsible for the TM 
should perform maintenance to ensure 
that the content is of the highest possible 
quality and includes end-client feedback 
on terminology, style and preferences. 
Not only do future time savings depend 
on this, but also the fi nal standard of 
quality. What we should always bear 
in mind is that we get what we pay for. 
If we don’t pay for something, we can-
not expect to get it for free. A low-cost 
translation service will probably result in 
a poor-quality translation. Quality is not 
expensive — it’s priceless — and we only 
tend to realize what quality is when it’s 
missing.  M

moraviaworldwide.com      AMERICAS       EUROPE       ASIA

True Partnerships
In whatever we do, we’re in it for the 
long-term. That’s why we invest in 
lasting partnerships with our clients 
and suppliers, building customized 
teams and solutions that best meet 
the needs of the day. Our clients can 
count on us as reliable extensions 
of their own teams. Our suppliers can 
bene  t from the open, cooperative 
partnerships and the development 
opportunities that Moravia provides. 
Good partners achieve.
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more 
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology

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 
translation and localization of content, so most of them have 
been partnered with globalization management systems.

crowdsourcing. The act of taking a task traditionally 
performed by an employee or contractor and outsourc-
ing it to an undefined, generally large group of people, in 
the form of an open call. For example, the public may be 
invited to develop new technology, carry out a design task, 
refine an algorithm, or help capture, systematize or analyze 
large amounts of data. 

DITA (Darwin Information Typing Architecture). An XML- 
based architecture for authoring, producing and delivering 
technical information. This architecture consists of a set 
of design principles for creating “information-typed” mod-
ules at a topic level and for using that content in delivery 
modes such as online help and product support portals on 
the web.

freelance translator. Also known as freelancer, an inde-
pendent translator who sells his or her services to a client on 
a job-to-job basis or without a long-term commitment 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 localization 
throughout a company after proper internationalization and 
product design.

globalization management system (GMS). A system 
that focuses on managing the translation and localization 

cycles and synchronizing those with source content man-
agement. Provides the capability of centralizing linguis-
tic assets in the form of translation databases, leveraging 
glossaries and branding standards across global content.

google. As a verb, refers to using the Google search 
engine to obtain information on the web. 

gross domestic product (GDP). One of the measures of 
national income and output for a given country’s economy. 
The most common approach to measuring and quantifying 
GDP is the expenditure method: GDP = consumption + gross 
investment + government spending + (exports – imports).

internationalization (i18n). Especially in a computing con-
text, the process of generalizing a product so that it can han-
dle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

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

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.

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.
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Basics
project manager. A professional in the field of pro ject 

management. He or she has the responsibility of the planning, 
execution 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.

Simplified Chinese. Refers to one of two standard Chi-
nese character sets of printed contemporary Chinese writ-
ten language, officially simplified by the government of the 
People’s Republic of China in an attempt to promote literacy. 
Simplified Chinese is used in mainland China and Singapore, 
modified to be written with fewer strokes per character.

Six Degrees of Kevin Bacon. A trivia game based on the 
concept of small world phenomenon that operates on the 
assumption that any actor can be linked through his or her 
film roles to actor Kevin Bacon. The game requires a group of 
players to try to connect any film actor in history to Bacon as 
quickly as possible and in as few links as possible. 

source language (SL). A language that is to be translated 
into another language. 

statistical machine translation (SMT). A machine trans-
lation paradigm where translations are generated on the 
basis of statistical models whose parameters are derived 
from the analysis of bilingual text corpora. SMT is the 
translation of text from one human language to another 
by a computer that learned how to translate from vast 
amounts of translated text. 

target language (TL). The language that a source text is 
being translated into.

terminology management. Primarily concerned with 
manip ulating 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. 

Traditional Chinese. A Chinese character set that is con-
sistent with the original Chinese ideographic form that is 
several thousand years old. Today, traditional characters are 

used in Taiwan, Hong Kong, Macau and by some overseas 
Chinese communities, especially those originating from the 
aforementioned regions/countries or who emigrated before 
the widespread adoption of simplified characters in the 
People’s Republic of China.

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 unit (TU). A segment of text that the translator 
treats as a single cognitive unit for the purposes of establish-
ing an equivalence. The translation unit may be a single word, 
a phrase, one or more sentences, or even a larger unit.

Unicode. The Unicode Worldwide Character Standard 
(Unicode) is a character encoding standard used to repre-
sent text for computer processing. Originally designed to 
support 65,000, it now has encoding forms to support more 
than one million characters. 

Resources
ORGANIZATIONS

American Translators Association (ATA): 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

Ethnologue: Languages of the World (15th edition), Raymond G. 
Gordon, Jr.: www.ethnologue.com/print.asp

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

Index of Chinese Characters With Attributes, George E. Bell, 
2006: www.multilingual.com/eBooks

Globalization Handbook for the Microsoft .NET Platform, Parts I - IV, 
Bill Hall, 2002-2006: www.multilingual.com/eBooks

Translation: Getting It Right, published by the ATA:
www.atanet.org/docs/getting_it_right.pdf 

Translation: Standards for Buying a Non-Commodity, published by 
the ATA: www.atanet.org/docs/translation_buying_guide.pdf

REFERENCES

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

Omniglot — Writing Systems & Languages of the World: 
www.omniglot.com

Unicode, Inc.: http://unicode.org
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ASSOCIATIONS

Globalization and Localization Association 
Description The Globalization and Localization Association 
(GALA) is a fully representative, nonprofit, international 
industry association for the translation, internationaliza-
tion, localization and globalization industry. The asso-
ciation gives members a common 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  

Translation Automation User Society 
Description The Translation Automation User Society (TAUS)
is a community of users and providers of translation tech-
nologies and services. The ambition of the TAUS community 
is to translate a manifold of content in an increasing number 
of languages through technology adoption, service innova-
tion and cross-industry collaboration.
Translation Automation User Society Oosteinde 9-11, 1483 AB 
De Rijp, The Netherlands, 31-299-672028, Fax: 31-299-672028, 
E-mail: jaap@translationautomation.com, Web: www.translation
automation.com 

AUTOMATED TRANSLATION

Human Language Technologies
Multiple Platforms
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 
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 
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 

KCSL Inc.
Languages All Description KCSL has developed many suc-
cessful commercial products including international spell and 
grammar checkers, electronic references, and multilingual 
search engines. Licensing to hundreds of entities, including 
Microsoft, Hewlett-Packard, and the Canadian government, 
has created a worldwide user base of over 200 million peo-
ple. Integrating natural language processing, multilingual 
search, and statistical methods, NoBabel™ Translator is a 
major breakthrough in computer-aided translation. Without 
human interaction, NoBabel creates new translation memo-
ries (TMs) as well as cleans, grades and increases leveraging 
of existing TMs. Automatic and accurate, the easy-to-use 
NoBabel Suite maintains a familiar work environment. With 
NoBabel you lower costs and increase productivity.
KCSL Inc. 150 Ferrand Drive, Suite 904, Toronto, Ontario, M3C 3E5 
Canada, 416 -222-6112, Fax: 416-222-6819, E-mail: customer_info
@kcsl.ca, Web: www.kcsl.ca See ad on page 5 

CONFERENCES  

 

Localization World 
Description Localization World conferences are dedicated
to the language and localization industries. Our constitu-
ents are the people responsible for communicating across 
the boundaries of language and culture in the global mar-
ketplace. International product and marketing manag-
ers 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 prac-
titioners come to share their knowledge and experience and 
to learn from others. See our website for details on upcom-
ing 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 6 

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 a 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 
providers. Across provides several partner concepts and 
the Software Development Kit for system integrators and 
technology partners to allow the translation desktop to be 

integrated directly, in order to include both preliminary and 
subsequent process steps. This results in more flexible and 
transparent processes that benefit all sides.
Across Systems GmbH Im Stoeckmaedle 18, D-76307 Karlsbad, 
Germany, 49-7248-925-425, Fax: 49-7248-925-444, E-mail: info
@across.net, Web: www.across.net See ads on pages 2, 64

Lingotek Collaborative Translation Platform
Multiple Platforms
Languages Supports all language pairs Description Lingotek 
is a software company in Salt Lake City, Utah. We have devel-
oped the world’s first Collaborative Translation Platform. 
The software platform incorporates translation memory 
storage and retrieval, terminology management, machine 
translation, project management and workflow engine, all 
sitting on top of a massive data warehouse of centralized 
language data. We deliver our software to our customers in 
a traditional enterprise software install and software-as-a-
service (SaaS) model via the web. In many ways, we’re enter-
prise software with a social twist. We’re focused on deliver-
ing commercial grade productivity software to companies to 
engage their social and customer networks.
Lingotek 15 Scenic Pointe Drive, Suite 325, Draper, UT 84020, 
877-852-4231, 801-727-1580, Fax: 801-727-1581, E-mail: sales@
lingotek.com, Web: www.lingotek.com See ad on page 14

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, Quebec,  
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-
0801, E-mail: info@multicorpora.com, Web: www.multicorpora.com
See ad on page 63 

  

STAR Group
Multiple Platforms
Languages All Description STAR Group was founded in 
Switzerland 25 years ago with the exclusive focus of facili-
tating cross-cultural technical communications in all lan-
guages. The company has grown to be the largest privately 
held multilingual information technology and services 
company in the world with 42 offices in 32 countries. Its ad-
vanced technology developments have propelled STAR to its 
current market position. Core services include information 
management, translation, localization, internationalization, 
globalization, publishing and consulting. Core technologies 
include Transit (translation memory), TermStar/WebTerm 
(terminology management), GRIPS (corporate technical 
communication platform), MindReader (corporate author 

B
uy

er
’s

 G
ui

de
ASSOCIATIONS 54
AUTOMATED TRANSLATION 54
CONFERENCES 54 
ENTERPRISE SOLUTIONS 54
INTERNATIONALIZATION TOOLS 55
LOCALIZATION SERVICES 55
LOCALIZATION TOOLS 57
PROJECT MANAGEMENT TOOLS 58
RESOURCES 58
SPEECH TECHNOLOGIES 58
TM BROKERS 58
TRAINING & SEMINARS 58
TRANSLATION SERVICES 58
TRANSLATION TOOLS 60
WORKFLOW SOLUTIONS 61 

|  MultiLingual  April/May 2009 advertising@multilingual.com54

54-61 Buyer'sGuide #103.indd   54 4/8/09   10:01:22 AM



55

assistance), STAR James (corporate process management), 
i-Know (corporate learning platform) and SPIDER (elec-
tronic publication).   
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland, 41-52-
742-9200, 216-691-7827, E-mail: info@star-group.net, Web: 
www.star-group.net See ad on page 10

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, Quebec,  
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-
0801, E-mail: info@multicorpora.com, Web: www.multicorpora.com
See ad on page 63

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 13

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 318, 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 pro-
ject management. This means we always have people avail-
able to discuss and deliver your requirements. When selecting 
Alpha, you have the added confidence of knowing that top 
technology 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 cli-
ents’ 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
Description Binari Sonori is a leading provider of inter-
national media localization services since 1994, with a 
unique team of project managers, studios, engineers and 
selected linguists spread over 30 countries worldwide. 
Solid procedures and transparent relationships with clients 
guarantee high quality of text, audio and video, timeliness 
and flexibility. We are accustomed to working for global 
companies that need to reach a broad range of markets 
with their media and entertainment products. Specialized 
support for any media localization activity, from effective 
audio localization to international content creation. Highly 
professionalized one-stop shop supporting today’s media 
localization projects. 
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.com, Web: www.binarisonori.com See ad
on page 45

