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H
Health care in the United States is expensive. There 

are numerous reasons why, but most of it boils down to 
overhead. Sterile tools are expensive. Imaging machines are 
expensive. Paying a diverse staff of highly trained individuals 
is expensive. Paying malpractice insurance, a must in a tort-
obsessed nation, is expensive. Even renting or mortgaging a 
facility is pricey. Hospitals are not making beaucoup bucks off 
the ill; currently, the median profi t margin of US hospitals is 
zero, according to an early 2009 Thomson Reuters analysis. 
The study reveals that hospitals are suffering, among other 
things, from a lack of elective procedures. The low pay-out 
of Medicare and Medicaid also adversely affects US hospitals, 
along with a host of other highly controversial issues.

While the state of the economy is certainly to blame at 
least in part, a recent rise in medical tourism may also have 
infl uenced the downturn. It’s simple supply and demand and 
the outsourcing of medicine: go somewhere else and you 
may have less overhead. Even assuming the same sanitation 
standards and procedures, rent may be cheaper, tort law may be 
unheard of, and salaries, based on a lower cost of living, may be 
less. So more people are seeking care elsewhere — due to price, 
for uninsured or underinsured Americans, or to jump ahead of 
the waiting list, for Canadians or Brits. Slices of the medical 
world are fl attening even without universal health care. 

Globalizing 
medicine

Katie Botkin Post Editing
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The world is fl at, but we are fl atter. For better or for worse, we 
talk of cultural difference, price-savings, language barriers, and 
practical constraints in business terms, even when someone’s 
health is involved. We’re into localization, which includes 
medical localization. 

This issue’s focus is on just that topic, and to that end, Elisabete 
Miranda — with a bit of help from Nataly Kelly — explains the 
pharmaceutical market for Latinos in the United States. Simon 
Andriesen details the linguistic validation methods used in medical 
translation that may or may not be helpful for everyone else. Jason 
Arnsparger and Jennifer Linton give a case study on implementing 
a global information management system, and then Dorit Eldar, 
Yochai Cohen and Yehudith Wexler write of the challenges of local 
(Israeli, in this case) regulations in medical translation. Finally, Kim 
Vitray has a guide for vendors undergoing a life sciences audit. 

In the extras of the issue, Tom Edwards has some advice about 
the drop-down “country” list everyone uses, John Freivalds 
opines on the Mayo Clinic business model and Göran Nordlund 
offers a perspective on whether more attention should be 
given to medical translations. I report on the recent TAUS Data 
Association launch, and Scott Bateman discusses more trends 
— crowdsourcing and machine translation and how they may 
fi t into the localization model. Sonia Monahan’s article on 
measured quality assurance aims to help improve translation 
cost and speed. Wrapping it all up is Mónica Guelman’s 
Takeaway on ethics in medical interpretation and translation.  

Because after all, maybe the world isn’t so fl at. Maybe we’ve 
still got to pay attention to little things like cultural differences 
in life-and-death situations.  
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Berlin host to discussion, 
networking and more

Localization World Berlin 2009 drew over 450 attend-
ees June 8-10 to the Maritim proArte in 
downtown Berlin. Conference organizers 
said they were pleasantly surprised by the 
robust attendance and had worked hard 
to make the schedule as well as the price 
relevant to current pressures. The confer-
ence featured three free preconference 
sessions and talks on the economy, as 
well as its standard global business and 
localization tracks on topics as diverse 
as tools, outsourcing and international 
marketing. 

Deutsche Bank chief economist Norbert 
Walker gave the keynote address on June 9, stat-
ing that globalization is the reason the current 
fi nancial crisis is so extensive. If some place is 
tied to the dollar, for example, and the dollar is 
undergoing infl ation, then these places also must 
print money to remain in step, and a false sense 
of wealth results. 

Walker laid out his predictions for these global 
effects and how to best recover. He said he didn’t 
think that this would necessarily be short-lived. “Here stands a man 
who has been around for a long time, and I am deeply convinced that 
if something is truly not regional, but global, the risk remains high,” 
said Walker. He applauded such efforts as the French government’s to 
speed up payment to their creditors to get money into the system and 
warned of making changes that would negatively affect businesses 
long-term. He did not have a clear-cut answer as to what would 
happen next, but quipped that “we are all in the rescue boat.” 

What, for example, will happen after 2010? “I don’t know. There 
is one important risk that things could go really wrong — if the 
government spends taxpayers’ money to rescue businesses with 
outdated business models.” How do you protect outdated business 
models, asked Walker? “You stand in the way of competition.” This, 

he said, would be devastating, as an entrepreneurial, competitive 
spirit is crucial to the forward motion of business.

The vendor-client keynote panel on June 10 also gave an hon-
est look at the economy, in this case changes being undertaken to 

weather the storm and grow in the process. 
Panelists stressed making smart choices. As 
Paula Shannon of Lionbridge said, “We’re 
not going to give a short-term fi x for a 
long-term problem.”

Iris Orriss from the business platform 
division at Microsoft noted that her team 
is looking to reduce cost by working more 
closely with vendors, using a three-year 
roadmap. They switched to agile develop-
ment because “at the end of the day, we’re 
trying to eliminate a lot of the processes.” 
This includes trying to go to a model where 
fi les can be directly picked up by vendors. 
Giving management perspective is crucial, 
as localization still may be seen as a cost 
center instead of a market opportunity. 
However, her team has worked with mar-
keting to do case studies on the return on 
investment, and they now bundle localiza-
tion with other aspects of globalization. 

Preconference workshops on June 8 cov-
ered subjects such as medical and games localization, localization 
business, “Localisation4all” — a discussion on the feasibility of free 
translation for nonprofi ts and web-based health and safety infor-
mation — and the TAUS Data Association, the latter two being free 
of charge. A free GlobalSight users meeting was also held.

The main conference featured a variety of localization events, 
including the new “Managing Global Websites” track; a light-
hearted “Rocky Localization Horror Show”; networking in a nearby 
biergarten and then aboard a cruise ship on the Spree; and a full 
exhibit hall. The conference wrapped up with prize drawings from 
15 of the exhibitors.

Localization World Berlin 2009 was sponsored by Lionbridge and 
Across Systems GmbH.  

N
ew

s

Localization World Berlin offered opportunities for teaching and learning, while it was acknowledged that all work and no play makes a dull conference.

Well-attended thirteenth Localization World conference focuses on economy, global business 

Economist Norbert Walker 
gives his keynote address.
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Business

WordHouse relocates, adds staff
WordHouse Localization BV, provider of 

software, websites and documentation local-
ization, has relocated its corporate offi ces to 
The Netherlands in the Amsterdam ArenA. 
The company also recently added several new 
project managers from different nationalities 
to its team.
WordHouse Localization BVWordHouse Localization BV 
info@wordhouse.com, www.wordhouse.com

Concorde Group takes 
ownership of De Tolken Centrale

Concorde Group, a provider of global 
translation services, has taken ownership of 
De Tolken Centrale, a supplier of interpret-
ers and translations primarily to the busi-
ness market, notary offi ces and courts. The 
transaction was prompted by the increasing 
demand for interpreters in The Netherlands.
Concorde GroupConcorde Group 
info@concorde.nl, www.concorde.nl

Adelphi updates website
and corporate identity

Adelphi Translations has launched a new 
website and corporate identity. The website 
showcases all the various services available 
from Adelphi and also acts as a resource 
center for anyone working with foreign 
languages by providing free access resources 
such as automatic online translation.
Adelphi TranslationsAdelphi Translations
info@adelphitranslations.com 
www.adelphitranslations.com

The Kitchen expands
The Kitchen, the language services divi-

sion of TM Systems — developers of lan-
guage translation, dubbing and subtitling 
technology for the entertainment industry 
— has announced the building of fi ve new, 
fully equipped dubbing suites at its Miami 
language hub. The expansion is expected to 
be completed by August 1, 2009.
TM SystemsTM Systems 
info@tm-systems.com, www.tm-systems.com

Financial

Rosetta Stone fi rst quarter results 
Rosetta Stone, a provider of technology-

based language learning solutions, has 
announced fi nancial results for the com-
pany’s fi scal fi rst quarter ending March 31, 
2009. Total revenue for the fi rst quarter was 
$50.3 million, an increase of 41%, compared 

to $35.6 million in the prior year period. 
Rosetta Stone achieved an important com-
pany milestone by successfully completing 
its initial public offering in April 2009.
Rosetta StoneRosetta Stone www.rosettastone.com

People

Recent industry hires
Plunet GmbH, a provider of business 

management software, has hired Christian 
Frick as business development manager for 
its Berlin, Germany, offi ce. 

TOIN Corporation, an Asian language 
solutions provider, has hired Tom Roland as 
business development manager. 

Agile Web Solutions Ltd., a customer-
centric software company, has hired Craig 
Myers to lead the company’s North Ameri-
can business development team.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de
TOIN CorporationTOIN Corporation 
aki-ito@to-in.co.jp, www.to-in.com
Agile Web Solutions Ltd.Agile Web Solutions Ltd. 
info@agileweb-solutions.com 
www.agile-web.com

Resources

CAN/CGSB-131.10-2008 
standard certifi cation program

Association de l’industrie de la langue/
Language Industry Association (AILIA) has 

launched the certifi cation for CAN/CGSB-
131.10-2008. AILIA has contracted the 
services of Orion Assessment Services of 
Canada. The certifi cation is based on CAN/
CGSB-131.10-2008, Translation Services, a 
national standard developed by the Cana-
dian General Standards Board and approved 
by the Standards Council of Canada.
Association de l’industrie de la langue/Association de l’industrie de la langue/
Language Industry AssociationLanguage Industry Association 
communication@ailia.ca, www.ailia.ca

Report on freelancers and economy
Recent fi nancial results show that some 

companies in the language services industry 
have been reporting impressive growth, while 
others claim steep losses, according to the 
report “Freelancers Voice Their Views on the 
Economy” by Common Sense Advisory, Inc. 
Almost 300 freelance translators and inter-
preters worldwide were surveyed for their 
input on the current state of the industry.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

New association for translators
The Global Internet Translators Asso-

ciation (GITA), founded at the beginning of 
2009, aims to incorporate modern media 
into the translation industry. GITA advo-
cates further research and training in the 
fi eld of online translation and represents 
a central point of contact for translators, 
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customers and other interested parties.
Global Internet Translators AssociationGlobal Internet Translators Association 
info@gita-online.org, www.gita-online.org

ATA Member-Provider Program
The American Translators Association 

(ATA) has developed the ATA Member-
Provider Program. The program gives mem-
bers the opportunity to offer products and 
services to each other at a discount.