ES Localisation Services Ltd.
Languages Turkish, Arabic, Greek and other regional lan-
guages Description Since 1994, ES has provided full-fledged 
localization services to industry leaders mainly in software 
localization, translation, DTP, engineering, QA and voice-
over areas. ES has managed to increase its capacity, workload 
and number of customers every year, has a solid customer 
base, and is proud of its successful past assignments. ES has 
production offices in Turkey and Egypt for Turkish and 
Arabic languages and currently has 49 permanent staff. The 
most important asset of ES is its human resources. ES is a re-
liable, experienced, value-added regional supplier for direct 
clients and MLVs worldwide. 
ES Localisation Services Ltd. Cenap Şahabettin Sk. No: 29, 
Koşuyolu 34718 Istanbul, Turkey, 90-216-3268764, Fax: 90-216-
3254859, E-mail: contact@estr.com, Web: www.estr.com See ad 
on page 42 
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GrafiData, TMMIX
Description GrafiData brings decades of experience to local-
izing your documentation. We offer solutions for multilin-
gual publishing by efficiently applying various translation 
packages, translation memories, automatic formatting and 
desktop publishing. GrafiData can also utilize IT solutions 
that improve the process.
Grafi Data Keulenstraat 16, 7418 ET Deventer, Overijssel, The Neth-
erlands, 31-570-609797, Fax: 31-570-609850, E-mail: info@
grafi data.nl, Web: www.grafi data.nl See ad on page 38

 
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 soft-
ware localization, technical and telecom documentation, 
ERP, automotive and related marketing material. We have 
all commercially available tools and experience using many 
different proprietary customer platforms and solutions; 
internal workflow portal-based tools to reduce manage-
ment 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

 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 48

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 special-
ize in the translation and localization of technical documen-
tation, software, multimedia applications, training materials, 
e-learning solutions and online applications. Other globaliza-
tion services include quality assurance testing (hardware and 

software), integration of content management solutions, inter-
pretation (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 46

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  

Local Concept
Languages All Description Local Concept has been help-
ing international companies fit in globally since 1985. The 
success can be attributed to the company’s focus on process 
management, customer service, and a specifically tailored 
localization solution based upon what works for you. Local 
Concept has also developed a suite of tools such as an online 
glossary management tool, workflow, and a global content 
management suite. You will also agree that our ads are just 
like our service — unique and refreshing! 
Local Concept 1510 Front Street, 2nd Floor, San Diego, CA 92101, 
619-295-2682, Fax: 619-295-2984, E-mail: info@localconcept.com,
Web: www.localconcept.com See ad on page 23

  

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 

Loquant Localization Services
Languages English, Brazilian Portuguese Description 
Loquant bases its operations on the experience of its found-
ers and collaborators, professionals who closely follow the 
ongoing evolution of technology and the latest processes 
in internationalization and localization of information. 
Adhering to rigorous processes that were developed by the 
software localization industry during the last few decades, 
Loquant is able to prepare the most diverse products for 
the primary world markets. To do this, Loquant counts on 
the best project managers, native translators, engineers and 
desktop publishers to guarantee a quality control recog-
nized internationally by the main international standards 
organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/114, 
22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 55-21-
2104-9597, E-mail: contact@loquant.com, Web: www.loquant.com

 

MO Group International
Languages 40+ Description MO Group International, based 
in Brussels, Belgium, is a firm dedicated to supporting inter-
national business needs. We understand the multilingual 
requirements of achieving international success and pro-
vide you with the tools and services to achieve your unique 
business goals. In particular, we specialize in multilingual 
search engine optimization (MSEO) and translation and 
localization of software, technical documentation, websites 
and games. We hire leading people from around the world 
to manage our diverse range of solutions and provide first-
class customer service. MO Group International is the first 
multilingual SEO company to enter the localization industry 
and offer the combined benefits of SEO and localization to 
our diverse client base.
MO Group International Gulledelle 94, 1200 Brussels, Belgium, 32-
2-771-19-12, Fax: 32-2-772-20-97, E-mail: sales@mogi.eu.com, 
Web: www.mogi.eu.com 

 

Moravia Worldwide
Languages All Description Moravia Worldwide is a leading
globalization solution provider, enabling companies in the
information technology, e-learning, life sciences and finan-
cial industries to enter global markets with high-quality mul-
tilingual products. Moravia’s solutions include localization 
and product testing services, internationalization, multilin-
gual publishing and technical translation. Hewlett-Packard, 
IBM, Microsoft, Oracle, Sun Microsystems and Symantec 
are among some of the companies that depend on Moravia 
Worldwide for accurate, on-time localization. Moravia 
Worldwide maintains global headquarters in the Czech 
Republic and North American headquarters in 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 51
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PTIGlobal
Languages All commercial languages for Europe, Asia and 
the Americas Description PTIGlobal is committed to de-
veloping ongoing, long-term partnerships with its clients. 
This means a dedication to personal service, responsiveness, 
high-quality output, and sensitivity to clients’ cost goals and 
timelines. Backed by over 30 years of experience in techni-
cal translation, PTIGlobal provides turnkey localization 
services in 30 languages simultaneously for software, web 
applications, embedded devices, wireless applications and 
gaming technology. Projects employ our expertise in end-
to-end project management; internationalization consulta-
tion; glossary development; native language translation; 
multilingual web content management; translation memory 
maintenance; localization engineering; linguistic and func-
tionality testing; desktop publishing, complete multilingual 
video and audio services, as well as onsite managed services.
PTIGlobal 4915 SW Griffi th Drive, Suite 200, Beaverton, OR 97005,  
503-297-2165, 888-357-3125, Fax: 503-297-0655, E-mail: info@
ptiglobal.com, Web: www.ptiglobal.com  See ad on page 11

  
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 All Description Tek provides globalization solu-
tions that reduce the total cost of localization for life sciences, 
IT and manufacturing companies. Delivering services and 
solutions through our on-demand OneWorld Platform, Tek 
provides the language management, business intelligence, 
open connectivity and worldwide collaboration necessary 
to drive globalization strategies. By leveraging maximum 
benefit from multilingual assets and localization technol-
ogy investments, Tek’s OneWorld Solutions enable higher 
ROI when localizing products for sale to global markets. 
For more information contact the office most convenient to 
you. Madrid, 34-91-414-1111, madrid@tektrans.com; Los 
Angeles, 714-378-0989, losangeles@tektrans.com; Rio de 
Janeiro, 55-21-2263-5355, riodejaneiro@tektrans.com; or 
Beijing, 86-139-1189-5740, beijing@tektrans.com.  
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 

 

TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description  TOIN is a solidly established Asian MLV with 
more than 45 years’ experience. Our services encompass 
translation, localization engineering, DTP, MT post-editing,
workflow/process consulting and project management. 
TOIN offers global reach and exceptional strength in Asia, 
with headquarters in Tokyo and additional operations in 
the United States, Europe, China and Korea. The company 
has been helping Global 1000 companies in industries 
such as automotive, IT, telecommunications, life sciences, 
e-learning, computer software/gaming, 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) Des-
cription 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 consistency and technical 
and linguistic accuracy, thus reducing clients’ time-to-market. 
Ushuaia combines state-of-the-art technology with top-notch 
experienced native translators, editors and software engineers. 
Our mission is to work together with our clients, thereby cre-
ating 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 30

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 33

WhP 
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description WhP,
a major supplier for the industry-leading corporations, 
localizes software, documentation and web content. WhP 
has been benchmarked “Best Localization Vendor” by 
Compaq. Clients specifically appreciate WhP’s dedication 
to high quality and strict respect of deadlines and, conse-
quently, entrust WhP with their most sensitive projects. 
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 pro-
duction 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 

LOCALIZATION TOOLS 

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 
applications (including .NET applications), databases and 
XML files. It dramatically reduces cost, effort and complex-
ity of software localization. With its MS Explorer “look and 
feel,” it is user friendly and intuitive to use. After a very short 
introduction time, you will be able to handle all kinds of 
localization projects. Visual Localize remembers all previous 
translati ons and thus maximizes re-use. With Visual Localize, 
no programming skills are required for localization. This 
makes it applicable for everyone. A free evaluation copy is 
available at www.visloc.com
AIT — Applied Information Technologies AG Leitzstrasse 45, 
D-70469 Stuttgart, Germany, 49-711-49066-431, Fax: 49-711-
49066-440, E-mail: info@visloc.com, Web: www.visloc.com

  

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
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PROJECT MANAGEMENT TOOLS

 

Projetex: Project Management Software 
for Translation Agencies 
Windows
Languages English, Bulgarian, Chinese (Simplified), Chinese 
(Taiwan), Dutch, Hebrew, Hungarian, Italian, Japanese, Pol-
ish, Portuguese, Portuguese (Brazil), Romanian, Russian, 
Slovak, Spanish, Ukrainian Description Projetex 7.0 is a lead-
ing project management and workflow solution employed by 
300-plus small and medium-sized translation agencies around 
the world. Managing directors, project managers, accountants, 
in-house translators, human resources managers and sales 
managers dramatically increase their efficiency with Proje-
tex. Current deployments range from 2 to 100 workstations, 
with tested capacities of up to 500. Use does not require ad-
ditional components. It includes built-in AnyCount (word and 
character count software) and CATCount (computer-assisted 
translation tool for easy word count). Reasonable pricing, fast 
implementation and free technical support are included.
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 

RESOURCES 

MultiLingual Press  

MultiLingual Press
Languages English Description MultiLingual Press is the 
source for unique publications by subject matter experts in 
language, language technology and international software 
development. Current titles are Globalization Handbook 
for the Microsoft .NET Platform by internationalization 
expert Bill Hall — available in four volumes in print or 
downloadable PDFs with accompanying code — and 
Index of Chinese Characters With Attributes by George E. 
Bell — on CD in fully searchable PDF format. 
MultiLingual Computing, Inc. 319 North 1st Avenue, Sandpoint, 
ID 83864, 208-263-8178, Fax: 208-263-6310, E-mail: info@
multilingual.com, Web: www.multilingual.com/ebooks

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 recognition. AppTek’s product offerings include hy-
brid (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 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com

TM BROKERS 

 

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously trans-
lated data: the translation memory (TM). The consistently 
growing size of the TM represents an ever-increasing value 
to you as its owner. By the same token, it becomes increas-
ingly attractive to TM buyers from the same industry to 
either jump-start a TM or complement it with proven, 
industry-specific translations. Through TM Marketplace, 
this asset can now provide an immediate return on invest-
ment through licensing to other parties. As TM brokers, 
TM Marketplace connects corporate owners of translation 
assets with parties who want to license and benefit from 
those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864, 
208-265-9465, Fax: 208-263-6310, E-mail: info@tmmarketplace
.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 local-
ization 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 Prod-
ucts,” “Implementing a Translation Memory Process” and 
“Introduction to Unicode.” See our website for details. Most 
seminars are available in-house.
The Localization Institute 7601 Ganser Way, Madison, WI 53719, 
608-826-5001, Fax: 608-826-5004, E-mail: info@localization
institute.com, Web: www.localizationinstitute.com 

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 
appropriate language use make us the reliable partner for 
providing high-quality translations into Bulgarian, Czech, 
Estonian, Hungarian, Latvian, Lithuanian, Polish, Romanian, 
Russian, Slovak, Slovenian and Ukrainian. Document 
translation service, translation, proofreading, review, inde-
pendent specialist review, legal certification of translated 
documents, website and software localization, localization 
engineering, testing, documentation localiz ation, graphic

design, DTP operations and pre-press review and print-
ing. Our team of more than 1,000 professional translators, 
proofreaders, terminology specialists, graphic designers, IT 
engineers and, last but not least, experienced project man-
agers is our most significant asset.
ACP Traductera Na Vysluni 201/13, Prague 10, Czech Republic, 
420-384-361-300, Fax: 420-384-361-303, E-mail: info@traductera
.com, Web: www.traductera.com See ad on page 17

 

CETRA, Inc., Language Solutions
Languages All Description CETRA gives you peace of mind 
because it delivers high-quality, on-time, cross-cultural com-
munications and professional, friendly, responsive service. 
CETRA follows the ASTM Quality Assurance in Translation 
and Language Interpretation Services standard guides. As 
a member of the US delegation to ISO, CETRA is actively 
involved in developing an international translation qual-
ity standard. CETRA is involved in the language industry 
at the highest level, with the company president serving in 
leadership positions at the American Translators Association, 
American Foundation for Translation and Interpretation, 
and Fédération Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 8-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web localiza-
tion and cultural consulting. For over 20 years, Eriksen has 
helped a broad range of organizations in both the public and 
private sectors excel across print, desktop and web environ-
ments in the domestic global marketplace. With a worldwide 
network of over 5,000 linguists, a commitment to leading 
technologies, and an in-house staff dedicated to tailoring our 
proven project management process to the individual needs 
of each client, Eriksen is your globalization partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY 
11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen.com,
Web: www.eriksen.com

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 
translations in fields such as biochemistry, mechanics, medi-
cine, pharmaceutics, oil and gas, and telecommunications. 
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Today, we are capable of taking on virtually any translation/
localization project from English into Brazilian Portuguese, 
and we treat each and every customer with the maximum 
care and attention. Our clients’ trust is our greatest asset and 
our greatest pride!
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro, 
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223, 
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br  

ForeignExchange Translations
Languages 42 languages and growing Description Foreign- 
Exchange is the global leader in providing translation
services to life sciences companies. We work with many of 
the biggest pharmaceutical companies, medical-device man-
ufacturers, 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 bud-
get. For more information on how we can help meet your 
translation requirements or for a quote on your next transla-
tion 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 50

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 inter-
preting in all languages; software, multimedia and website 
localization; terminology management; multilingual desk-
top publishing; 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 sec-
tors, including the automotive, medical, pharmaceutical, 
chemical, IT and financial services industries. To learn more 
about us, please visit www.e-kern.com
KERN Global Language Services 
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-953-
2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 49-
69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Right Emperor Commercial Building, Unit B, 11/F, 122-126 
Wellington Street, Central, Hong Kong, SAR China, 852-2850-4455, 
Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: www.e-kern.com 

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991, 
Lido-Lang has expertise in technical translations into Central 
and Eastern European languages. We also possess in-depth 
experience in the following fields: economics, law, medicine 
and IT, providing translations in nearly all European and 
Asian language combinations. Our global network of more 
than 1,000 approved and highly qualified translators, our 
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 

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becoming 
increasingly difficult to differentiate one translation agency 
from another. We stand apart by taking the most proactive 
approach to quality in the industry, utilizing stringent project 
management procedures, offering one of the most aggressive 
rate structures available and applying a sincere dedication to 
providing the best possible service.
LinguaLinx Language Solutions, Inc. The LinguaLinx Building, 122 
Remsen Street, Cohoes, NY 12047, 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 devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical 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, surgi-
cal 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 medical 
technology and diagnostics, regulatory affairs, dental medi-
cine and other specialist medical fields. We offer a range 
of professional services covering translation, information 
production, global information management and XML 
documentation applications. At its head office in Ulm and 
its branch in Munich, 36 salaried staff deliver solutions for 
information processes in medical science. More than 680 
medical and pharmaceutical experts in over 100 countries 
are engaged in translating, producing, managing and docu-
menting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-731-
17-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad 
on page 31

  

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 cor-
porations. Neotech is the first translation company on 
the Russian market that has certified its quality manage-
ment 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 telecommunications. The business techniques intro-
duced and applied by the company currently serve as the 
best practice within the translation industry. Neotech is 
leading the drive to continuously develop translation mar-
ket standards and to implement new levels of business and 
interpersonal communications into the translation indus-
try within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru  See ad on page 43
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Rheinschrift GbR
Language German to/from major European languages 
Description Professional globalization requires experience. 
Over the past two decades, we have developed into a top 
international company specializing in the precise tuning of 
your documentation and texts to the standards and mentali-
ties of the German-speaking world. Our strength lies in our 
work for well-known software and hardware manufacturers. 
Furthermore, we also offer traditional translation services for 
the business, technology, legal and medical sectors. Our team 
of competent employees provides the very best quality within 
the respectively agreed time frame, even if matters are a little 
more urgent.
Rheinschrift Übersetzungen Best & Steigerwald GbR Rolshover 
Strasse 99, 51105 Cologne, Germany, 49-221-80-19-28-0, Fax: 49-
221-80-19-28-50, E-mail: contact@rheinschrift.de, Web: www
.rheinschrift.de See ad on page 47

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

Localization and Globalization Partner
Languages 50, including English, Chinese, Japanese, Korean 
Description Saltlux was founded in 1979 as the first local-
ization and globalization service provider in Korea. With 
over 30 years of accumulated experience and know-how, 
Saltlux is an ideal and esteemed global technical commu-
nications partner. We specialize in multilingual translation 
and DTP, technical writing service, software localization, 
web globalization and so on. We provide our clients with 
a one-stop production line, starting with the authoring of 
documents, and going on to localizing, designing, editing 
and digital publishing. With this business direction, we are 
striving to grow into and excel as a leader based on IT so-
lutions such as CAT and Workflow in the global technical 
communications market. 
Saltlux Inc. Deok-il Bldg., 967 Daechi-dong, Gangnam-gu, Seoul 
135-848, Korea, 822-3402-0081, Fax: 822-3402-0082, E-mail: 
marketing@saltlux.com, Web: www.saltlux.com 

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in providing a wide 
range of language services, specifically translations span-
ning a multitude of languages and the effective localization 
of products on international markets. Established in 1994, 
Skrivanek has managed to dominate the European transla-
tion market, creating a network of 53 branches covering 14 
countries. Its well-stocked staff of professional translators, 
experienced project managers and dedicated software engi-
neers and DTP specialists has enabled Skrivanek to provide 
outstanding quality translation and localization services in 
any conceivable language and volume, creating an enviable 
clientele representing major leading corporations in various 
industries. 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 

SpanSource
Languages Focus on Spanish and Portuguese, other language 
combinations through partners Description SpanSource 
provides translation, localization and related services from 
Western European languages into all regional varieties of 
Spanish as well as other language combinations through 
our network of select SLV partners. Our domain focus is on 
software and hardware, heavy machinery and automotive, 
legal and financial, medical and life sciences, oil and gas, 
corporate training and educational materials. Our com-
prehensive service portfolio includes unparalleled desk-
top publishing and multimedia localization engineering 
support for e-learning materials. Our in-house staff of 35
includes project managers, senior linguists, desktop publish-
ers, software engineers and graphic designers, who prove 
to be fundamental in SpanSource’s centralized, customer-
centric approach.
SpanSource SRL Santa Fe 1264, 1B Rosario, S2000ATR Argentina, 
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span
source.com, Web: www.spansource.com 

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 39

 
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 
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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, Quebec,  
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-
0801, E-mail: info@multicorpora.com, Web: www.multicorpora.com
See ad on page 63

SYSTRAN 
Multiple Platforms 
Languages 52 language combinations Description SYSTRAN
is the market leading provider of language translation soft-
ware products for the desktop, enterprise and internet that 
facilitate communication in 52 language combinations 
and in 20 domains. With over three decades of expertise,
research and development, SYSTRAN’s software is the choice 
of leading global corporations, portals and public agencies. 
Use of SYSTRAN products and solutions enhances multi-
lingual communication and increases user productivity and 
time-savings for B2E, B2B and B2C markets as they deliver 
real-time language solutions for search, content manage-
ment, online customer support, intra-company communica-
tions and e-commerce. 
SYSTRAN Software, Inc.
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 9

Solutions for Translation, Terminology,   
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWeb-
Plus: Unicode Description A single software package to 
manage your terminology and databanks. Efficient and 
effective consultation of terms and texts. The most robust 
alignment tool on the market. More consistent use of ter-
minology and phraseology in-house and by freelancers. 
Internal and external repetition detection and pretransla-
tion. The web version allows access to your terminology, 
bitexts and documents by translators, writers and subcon-
tractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4 
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 39

WORKFLOW SOLUTIONS

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and 
documentation industry. On a web-based platform, the sys-
tem includes business management as well as process and 

document management and integrates translation software, 
financial accounting systems and existing software environ-
ments for LSPs, translation and documentation depart-
ments, organizations, institutions and government agencies. 
Plunet BusinessManager impresses with its significant time 
and money savings, unrivalled high adaptability to individ-
ual workflows, optimal quality control and effective project, 
time and contact management. Functions include quotation 
costing, order/job/workflow management, schedule manage-
ment, document management, invoicing, financial reports, 
contact management and customer acquisition.
Plunet GmbH Prenzlauer Allee 214, 10405 Berlin, Germany, 49-30-
322971340, Fax: 49-30-322971359, E-mail: info@plunet.de, Web:  
www.plunet.de

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 
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C “laypeople” to carry out their translations, assuming that speaking 
a foreign language qualifi es one to be a translator. Lena’s biggest 
concern is the unprofessional nature of the Facebook project, stat-
ing that “even just the German introduction text to Facebook on 
the site sounds wrong. Someone obviously took the literal sense of 
the English text and replicated it in German.” 

It seems that Facebook’s intention is to have a social network-
ing site that is by the people, for the people, regardless of any 
localization issues that materialize en route. Then there is the 
issue of money. It’s hard to believe that, in the long-term at least, 
Facebook won’t be saving money by using crowdsourcing to 
achieve its translation goals. If Facebook isn’t saving money, then 
why not pay for qualifi ed translators, as one of its main competi-
tors MySpace has done? MySpace has opened around 20 offi ces 
overseas, employing the services of native speakers to localize the 
content of its site as well as develop new and original content. 

But as successful as the MySpace venture has been, nothing can 
compete with the power of crowdsourcing. In March 2008, the 
entire Facebook site was translated into French within a 24-hour 
period, thanks to 4,000 dedicated French speakers. It really is a 
tantalizing technique.

One could also argue that if the Facebook community is happy 
to dedicate time and energy to something that will ultimately 
help them and their peers, then what is the problem? These ef-
forts, ultimately, are intended to be cooperative. All Facebook is 
doing is taking advantage of its unique and enviable position as 
one of the few international organizations that truly lends itself 
to crowdsourcing as a means of localizing its content.

And this is the crux of the issue for many people. Facebook may 
or may not be motivated by cost-cutting, but it has undermined 
an exceptionally skilled profession by using the “general public” 
to carry out its translations. It surely has hit a nerve. Is it better to 
compromise its “user-centered” ethos to ensure accuracy?

But with a growing “fan” base and a seemingly enthusiastic 
global entourage of volunteers, it would appear that Facebook 
is more than happy with its current network of service-donors. 
And as far as minimum wages are concerned, Facebook has set an 
unbeatable benchmark.  M 

Crowdsourcing, as most everyone has heard by 
now, has worked amazingly well for Wikipedia and 
has even been extended to an ongoing translation 
program, whereby the wider multilingual community    
offers its services free of charge. 

In December 2008, social networking site Facebook celebrated 
the fi rst anniversary of its own translation project, which requests 
users with any degree of language skills to translate its interface 
into other key languages. There are, however, some clear differ-
ences between this venture and Wikipedia’s. 

Wikipedia is nonprofi t, ad-free and altruistic, and is designed to 
educate and enable the sharing of information globally. Because 
of this, many qualifi ed translators do indeed offer their services for 
the greater good. Facebook, on the other hand, is a social network-
ing site and — dare we say it — a cunning marketing ploy, devised 
to help businesses target services and products to their desired 
audience. In other words, it is a fully-fl edged, profi t-making en-
terprise. Consequently, there is more than a mild undercurrent of 
resentment pertaining to Facebook’s translation project, not only 
among the skilled translators of the world, but also those who see 
this as a multibillion-dollar organization that is trying to get all its 
translation work done on the cheap.

So why have people been offering to translate Facebook 
without reaping any fi nancial reward for their hard labor? By 
way of comparison, could you imagine anybody translating, say, 
the Coca-Cola website gratis? Almost certainly not. But there are 
a number of reasons why countless people are selfl essly helping 
Facebook in its quest for social-world domination. 

First of all, with over 130 million active users openly sharing 
their “private” information with friends and strangers across the 
world, Facebook is like a global house party where everyone is in-
vited, including corporate marketing executives. Furthermore, the 
terminology that is used on the site acts as a smokescreen to what 
is actually being requested. Facebook’s multilingual members are 
invited to join the “community of translators,” whereupon their 
hard work will be “launched for all Facebook users.” Notice there 
is no mention of helping Facebook make millions of dollars? 