Products/services offered must be related 
to the practice of translation and interpret-
ing; however, translation, interpreting and 
similar services cannot be offered through 
the program.
American Translators Association American Translators Association 
ata@atanet.org, www.atanet.org

Case study documents ISO 14971-
certifi ed risk management system 

Crimson Life Sciences, a division of Trans-
Perfect, has published “Getting More for 
Less: The Alchemy of Risk Management,” 
a detailed case study that documents the 
performance of the industry’s fi rst ISO 
14971-certifi ed risk management system.
Crimson Life SciencesCrimson Life Sciences 
info@crimsonlanguage.com 
www.medical.crimsonlanguage.com

GALA survey results
Language service providers (LSPs) around 

the globe have been heavily impacted by 
the economic downturn, but many expect a 
rebound in the next three months, accord-
ing to the Globalization and Localization 

Association’s (GALA) most recent quarterly 
survey. The survey asks GALA members 
about trends in the industry and was the 
third in a row to question LSPs on the eco-
nomic downturn. A full 30% of respondents 
anticipate an actual increase in demand in 
the next three months — up from 8% in the 
previous survey. And more respondents are 
optimistic about the future (44%) than are 
not (15%).
Globalization and Localization AssociationGlobalization and Localization Association 
info@gala-global.org, www.gala-global.org

Products and Services

Passage 2.0
Moravia Worldwide, a provider of glo-

balization solutions, has launched Passage 
2.0, its custom online translation portal. 
The updated portal brings enhancements 
in the areas of productivity for users, and 
the portal’s new integration with back-end 
translation infrastructure and fi nancial sys-
tems provides improved internal client teams’ 
response capabilities.
Moravia WorldwideMoravia Worldwide 
info@moraviaworldwide.com 
www.moraviaworldwide.com

SDL Trados 2009 Studio
SDL, a provider of global information 

management solutions, has released the 
SDL Trados 2009 Studio. New features and 
applications include AutoSuggest; RevleX 
translation memory engine; QuickPlace text 
formatting of tags, placeables and variable 

elements; and new support for PDF fi le 
translation.
SDLSDL amhall@sdl.com, www.sdl.com

TDA language data exchange portal
The TAUS Data Association (TDA) lan-

guage data exchange portal has been 
made available for public use to provide 
industry-wide language data sharing in a 
neutral, open, legal and secure environ-
ment. The TDA repository contains more 
than half-a-billion words in 70 language 
pairs. Founded by 45 companies, TDA is a 
global not-for-profi t organization.
TAUS Data AssociationTAUS Data Association 
info@tausdata.org, www.tausdata.org

Miilos
RTI International, an independent, non-

profi t research institute, has created Miilos, 
a translation service that offers e-mail and 
content translation in real time in several 
languages using statistical machine trans-
lation technology.
RTI InternationalRTI International 
info@miilos.com, www.miilos.com

Xtend patent approved
Author-it Software Corporation, a devel-

oper of software for authoring, content 
management, publishing and localization, 
has announced that the New Zealand Pat-
ent and Trademark Offi ce has approved 
a patent for Xtend. After as few as three 
words, Xtend uses the patented search 
technology to suggest similar content from 
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the database for reuse.
Author-it Software CorporationAuthor-it Software Corporation 
sales@author-it.com, www.author-it.com

Language Weaver SMTS version 5.1
Language Weaver, a software company 

developing enterprise software for the auto-
mated translation of human languages, has 
released version 5.1 of its statistical machine 
translation software (SMTS). New functions 
include a built-in dictionary tool, new bidirec-
tional language pairs — Indonesian<>English 
and Pashtu<>English — and enhanced syn-
tax-based language pairs.
Language WeaverLanguage Weaver 
info@languageweaver.com 
www.languageweaver.com

GlobeStarter
Glyph Language Services, Inc., a provider 

of customized language services for the soft-
ware, web media and training industries, has 
introduced GlobeStarter, a new program for 
companies or individuals to begin translating 
websites at a low initial cost.
Glyph Language Services, Inc.Glyph Language Services, Inc. 
sales@glyphservices.com 
www.glyphservices.com

Language Server v5
Across Systems GmbH, a developer of 

translation management systems, has deliv-
ered Language Server v5. The new version 
offers several options for process automa-
tion as well as for workfl ow management 
and analysis. Approximately 50 connections 
are available for interacting with other 
systems.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net

Translator for BlackBerry
Interlecta, a translation and messag-

ing technologies company, has launched 
Translator for BlackBerry with extras such 
as translating text from an image and 
text-to-speech technology. In addition to 
translation to and from over 36 languages, 
the translator includes the ability to select 
specialized topic dialogue dictionaries 
in the fi elds of computers, business, law, 
medicine and more.
InterlectaInterlecta http://home.interlecta.com

Study Examination Module v3.0
SANAKO Corporation, a provider of lan-

guage teaching technology, has developed 
version 3.0 of its Study Examination Mod-
ule. The new version provides full localiza-
tion support for the Study Exam Wizard, 

Exam Player and Exam templates.
SANAKO CorporationSANAKO Corporation www.sanako.com

Clay Tablet v2.5
Clay Tablet Technologies, a provider of 

integration software that connects any con-
tent management system with any transla-
tion system or provider, has announced 
the availability of version 2.5 of its core 
application. The new features — InSync 
Master Asset Management Technology and 
MultiPoint Flexible Routing Technology 
— are both available in the SaaS and On Site 
license versions.
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, www.clay-tablet.com

XTRF 1.7
XTRF, a division of Lido-Lang Technical 

Translations, has released version 7.1 of its 
XTRF translation management system. It 
has over 60 innovative features and solu-
tions, as well as new security and localiza-
tion options. Lithuanian is a new interface 
language.
XTRFXTRF sales@xtrf.eu, www.xtrf.eu

TiP software updates
TiP Sp. z o.o., a natural language research 

and software development company, has 
made available updated versions of its natural 
language research morphology-based soft-
ware tools. Developed in the scope of its mul-
tinational European projects, the lemmatizers, 

taggers and spellcheckers for Slavic languages 
are now available for inclusion in third-party 
applications.
TiP Sp. z o.o.TiP Sp. z o.o. info@tip.net.pl, www.tip.net.pl

SYSTRAN Enterprise Server 7
SYSTRAN Software, Inc., a provider of 

language translation software products 
and solutions, has announced the release of 
SYSTRAN Enterprise Server 7, the compa-
ny’s fi rst hybrid machine translation server 
designed for enterprise use, combining 
self-learning and linguistic technologies.
SYSTRAN Software, Inc.SYSTRAN Software, Inc. 
info@systransoft.com, www.systransoft.com

Globalyzer 3.0 beta
Lingoport, Inc., a provider of software 

internationalization tools and services, has 
announced the beta version of Globalyzer 
3.0 featuring a major rewrite of much of 
Globalyzer’s code base. Globalyzer is a cli-
ent/server software tool used to fi nd and 
fi x internationalization issues in a wide 
variety of programming languages.
Lingoport, Inc.Lingoport, Inc. 
info@lingoport.com, www.lingoport.com

Language Studio Lite
Asia Online Portals (Thailand) Co., Lim-

ited, an international web portal company 
that leverages technologies to create and 
deliver content online, has developed Lan-
guage Studio Lite, a unifi ed and integrated 
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s STAR Group was founded 
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 informa-
tion technology and
services  company in the
world with 42 offices in
32 countries.

Take yourself to the next level
and contact

STAR Group –
Your single-source provider

for corporate product communication.

Ready??Quality at the source is emerging,
Cross-functional communication
is rising,

Integration of content and translation
management is crucial...

… minimize technical communications expense,
while increasing global customer satisfaction!
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suite of standards-based tools that per-
form essential data preparation tasks and 
analysis of translation quality. 
Asia Online Portals (Thailand) Co., LimitedAsia Online Portals (Thailand) Co., Limited 
www.asiaonline.net

SpinVox API
SpinVox Ltd, a developer of speech tech–

nology that captures spoken messages and 
turns them into text, has released new lan-
guage versions of its open API (Application 
Programming Interface). SpinVox API is 
available in Spanish, German and French.
SpinVox LtdSpinVox Ltd 
sales@spinvox.com, www.spinvox.com

Translation Services Portal
Globalization Partners International, a 

provider of website, software and documen-
tation translation services, has launched the 
Translation Services Portal with custom-
ized versions for specifi c global industries 
including hotels and hospitality.
Globalization Partners InternationalGlobalization Partners International 
info@globalizationpartners.com 
www.globalizationpartners.com

Moses
EuroMatrixPlus Consortium has developed 

Moses, a statistical machine translation 
(MT) system that allows for the automatic 
training of translation models for any lan-
guage pair. The EuroMatrixPlus Consortium 
integrates the efforts from experienced 
research groups in MT and several language 
technology industry partners to advance MT 
performance and bring it to the end user.
EuroMatrixPlus Consortium 
euromatrix-coordinator@coli.uni-saarland.de 
www.euromatrixplus.net

Clients and Partners

Air New Zealand partners 
with Translations.com

Translations.com, a provider of language 
services and translation-related technol-
ogy products, has partnered with Air New 
Zealand for the launch of three European 
websites. The website will be translated into 
three languages — French, Italian and Span-
ish. Air New Zealand will manage the sites 
with Translations.com’s OneLink technology.
Translations.comTranslations.com 
info@translations.com 
www.translations.com

STAR translates for John Deere
STAR Group, a service provider for the 

entire life cycle of technical informa-
tion, has been chosen by John Deere, an 
agricultural equipment manufacturer and 
equipment fi nance company, as a provider 
of translation services for the company’s 
product documentation worldwide.
STAR GroupSTAR Group 
info@star-group.net, www.star-group.net

BusinessManager integrates with 
ErrorSpy Quality Suite, Across

Plunet GmbH, a provider of software for 
translation services and agencies, has inte-
grated BusinessManager with the ErrorSpy 
Quality Suite from D.O.G. GmbH, developer 
of commercial quality assurance (QA) soft-
ware. The integration adds translation QA 
checks to the business and project manage-
ment functions of Plunet BusinessManager.

Across Systems GmbH, a provider of cor-
porate translation management software, in 

collaboration with Plunet, has developed an 
interface that now includes advanced busi-
ness process management. Features include 
the management of translator master data 
and translation pricing calculation.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de
D.O.G. GmbHD.O.G. GmbH 
info@dog-gmbh.de, www.dog-gmbh.de
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net

Micro Focus selects SDL Trisoft 
SDL Trisoft, developer of component con-

tent management, has been selected by Micro 
Focus, a provider of enterprise application 
management solutions, to incorporate the 
functional improvements of Darwin Informa-
tion Typing Architecture and its importance 
within the authoring community.
SDL TrisoftSDL Trisoft 
info@trisoftcms.com, www.trisoftcms.com

DSC partners with kurre.de
Document Service Center GmbH (DSC), 

a translation agency for technical docu-
mentation, has entered into a partnership 
agreement with the certifi ed Across Systems 
trainer and consultant Klaus Kurre of kurre 
.de. The partnership will enable seminars to 
be held at the DSC training center to offer 
training of Across and SDL tools.
Document Service Center GmbHDocument Service Center GmbH 
dsc@dsc-translation.de 
www.dsc-translation.com

Tek and IBS collaborate
Tek Translation International S.A., a pro-

vider of globalization services and solutions, 
and IBS, a supplier of business systems and 
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supply chain management solutions, have 
announced a two-year, exclusive collabo-
ration deal in which Tek will perform all 
localization services for IBS.
Tek Translation International S.A.Tek Translation International S.A. 
tekinfo@tektrans.com, www.tektrans.com

Rite Aid enhances services with LLS
Rite Aid customers with limited-English- 

speaking skills can now utilize telephone 
interpreters to consult with pharmacists in 
more than 175 languages using a new multi-
lingual access program provided by language 
service provider Language Line Services (LLS), 
Inc. The combined document translation and 
on-demand phone interpretation language 
access service is currently available in Rite 
Aid pharmacies throughout New York state.
Language Line Services, Inc.Language Line Services, Inc. 
info@languageline.com
www.languageline.com

Burg Translations chooses 
Across Language Server

Across Systems GmbH, a supplier of inde-
pendent linguistic supply chain technology, 
has announced that Burg Translations, Inc., 
has chosen the Across Language Server as 
its translation management system to sup-
port its customers in the medical, technical, 
legal and business industries.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net
Burg Translations, Inc.Burg Translations, Inc. 
burg@burgtranslations.com 
www.burgtranslations.com

K International awarded 
Environment Agency contract

K International plc, a language services 
provider, has been awarded a contract to 
provide translation services to the UK Envi-
ronment Agency. The contract will run for 
a period of two years with the option to 
extend for a further year and will primar-
ily involve Welsh translation along with a 
range of additional services including the 
company’s own in-house multimedia stu-
dio for typesetting and editing.
K International plcK International plc 
info@k-international.com 
www.k-international.com

Glyph localizes iPhone Todo app
Glyph Language Services, Inc., a provider 

of customized language services for the soft-
ware, web media and training industries, has 
been chosen by Appigo, a developer of appli-
cations for the iPhone computing platform. 
Glyph has localized the Todo application into 

German, French, Italian, Japanese, Simplifi ed 
and Traditional Chinese, and Spanish.
Glyph Language Services, Inc.Glyph Language Services, Inc. 
sales@glyphservices.com 
www.glyphservices.com

Kopin uses Nuance software
Nuance’s VoCon3200 soft ware, designed 

to power the speech recognition function-
ality in a variety of automotive, personal 
navigation and mobile applications, is being 
used by Kopin Corporation in its recently 
introduced Golden-i, a lightweight Blue-
tooth headset. Golden-i’s speech platform is 
available in more than 20 languages.