Facebook’s translation application has been installed by over 
100,000, but in a show of defi ance against it, a “Leave translation 
to translators” Facebook group has also been established, with well 
over 6,000 current members. Lena Nusselt, a professional German 
translator, said she founded the group because she was becoming 
increasingly frustrated with the number of organizations that use 

Paul Sawers

|  MultiLingual  April/May 2009 editor@multilingual.com62

Facebook’s un-rebellion 

Ta
ke

aw
ay

Paul Sawers is the communications executive at global translation 
company Lingo24. He studied communication and multimedia, and 
prior to Lingo24 he worked as a freelance writer.

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

62 Takeaway #103.indd   62 4/8/09   10:09:31 AM



EXPERIENCE THE DIFFERENCE
ADVANCED LEVERAGING TM TECHNOLOGY MAKES

Multilingual Asset Management Solutions for:

Governments | Enterprises | Language Service Providers
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People often ask what localization is. The short 
explanation would be something along the lines 
of taking any product or service created in one 

locale and making it relevant to the local culture in another. Longer explanations run 
the length of entire articles, which is what you can expect in this Localization Getting 
Started Guide.

Localization is typically part of a larger process, as Richard Sikes explains, and to 
match his hefty globalization overview he has a paragraph-long localization defi nition 
of his own embedded in the article. Ben Sargent adds marketing savvy to the global 
goal with a plethora of tips and examples on localizing global brands in websites. Alex 
Yanishevsky gives a summation of machine translation’s emerging role in localization, 
and Eva Müller fi nishes things off with a discussion on quality and pragmatics — that 
is, pragmatically, it makes sense to localize, especially if you’re doing so with enough 
pizzazz to catch the eye of the local market.
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Several years ago, I was called by a 
recruiter to interview for a job with a 
major Canadian manufacturer of air-

plane components. It seems that the hiring 
manager had spotted the keyword global-
ization in my online résumé, and because 
the company was embarking on a global-
ization initiative, he thought I might be 
an ideal candidate for the position. I went 
to the interview. In short order, we deter-
mined that in their corporate universe, glo-
balization meant imprinting the stamp of 
how things were done in the mother ship 
organization on all associated organiza-
tions around the world. I quickly explained 
that in my international software develop-
ment and marketing universe, globaliza-
tion meant reaching out to understand 
what users in cultures other than my own 
desired and then to evangelize incorpo-
rating those attributes in those markets. 
Needless to say, it was a short interview!

The attitude displayed by the hiring com-
pany may be useful in some situations, but 
to me, it embodied much of what has given 
globalization a bad name. It also pointed to 
another issue that I have observed closer 
to home: even in our relatively knowledge-
able and harmonious world of software 
localization, substantial discrepancies exist 
in what industry participants understand 
about how globalization differs from inter-
nationalization, and how both of these two 
differ from localization. 

Globalization
My definition of globalization stems 

from an experience I had while serving 
as director of globalization for a large 
software company. When I took the job, 
one of the first things I was told was that 
Japan was a problem. Exactly why it was 
a problem was not clear to the hiring 
manager, since the company had recently 
completed a localization of the flagship 
product at great expense, and shouldn’t 
the office be pleased?

So, as one of my first tasks in my new 
job, I set about contacting the Japanese 
office to find out what was wrong with 
the product. After a relatively short delay, 

they responded with a list of 1,600 issues! 
I found this to be somewhat overwhelm-
ing, so I tried to focus in on prioritization. 
Due to some factors outside the scope of 
this article, the prioritization effort took 
some time, so the next actual event in the 

saga turned out to be a visit from two rep-
resentatives from the Japanese office to 
our headquarters. 

After we had gotten acquainted, they 
asked, “The document set for this product 
consists of 24 manuals, correct?” “Yes,” 
I replied. “And you have localized five of 
the 24 books?” “Yes,” I again replied, “in 
order to keep costs contained, our product 
management group decided that we would 
localize only those five.” “And the Refer-
ence Manual is not included in the five?” 
they asked. “Correct!” I confirmed. “Why 
not?” they asked. “The Reference Manual 
is the only one that we want in Japanese!”

It was immediately apparent to me 
that our product management team had 
made a decision that was based on insuf-
ficient due diligence. While the decision to 

localize the five manuals may have been 
appropriate for some target locales, it 
most certainly was not for Japan. In fact, 
the result was a double whammy. Not only 
was dissatisfaction created, but a sub-
stantial sum of money was wasted trans-
lating unwanted manuals. As it turned out, 
the missing manual was the one and only 
issue of importance; the remaining 1,599 
identified deficiencies could have been 
lived with, for one release anyway, if only 
the manual had been translated.

This anecdote illustrates my point that 
globalization must, to some extent at 
least, involve a degree of investigation 
into what foreign markets require and, 
conversely, that international product 
development without globalization at its 
foundation is a recipe for failure. For this 
reason, globalization builds the bottom-
most and widest tier on the pyramid. But 
globalization does not only consist of off-
shore market research. Rather, it should 
be considered more closely synonymous 
with overall corporate investment strat-
egy. By this, I mean investment strategy in 
the widest sense of the concept — not only 
investment in the financial sense, but the 
investment of effort that employees make 
in everything they do. In other words, glo-
balization should be considered a mindset 
as much as a task set.

I once was asked to prepare a consult-
ing proposal to evaluate localization pro-
cesses for a well-known and successful 
company in the telecom space. My pro-
posal was not accepted at the time, how-
ever, because the company decided to 
purchase a content management system 
for their English content prior to explor-
ing their localization practices. It never 
occurred to management that handling 
localized content and adapting to localiza-
tion workflows might be critical, and thus 
globalization was not in the forefront of 
the decision-makers’ minds as the com-
pany considered this investment.

Based on the notion that globalization is 
a mindset, international market research is 
only one piece in a much larger mosaic and 
should not be carried out in isolation or 

Localization: The Global
Pyramid Capstone 

RICHARD SIKES
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 how  globalization 
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internationalization.

03-06 Sikes #103 GSG.indd   3 4/8/09   10:29:15 AM



The Guide From MultiLingualpage 4

LOCALIZATION
Guide: GETTING STARTEDGETTING STARTED 

“thrown over the wall” to another depart-
ment, as is sometimes done with program 
code. Quite to the contrary, regional mar-
ket considerations should be treated as 
an integral part of marketing plans cre-
ated by a centralized marketing organiza-
tion. Target locales should be grouped in 
tiers based on quantitative analysis, and 
a business case mentality must prevail, 
especially in the case of emerging mar-
kets. This will promote product planning 
with diverse markets in mind.

Creating a business case for product 
investment requires additional layers 
of support in the finance or accounting 
departments. It has always amazed me to 
learn how many companies do not track 
their revenues with sufficient international 
granularity to know whether the criteria 
set out in business case justifications are 
actually met. In my experience, it is sadly 
typical that companies do not know how 
much revenue can be attributed to local-
ized products. At best, they may know how 
much revenue comes from products sold 
in certain regions, but there is no distinc-
tion between English and localized prod-
ucts sold. This simply is not tracked, nor 
is there any infrastructure for tracking 
or mining such vital data. Most com-
panies either “fly blind” based on 
imperfect, unverified assumptions, 
or they employ the “localize for 
whoever screams the loudest” 
method of decision-making. 
This is partly an offshoot of 
the practice of sales person-
nel being compensated by revenue rather 
than profitability, and it may be consid-
ered an unnecessary burden during peri-
ods of robust business growth. However, 
in leaner times such as we have as of this 
writing, it is a shortsighted policy.

An additional attribute of the globaliza-
tion mindset is the conceptual treatment 
of English product offerings as a subset of 
a generic, locale-neutral product. This is a 
tough mental leap for most North Ameri-
cans to make, although there is hope on 
the horizon. The growing influence of the 
Hispanic population, for example, has 
caused numerous US-based businesses 
to consider Spanish as a language with 
an importance and personality of its own 
approaching that of English. This, by defi-
nition, requires a whole new level of aware-
ness on the part of strategic planners.

In the software world, target markets 
are generally farther afield, and compa-
nies are represented by offices located 

abroad. These offices are valuable sources 
of information, but all too often, the infor-
mation flow is in one direction only: from 
headquarters to the field. This is counter-
productive. In a world where information 
is power, the globalization-oriented com-
pany liaisons extensively with resources 
all over the world, leveraging the informa-
tion gleaned from that contact. 

The choice of representation in foreign 
markets is also very much a part of global-
ization. There are many options; channel 
strategy is a long-term decision with many 
implications. One company that I know of 
has blithely opened and closed offices in 
Japan multiple times based on short-term 

results, apparently unaware that each vac-
illation in policy further undermines their 
credibility with local partners. While com-
panies presumably never enter markets 
with the intention of failing, they frequently 
do fail to proactively consider an exit strat-
egy in their up-front planning. Even this 
pessimistic, risk-oriented activity belongs 
to due diligence activities of globalization.

Internationalization
Internationalization, the act of making a 

company’s products localizable, is some-
times called localization engineering. This 
latter term is unsatisfactory for several 
reasons, most prominently because it 
implies that the task set is different than 
core development and, by extension, 
done by different people and, perhaps, 
at a different time. But it is also not broad 
enough. Internationalization need not only 
refer exclusively to coding practices as 
localization engineering implies; it might 

also be applied to such tasks as allowing 
sufficient white space in source documen-
tation for text expansion or architecting a 
website so that localized content can be 
easily added.

When performed proactively, interna-
tionalization is conceptually very similar 
to a real option. A real option is the right 
or the ability, but not the obligation, to do 
something at some point in the future. One 
purchases this future advantage through 
a current investment, and hence it has a 
calculable dollar value. Think of an entre-
preneur who purchases a plot of land 
alongside a country road where, some-
day, residential development will occur. 
She builds a small service station and car 
dealership. She doesn’t invest too much 

money in the current facility because 
she doesn’t know exactly when 
the development will occur and, of 
course, there is always some risk 

that it might not. But what she does 
do is to buy an option to purchase a parcel 
of land next door at a predetermined price 
at some future date. This guarantees that 
she can expand the facility if she wishes, 

but does not obligate her to purchase 
the land if the development does not 

materialize.
Within the context of product 
dev elopment, proactive inter-
nationalization simply pro-

vides the option for a company 
to cost-effectively localize at some 

future time. Future localization is 
cost-effective because product com-

ponents do not have to go through a dis-
ruptive and time-consuming retrofitting 
process to support a decision to launch 
sales in a new market. Turnaround time 
from decision to delivery is therefore sub-
stantially shorter, and revenue gains occur 
sooner.

Internationalization of software consists 
of three basic task types, each supported 
by numerous subtasks. The first of these is 
the removal of cultural assumptions from 
software design. The second is architec-
tural separation of the presentation layer 
from the business logic layer. The third 
is implementation of support for global 
norms such as character sets or account-
ing procedures. 

Removal of cultural assumptions is 
somewhat easier said than done. Such 
assumptions are not made by software 
developers out of malice but, rather, 
through understandable ignorance, albeit 
also sometimes out of time pressure. 
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Many North Americans are unfamiliar with 
norms in other countries. For example, 
developers trained at US institutions sim-
ply may not realize that decimal separation 
is actually indicated by commas in much of 
the world. Unfortunately, few university 
computer science departments teach the 
principles of internationalization, so one 
can hardly fault the graduates of those 
institutions. Another highly prevalent cat-
egory of cultural assumptions are those 
surrounding generic linguistic issues. Lack 
of understanding of text expansion is one 
of these, as is how unresolvable gram-
matical paradoxes can be created by string 
concatenation.

There is a plethora of issues here, 
but for simplicity’s sake, let it be said 
that the goal of internationaliza-
tion is to create a locale-neutral 
pro duct. This is done by creat-
ing virtual “layers” of pro-
gram code that are discrete 
from one another. These 
layers have different functions. 
The “presentation” layer is 
that which the user sees and 
interacts with. The “business 
logic” layer is the area of code 
that is the functional “guts” of 
the program. In simple words, 
that’s where the program does 
whatever it does. There may 
also be a “database” layer, 
where data is stored and from 
where it is retrieved. In most 
programs, data is transferred 
back and forth between these layers, so it 
is not only the program code that defines 
operations within these layers that is impor-
tant, but also the transport mechanisms 
between the layers that require scrutiny for 
internationalization support.

One problem occurs when these lay-
ers are not cleanly separated from one 
another. Symptomatic of this kind of prob-
lem is when localization of the presenta-
tion layer causes malfunction within the 
business logic layer. An example I once 
encountered was the usage of the terms 
high, medium and low from the presen-
tation layer, which contrasted with the 
volume settings of a modem that were 
reported to the business logic layer using 
those same English words. One can easily 
imagine what happened when the presen-
tation layer was translated: the compari-
son test failed every time, resulting in the 
inability of the user to accurately deter-
mine or set the modem volume.

An example of problems resulting from 
poorly internationalized transport mecha-
nisms is another issue I recently encoun-
tered. The product consisted of a Windows 
client that drew its strings from a UNIX 
back-end server and also used a similar 
UNIX server to store data. The developers 
failed to realize that there are character 
encoding differences between the two 
operating systems. The code that trans-
ferred data back and forth between these 
two platforms therefore failed to properly 
convert strings pulled from the UNIX server 
to populate the user interface, resulting in 
a nonsensical user interface (UI). It also 
failed to properly store and return data 
entered by the user. Since some of the data 

entered was the user’s password, logging 
on to the application failed when the user 
name or password contained characters 
corrupted by the transport process.

Fortunately, many of these kinds of func-
tional problems can be easily exposed 
by pseudo-localization. This technique 
involves using software tools to simulate 
translation of presentation layer pro-
gram code that is then sent for testing. 
This brings up the subject of when, in the 
development process, testing for interna-
tional support should be carried out and 
how extensive it should be. Many compa-
nies push this into the functional area of 
localization, but it does not belong there. 
Even companies that do not localize may 
wish to sell their products in non-English-
speaking locales. Therefore, the products 
should fully support the functional require-
ments of those locales. 

Pseudo-localization is one strategy to 
proactively test for international support, 

but it cannot cover all cases. Functional 
requirements need to be derived from the 
globalization strategy, as previously des-
cribed, and then tested against during the 
core code development process. 

One such example from my past involved 
128-bit data encryption algorithms that 
were built into a product my employer 
produced at the time. Among other mar-
kets, the product was intended for sale 
in France. At that time, 128-bit encryp-
tion was illegal in France, so internation-
alization in this case included building 
in the capability to suppress this feature 
for French or English product builds ship-
ping to that region. While this example is 
somewhat exotic, internationalization of 
core products may come up in many other 
more mundane contexts, such as currency 
format support, date and time formatting, 
business logic rules such as application of 
value-added tax and a plethora of other 
things that have nothing to do with local-
ization in the linguistic sense.

It is highly disruptive, time consuming and 
therefore expensive to go back and retro-

fit program code to be internationalized 
after a product is released. This gen-

erally involves branching the code. 
One branch will contain devel-

opments of new features and 
bug fixes to currently avail-
able versions, and may 
not be internationalized. 

The other branch contains 
changes to enable internation-

alization support. 
Then, at some point, the code must be 

merged and regression tested. Many com-
panies follow this pattern, as pressure 
to release quickly to home-turf markets 
supersedes longer-range vision. But this 
is really akin to offloading development 
debt to the future. A far better and, in the 
long run, less expensive and more flex-
ible practice is to accept a small amount 
of ongoing overhead to internationalize 
from day one in the development cycle. 
This ensures two vital factors: flexibility 
to localize quickly at any time, and gradual 
lessening of the internationalization learn-
ing curve as developers incorporate best 
practices into their daily work.

So far, we have discussed international-
ization primarily in the context of software 
coding, but a quick detour to other areas of 
product development is worthwhile. One 
that comes to mind immediately is allowing 
sufficient whitespace in documentation to 
absorb language growth without causing 
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pagination changes. This is rather like UI 
design. It is sometimes hard to convince 
technical writers that white space is their 
friend, but it is definitely the friend of the 
localizer and the CFO. Desktop publishing 
is expensive; a lot of time and money can 
be saved if translated documentation does 
not require repagination. Not having to rep-
aginate can mitigate another unfortunate 
phenomenon that sometimes occurs: the 
separation of screenshots from descrip-
tive text. In recent years, we have moved 
away from extensive documentation sets, 
but in the “olden days” when I cut my local-
ization teeth, hard-coded page references 
were a big problem. These always had to be 
double-checked and adjusted in the final 
localized books because language growth 
caused the original page references to be 
inaccurate. Better authoring software and 
the migration to electronic documentation 
in recent years have largely eliminated this 
problem in today’s localization arena.

And, finally, internationalization can 
be carried into such areas as collateral 

material. I remember one graphic design 
product that had an extensive tutorial 
whose central theme was about creating 
a poster promoting aluminum can recy-
cling. Our Nordic office had to completely 
replace this tutorial because aluminum 
cans were not sold in their region; hence 
customers would have no idea what the 
tutorial was about. Choice of a more inter-
nationally generic central theme might 
have saved the company, or at least that 
regional office, a substantial amount of 
money. Then there is the whole area of 
advertising, whereby comparative ads 
are forbidden in some locales. Whether 
this kind of issue falls into the category of 
internationalization or that of localization 
is less clear, and there are many associ-
ated questions, not the least of which is 
who owns corporate identity: headquar-
ters or the regional offices.

Localization
This brings us to localization. It is no 

accident that this area of the pyramid is 

the smallest. If globalization and interna-
tionalization as previously discussed are 
thoroughly executed, then a foundation is 
built that ensures that the effort required 
for localization is minimized. But let’s look 
at what localization is. I prefer the follow-
ing definition: Localization is the process 
of adapting software and accompanying 
materials to suit a target-market locale 
with the goal of making the product trans-
parent to that locale, so that native users 
interact with it as if it were developed 
there and for that locale alone.

Given that globalization defines a 
product’s requirements and internation-
alization makes a product localizable, 
localization simply becomes a matter of 
imposing regional context upon a locale-
neutral product. By definition, this usually 
involves translation, but it may not. For 
example, the creation of Microsoft Money 
98 for the Canadian market required 
authoring of content that was relevant 
to Canadian wealth management, many 
attributes of which are different from its 
American counterpart. In this context, con-
tent creation was localization, not inter-
nationalization, although no translation 
was involved. Internationalization was 
the product design that allowed effortless 
substitution of Canadian content in place 
of the original American content.

Localization may involve imposing func-
tional constraints on products. Earlier in 
this article I mentioned a case involving 
128-bit encryption. The generic, interna-
tionalized version of the product could 
have either 128-bit or 64-bit encryption 
enabled. The localized version had only 
64-bit encryption available to the user, 
and most of the product shipped to the 
locale was also translated into French.

The notion held by many a senior man-
ager is that localization is excessively 
expensive. This is because cost genera-
tion in the globalization and international-
ization layers of the pyramid is not readily 
visible. But inefficiencies created by poorly 
executed upstream activities adversely 
affect those downstream, resulting in 
greater overall cost. If company manage-
ment complains that localization costs 
are too high, then the first place to look 
is not at the localization activities or unit 
prices, but rather at the bottom and sec-
ond layers of the pyramid. A pyramid does 
not balance well on its head. With a broad 
base of support and gently inclining walls, 
however, it can stand solidly and extend 
to the sky.  G
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consulting in all major world languages — with 
special expertise in Central and Eastern European 
(CEE) languages.

Approach
We approach all projects with respect to 

customers’ needs and the cultural uniqueness of 
each country because we believe the language 
of your firm communicates who you are to the 
audience.

CEET Ltd.
Prague, Czech Republic

info@ceet.eu • www.ceet.eu

How to Be 
World Savvy

International Marketing Communications 
Market Research
Marketing

JFA Marketing
Dubuque, Iowa USA

john@jfamarketing.com
www.jfamarkets.com
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So you speak my language, big deal. Tell 
me something I don’t know. . . . 

In 2006 and 2008, Common Sense Ad-
visory conducted two large-scale in-
ternational surveys to reveal findings 

regarding language preference on the web. 
For the first report, we surveyed 2,430 con-
sumers in eight countries where English is 
not the primary language. For the second, 
we questioned over 350 business buyers, 
also in eight non-anglophone countries. In 
both surveys, the only thing that trumped 
language in importance for making pur-
chase decisions was brand. More than half 
the consumers in most countries said they 
would purchase a global brand without 
localized information over a little-known 
product with localized information (Figure 
1). Business buyers gave us much the same 
result, with buyers in all countries but Brazil 
expressing greater confidence in brand than 
in language (Figure 2). 

Don’t let those numbers fool you. Both 
groups of buyers still demand a local lan-
guage option when they can get it. Limited-
English-proficient or non-English-speaking 
con sumers are 4.8 times more likely to buy 
products offered and documented in their 
own languages. Even among respondents 
who speak English, 65.5% said they favored 

local-language products. Besides this, most 
consumers told us they would pay a higher 
price for a localized product.

While consumers unequivocally say they 
prefer websites and products in their own 
languages across a wide range of goods 
and services, the importance of local lan-
guage increases with a product’s complex-
ity. We call this the “informational effect.” 
The more information required to make the 
purchase decision, the greater the impor-
tance of localization. Financial and travel 
services rank high on this scale, but tooth-
paste and music CDs rate low. 

While brand building arguably takes lon-
ger and costs more than translating a web-
site, doing one without the other leaves 
market share on the table for competitors 
— both local and global ones. The easiest 
websites to localize sell a standard prod-
uct in all markets, where the value prop-
osition remains constant regardless of 
country, language or culture. Examples of 
this are the product marketing websites for 
customer relationship management (CRM) 
or other business software. At the oppo-
site end of the spectrum, websites selling 
“squishy” products require more effort; 
brand attributes for beauty products, for 
example, may vary significantly depend-
ing on country, language and culture. 

Beyond good technical translation, market-
ing a business application seems to require 
minimal localization, if the websites of SAP 
and Microsoft are any indication. Compare 
SAP’s UK site (www.sap.com/uk) with Aus-
tralia (www.sap.com/australia), for instance, 
and you’ll find the exact same copy. These 
English-speaking countries speak different 
dialects, use different currencies, and require 
different business rules for communications 
and fulfillment on the backside of a website, 
but the company treats product marketing 
as interchangeable. Another example is the 
Microsoft Dynamics websites. The templating 
structure allows for unique country-specific 
content, and the British site made a direct hit 
with UK visitors in January 2009 by fronting an 
article on tax changes affecting businesses 
in Great Britain at the start of the new year. 
Otherwise, little other thought is given to the 
“local” in these examples of localization.

Let’s analyze some of these overlooked 
vehicles for local message delivery. Notice 
the four button-like links in the right col-
umn in the Microsoft Dynamics US and UK 
websites (next page): Evaluate, Experience 
and so on. The first two provide exactly 
the opportunity marketing teams should 
be using as a jumping-off point to tell the 
brand story in a way that’s relevant to the 
local market. But that opportunity is lost in 

Local Websites
for Global Brands

BEN SARGENT

Figure 1 (left): “I would pur-
chase a global brand without 

product information in my 
language over a little-known 
brand with information in my 

language.” 

Figure 2 (right): “I would pur-
chase brand-name software 
without product information 
in my language instead of a 

little-known brand that does 
provide product information 

in my language.” 
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this business-to-business (B2B) world. The 
UK marketing team has simply accepted the 
global content, telling the story in a generic 
fashion with no local flavor.

Contrast these B2B sites with the con-
sumer commodity arena of bath and beauty 
product maker Lush. Here, the separate sites 
for each country customize look and feel to 
such a great extent that they draw on a vari-
ety of design templates. The company uses 
logo, typography and color palette as the pri-
mary unifying elements. The Japan website 
looks very Japanese, complete with curious 
quasi-English slogans. It’s busy and blinking 
and colorful like a Japanese youth-consumer 
site should be. Even when English is used on 
the Japanese site, it is not so much borrowed 
from the UK, Australian or US sites. Instead, 
it employs the unique variant of English used 
in Tokyo. Meanwhile, the UK site playfully 
references the local economy’s banking cri-
sis — along with spoofing the album cover of 
the Sex Pistols’ Never Mind the Bollocks.