Kopin is the manufacturer of microdis-
plays for consumer, industrial and military 
applications. Nuance Communications is a 
provider of speech and imaging solutions.
Nuance CommunicationsNuance Communications www.nuance.com

Language Connect wins 
Scottish Parliament contract

Language Connect, a provider of transla-
tion and interpretation services, has been 

awarded a contract to deliver language 
services to the Scottish Parliament Cor-
porate Body for three years as part of a 
three-supplier Framework Agreement. The 
framework provides translation and inter-
preting services in a range of languages 
primarily to facilitate public engagement 
in the Parliament’s work among Scottish 
citizens and visitors whose fi rst language 
is not English.
Language ConnectLanguage Connect 
info@languageconnect.net 
www.languageconnect.net

Lionbridge DOJ contract renewed
Lionbridge Technologies, Inc., has had its 

contract with the US Department of Justice 
(DOJ), Executive Offi ce for Immigration 
Review., renewed. The company will con-
tinue as the government agency’s provider 
of on-site and telephonic interpreters for 
immigration court proceedings nationwide. 
With the agreement, the company will 
provide on-site and scheduled telephonic 
language interpretation services for those 
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individuals who require interpreters dur-
ing immigration hearings.

Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

Lingsoft selected as 
Microsoft pilot developer partner

Microsoft Corporation has selected Ling-
soft, Inc., as one of the developers for a new 

line of proofi ng tools technology. Microsoft 
has been developing a new technological 
approach to hyphenation, spell checking 
and thesauri. The technology will be inte-
grated into future Microsoft Offi ce family 
products.
Lingsoft, Inc.Lingsoft, Inc. info@lingsoft.fi , www.lingsoft.fi 
Microsoft CorporationMicrosoft Corporation 
info@microsoft.com, www.microsoft.com

Argo Translation and
ShadoCMS partner

Argo Translation, Inc., a website transla-
tion company, in partnership with Straker 
Interactive, developers of the multilingual 
ShadoCMS product, have announced a new 
connector that links the ShadoCMS system 
into Argo’s translation supply chain manage-
ment system. Websites with this connector 
will automatically notify Argo about new 
content requiring translation and also pro-
vide the client with an automatically gener-
ated cost estimate.
Argo Translation, Inc.Argo Translation, Inc. 
sales@argotrans.com, www.argotrans.com
Straker InteractiveStraker Interactive 
david@shadocms.com, www.shadocms.com

Awards and Certifications

Standards certifi cations
ForeignExchange Translations, Inc., a 

provider of specialized language services 
to medical device, pharmaceutical and bio-
technology companies, has been awarded 
ISO 9001:2008 certifi cation.

Able Translations Ltd., a language 
services provider, has been certifi ed under 
the new Canadian standard, CAN/CGSB-
131.10-2008, Translation Services.

ACP Traductera, a translation and local-
ization company, has been awarded EN 15038 
certifi cation.

Nordtext, a translation and localization 
agency, has been awarded ISO 9001:2008 
certifi cation.

Cogen sa, a provider of translation 
and multilingual publishing services, has 
been awarded ISO 9001:2008 certifi cation.

iSP — international Software Products 
B.V., a provider of localization services, has 
been awarded EN 15038:2006 certifi cation. 
iSP is a division of Translations.com.

Wise-Concetti JVC, a provider of lo -
calization ser vices, has been awarded ISO 
9001:2008 certifi cation.
ForeignExchange Translations, Inc.ForeignExchange Translations, Inc. 
www.fxtrans.com
Able Translations Ltd.Able Translations Ltd. 
www.abletranslations.com
ACP TraducteraACP Traductera 
www.traductera.com
NordtextNordtext 
www.nordtext.com
Cogen sa
www.cogen.com
iSP - international Software Products B.V.iSP - international Software Products B.V. 
www.isp.nl
Wise-Concetti JVCWise-Concetti JVC 
www.vnlocalize.com

For up-to-date information or to register:
VISIT: www.unicodeconference.org/ml
EMAIL: info@unicodeconference.org

Unicode and the Unicode Logo are trademarks of Unicode, Inc.
All other marks are the property of their respective owners.

MEDIA SPONSOR:

SAVE THE DATE:

Immerse yourself in cutting-edge topics 
and new technologies, all geared for the

internationalization community. 
The Internationalization & Unicode® Conference is the premier annual technical
conference focusing on multilingual, global software and Web internationalization.
Each IUC conference features a variety of tutorials and conference sessions
that cover current topics related to Web and software internationalization,
globalization, and Unicode. 

The three-day conference will feature a full day of tutorials followed by two
days of presentations, panels and discussions. There will also be technology
exhibits and demonstrations. There will be plenty of opportunity for networking
at birds-of-a-feather special interest gatherings and at the meeting breaks,
lunches and receptions. Sessions will cover a range of topics including inter-
nationalization, globalization, the Web, security, and localization to name a few.
There will be a mix of case studies, panel discussions and technical discussions
geared towards beginner, intermediate and advanced practitioners.

The conference attracts industry leaders from across the globe including Unicode
experts, implementers, clients and vendors. The unique interactive format
makes the Internationalization & Unicode Conference the best place to meet
and exchange ideas with the experts, discover the needs of potential clients,
and gather information about new and existing Unicode-enabled products.

www.unicodeconference.org/ml

October 14–16, 2009 • San Jose, California
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September 30-October 3, 2009, in Orvieto, Italy.
The Institute of Localisation Professionals 
info@tilponline.org, www.tilponline.org/clp_level_1

Interpreting the Future
September 11-13, 2009, in Berlin, Germany. 

BDÜ Service GmbH, www.interpreting-the-future.com

GALA 2009
September 14-16, 2009, in Cancun, Mexico. 

Globalization and Localization Association
www.gala-global.org/conference

Computers and Translation — TM Systems
September 14-18, 2009, in Saarbrücken, Germany. 

Universität des Saarlandes, http://fr46.uni-saarland.de/fbs2009

Computers and Translation — 
Software and Website Localization

September 21-23, 2009, in Saarbrücken, Germany. 
Universität des Saarlandes, http://fr46.uni-saarland.de/fbs2009

AGIS ‘09
September 21-25, 2009, in Limerick, Ireland. 

LRC, CNGL, NDP, SFI, www.agis09.org

Technical Communication UK
September 22-24, 2009, in Nottingham, UK. 

Institute of Scientifi c and Technical Communicators
www.technicalcommunicationuk.com

LRC XIV
September 23-25, 2009, in Limerick, Ireland. 

Localisation Research Centre
www.localisation.ie/resources/conferences/2009

ProZ.com virtual conference
September 30, 2009, online. 

ProZ.com, drew@proz.com, www.proz.com/conference/74

 October
TM-Europe 2009

October 1-2, 2009, in Warsaw, Poland. 
Polish Association of Translation Companies, www.tm-europe.org

33rd Internationalization & Unicode Conference
October 14-16, 2009, in San Jose, California USA. 

Object Management Group, www.unicodeconference.org

Localization World Silicon Valley
October 20-22, 2009, in San Jose, California USA. 

Localization World Ltd., www.localizationworld.com

TAUS User Conference 2009
October 27-30, 2009, in Portland, Oregon USA. 

TAUS, www.translationautomation.com/meetings

50th ATA Conference
October 28-31, 2009, in New York City, New York USA. 

American Translators Association, www.atanet.org/conf/2009

August
ACL-IJCNLP 2009

August 2-7, 2009, in Singapore. 
Chinese and Oriental Languages Information Processing Society 
kysu@bdc.com.tw, www.acl-ijcnlp-2009.org

LISA Globalization Conference
August 3-5, 2009, in Berkeley, California USA. 

Localization Industry Standards Association 
www.lisa.org/berkeley.949.0.html

TILP Certifi ed Localisation Professional Level One
August 3-6, 2009, in Montreal, Quebec, Canada. 
August 4-7, 2009, in Warsaw, Poland. 
August 11-14, 2009, in Kuala Lumpur, Malaysia. 
August 18-21, 2009, in Limerick, Ireland.
August 24-27, 2009, in Istanbul, Turkey.

The Institute of Localisation Professionals 
info@tilponline.org, www.tilponline.org/clp_level_1

CETRA 2009 Doctoral Summer School
August 17-28, 2009, in Leuven, Belgium. 

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

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

The Known Unknowns of Translation Studies
August 28-29, 2009, in Leuven, Belgium. 

Katholieke Universiteit, steven.dewallens@hubrussel.be 
www.kuleuven.be/cetra/anniversary

International Conference on the 
Teaching of Computer-aided Translation

August 29, 2009, in Shatin, N.T., Hong Kong. 
The Chinese University of Hong Kong 
http://cat.tra.cuhk.edu.hk/macatconference09

ATA Certifi cation Exam Workshop
August 29, 2009, in San Francisco, California USA. 

Northern California Translators Association 
www.ncta.org/cde.cfm?event=265378

September
TILP Certifi ed Localisation Professional Level One

September 1-4, 2009, in Brussels, Belgium. 
September 8-11, 2009, in Madrid, Spain. 
September 14-17, 2009, in Barcelona, Spain. 
September 15-18, 2009, in Antwerp, Belgium.
September 22-25, 2009, in Oviedo, Spain.