Like most visitors to websites, I want the 
marketers to tell me how their product would 
make a difference in my life — presumably 
by telling me a story about how it has already 
made a difference in the lives of people I can 
relate to. Sometimes a generic story in my 
language will suffice, but most of the time 
that leaves me cold. Why not show me some-
one who lives in my country? Why not con-
nect the product to the culture I live in? 

We surmise that the reason companies 
don’t do this isn’t the cost, since most inter-
national companies have local marketing 

teams in place already. Rather, we believe 
it’s a matter of purpose. Too many com-
panies still operate as if they haven’t yet 
learned to use their website to tell stories. 
Local marketing people often don’t know 
how to get involved, don’t take ownership 
of the stories being told and don’t partici-
pate actively in breathing local life into their 
global brand. Why? Because their compa-
nies have not empowered these profession-
als to add or edit pages on local websites. 
Over time, this must change. As local mar-
keters gain the knowledge and skills of 
web publishing, we expect they will take 
an active role in shaping the online brand  
experience for their customers.

Having a localized website should mean 
displaying culturally specific, culturally rel-
evant content. Localization should mean 
subtle or not-so-subtle references to the 
foundational narratives of the target cul-
ture. These stories, of course, are best told 
by people who were raised in that culture 
and are still living in that place, or in that 
context as mediated by the web, satellite 
television, internet radio and so on. Deni-
zens of a culture connect the dots without 
even thinking about it, if you empower 
them to do so. Companies should thus 

include specific areas and process flows 
for locally produced content, local lore and 
local narrative in their global templates. 

The concept of regional and local content 
is important if you operate a multi-country 
website, such as Royal Caribbean Inter-
national does for Latin America and parts 
of Europe. Natalie Bird, Royal Caribbean 
business manager, states that “regional 

The Microsoft Dynamics US website 
(top — www.microsoft.com/dynamics)

 is quite different from the 
Microsoft Dynamics UK website 

(www.microsoft.com/uk/dynamics). 

A checklist of brand-building goals 
for a global product-marketing site

Technically perfect. At a code level your site can and should work flawlessly in all 
major browsers, in all economically significant languages. 

Process efficient. An efficient localization process not only saves money; gener-
ally, it will also allow you to publish a global website on time in many languages. 

Smartly targeted. Take into account the total available audience and e-GDP values 
of languages and countries to focus your spend on the larger, most-monied online popu-
lations (see www.e-gdp.com to assess how well you are doing in this respect).

Search engine optimized. Always test your multilingual keywords in global search 
engines like Google. Keep in mind that local content should be showing up in local 
search results, too. It must be somebody’s job to make sure.

CRM savvy. Prospects who register online should be captured in a country-aware 
CRM, not only to ensure compliance with consumer data privacy laws, but also to allow 
language and country-specific follow-up. Brand experience may begin on the web, but 
it shouldn’t end there.

Finally, check the wider frame. Is each site telling your brand story from a local per-
spective? Need a test? Try to find a reference on your market sites to a unique cultural 
story or artifact specific to a country or culture. If you can’t find one, you are looking at a 
translated site, not a local one. For global brands that can achieve local presence, local 
websites will deliver a return on brand-building spend even in “the worst of times.” The 
brands that embrace the local approach are the brands that emerge from a recession in 
control of their marketplace. 

For localization professionals, we suggest that mastery means going beyond “techni-
cally perfect” and “process efficient.” Mastery also means being culturally adept and 
audience complete — in short, relevant. And that is the most important part of being 
global, in the end. That is what will keep your company alive — and thriving — before, 
during and after a shakeout.

•

•

•

•

•

A comparison of the Lush Japanese 
website (top — www.lush.co.jp) and 

the Lush UK website (www.lush.co.uk).

08-10 Sargent #103 GSG.indd   9 4/8/09   10:32:38 AM



LOCALIZATION

The Guide From MultiLingualpage 10

Guide: GETTING STARTEDGETTING STARTED 

and local content are managed 
autonomously by the local 
markets at which the sites are 
targeted — no one is better 
qualified for this role. The con-
tent strategy enables us to be 
efficient and localize content to 
the general needs of the region, 
yet still allows us to localize con-
tent to the specific needs of one 
country within that region as we 
require.” 

She adds, “From the basics, 
such as contact information, 
address, number, date and time 
formats right through to the subtleties of 
making your website speak to and address 
your target market in their own language 
— localization matters and it goes much 
further than translation. It’s crucial to the 
success of your web globalization initia-
tive, and, it’s inevitable for companies that 
wish to have a successful web globaliza-
tion strategy.” 

As an example, Bird points to Royal Carib-
bean market-specific strategies, which vary 
from country to country, in line with local 
culture, legal requirements and the matu-
rity of the cruise market. As a result, the 
home page of each site is tailored to its mar-
ket. For example, Latin America promotes 
itineraries that do not necessitate a US 
visa; “Weekend Getaways & Short Cruises” 
are different by site (three-night Bahamas 
cruises are not the ideal short cruise for a 
resident of Spain); the “New to Cruising” 
and “Experienced Cruisers” landing pages 
are different; and you’ll only find Asistencia 
en español and Política de precios on the 
Spain site or a 5% online discount on the 
UK/Ireland site.  

Another company investing heavily in 
web-based brand building is Wal-Mart 
China. Wal-Mart recognizes its unique role 
in mainland China. Though the People’s 
Republic of China does not account for a big 
part of the company’s revenue stream, the 
country’s manufacturing base does serve 
as Wal-Mart’s supply base. Good corpo-
rate citizenship is a paramount concern for 
the company in a still nominally Commu-
nist state. Whereas most companies get 
by with a single page on social responsi-
bility, www.walmartchina.com dedicates a 
whole section to that topic, with separate 
pages for community feedback, caring for 
children, support for education, environ-
mental protection and disaster relief. 

At the Wal-Mart China site, we see that 
brand building and community relations 

have become the main goals of the corpo-
rate website. Rather than selling products, 
the site sells the company — not a bad 
strategy. In fact, many corporate sites have 
this as a key mission, especially among 
conglomerates and brand management 
companies. For those companies offering 
multiple product lines, each business unit 
or brand may have its own website focused 
on product marketing, leaving the corpo-
rate site to tell the big-picture story to pro-
spective employees, investors, suppliers, 
the press and government officials.

But it’s also important to note that 
“narrative” does not require hundreds of 
words. It’s possible to tell an entire story 
with a simple slogan. Looking back at 
the earlier example from www.lush.com, 
“Never mind the bankers” telescopes an 
entire novel into four simple words. Play-
ing off London’s front page news of the 
international banking crisis in 2008, this 
four-word “story” places the brand in the 
topical context of the day. It’s a narrative 
you can climb into, if you choose to act on 
their suggestion, wink wink, and gleefully 
buy a bar of soap. Lush’s other country 
sites also use distinct campaigns that are 
tailored to their markets. 

It’s possible to route the 
best of these stories to a 
wider audience, backwards 
through the global publishing 
system and then out to other 
geographies. Global organiza-
tions produce some of their 
best content at the fringes 
rather than the center, and 
should build that awareness 
into their global workflow. 
Companies that do the best 
job of managing global con-
tent view their local content 
not as the last link on a chain, 

but as unique fibers that become woven 
into a larger corporate tapestry.

Lush gives many examples of local cre-
ativity. One is from the French site, where 
we find the memorable line Certaines 
contiennent même des pétales, confettis 
ou autres OFNI (objets flottants non iden-
tifiés) to describe the effects of melting 
the company’s bath bombs in hot water. 
OFNI is a play on OVNI, the French equiva-
lent of UFO. Were this rendered in English 
as “UFO (unidentified floating objects)” 
the effect would be just as memorable. 
The only thing lacking in this case is the 
systematic capture of strong copy and 
effective creative for global recycling. No 
UFOs appear on the US or UK site . . . yet.

Capturing creativity from other geogra-
phies is as easy as 1-2-3:

Start by honoring local creativity 
enough to open a space for it in the global 
templates — and the global process flows. 

Once you’ve solved the production 
process well enough for local teams to 
contribute their own copy and creativity, 
the next challenge is to detect exceptional 
content. Consider setting up a monthly or 
quarterly reward mechanism so the teams 
will submit their best work.

When a local team does something 
that is not only spectacular, but also rel-
evant to other markets, the final trick is to 
elevate that work into the global workflow. 
For this you may need a new workflow to 
get local content backed out to global 
“source” status.

In the long run, we expect the web pub-
lishing systems that drive global experience 
to become more fluid, with core content 
moving outwards from the center and best 
of local copy moving from the markets 
back toward the center. This is a recipe for 
a strong and vibrant global brand. We hope 
you’ll pick up the challenge, and when you 
do, please send us the results.  G

1.

2.

3.

Wal-Mart China’s disaster relief page 
(www.walmartchina.com).

French (left — www.lush.fr) and German 
(www.lush.de) site content for Emotibombs.
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Speak the Languages of 
Your End Users! 

At HighTech Passport, we combine state-of-the-
art technology with the human skills and expertise 
of our top-notch project managers, software 
engineers and specialized in-country linguists. 

Backed by 17 years of field-specific experience and 
validated by a solid track record of satisfied clients, 
our services, offered for 60 languages, include: 

• Localization of software, help, online/printed 
documentation, web content

• Multilingual DTP
• Linguistic/functional testing, debugging, 

release engineering
We give a local feel to your global products.

 HighTech Passport, Ltd.
San Jose, California USA

info@htpassport.com • www.htpassport.com

Experts in Polishing 
Your Products 

Since 1995, MAGIT has provided software and 
multimedia localization and technical translations 
from major Western languages into Polish and 
other Eastern European languages. Our fields 
of expertise include IT, telecommunication, life 
sciences, automotive, consumer electronics and 
industrial technologies.

Taking advantage of our network of proven 
in-country partners and building on experience 
in projects completed for global and regional 
players, we can offer reliable, flexible services and 
personal dedication to help companies successfully 
launch products into new markets.

MAGIT
Wroclaw, Poland

trans-info@magit.pl
www.translations.magit.pl

SAM Engineering GmbH
Muehltal, Germany

sam@sam-engineering.de
www.sam-engineering.de

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 localiza-
tion 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 Busi-
ness Applications and Technical Documentation. 

SAM Engineering GmbH is located in 
Muehltal, near Frankfurt, Germany. For more 
information, see www.sam-engineering.de

 MemoQ — Integrated 
Translation Environment
Providing solutions for all market segments, 

MemoQ and MemoQ Server are quickly establish-
ing themselves as the technology leaders.

Some reasons why our customers appreciate 
and choose MemoQ:

• Intuitive and easy to learn
• The world’s best value client-server translation 

environment
• Online documents for effective and quick 

team translation
• Real-time collaboration between translators 

and proofreaders
• Responsive and quick support
• Extensive integration with other systems 

MemoQ users have more fun!

Kilgray Translation Technologies
Budapest, Hungary

info@kilgray.com • www.kilgray.com

Localization with 
a French Touch

With a passion for the French language, 
Baguette Translations is the partner of choice 
for your localization needs. Headquartered in 
Paris, Baguette serves the IT, health care and 
engineering industries and provides: 

• Full software and website localization: 
GUI, user guides and help files

• Translation of corporate information, 
IFUs, white papers 

• DTP and quality assurance
• Consulting on cultural issues

Baguette Translations
Paris • New York • Jerusalem

info@baguette-trans.com
www.baguette-trans.com

Do More with Less
Affordable, full-range, high-quality, 

technically capable multilingual service 
vendor covers the languages of the former 
USSR and Asia, as well as rare languages 
that are difficult to work with for technical, 
organizational, or economic reasons.

Logrus International
Huntingdon Valley, Pennsylvania USA 

management@logrus.ru
www.logrus.ru
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In De Revolutionibus Orbium Coelestium 
(On the Revolutions of the Heavenly 
Spheres), Copernicus posited a heliocen-

tric vision of the universe. Of course, people 
did not immediately cease to believe that 
the Sun revolved around the Earth, but the 
pronouncement certainly signaled a para-
digm shift. The necessity for a paradigm 
shift also became clear in the localization 
industry with the advent and popularization 
of computer-aided translation (CAT) tools. 
Currently, machine translation (MT), the 
harbinger for a similar change, is a valuable 
technology for localization and arguably 
even for global economies. 