C
alendar
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S “country” list in the user interface. Now, I’ve been using “country” 
list so far in this entry as a placeholder term so that my topic is 
clear. However, I’m defi nitely not an advocate of using the term 
country as the title for the drop-down menu because the term 
carries with it a specifi c geopolitical defi nition; a country is a 
sovereign nation-state with full control of its territory, foreign 
affairs, defense and so forth. Typically, most of these lists include 
a wide variety of nonsovereign territories and dependencies to 
make the selection process much easier for the user. Many people 
live in Bermuda, for example, but it would be a bit awkward if 
their only choice of national identity was “United Kingdom.” If 
you call your list a “country” list and you include geopolitical 
entities such as Taiwan, Western Sahara and Hong Kong, you 
could be perceived as making a defi nitive political statement 
about the independent status of those locales, since in the eyes 
of the end users, you are labeling them as such. This is exactly 
the kind of thing that local governments and consumers are 
quick to notice! One easy way to avoid this risk is to simply not 
use the term country, unless the entities in your list are in fact 
only sovereign nation-states — and as of this writing there are 
195 countries, if you’re including Kosovo. Instead, I’d recom-
mend labeling the list as a “country/region” list or just use the 
even more generic “location” or “locale.” This small change will 
at least ensure that whatever you put into the list won’t be mis-
understood, and it also makes the list easier to manage, as you 
can insert all kinds of noncountry entities into the list, such as 
dependencies like Bermuda, Macao and Guam.

Another critical aspect of implementing a country/region list 
is deciding what geopolitical entities to include in the list. As 

Sometimes the most obvious potential problems 
can go overlooked because the content might be 
so ubiquitous that we just tend to forget it’s even 
there. It could be because the content is so rou-
tine in nature or utilitarian in purpose that we just 
might look past it as a potential issue. Such is the 
nature of what many in the IT and information 
industries know as the “country” list — that little 
drop-down selection we’ve all used at some point 
in our lives when signing up for a service online or 
when placing an order or some other such use of a 
form where we’re required to note the country in 
which we reside. Pretty simple, right?

Just to set the context, what I refer to as a “country” list is a 
simple list of all the geographic and geopolitical entities that 
a company wants to provide as a choice for end users. Such a 
resource is essential in applications that allow user registration, 
provide shipping/receiving functions, and really anything that 
has a need to classify information by place. The list is a critical
feature because it allows for consistency across user input. For 
example, if you have users type in their country of origin, you 
could end up with all kinds of variations, such as UK, Great 
Britain, England, United Kingdom, Britain and so on, all intended 
to mean the same place. Parsing this user input would be time 
consuming and very ineffi cient. To some, it may all seem really 
obvious, since this list is so common in software applications, 
but it’s actually a critical aspect of allowing software and func-
tionality to operate from country to country.

To include a “country” list in your software isn’t enough, 
though. There are several other issues to consider, and I’d like to 
examine them briefl y. One key decision will be what to call your 

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

The ‘country’ list
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Column
just explained, using “country/region” 
gives you more fl exibility, so you have 
greater freedom to add countries, depen-
dencies and so on. Obviously, adding sub-
national states and provinces is another 
issue. These would require a change to 
the list’s name (“country/region/prov-
ince”), but most typically the states and 
provinces are employed in a separate 
drop-down list. So after you select the 
“country/region,” the state/province list 
populates with the appropriate division 
names. 

Even including some entities in the 
country/region list can be potentially 
problematic in some locales. Most 
companies blindly defer to the ISO 3166 
standard for their list of country entities, 
but this is fraught with problems because 
the ISO list itself is not free of political 
issues. For example, in ISO 3166, Taiwan 
appears as “Taiwan, Province of China.” 
This is not going to be acceptable to 
users in Taiwan. But conversely, from the 
point of view of the People’s Republic of 
China (PRC), Taiwan is wholly integrated 
into the PRC, and thus why would a 
company list a “state” of the PRC in a 
country/region list at all? This is where 
appealing to a broader, global sense of 
what’s appropriate for the list is very 
important; one specifi c government’s 
perception should not infl uence a com-
pany’s decision to include in the list all 
the entities that will best serve its global 
customers. It can be diffi cult to convince 
a government of your intent, but the 
list really isn’t about making a political 
statement. It’s simply about providing 
adequate geographic coverage for most 
inhabited areas of the world. In another 
case, the government of the Isle of Man 
was concerned because its provisional 
ISO code (“IM”) had not been activated 
for formal use by the ISO 3166 commit-
tee; thus, the Isle of Man was consis-
tently absent from country/region lists. 
For a locale that aspires to be a player in 
the new digital economy, not having an 
entry in the ISO 3166 list makes it virtu-
ally impossible for digital transactions to 
be attributed to the Isle of Man. In other 
words, despite the Isle of Man’s actual 
existence, if it’s not in the software’s or 
website’s country/region list, then it’s 
virtually nonexistent!

Yet another major issue to consider 
with a country/region list is the actual 
name that you apply to the geopoliti-
cal entity. I’ve addressed this before in 

this column, as it can be an extremely 
sensitive issue. For example, I’ve men-
tioned that the use of the name “Republic 
of China” for Taiwan guarantees a PRC 
government backlash, since its use could 
be viewed as harboring sympathy towards 
Taiwan’s cause and a clear endorsement
of its independence. The name of Mace-
donia has been in dispute with Greece 
since its independence in 1991. The 
government calls itself the “Republic of 
Macedonia” or “Macedonia” for short, 
while the country was admitted to the 
United Nations under the provisional 
name the “Former Yugoslav Republic of 
Macedonia” or “FYROM.” Some govern-
ments, such as the United States, endorse 
the use of “Republic of Macedonia” only, 
but this remains a contentious issue. 
Many companies tend to compromise in 
a country/region list by using something 
like “Macedonia (FYROM)” as an interim 
name until Greece and Macedonia fi nalize 
an agreement. 

Finally, another consideration is how 
you might order the names of the enti-
ties in the country/region list. As readers 
no doubt have seen, some websites and 
applications that assume their primary 
users are from the United States will 
put “United States” at the top of the 
list, just for convenience. Some others 
I’ve seen will expand upon this idea by 
adding other primary markets for their 

business, such as “United Kingdom,” 
“France” and so on. On the surface, this 
seems like a nice usability modifi cation. 
However, whether intended or not, such 
an approach to ordering can often be 
perceived outside these primary markets 
as a geographic bias and even blatantly 
“geocentric” on the part of a company. A 
user might think: “So just because I live 
in a smaller country that contributes less 
money to your bottom line, I’m forced 
to scroll down the country/region list to 
fi nd my country?” This can send a nega-
tive message to end users or even come 
across as “elitist” to some. Thus, I would 
strongly encourage the strict enforcement 
of alphabetization in the country/region 
list for the sake of equity. If people in the 
United States need to scroll down near 
the bottom and see their country in the 
proper context of all the other geopoliti-
cal entities in the world, that’s not neces-
sarily a bad thing. 

The next time you have a need to imple-
ment a country/region list in a product 
or on a website or elsewhere, just keep in 
mind these simple suggestions to create a 
list that will not only be a good, inclusive 
representation of geopolitical entities but 
viable in as many locales as possible. These 
recommendations are actually quite easy to 
employ and can go a long way in helping 
you avoid potential problems in various 
locales.  M
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TThere is at least one place on earth that has not 
suffered due to the current economic crisis. Con-
struction cranes can still be seen on the horizon, 
no homes have been foreclosed, the shopping 
malls are full, new car dealers are still selling cars 
and people are happy. Does such a place still exist? 
It does, and the place is Rochester, Minnesota, 
home of the Mayo Clinic. OK, there are a lot of 
other thriving businesses in Rochester — IBM for 
one — but I still believe the economic engine is 
the Mayo Clinic, which is a US$7 billion business.

Mayo Clinic is a global brand in the health care fi eld and 
in 2007 drew 334,357 unique patients; Rochester only has a 
population of 100,000. Mayo’s International Center is staffed by 
bilingual people, and a daily supply of newspapers in Arabic and 
Spanish is available as well as the International Herald Tribune. 
The town is still abuzz from a recent visit of the Saudi royal 
family and an entourage of hundreds to Mayo and surrounding 
Rochester. They managed to spend some US$2 million in local 
stores before departing. One shopping mall stayed open late in 
the evening for a solely Saudi shopping expedition. 

The Mayo Clinic does little advertising and is an example of 
what word-of-mouth advertising can do. One friend of mine 
noted there is an inverse relationship between the number of 
billboards a hospital has touting its level of care and the actual 
quality of the care.

That is all well and good, but what does the Mayo business 
model have to do with anything? It’s a health care business. Yes, 
but a health care business can also offer some global savvy ideas 
on how any service business should be run. I just didn’t pick the 
Mayo Clinic out of the air, since I have spent the last year going 
back and forth as my wife had a complicated bum hip repaired. 
She was there fi ve weeks during and following her surgery, 
which had failed in two hospitals in Virginia and one in Min-
neapolis. While I was there, I came across a fabulous new book 

by Leonard L. Berry and Kent D. Seltman, Management Lessons 
from Mayo Clinic, which reinforced my own experience.

Patients fi rst
The Rochester Mayo Clinic has over 31,000 employees, and 

5,800 outpatients a day are examined by nearly 2,000 differ-
ent staff physicians and scientists on its several campuses. A 
1961 report by the fi rm Social Research captures why my wife 
and I and thousands of others have sought out the Mayo Clinic 
for the last half-century: “People are convinced that Mayo will 
come up with the diagnosis and the solution. They expect both 
clarifi cation and resolution of confl icting medical opinions, 
diagnoses, and/or treatments.” 

Many of you reading this are in the service business and go to 
seminars featuring a “client centric” approach. This is not new, 
and it’s been a part of Mayo’s mantra for nearly 100 years. So 
what makes Mayo different? According to our insurance carrier, 
it is not any more expensive than other health care facilities.

It might seem self-evident that patients should come fi rst, 
but many health care facilities are run otherwise. You notice the 
difference going to Mayo immediately. There are no throwaway 
jobs, from the greeter at the clinic and hospital entrances to 
the surgeons. Doctors show up on schedule and patiently listen 
to what you have to say. Unfortunately or fortunately my wife 
and I have had to deal with major medical issues from cancer 
to burns to broken bones in hospitals throughout the United 
States. None of the others comes close to the patients-fi rst 
mentality at Mayo. Many hospitals have their mission state-
ments prominently displayed, as well as the patients’ bill of 
rights, but in most other facilities these are drawn up by the 
public relations department, stuck on a wall, read by few and 
practiced by fewer.

As authors Berry and Seltman point out, “labor-intensive service 
organizations commonly become less effective as they age. They 

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

Service business lessons 
from the Mayo Clinic

World Savvy John Freivalds
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become more bureaucratic and rule driven, 
less fl exible and nimble, less hungry. . . . 
Service organizations need to learn how to 
act young when they are no longer young.” 

All employees of Mayo go through 
a training program that lays out this 
philosophy in full. Some contend Mayo 
Clinic could not have been started from 
anywhere but the American Midwest, 
which foists the work ethic of northern 
European farmers on the institution.

Our experience with other medical 
facilities has shown that you need to be 
your own project manager to get the 
care you need, whereas at Mayo, the 
physician you start with becomes the 
project manager.

Many fi rms have faced the problem 
of how large can you get before you get 
bad. But Mayo has been able to do it 
even outside the confi nes of Rochester 
as it has established clinics in Scottsdale, 
Arizona, and Jacksonville, Florida. In my 
wife’s case, the primary physician was 
the head of orthopedics at the Rochester 
Mayo Clinic. Unlike other physicians we’d 
encountered, he always called my wife 
back when she left a message, even after 
his resident had responded to the call 
while he was out of town.

Individual examples of patients fi rst 
are too many to enumerate, but let 
me give you one from the emergency 
room at St. Mary’s, Mayo’s critical care 
hospital. In the emergency room they 
have a big electronic scoreboard show-
ing the treatment rooms available, which 
doctors are on call and which room they 
are in, what the wait time is, how many 
people are waiting and where you stand 
in the queue. In most other hospitals you 
are told by a nurse’s assistant that “it will 
just be a minute,” when they really don’t 
have a clue when you will be seen if 
you’re not in critical condition.

Teamwork and IT 
enhance effi ciency 
Mayo was one of the fi rst health care 

facilities to go electronic. In fact, the fi rst 
mechanical device dedicated to moving
medical records was installed at the 
Mayo Clinic and was designed to accom-
modate an integrated group practice of 
medicine. Mayo’s medical records system 
is now totally digital, which allows for 
instantaneous information sharing. No 
one has to wait for papers to arrive, and 
this overcomes the cottage industry 
structure of health care records.

The top globalization service providers 
have also developed systems to allow the 
sharing of work at every stage so that ev-
eryone knows what’s going on. However, 
at many multinational companies this is 
not the case, and let’s not even talk about 
the government. Some say that one of the 
reasons the United States was unable to 
prevent the 9/11 strike was the inability of 
the agencies involved with preventing ter-
rorism to communicate with each other. 

The Mayo approach works with a 
systems approach to maintain its edge in 
health care and attract the 150,000 pa-
tients from outside of the Rochester area. 
The components of this are to solve the 
customer’s total problem, use technology, 
and be cognizant that innovation is a 
work in progress.

Better salaries, less pressure
The heart of the fi nancial crisis was 

paying people commissions and bonuses 
on the amount of work they brought in. 
Risks were taken that should not have 
occurred. Mayo physicians and surgeons 
are given good wages, are not under 
pressure to do as many surgeries or visits 
as possible and naturally do not earn 
commissions or any “kickbacks.” 

One of the many physicians we en-
countered in our odyssey of medical care 
had a day where he had to see 40 pa-
tients from 4:00-7:00 pm. Do the math: 
divide 180 minutes by 40 patients and 
you can see what level of care they get.

Hire for values
The fi rst question I always ask myself 

when I meet someone in an organiza-
tion is if that person wants to be there. 
It is fairly easy to discern, and then I can 
temper my judgment of the organization. 
Matthew McElrath, former chairman of 
human resources at the Mayo Clinic in 
Arizona, noted that “competency is irrel-
evant if we don’t share common values.” 
A lot of fi rms still hire solely on the basis 
of skills and then wonder why that em-
ployee didn’t work out or why that client 
left. When I fi rst got into this business, it 
was with a New York fi rm that had older 
Russian project managers. They had skills 
but also the grandmother’s touch to take 
care of your work.

Defi ning quality
Mayo signals quality service to patients 

using three types of clues: functional, 
mechanical and humanistic. There is no 

doubt that there are health care centers 
around the world with equal or better 
functional qualities than the Mayo Clinic 
in a given area. But few can match the 
mechanical clues  — sights, smells, sounds, 
tastes and textures — with the humanistic 
clues: the behavior, body language, level 
of enthusiasm and appropriateness of 
dress. Mayo physicians dress formally, and 
yet they have to sit down next to a pa-
tient, with none of that towering above 
as they do in some other health centers. 

The rule here is that any organization 
has to evaluate its functional, mechanical 
and humanistic clues. Do people eat at 
their desk in sleeveless shirts when clients 
come in or chew gum when talking to a 
client? These clues often converge to tell a 
cohesive story of the service. In the wait-
ing rooms of the architecturally magnifi -
cent Gonda building, there are 20-some 
computer workstations with broadband 
internet access, which people can use 
while waiting. Many other companies have 
special communication rooms for exclu-
sive client usage, but in some you are told 
“Use Fred’s desk,” as Fred’s half-eaten tuna 
sandwich stares you in the face.

We have examples where good com-
panies seek to extend their brand and 
fail. At Mayo, certain questions guide the 
selection of ways to extend the Mayo 
brand, including:

Is it consistent with the Mayo Clinic 
vision and core principles?

Does it reinforce brand attributes 
and values people associate with the 
Mayo Clinic?

By user and industry standards, 
would it be judged among the best in 
its category?

Is the service or product closely relat-
ed and committed to health and healing?

Does the product or service rein-
force in the minds of the consumer that 
the Mayo Clinic exists fi rst and foremost 
for the benefi t of humanity rather than 
the accumulation of wealth or some 
other commercial purpose?

Does the service, product or relation-
ship deliver the benefi ts patients and con-
sumers say they expect from Mayo Clinic?

Given all that my wife has gone 
through in our various medical trag-
edies, I can say that Mayo goes the extra 
mile for its patients. Can you say that 
your organization does the same for its 
clients? If not, take a trip to Rochester 
and see for yourself how quality service 
is provided. M
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but during all the years I was involved in the production of sup-
port material, I do not recall any incident caused by translation 
errors. The only major accident in Sweden I know of was when 
a nurse followed badly written instructions for renal dialysis 
equipment.

We certainly had complaints about the quality of the different 
translations, but in almost all cases it was the local sales and mar-
keting that had preferential changes. Input from end users on the 
quality of the translation was almost zero. I recall one amusing case 
involving both “translation” and how often a user manual is read. A 
sales representative from country A called and said, “I cannot read 
the last 16 pages in the user manual. I do not understand language 
B.” It turned out that the printer had mixed two languages in a 
batch so that the last 16 pages in the manual for country A were in 
language B. We fi xed the problem and exchanged the manuals for 
country A. Guess what? We never heard anything from country B, 
although they obviously had the same problem.

So much for end-user input!
Within the European Union (EU) the Medical Device Directive 

(MDD) states that it is illegal to put any kind of medical device 
on the market unless the instructions for use (IFU) have been 
translated into the local language. The MDD also states that 
all companies must have quality assurance (QA) processes for 
translation. This shows the importance of good quality transla-
tions for medical devices, but I would argue that it should be 
the same for any product.

Very often I fi nd that the translations of IFU for household 
appliances and tools are terrible. If the safety instructions in a 
manual for a chainsaw have been badly translated, you can easily 
lose some fi ngers or even the whole hand. Look at the instructions 
you have at home for barbecue grills, lawn mowers and kitchen 

TThe expression “medical translation” is too gen-
eral; it can mean anything from patient informa-
tion to highly qualifi ed information to disease 
diagnostics. I will limit the discussion to my own 
fi eld of experience — medical devices and, more 
specifi cally, life-supporting equipment.

My career covers almost 30 years of writing for an interna-
tional audience as well as being responsible for translations into 
an increasing number of languages. I have seen the transition 
from working with local freelance translators to a one-vendor 
solution as well as the implementation of computers and fi nally 
content management.

I do not perceive medical translations as being different than 
other translations, unless we are ready to accept a lower quality 
translation for cell phones, cars or household appliances. You 
can always argue that in the medical fi eld you’re dealing with 
human lives, but the risk for accidents at home or driving your 
car is a lot higher than in a hospital, whether the accident is 
caused by bad instructions or bad translations. Statistically, in 
Sweden, more accidents happen in kitchens (burns and cuts) or 
when operating lawn mowers or other sharp tools than any-
where else. Always remember that the hospital staff consists of 
well-trained professionals, and in any situation where a patient 
is involved, they will most likely rely more on their skills and 
experience than on the support material. If the instruction 
manual for a heart-lung machine says that you should make 
sure you see nice bubbles of air in the patient’s blood, it is very 
unlikely that the operator will comply. He or she will immedi-
ately realize that the information is wrong based on profes-
sional experience, knowing air bubbles in the blood system are 
extremely dangerous and can cause severe brain damage or even 
death. Any medical device is also provided with a number of 
alarms and backup systems to prevent accidents, so typically the 
user manual is not much used. Incidents do happen in hospitals, 

Göran Nordlund is retired from product management with a 
medical devices fi rm in Sweden.

Is medical translation 
really different?

Perspectives   Göran Nordlund
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utensils, and you will fi nd examples of bad 
translations. 

There are also big differences in transla-
tion and localization of IFU, training mate-
rials and marketing materials. Marketing 
materials require localization more than 
translation. To a certain extent, the same 
could be said about training materials, 
where it sometimes can be necessary to 
adapt to cultural differences. For IFU it 
is, of course, a lot easier. Provided that 
the IFU is composed of real instruction, 
the translation should correspond exactly 
to the source language. Unfortunately, 
most instruction manuals are a mishmash 
of instructions, training and market-
ing information. I often fi nd that a user 
manual begins with “Congratulations, 
you have just bought this,” then a long 
description of all the nice accessories you 
can buy, then a description of what you 
can do with your new gadget. This wastes 
money for the company. A technical writer 
is hired to produce the text, time is spent 
on QA and then translation into multiple 
languages and fi nally printing of unneces-
sary pages. Any medical device purchase is 
based on careful tests of the equipment, 
the specifi c need for the hospital as well 
as cost and several other parameters. This 
means the buyers know exactly what they 
have bought and why they chose that spe-
cifi c device. Why repeat all that informa-
tion in the user manual? 

Regulations such as the MDD state 
that the IFU must provide enough infor-
mation so that the device can be used in 
a safe way for the patient, the user and 
the user environment. This leads to the 
core of the problem: source document 
quality, source language quality and 
inconsistent terminology. Let me take a 
closer look at these three elements.

Take source document quality. How 
can you do a good translation job when 
it isn’t clear what the purpose of the 
document is? Is it marketing, training or 
is it supposed to tell you how to use the 
equipment? If you want clear, consis-
tent instructions, get rid of all irrelevant 
information before you spend money 
on translations. I was once involved in 
a project where, without compromising 
the quality, we managed to decrease the 
number of words in a user manual by 
approximately two-thirds. A decrease 
from more than 40,000 words to about 
15,000 words meant a savings of 25,000 
words times the number of languages the 
text would be translated into.

With source language quality, make sure 
that your writers understand the concept 
of writing for translation. We have had 
technical writers produce sentences that 
could not be understood, not to mention 
translated. The all-time high was a sen-
tence that consisted of 56 words. Another 
time the same tech writer produced a text 
on how to check a safety valve. The text 
was long and impossible to understand, 
and all he wanted to say was “Make sure 
the valve does not stick.” Do not expect 
the translators to improve the target 
language to a level above the source. 
Often translators try, as they want to do 
a professional job, and unfortunately that 
sometimes gets them into serious prob-
lems. In my experience, most translation 
issues can be tracked down to low-quality 
beginnings, and this is where companies 
should spend time and money rather than 
complaining about the cost of transla-
tion. Fancy, expensive systems are cur-
rently available that supposedly will solve 
this and other problems, but the real key 
is understanding and training. Make the 
writers aware that they are a part of a pro-
cess and that their choices will infl uence 
the work of many other individuals further 
downstream. If their writing is inconsis-
tent, wordy and vague, it will cause major 
problems when the document is translated 
into many languages. If you get the same 
question about content from several 
translators, it is usually an alarm telling 
you that the writer has not understood the 
consequences of bad writing.

Once the writers’ role is clear, you need 
to look at their overall quality. Many 
writers like to put their personal touch 
to the documents. Do not allow that! The 
best way to get around this problem is to 
implement a content management system 
(CMS) where already approved text can be 
reused over and over. A good CMS is the 
best investment you can make to improve 
the quality of your documentation and at 
the same time make considerable savings 
in the translation cost. Make sure that the 
CMS you decide on is the best for your 
needs. My recommendation is to look for 
a complete system from one vendor rather 
than buying a text editor here, a terminol-
ogy system there and so on. 