History
MT has a long, complicated and some-

what checkered history. To appreciate how 
far it has come and to what degree it con-
tinues to succeed, it is worthwhile 
to understand its origins. We have 
always wondered why we speak dif-
ferent languages, particularly since 
living in a society requires the ability 
to communicate. The idea of a univer-
sal language can be traced back to 
the Tower of Babel, and since Biblical 
times, philosophers have pondered 
how to most easily communicate with 
the world at large. In the seventeenth 
century, René Descartes proposed a 
universal cipher to equate ideas in 
different tongues with mathemati-
cal symbols. Then in the late 1830s, 
Charles Babbage, considered the father of 
modern computing, put forth the idea of an 
analytical machine that would be capable 
of storing dictionaries. This notion was 
to MT what Leonardo da Vinci’s sketches 
were to modern aeronautics.

During the twentieth century, MT experi-
enced a meteoric rise, an equally meteoric 
fall, and a resurgence continuing to the 
present time. Warren Weaver mentioned 
the possibility of using computers to trans-
late language in a 1947 memorandum. A 
mere seven years later, theory was put into 
practice during the celebrated Georgetown-
IBM experiment. The “electronic brain,” as 
it was called in the IBM press release, man-
aged to produce an intelligible translation 
of 60 sentences from Russian into English 
using six grammar rules and 250 dictionary 
entries. Professor Leon Dostert, a George-
town language scholar, proclaimed, “[in] 
five, perhaps three years hence, interlingual 
meaning conversion by electronic process 
in important functional areas of several lan-
guages may well be an accomplished fact.” 
Unfortunately, this triumph was eclipsed 

by a scathing report from the Automatic 
Language Processing Advisory Committee 
in 1966, which noted “we do not have use-
ful machine translation [and] there is no 
immediate or predictable prospect of useful 
machine translation.” After this pronounce-
ment, funding for the development of MT 
systems became drastically curtailed. 

After languishing in relative obscurity for 
about a decade and a half, the MT industry 

re-emerged with renewed vigor due to sev-
eral factors. First, MT performance inevita-
bly benefited from the staggering advances 
in hardware and software witnessed by 
the computer industry during the last two 
decades of the twentieth century. Second, 
the consolidation of Web 2.0 increased the 
amount of data to be translated and even 
caused new translation needs to arise, fol-
lowing the dramatic proliferation of user-
generated content. The potential market for 
industry and user-generated content com-
bined has been estimated at close to $100 
billion. User-generated content, in particular, 
has several features that make it suitable for 
MT. On the one hand, it is produced in great 
quantities and is updated rapidly, which 
means that it requires on-the-fly transla-
tion. On the other hand, it is also less likely 
to be translated by human translators, due 
to its relatively ephemeral character. In other 
words, enormous bodies of information are 
generated at unprecedented speeds and are 
being increasingly lost behind language bar-
riers. Third, the market has been a driving 
factor in industry development. More than 

ever, there is growing pressure to penetrate 
global markets faster and cheaper, which 
points to automated translation solutions. 

This is understandable. Whereas having 
a human translate an inherently linguistic 
product such as a novel is necessary, having 
a human translator use human capabilities 
and time to translate product catalogues or 
accounting information is extremely expen-
sive and can reasonably be equated to having 

a neurosurgeon put first-aid bandages 
on thousands of people a day.

MT provides a solution to the chal-
lenges of both market cost-efficiency 
and fast-paced information genera-
tion, allowing a higher throughput of 
translation for a fraction of the price 
of human translation. The readiness 
of MT for prime time, as it were, was 
echoed by industry analysts at The 
Gilbane Group in July 2008 as well: 
“Although available for decades, 
machine translation is now a viable, 
game-changing opportunity for com-
petitive advantage by allowing orga-

nizations to provide dynamic translation 
processes.”

In fact, dramatically increasing the vol-
umes of data available today has actually 
made new translation approaches possible. 
Besides the genuine rule-based philosophy, 
in which the text is processed according to 
handcrafted linguistic generalizations that 
are based on statistical patterns observed 
in human languages, quantitative methods 
that actively take advantage of large data-
bases have appeared. Whenever these con-
tain the same information in two or more 
languages, a strict sentence-to-sentence 
correspondence and in some cases on a 
more granular level, phrase-to-phrase 
and even word-to-word correspondence 
between the texts can be easily estab-
lished. By merely determining which word 
sequences in one text systematically cor-
respond to words in the other, a machine 
can either match (statistical MT) or gen-
eralize (example-based MT) equivalences 
in order to generate a translation. Since 
the availability of this type of multilingual 
resource (known as parallel corpora) has 

The Emerging Role
of Machine Translation

ALEX YANISHEVSKY

A brief history of MT in the United States.

12-13 Yanishevsky #103 GSG.indd   12 4/8/09   10:37:19 AM



 GETTING GETTING STARTEDSTARTED :Guide
LOCALIZATION

page 13April/May 2009 • www.multilingual.com/gsg

grown by orders of magnitude during the 
last years, this method has become a fea-
sible approach to providing adaptable, 
robust and even self-learned translation 
software.

Each approach has its own merits, but 
also its own shortcomings. For example, par-
allel corpora must be reliable and must con-
tain voluminous units in a specific domain to 
propose a useful translation. Hence, the lat-
est technological development consists of a 
hybrid approach that integrates the advan-
tages of the above three, resulting in an even 
more accurate and relevant translation. As 
both sheer power and processing speed have 
improved with the help of more robust trans-
lation engines, ideas of yesteryear about 
being able to translate languages on the fly 
finally became a reality. Since then, online 
translation engines and translation engines 
embedded into Microsoft Office and 
Open Office applications have become 
so commonplace that experienced 
users cannot imagine their lives before 
translation software was available. 
The conceptual change in going from a 
monolingual scenario to a multilingual 
scenario can be equated to an over-
night transition from a monopoly to a 
free market economy.

Candidates for MT 
Clearly, this second time around, 

MT is here to stay. However, to be 
fair, we must acknowledge that there is a 
particular type of content best suited to it. 
Although anecdotal evidence (translation 
of les enfants et les femmes enceintes as 
pregnant children and women) and apoc-
ryphal evidence (The spirit is willing, but 
the flesh is weak translated into Russian 
and then translated back as The whisky is 
strong, but the meat is rotten) of mistrans-
lations from MT engines are amusing for 
cocktail parties, critical considerations are 
not being taken into account. Either trans-
lation engines are provided with unsuitable 
text, relatively speaking, or people expect 
the engine to act like a human being. If any-
thing, objectively it would be more just to 
fault human writers for writing poorly in the 
first place since they, unlike an MT engine, 
can actually do research. So what content is 
a candidate for MT? 

If we use English as an example, although 
English has almost one million words, most 
technical communication requires only 1% 
or about 10,000 words, and documents 
implementing the controlled English (CE) of 
Boeing or Caterpillar can use a mere 1,500 

words. Thus, content can run the gamut 
from individually created words with sub-
jective meanings as in literature to more 
tightly controlled writing as in the aviation 
industry or in auto manufacturing. Content 
that employs freer, unfettered language 
and uses figures of speech (similes, meta-
phors and so on) is a less suitable candidate 
for MT, as it is difficult for engines to dis-
ambiguate such rhetorical ploys. In enter-
prises, marketing materials typically fall 
into this more literature-like category, since 
brochures frequently use figures of speech 
to tout their products. Conversely, content 
that is repetitive, more restricted or even 
strictly controlled is a good candidate for 
MT. In enterprises such content may include 
knowledge bases, manuals and online 
helps. Naturally, the expectations of the end 
user should be fulfilled and balanced by the 

localization budget. Frequently, knowledge 
bases are machine translated without sub-
sequent post-editing, but with a disclaimer 
alerting the user to the fact, whereas manu-
als and online helps require human interven-
tion. Success stories at Caterpillar, Boeing, 
Microsoft, Océ and Symantec, to name but 
a few, prove that a restricted source lan-
guage — English, in this case — coupled 
with MT can produce significant savings. 
Océ reduced costs by 60% by implementing 
an all-encompassing program that included 
MT, translation memory (TM), CE and eXten-
sible Markup Language (XML).

Addressing the new paradigm
As with any new paradigm, implemen-

tation of MT in a localization workflow or 
program requires re-evaluation of the sta-
tus quo and the willingness to understand 
and effect change. Four factors are crucial 
to successful implementation, including 
education of all involved parties and new 
cost schemas, namely, the question of 
which charges are appropriate for differ-
ent categories. Potential solutions involve 

either charging differently depending on 
the category or charging per word or hour 
for post-editing translation output, or some 
combination of both.

Development of a new position, the post-
editor, is also important. MT will drastically 
change the language industry landscape in 
terms of cost, throughput and workflow. 
Once more, the comparison with the early 
days of TM tools seems apt, since not only 
did translators not lose jobs because of CAT 
tools, but if anything, computerized tools 
enabled them to satisfy the growing demand 
stemming from the increasing bulk of con-
tent to be translated. The translators who 
benefited the most were those who included 
TM in their toolbox more promptly. Likewise, 
the translators who promptly become famil-
iar with MT technologies will also be those 
who will be able to meet the ever-growing 

market demand and will yield signifi-
cant increases in throughput and cost 
reduction, thus leading to a higher 
return on investment and, therefore, 
obtaining a competitive advantage. 
This includes working with the MT 
engine. It is widely accepted that there 
is no such thing as a “perfect” transla-
tion. There can be as many translations 
as there are translators. Consequently, 
an effective MT post-editor must leave 
behind subjective opinions and spe-
cific stylistic considerations and must 
focus rather on addressing systematic 

phenomena and improving lexicographical 
entries. Rectifying such errors is tantamount 
to an economic investment, as it will lead to 
further engine fine-tuning and exponen-
tially increase cost-efficiency.

The burgeoning interest in MT is evidenced 
by more frank discussion of the subject by 
clients themselves, as well as increased 
inquiries and passionate discussion at con-
ferences by localization service providers 
(LSPs) and translators. Consequently, much 
like CAT tools in the late 1980s and 1990s, 
MT solutions will become mainstays by dint 
of necessity. Human translators will never 
cease to exist, but they will begin to post-
edit more. Our task is to recognize the role 
MT will continue to play in the coming years 
and prepare for the new challenges that we 
— clients, LSPs, technology companies and 
translators — will all face. Language barriers 
are merely a reflection of increasing human 
diversity, and translating from one language 
to another will always be a human need like 
the need for understanding. After all, until 
Copernicus’ work was translated, the Earth 
only revolved around the Sun in Latin.  G

MT is best suited for language 
with both restricted vocabulary and grammar.

12-13 Yanishevsky #103 GSG.indd   13 4/8/09   10:37:21 AM



L0CALIZATION

The Guide From MultiLingualpage 14

L
O

C
A

L
IZ

A
T

IO
N

Guide: GETTING STARTEDGETTING STARTED 

Suppose you’re working in a software 
company and your boss says to you, 
“We need translations of our prod-

uct at low cost and high customer satisfac-
tion.” You think to yourself, OK then. Your 
boss carries on: “The final product should 
look and feel as if it has been developed 
just for each target group.” You happily 
realize that’s the definition of localization, 
but you wonder why the product hasn’t 
been internationalized yet. In short, your 
task is to ensure a high-quality localized 
product in a contradictory situation.

Keeping translation costs low starts at 
the very beginning of the source language 
(SL) product. You realize you need to com-
pile your documentation according to trans-
lation purposes and apply the single-source 
concept for printed documentation and 
online help. With user interface (UI) text as 
well, predefined terminology keeps trans-
lation costs low. High customer satisfac-
tion is synonymous to high quality and can 
only be achieved by comprehensive testing 
and having a product prepared for localiza-
tion or internationalization. Since product 
component documentation depends on 
the UI, the translation sequence has to be 
taken into account. Therefore, the UI must 
have been thoroughly tested before docu-
mentation can be translated. Otherwise, 
you will risk creating correction tasks for a 
not-yet-completed translation and increas-
ing costs due to document iterations.