Inconsistent terminology has prob-
ably cost companies more than anything 
else in translation. Some companies do 
not even have a terminology system, and 
they still think that their documentation 
process and end result are cost effi cient. 

A good terminology system, whether it is 
a database or just a paper document, is 
crucial to a successful result.

The system should be short, consistent, 
approved and updated. If not, it will not 
be used. My recommendation is to always 
create a process before you start fi lling 
the system with content. Any system 
without a well-defi ned and updated 
process is going to fail. The system should 
only contain necessary words — do not 
create a new Webster.

Another important part of the process is, 
of course, the translator. Sometimes 
translators have a tendency to see them -
selves as creative and “special.” Make sure 
you work with vendors who realize the 
difference between an IFU for a medical 
device and Gone With the Wind. If 
possible, also make the translators and 
technical writers meet and learn from each 
other. All parties must realize and accept 
that they are a part of a team and that it is 
the end result that is important, not the 
individual.  M
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Are you looking for 
professional MEDICAL 
translators for your projects?

ACP  Traductera´s team of doctors, phar-
macists and medical experts  can handle 
all your projects  into CEE languages.
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Pharmaceutical marketing 
for Latinos in the United States
Elisabete Miranda

Prior to the economic crisis of 2008, the phar-
maceutical industry was already facing several 
challenges, including a number of high profi le 
lawsuits, competition from generic drugs, high 
profi le patent expirations and the anticipated 
changes that come with a new federal admin-
istration. The 2009 forecast for pharmaceutical 
industry growth has been adjusted downward 
from about 2.5% to about 1.5% on account 
of the economic downturn and lower-than-
expected demand for newly introduced products. 
Although the need for pharmaceuticals continues 
to increase, patients facing ever-escalating health 
care costs are cutting back on doctor visits and 
prescriptions.

Can marketing to the 45.5 million Hispanics and Latinos in the 
United States generate the performance boost the pharmaceutical 
industry needs? Liliana A. Gil, worldwide director for Marketing 
Services & Hispanic Marketing, Johnson & Johnson Pharmaceu-
tical Services, thinks focusing on this population is a no-brainer. 
Overall, the current US market for pharmaceuticals is shrinking. 
“One of the great areas of potential growth is the ethnic markets, 
and especially the Hispanic market,” advises Gil.

About one in ten Americans speaks Spanish. Hispanics, either 
natives of a Spanish-speaking country or their descendants, are 

projected to make up 25% of the US population by 2030. Hispan-
ics already spend over $50 billion on prescription and over-the-
counter drugs each year and are projected to have $1.2 trillion 
in total buying power by 2011. When it comes to language, there 
are three different markets within the Hispanic and Latino com-
munity. Over 70% of fi rst generation or foreign-born Hispanics 
are Spanish-dominant. While many second generation Hispan-
ics and Latinos are bilingual, members of the third generation 
are largely English-dominant and may not speak Spanish at all. 
Yet even this younger generation retains signifi cant aspects of 
Hispanic culture and appreciates receiving literature in English 
accompanied by a Spanish translation. 

Disease prevalence 
Not only do Hispanics and Latinos have signifi cant buying 

power, they also have a greater need for medical interventions 
than the general population. Hispanics and Latinos generally have 
higher chronic disease and morbidity rates than the overall US 
population. Specifi cally, US Latinos — natives of Latin America 
and their descendants — have higher rates of diabetes and are 
almost twice as likely to die from diabetes compared to non-His-
panic whites. Hispanics also have higher rates of high cholesterol 
and obesity, the major modifi able risk factors for cardiovascular 
disease. Among adult women, Mexican-American women are 
overweight at a rate of 52% as compared to white women at 
34%. These trends are complicated by a lack of education. While 
Hispanics and Latinos develop hypertension at an earlier age, 
they are less likely to seek and receive treatment to maintain a 
healthy blood pressure, in large part due to a lack of awareness 
of symptoms and long-term effects.

At the same time, fi rst-generation Hispanics and Latinos 
tend to work for lower wages in service-industry jobs that do 
not offer health insurance and other employee benefi ts. Thus, 
they often postpone medical attention whenever possible, even-
tually leading to more acute health problems. In many ways, 
the health profi le of Hispanics and Latinos is one of extreme 
vulnerability. 

Elisabete Miranda is the president of language 
services provider Translation Plus. She is also 

the elected director for The Association of 
Language Companies board of directors.
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Brand preference
What’s more, Hispanics tend to prefer brand name medication, 

according to a 1999 survey commissioned by the HispanoAmeri-
can Biomedical Association. The study found that over 65% of 
physicians responding to the survey preferred to prescribe brand 
names because the majority of their patients prefer them over 
nonbrand products. The most frequently prescribed medicines 
by these physicians were antacids/digestants, anti-arthritics in-
cluding NSAIDs, anti-asthmatics, antidiarrheals, antihistamines/ 
decongestants, antibiotics, vaccines, lipid-
lowering therapies and drugs that treat hy-
pertension, diabetes and migraine headaches. 
Some of the most common drugs prescribed 
were Lipitor, Claritin, Prilosec and Celebrex. 
Hispanics and Latinos spent $14 billion on 
prescription drugs in 2003. 

Why should pharmaceutical companies 
spend money on culturally targeted His-
panic marketing? Due to the proximity of 
location to native countries and continuity 
of new arrivals, many Hispanics and Latinos 
retain a strong connection to their cultures 
of origin, so waiting for them to acculturate 
and respond to mainstream marketing is not 
advisable. Regardless of offi cial govern-
ment policy on immigration, many health 
care organizations recognize that providing 
health care services to Hispanics and Latinos, whatever their 
immigration status, is an imperative. Gil points out that while 
some sectors of the Hispanic and Latino community tend to 
be uninsured, this does not hold true across the board. Nearly 
two-thirds of Hispanics under age 65 have health insurance. 
The pharmaceutical companies that invest in creative Spanish-
language and Latino-focused marketing now will gain a market 
share that will be strongly loyal over the long term. In order to 
reach the Hispanic and Latino markets, however, pharmaceuti-
cal companies must fi rst understand the roles of language and 
culture and their impact on everything from perceived quality of 
care to purchasing decisions.

Cultural and linguistic accuracy
Marketing pharmaceuticals to Hispanics and Latinos in the 

United States requires an in-depth understanding of the cultural 
views about health and medicine. In most parts of Latin America, 
consumers can freely buy many of the medications that require a 
doctor’s prescription in the United States. As a result, Hispanics 
are accustomed to self-diagnosing infections and administering 
antibiotics, for example, without the supervision of a physician. 
On the other hand, the respect for authority in most Hispanic 
cultures means that Latinos often defer to physicians and refrain 
from questioning their directives, even if they disagree with 
them. This means a patient may agree to a specifi c treatment 
with his or her physician and then go home and do something 
completely different.

Cultural traditions also impact the decision about whether or 
not to take medication. Many Hispanics and Latinos view life as 
unpredictable, which contributes to a philosophy of living for 
the present. A strong belief in fate can prevent some traditional 
Hispanics from taking the initiative to seek a medical cure for 
an illness. The loss of a loved one, a divorce or other tragedy 

that causes a shock or severe stress to the body — known as 
susto — may be viewed as the cause of diabetes, cancer and 
other conditions. In the Mexican folk tradition of healing, mal 
aire (bad air) or mal viento (bad wind) can also cause colds and 
disease. The tradition of using natural herbal healing treatments 
to support the body in fi ghting illness may lead Hispanics to 
avoid tablets and pills, which often contain unfamiliar and 
unnatural chemicals. There is also an undercurrent of suspicion 
in the Hispanic and Latino community that “American” drugs 

are both addictive and not very effective 
in curing diseases brought on by susto or 
mal aire. Thus, over-the-counter and pre-
scription medications are often reserved 
as a last resort when more familiar treat-
ments don’t work. 

Hispanic and Latino health care beliefs 
may seem unsophisticated to pharmaceuti-
cal marketing experts. However, previous 
attempts by physicians and nurses to dis-
credit traditional practices usually result in 
lost credibility in the view of the patient. 
A respectful approach that offers additional 
proven solutions is more effective. 

Translation
One of the most important aspects of 

Hispanic and Latino community education 
is translating the educational materials into culturally appropri-
ate Spanish. Effective translation requires intimate awareness 
of and attention to the differences between the many Hispanic 
cultures represented in the United States. It is crucial to know the 
colloquial references of each culture because an ordinary word 
in one culture can take on unintended connotations in another. 
There are also many phrases in English that lose their power 
translated literally into Spanish. A culturally competent transla-
tor will fi rst identify the goal of the English message and then 
will identify a different Spanish phrase that will carry the same 
force. A true translation process is an adaption of the English 
lan guage concepts into Spanish language concepts. 

At least 60% of adult Hispanic consumers prefer to commu-
nicate in Spanish when given a choice, but many will struggle 
to read English language content rather than wading through a 
confusing and contrived Spanish translation. If the translator does 
not clearly understand the objective of the translation, he or she is 
not likely to communicate the message appropriately.

Culturally sensitive ads 
Becoming culturally competent is a process for mainstream 

corporations. It requires an investment of time and resources, and 
it often means asking for help. GlaxoSmithKline hired the San 
Jose Group to create a television ad for the company’s Sensodyne 
brand toothpaste featuring a traditional family breakfast where a 
cold drink triggers an avoidance response due to dentin sensitivity. 
Sensodyne’s ease of usage was highlighted, followed by another 
family setting where the same character drinks another ice cold 
drink with no experience of pain. The ad contributed to 30% sales 
growth within a period of six months, 22% of which was in the 
Hispanic community. This is just one example of the positive 
response Hispanics and Latinos generally give to culturally sen-
sitive, in-language outreach. Schering-Plough utilized culturally 

Regardless of offi cial 
government policy on 
immigration, many health 
care organizations recognize 
that providing health care 
services to Hispanics and 
Latinos, whatever their 
immigration status, is 
an imperative. 
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competent ads for Claritin on Hispanic 
media in California and Illinois success-
fully as well. 

Recent advertising trends
Some of the top pharmaceutical adver-

tisers to Hispanics are Procter & Gamble, 
Wyeth, Pfi zer, and Johnson & Johnson. 
The top Hispanic-dominant markets are 
Chicago, Dallas/Fort Worth, Houston, Los 
Angeles, Miami/Fort Lauderdale, New York, 
Sacramento/Stockton/Modesto, San Anto-
nio, San Diego and San Francisco/Oakland/ 
San Jose. Yet notwithstanding the promis-
ing fi nancial power, demonstrated positive 
response, and the clear need for medical 
interventions in the Hispanic and Latino 
communities, pharmaceutical companies 
are devoting a relatively small percentage 
of their ad budgets to Spanish-language 
television and print media. Telecommuni-
cations companies and carmakers devote 
much larger percentages of their ad bud-
gets to Hispanic markets than do pharma-
ceutical companies. 

As the pharmaceutical industry strug-
gles to stay ahead of the current economic 
downturn, trends in Hispanic marketing 
are somewhat diffi cult to pinpoint. In 
2007, while Johnson & Johnson reduced 
overall ad spending by 8%, it increased 
Spanish-language ad spending by 12% to 
$86.2 million. But not all of the historical 
leaders in Hispanic marketing followed that 

trend. Procter & Gamble actually reduced 
its Spanish-language and Latino-focused 
advertising by 3% in 2007 to $168.7 mil-
lion while increasing its overall non-Latino 
budget by about 6%. 