At first glance, people merely fluent in 
your target languages (TLs) will be less 
expensive than qualified translators. How-
ever, for high-quality products, translation 
skills and experience are indispensable. 
Cooperating with a multilanguage provider 
may be a cost-saver: suggest a teach-the-
trainer course for your product to their rep-
resentative. The representative will then 
train the translators and will be the first-
level support contact for translators.

To ensure that not only texts are 
adapted, but also colors, date formats, 
writing direction, number formats and so 
on, the product should be localized to vari-
ous locale-specific settings. You know that 
testing each topic will exceed your budget, 

and you conclude that your requirements 
can only be fulfilled if the product has been 
internationalized before localization.

You’re faced with the dilemma of how to 
get everybody on board with this. There 
are several strategies, but it depends on 
your company and team structure. All 
team members must be familiar with the 
meaning and concepts of internation-
alization and localization, to start with. 
The internationalization and localization 
requirements specific to your product 
should then be collected, prioritized and 
approved, and the quality tests executed. 
Acceptance criteria define whether each 
requirement is fulfilled, ranging from non-
compliant to partially compliant and fully 
compliant.

Non-compliant: Defective prod-
uct with critical error  Correct the prod-
uct and repeat the test; product cannot be 
released

 Partially compliant: Defective 
product with non-critical error  Log the 
error; product can be released

 Fully compliant: No error  Prod-
uct can be released

The quality of localized versions highly 
depends on the level of internation-
alization in source code and SL docu-
ments. Implementing internationalization 
requirements in the source code enables 
less error-prone and less time-consuming 
localizations of the product. The usage of 
a defined terminology, consistent wording 
and a “fit for translation” user documen-
tation also makes it easier to have a qual-
ity localized product and to lower costs. 
Displaying date, time and number formats 
according to the current locale is a must. 
This also applies to calculations. Differ-
ent digit grouping symbols must not lead 
to a different result. Localizing with sup-
port of translation memories (TMs) saves 
time, increases consistency and results in 
higher quality. However, the TMs must be 
maintained in order to make them fit for 
the current project. The effort for cleanup 
of TMs from older projects pays back in a 
higher match rate and higher consistency 
in the target language.

Checking quality
A localized product should be capable 

of running in any target locale without 
restrictions, which will be verified by vari-
ous quality measures. Usually done by the 
product quality team, functional quality 
measures need to verify that software or 
online help are working properly. Linguis-
tic quality measures, which are performed 
by linguists, apply to localization, covering 
translation, terminology and data format-
ting. The common goal of all measures is 
to achieve high quality in translation and 
in the product’s functionality — while 
keeping the budget low, of course.

Testing the product’s internationaliza-
tion has to be executed once per product. 
Thus, the execution of internationalization 
tests will significantly reduce the number 
of localization tests required. For exam-
ple, if the date formatting changes when 
switching from an American to a German 
locale, it will also change when switching to 
France, Italy and many other places. Let’s 
assume you localize your product into five 
languages and there are ten internation-
alization tests that should be executed. 
Skipping the internationalization tests will 
result in more work — 50 localization tests 
(5x10=50) in total.

Typical test tasks ensure that each UI ele-
ment is internationalized and localizable, 
including menus, field labels, buttons, 
tooltips, hotkeys, shortcuts, messages, 
combo boxes and icons. Support of left-
to-right/bidirectional/double-byte scripts 
and their specific layout should also be 
considered if you’re going to be publish-
ing in Hebrew, Arabic or Asian scripts. 
“Foreign” number formats, locale-specific 
punctuation, display of messages and 
online help systems should also undergo 
testing.

Localization tests covering linguistics 
must be performed for each language 
independent of the internationalization 
test. Typical test tasks to be fulfilled are 
proofreading of translated objects such 
as the UI and user documentation. The 
naming of menus, status bars, form titles 
and the wording of messages are usually 

Building Quality into 
the Localization Process

EVA MÜLLER
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defined in a style guide or localization kit. 
All items must be named consistently and 
according to the specification in order to 
build a user-friendly localized product, 
and uniformity between user documenta-
tion and online help, for example. 

Broader localization tests must also be 
performed for each language. If all inter-
nationalization requirements are met, no 
functional localization tests are required. 
Most likely, however, not all requirements 
will have been met, and those that are only 
partially fulfilled must be re-tested. This 
will ensure, for example, that there are cor-
rect links within web-based applications or 
help files, and unique hotkeys and short-
cuts are being used in the product. Except 
for Asian languages, the hotkeys and short-
cuts are adapted according to the terms 
used in the target language. For example, 
English computer users will type Alt+F(ile), 
while Germans will type Alt+D(atei). 

Localization projects consist of several 
phases. Documents should be written 
for translation; SL terminology should be 
defined and set in a style guide; and soft-
ware should be internationalized. Missing 
just one of the requirements will have an 
impact on the project’s scope, time frame 
and cost.

Say you have a software product (UI and 
documentation/online help) that must be 
localized into five languages. The product 
was internationalized, but four of ten inter-
nationalization requirements were only 
partially met and have to be re-tested. You 
cooperate with a multilanguage provider 
and all requirements are fulfilled except 
for the SL style guide. Your timeline would 
go something like this:

Project setup: The base for the man-
agement of a localization project is the pro-
ject plan. Set up your project plan with 
mile stones, time buffers and constraints. 
Mile stones are localization-specific (UI 
trans lation and test, documentation/help 
translation and test, functional test of the 
localized product). However, there are no 
specific quality tasks for a localization pro-
ject plan. In our example the translation 
tasks must be available for five languages, 
and the four localization tests per language 
result from the internationalization require-
ments that were only partially met.

Translator training: Train the trans-
lators in the software to be localized to 
make sure they are familiar with the prod-
uct, the target group, your style guide and 
the workflow they should follow. Provide 
a teach-the-trainer course for your multi-
language provider. In this instance, you 
have to conduct a single training for all 
languages since you’re cooperating with a 
multilanguage provider.

Terminology definition: When you 
start your translation with yet undefined 
terminology, the usage of a consistent ter-
minology will only be achieved after vari-
ous cost-intensive iterations. Based on the 
SL terminology definitions, the multilan-
guage provider compiles TL terminology 
matches. Since the company specializes in 
localization projects, it’s natural for them 
to act this way. Thus, there’s no neces-
sity of reserving extra time for transla-
tion iterations due to missing terminology 
definitions.

UI translation: After defining the basic 
terminology you can start to localize the soft-
ware based on a style guide. In our example, 

•

•

•

•

the missing SL style guide increases the 
effort and may lead to translation iterations 
due to imperfect consistency.

Test of UI translation: To achieve your 
own product requirements, it is essential 
to thoroughly verify the localized versions 
of your software. A complete localization 
is only achieved if all controls — button 
labels, tooltips, menus, field labels, sys-
tem messages — are translated and the 
system runs flawlessly. As we mentioned, 
our internationalization requirements need 
to be re-tested per localization. Regard-
ing the linguistic quality tasks, the miss-
ing SL style guide must also be taken into 
account.

Documentation translation: When loc al-
izing both the UI and the user documenta-
tion, the completion of the former is a 
prerequisite for starting the latter. Each 
modification requires the repetition of 
testing the UI translation with all its 
checks. Fortunately, the documentation in 
our example is compiled using the single-
source concept. Again, the missing style 
guide increases the effort.

Review of documentation translation: 
Your documentation requirements to qual-
ity and usability also apply to localized 
versions. The cooperation with a multilan-
guage provider ensures the consistency 
in user documentation and a consistent 
wording throughout the manual.

Lessons learned: This phase applies to 
every project and is not a characteristic just 
for localization projects. Review your les-
sons learned log that was maintained during 
the project. Include all internal and exter-
nal team members in the review and derive 
improvements for upcoming projects.  G

•

•

•

•

Marketing Sales Usability Support

Out-of-pocket 
expense for 
localization

Translation and 
adaptation costs for 
marketing materials 

such as printed 
collateral, websites and 

advertising

Engineering remediation 
to adapt transaction and 

operational systems

Translation and 
adaptation costs for 

owner manuals, FAQs 
and any online 

assistance

Translation costs for 
FAQs, in-language 

search, knowledge base 
and diagnostics

Costs of not 
localizing

Local, regional and more localized international competitors gain share at your expense. You experience 
sudden loss of market share, and customers develop loyalties to a competing brand.

Limited reach of 
marketing programs

Sales limited to those 
who are comfortable 
in the nuances of the 

English language

Bad reputation 
for usability, brand 
damage and higher 

support costs

Frustrated customers 
and expensive problem 

resolution through 
call centers

The costs of localizing versus the cost of not localizing. Localizing may be tricky, but not localizing is too. 
Source: Common Sense  Advisory, Inc.
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This guide is a component of the magazine MultiLingual. The 
ever-growing easy international access to information, ser-
vices and goods underscores the importance of language 

and culture awareness. What issues are involved in reaching an 
international audience? Are there technologies to help? Who pro-
vides services in this area? Where do I start?

Savvy people in today’s world use MultiLingual to answer these 
questions and to help them discover what other questions they 
should be asking.

MultiLingual’s eight issues a year are filled with news, technical 
developments and language information for people who are inter-
ested in the role of language, technology and translation in our 
twenty-first-century world. A ninth issue, the Resource Directory 
and Index, provides listings of companies in the language industry 
and an index to the previous year’s content.

Two issues each year include Getting Started Guides such as 
this one, which are primers for moving into new territories both 
geographically and professionally. 

The magazine itself covers a multitude of topics.

Translation
How are translation tools changing the art and science of com-

municating ideas and information between speakers of different 
languages? Translators are vital to the development of interna-
tional and localized software. Those who specialize in technical 
documents, such as manuals for computer hardware and soft-
ware, industrial equipment and medical products, use sophisti-
cated tools along with professional expertise to translate complex 
text clearly and precisely. Translators and people who use transla-
tion services track new developments through articles and news 
items in MultiLingual.

Language technology
From multiple keyboard layouts and input methods to Unicode-

enabled operating systems, language-specific encodings, systems 
that recognize your handwriting or your speech in any language 
— language technology is changing day by day. And this technol-
ogy is also changing the way in which people communicate on a 
personal level — changing the requirements for international soft-
ware and changing how business is done all over the world.

MultiLingual is your source for the best information and insight 
into these developments and how they will affect you and your 
business.

Global web
Every website is a global website, and even a site designed 

for one country may require several languages to be effective. 
Experienced web professionals explain how to create a site that 
works for users everywhere, how to attract those users to your 
site and how to keep the site current. Whether you use the inter-
net and worldwide web for e-mail, for purchasing services, for 

promoting your business or for conducting fully international e-
commerce, you’ll benefit from the information and ideas in each 
issue of MultiLingual.

Managing content
How do you track all the words and the changes that occur 

in a multilingual website? How do you know who’s doing what 
and where? How do you respond to customers and vendors in 
a prompt manner and in their own languages? The growing and 
changing field of content management and global manage-
ment systems (CMS and GMS), customer relations management 
(CRM) and other management disciplines is increasingly impor-
tant as systems become more complex. Leaders in the devel-
opment of these systems explain how they work and how they 
work together.

Internationalization
Making software ready for the international market requires 

more than just a good idea. How does an international developer 
prepare a product for multiple locales? Will the pictures and col-
ors you select for a user interface in France be suitable for users 
in Brazil? Elements such as date and currency formats sound like 
simple components, but developers who ignore the many inter-
national variants find that their products may be unusable. You’ll 
find sound ideas and practical help in every issue.

Localization
How can you make your product look and feel as if it were built in 

another country for users of that language and culture? How do you 
choose a localization service vendor? Developers and localizers 
offer their ideas and relate their experiences with practical advice 
that will save you time and money in your localization projects.

And there’s much more
Authors with in-depth knowledge summarize changes in the 

language industry and explain its financial side, describe the chal-
lenges of computing in various languages, explain and update 
encoding schemes, and evaluate software and systems. Other 
articles focus on particular countries or regions; specific lan-
guages; translation and localization training programs; the uses 
of language technology in specific industries — a wide array of 
current topics from the world of multilingual computing.

If you are interested in reaching an international audience in the 
best way possible, you need to read MultiLingual. G
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