Marketing to US Hispanics by over-
the-counter cold medicine and pain 
reliever manufacturers represented $52.8 
million in 2007, but spending has gone 
down the last two years, successively. 
For the top advertisers — Johnson & 
Johnson and Wyeth — overall spending 
is only slightly down. These industry 
leaders continue to indicate a commit-
ment to Spanish-language advertising, 
mostly on network television. 

Overall, pharmaceutical allocations for
Spanish-language television advertising, 
including broadcast and cable networks 
and also local stations, increased 4.5% 
from January through June of 2008. While 
an increase is more promising than a 
decrease, pharmaceutical Hispanic adver-
tising is still minimal. To put Hispanic 
advertising numbers in perspective, phar-
maceutical companies devote less than 2% 
of their advertising budgets to Spanish-
language and Latino-focused advertising. 
In the fi rst half of 2008, pharmaceutical 
companies spent just under $2.6 billion on 
all advertising. 

Rosa Serrano, director of media plan-
ning and buying at Houston-based López 
Negrete Communications, a consultant to 

Novartis Pharmaceutical Corporation, told 
Hispanic Market Weekly in 2008 that while 
pharmaceutical commitment to Hispanic 
marketing is strong, it could be stronger, 
“especially considering the amount they 
spend in the general market.” Serrano 
added, “This is a very profi table market 
and one that’s loyal to language and cul-
ture. Clients will have to ask themselves if 
they continue to advertise only in English 
how long can they continue missing one 
third or more of their consumers.” 

Educational campaigns
Hands-on, face-to-face strategies that 

include educational components are 
some of the most popular and effective 
marketing strategies. Educational cam-
paigns create trust and establish a foun-
dation that then can be reinforced by 
ads. Here is a summary of some recent 
marketing and community outreach cam-
paigns underway at a few leading phar-
maceutical companies:

GlaxoSmithKline’s “Teaming Up Against 
Hepatitis” grassroots awareness program 
focusing on Hepatitis A (HAV) and Hepati-
tis B (HBV) was directed toward the Latino 
community and their physicians. The pro-
gram attempts to address the prevalence of 
HAV and HBV among Latinos through 
education and prevention. Hepatitis is 
three times more common among Latinos, 
and one out of every six new patient cases 
is Latino. International Latin recording art-
ist Jennifer Peña served as the campaign 
spokesperson. “Teaming Up Against Hepa-
titis” visited Latino-dominant cities in 
Texas and California, including Houston, 
Dallas, San Diego, San Francisco/Oakland 
and Fresno. The program targeted Latino 
families with school-age children (2-18 
years old) and physicians with Latino 
patients to increase protection against hepa-
titis through vaccination. 

Pfi zer’s Sana La Rana educational cam-
paign has won praise for its more holistic 
approach to disease awareness. The pro-
gram provides both Hispanic consumers 
and physicians with educational materials 
on several health categories, including 
high cholesterol, diabetes and depression. 
Pfi zer worked closely with community 
leaders and national organizations such 
as the Council of La Raza to develop this 
effort. It was customized in various regions 
of the country to more effectively reach 
Caribbean Americans on the east coast and 
Mexican Americans in the western United 
States.
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Similarly, Eli Lilly recently introduced 

A Healthy You! — America’s Guide to 
Healthy Living, aimed at educating con-
sumers about the effects of poor health. 
Available in English and Spanish, the 
booklet includes extensive listings of 
specifi c resources, agencies and pro-
grams in each state. Lilly introduced the 
Spanish version, Buena Salud, Buena 
Vida — Su Guia de Recursos de Salud  
at the 2008 annual conference of the 
National Council of La Raza (NCLR), the 
largest national Latino civil rights and 
advocacy organization in the United 
States. Buena Salud, Buena Vida (liter-
ally Good Health, Good Life) will also be 
available at NCLR local affi liate offi ces 
and at health fairs and other events 
around the country. The booklet is also 
available online.

Recommendations
Pharmaceutical companies can take 

a number of strategies to improve their 
return on investment in Hispanic market-
ing. First, plan for the future. The Hispanic 
population is young, with a median age of 
25.8 years and a tradition of brand loyalty. 
If companies are able to establish connec-
tions with middle-aged Hispanics now, it 
is very likely that the burgeoning younger 
generations will adopt the brand loyalties 
of their parents.

Building upon disease-specifi c educa-
tional programs has the dual benefi t of 
improving the health of an underserved 
population while increasing market share. 
Offer more bilingual information. Bilin-
gual materials meet the needs of all three 
Hispanic markets: Spanish-only, bilingual 
and English-only. Many English-only 
speaking Hispanics appreciate bilingual 
materials because they show appreciation 
for their parents’ language and culture.

Finally, offer culturally adapted trans-
lation. Never try to save money by using 
computer-generated translations or by 
asking a company employee who speaks 
Spanish to translate. Utilize consultants 
who are knowledgeable of Hispanic cul-
ture. For the initial translation, invest in 
a translation service with native speakers 
who have a background on the specifi c 
subject of the materials you need trans-
lated. They know not only the language, 
but the culture of the target market. 
Spanish-speaking employees will be bet-
ter utilized when potential customers 
begin to request more information through 
new bilingual websites.  M

Health care crosses 
the language divide 

Medical translation has long existed as a specialty fi eld. However, when it comes to serving 
patients and providing access to health care, language services are a relatively new development. 
Health care interpreting has existed for several decades, but knowledge about translation and 
localization among health care organizations has traditionally been lacking compared to other 
industries. Today, fueled by legislation and immigration, a growing number of language service 
providers (LSPs) are focusing on the multilingual communication needs of the health care fi eld. 
New technologies such as shared networks of video interpreters and machine interpretation 
software are changing the face of health care delivery to culturally and linguistically diverse 
populations.

In the United States, health care organizations that receive federal funding are required to 
provide interpreting services and, in most cases, translation of vital documents. This 
requirement stems from Title VI of the Civil Rights Act, which prohibits discrimination on the 
basis of national origin, including one’s native language. The US Department of Health and 
Human Services has issued a policy guidance document in support of Title VI. The Obama 
administration has so far shown many signs of support for language access. Following suit, 
the US Department of Justice has recently issued reminders about the importance of the 
landmark law in ensuring the ability of limited-English-profi cient individuals to communicate. 
Federal laws related to the 
rights of linguistic minority 
groups are bolstered by a large 
number of state laws related 
to language access in the 
realm of health care. Every 
state in the union has at least 
one health care language acc-
ess law on its books. 

The federal standards for Cul-
turally and Linguistically Appro-
priate Services, published by 
the Offi ce of Minority Health, 
set the bar for cultural and 
linguistic competence. Many 
states have also followed this 
lead, enacting laws to ensure 
not only that providers use 
language services to commun-
icate with patients, but that they obtain cultural compe tence training (Figure 1). States 
displayed in navy blue have legislation that was signed into law either requiring or strongly 
recommending cultural competence training. The states highlighted in purple have legislation 
that is currently being considered, and the states in royal blue tried but ultimately failed to pass 
cultural competence laws.

With so much legal activity around language issues, liability is a major concern. Hospitals 
and other health care organizations may be liable for medical errors caused by linguistic 
misunderstandings if they did not take suffi cient precautions to provide “qualifi ed language 
assistance.” The concern is justifi ed. At a Florida hospital, the word intoxicado was misinterpreted 
by a bilingual paramedic, leading to an improper course of treatment for the injuries of an 18-
year-old former high school athlete. When he woke up, he was quadriplegic. The malpractice 
settlement resulting from this linguistic error is estimated to reach US$71 million over the 
patient’s lifetime. The harm to human life — and the steep fi nancial costs — could have been 
prevented by providing a qualifi ed interpreter.  

The need for language services is evident in any place with a culturally and linguistically 
diverse population, but health care tops the list of settings in which a single mistake — or the 
failure to provide any language services at all — can lead to a life-or-death situation. Health 
care organizations in the United States are faced with an unfunded mandate, meaning that 
they are required to provide language services, but receive little if any fi nancial support to make 
this a reality. Will technology save the day? Time will tell, but at the very least it can make the 
delivery of health care services across language barriers a little easier.

 — Nataly Kelly

Figure 1: States with cultural 
competence legislation activity. 

Source: www.thinkculturalhealth.org
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Linguistic validation methods 
in medical translation
Simon Andriesen

II In medical translation, the usual steps of transla-
tion-editing-proofreading are not always enough. 
Certain specifi c linguistic validation or quality 
assurance (QA) methods have been developed, and 
these are not commonly used in nonmedical trans-
lation. They include back translations, double-
forward translations, usability testing, readability 
testing, cognitive debriefi ng and a few more. If 
you are not involved in medical translations, you 
may be unfamiliar with these methods. But even 
if you are involved in medical device translations, 
for example, you may never have heard of some 
of them. That is a shame, as some of these meth-
ods can actually be used in other sectors, such 
as fi nancial, legal and software translations, and 
specifi c aspects could possibly be used as building 
blocks for customized methods.

At least two main sectors can be distinguished within medical 
translation: medicines and medical devices. Within medicines, we 
can distinguish medical research, registration procedures, mar-
keting and post-marketing pharmacovigilance. Within medical 
devices, there are different types of medical equipment, surgical 
instruments, home test kits, active implantable devices such as 
pacemakers, and in vitro diagnostics devices.

The Globalization and Localization Association (GALA) data-
base shows that around half of its 300 or so member companies 
indicate that they specialize in medical/pharmaceutical/health ser-

vices, which is the single 
box you can tick if you 
have anything to do with 
medical translation. It is 
probably more accurate 
to say that most of these 
companies primarily do 
medical devices, which is 

where the largest volumes are; also, it is easier to enter the market 
for translations around medical devices than for medicines and 
medical research, as the required translators’ skills sets are rather 
different. 

 
Back translations
The world of medical research has adopted a translation 

review method, which is hardly ever used in any other sector: 
the back translation. A back translation is when a translated 
document is translated back into the original language, without 
reference to the original source language version of the text. The 
idea is that the author or trial sponsor can verify whether the 
translation covers all aspects and nuances of the original. The 
purpose of a back translation is to check for what is referred to 
as conceptual equivalence between the original and the transla-
tion: whether the essential thoughts and concepts have survived 
the translation process. The main point of back translations is 
not — or should not be — QA. Doing a back translation as a way 
to fi nd errors is at best an unreliable method.

Many translators dislike back translations and dismiss them 
as a waste of time and money. Just google “back translation” 
and you will fi nd news groups and forums about this topic, 
with lots of emotions. And if a back translation is only used as 
a QA instrument to check for errors in a translation, they have 
a good point there. We all know that there are cheaper and 
certainly more effective ways to do linguistic validation. Also, 
if customers simply fi le away a back translation just in case 
the US Food and Drug Administration drops by for an audit, 
this is fi ne of course, but it does not contribute to the quality 
and functionality of the translated document. Back translations 
should be done professionally and with the right mindset in 
all parties involved; otherwise, you might as well not do it. A 
quick and dirty back translation of a sloppy forward translation 
creates a false sense of safety.

As pointed out, back translation is not primarily designed as 
a QA instrument. Of course, during the back translation process 
errors may be identifi ed, but a back translation is intended to be 
an integrated step in a process that generates language versions 
of documents such as medical questionnaires, measuring scales 
and so on. These documents are important as they are designed 

Simon Andriesen 
runs MediLingua, a 
company specializing 
in user testing and 
medical translations.
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to generate medical research data that 
eventually have to be pooled into one 
analyzable database, across all languages. 
The questions that are asked should con-
ceptually be the same across all languages 
concerned. In medical research there are 
more types of documents, but for many 
back translations are not effective. It does 
not make much sense to back translate 
an elaborate study protocol, and also for 
an informed consent form (ICF) one can 
argue that a back translation is not the 
best instrument to use.

So what does the ideal process of 
generating language versions of medical 
questionnaires look like and how does 
back translation fi t in? A dozen or so 
medical organizations have defi ned guide-
lines regarding the translation of specifi c 
medical texts. They all more or less agree 
on how this should be done. In most 
cases the (English) original of a medical 
questionnaire is translated by at least two 
translators, native speakers of the target 
language. One of them, or a third person, 
evaluates the translations and “reconciles” 
these into one version. 

In the context of back translations, 
the original translation is usually referred 
to as the forward translation. It would 
be safe to assume that not many errors 
have survived these steps, and therefore 
the reconciled forward translation should 
now be of high quality. This marks the 
moment when the back translation pro-
cess can start. And not earlier! During 
back translation, again two translators 
translate the reconciled version back into 
English. Again, one of them or a third one 
evaluates the back translations and recon-
ciles these into one version. The next step 
is to evaluate the reconciled back trans-
lation and compare it with the original 
English. The reviewer needs to understand 
that the back translation and the original 
will not be the same. If they are, alarm 
bells should ring, as this could be a sign 
that the back translator had access to the 
original. In some cases these texts are 
openly available on the internet; in other 
cases the original may have been given to 
the back translator by a translation project 
coordinator, who then completely missed 
the point of what back translations are all 
about. A back translator should not be 
able to refer to the original. 

All identifi ed discrepancies between the 
original version and the reconciled back 
translation can best be resolved by hav-
ing the author or reviewer discuss these 

— for example during a phone conference 
— with the people who did the reconcilia-
tion of the forward translations and of the 
back translations. Actually, the double-
forward/double-back translation is not 
always required by all customers; some-
times a single back translation is enough. 

One question is whether or not the back 
translator should be aware that the job 
concerns a back translation. The answer is 
clearly “yes,” and then he or she will stick 
to the source text a bit more than normal. 
What is especially important, the transla-
tor will not quietly iron away small errors 
or weak sentences in the text. The point 
of a back translation is obviously to fi nd 
shortcomings in the original translation 
as far as equivalence is concerned, and 
on top of that, any errors that are found 
should also be clearly marked and anno-
tated. That’s what back translations are 
all about. 

One problem with back translations is 
that there are no clear rules concerning 
how to do them. Some translate as liter-
ally as possible, to show what the forward 
translation really looks like, and others 
make a fl uent translation on the basis 
of the forward translation. Some simply 
translate the errors, which can be very hard 
to do, and reuse incorrect punctuation, in 
the understanding that the reviewer will 
notice all this. The point is that in many 
cases the reviewer will not notice every-
thing. Thus, before starting a process that 
involves a back translation, all parties 
should understand what is expected. 
The best thing is to do a diagnostic back 
translation. The reviewer should be able 
to detect what may be wrong with the 
forward translation, and any actual errors 
that should not be present in any edited, 

proofread and reconciled forward transla-
tion should be clearly marked. 

Another problem with back trans-
lations is an unexpected one. Many 
translation providers hesitate to admit 
it, but for some language combinations 
there are simply no translators available 
to make a back translation. For certain 
types of text, specifi c guidelines must 
be followed, including hiring native 
speakers of the target language who are 
familiar with the subject matter. This, of 
course, is what we are used to doing all 
the time, and it hardly ever is a problem, 
at least for forward translations. Many 
non-English speakers have learned or 
studied English and can translate from 
English into their native language. How-
ever, the direction needed for a back 
translation is much less obvious. How 
many Americans have studied a language 
such as Zulu or Lithuanian long enough 
to qualify as a translator, let alone as a 
medical translator? Certainly not because 
there is a great demand for it. In these 
cases, native speakers of the original 
target language (Zulu, Lithuanian) with 
an excellent command of English can be 
involved. They will understand the for-
ward translation perfectly but may fail 
to correctly back translate it.

Alternatives
If a back translation is not offi cially 

required and there are no other com-
pelling reasons to do one, it would be 
possible to spend the back translation 
money on a double-forward translation. 
In this case two or more independent 
translators translate the text into the tar-
get language, and one of them or a third 
reconciles the two versions into an ideal 
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one. The costs of the extra forward trans-
lation are roughly the same as the extra 
cost of a single back translation, but an 
advantage is that these costs contribute 
in a more direct way to the quality of 
the forward translation. Another com-
monly used method to get extra security 
in medical translation is performing an 
extra proofreading cycle, either by the 
translation vendor, who should use a 
different person, new to the project, or 
by a third party. 

Cognitive debriefing 
After a medical questionnaire has been 

translated, reconciled, back translated, 
reconciled again and harmonized with 
other languages, it is ready to be user 
tested. In the world of medical research 
this is often referred to as cognitive 
debriefi ng. Most of the time this step 
involves between fi ve and 25 test per-
sons per language version, who are 
interviewed on the basis of the translated 
questionnaire. First of all, the inter-
viewer or an observer will check whether 
the questions can provoke the correct 
answers and whether multiple-choice 
answers are ambiguous. The second goal 
of this user test is to fi nd out from the 
interviewed participants how they have 
interpreted the questions, and whether the 
questions were clear, culturally accept-
able and appropriate. The participants are 
also observed for any signs of stress or 
discomfort.

During the development of a Shona 
(a language spoken in Zimbabwe) ver-
sion of a widely used questionnaire to 
measure health-related quality of life, 
the researchers found out that to trans-
late the words was not all that hard, but 

to transfer the meaning of concepts and 
reach semantic equivalence was quite a 
complex problem. As Jennifer Jelsma 
noted in the South African Journal of 
Physiotherapy, the translations of health-
related concepts may sound inappropri-
ate in nonwestern regions, as some 
health states may be seen as something 
spiritual rather than having a physical 
cause. Some concepts based on the west-
ern point of view of illness and disability 
can’t simply be transferred to Africa. In 
Shona, a concept such as pain is not an 
independent term; it is always connected 
to the person suffering from the pain. 
The modesty of the language can also 
lead to problems. Researchers found out 
that the Shona translation of the phrase 
“I have no problems with self-care” was 
considered arrogant, as it implied “I don’t 
need anyone to help me.” The phrase 
“confi ned to bed” also caused problems: 
fi rst of all, because not everybody in 
Zimbabwe sleeps in a bed, but more 
importantly, being confi ned to bed means 
for Shona speakers that one is about to 
die, which someone would hesitate to 
confi rm. In this case they rather use 
something like “I can’t even walk.”

Questions from a health-related qual-
ity of life interview such as “Did you feel 
uncertain about your future?” and “Did 
your outlook on the future worsen?” can 
easily cause problems. These questions 
have a different impact in, say, Germany 
than in India. There are probably more 
people in India than in Germany who do 
not have such a bright future in the fi rst 
place. What is a normal setback the aver-
age person living in Mumbai experiences 
once every few days may be perceived as 
a catastrophe by a person living in Berlin. 

A anecdotal example of a question-
naire that proved to be inappropriate for 
certain countries came up during post-
marketing interviews about the effects 
of one of the erectile dysfunction drugs 
(you know, the ones we all get lots of 
spam about). Most questions were for 
the patient, but the investigators also 
interviewed the wife or female partner. In 
one country in southern Europe, several 
of the patients were upset when they 
found out that their wives had to answer 
questions about how they enjoyed the 
effects of their husbands’ treatment with 
the drug. In another country, the husband 
clearly forbade his wife to answer such 
questions. Our in-country translators had 
already warned us that something like 
this could happen. The company chose to 
ignore these comments but felt obliged to 
skip these questions in several countries. 

Readability testing
Readability testing is new in medical 

Europe. The test methods that are most 
commonly used for patient information 
leafl ets are certainly not based on the 
traditional methods for readability test-
ing. The traditional methods are based 
on the number of words per sentence, 
word length, and the number of syllables 
per word. People who believe that long 
sentences and using polysyllabic words 
make texts harder to read use this method 
to measure readability. The system can 
automatically calculate a score, and one 
can look up whether a text is understand-
able for a specifi c audience. For assessing 
the readability and understandability of a 
patient information leafl et, these methods 
are not extremely helpful. A poorly written 
text with short sentences and easy words 
can be harder to understand than a fl uently 
written one with longer sentences. And in 
the extreme case one could even write the 
text backwards and still get a good score.

In the medicines sector in Europe, read-
ability testing has since 2005 become a 
legal obligation for new or heavily revised 
patient information leafl ets (PILs) for 
medicines. The sentence and word length 
methods do not play any role here. Dur-
ing a readability test of a PIL, two groups 
of ten average persons have to answer a 
series of questions. If most participants 
answer most questions correctly, the PIL 
is probably clear enough. If more than 
a few participants have a problem fi nd-
ing the information they need in order 
to answer a specifi c question, there is 

No Complications.
No Side Effects.
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probably something wrong. In that case, 
the text has to be revised, and the PIL 
has to be tested again until two groups 
with ten participants each have reached 
the success score. A report describing the 
details of the test including a description 
of all implemented changes has to be 
delivered to the regulatory authorities 
as part of the registration process. The 
patient must be taken seriously, and the 
industry always complies because with 
no positive test there is no registration. 
No registration, no sale of the drug! The 
cost is an issue, though. A readability test 
takes between 80 and 120 person hours 
and may cost anywhere between 4,000 
and 7,000 euros for a typical 2,000-word 
PIL that may only cost 400-500 euros to 
translate.

This type of readability testing is an 
effective, be it costly, way to verify and 
improve the quality of a PIL. A weak 
point in the EU legislation is that only 
one language version needs to be tested, 
of around two dozen languages in case of 
an EU-wide registration. The authorities 
assume that if one language version has 
passed a readability test, it should be pos-
sible that the translations will be equally 
readable. Everybody involved in transla-
tion knows that this is not automatically 
the case. Unless these translations are 
done in a professional way, it is advisable 
to thoroughly check and edit these differ-
ent versions or even to perform a light, 
less costly version of a readability test, 
with three participants, for example. 

Can these methods 
be used for other sectors?
To the best of my knowledge, back 

translations, cognitive debriefi ng and 
the specifi c form of readability testing 
described here are not frequently, if at 
all, used outside the medical fi eld. In the 
fi nancial sector, back translations and 
readability testing are sometimes used. 
The question is whether or not these 
methods can be used elsewhere. This 
greatly depends on the nature and pur-
pose of the text and whether the work is 
done in a professional way. Back transla-
tions and cognitive debriefi ng are very 
specifi c to medical translation, but that 
does not automatically rule out these 
working effectively in other fi elds. 

As far as readability testing is con-
cerned, this method can easily be imple-
mented elsewhere. If you want to know 
if the key safety aspects of a text can be 

found, understood and followed up by the 
typical reader, just show them the text, 
ask them a series of questions and listen 
carefully to their answers. What is impor-
tant is that you must also observe the way 
they behave. If the correct answer is given 
but only after a lot of trouble fi nding it, 
this still means the text should probably 
be revised. Since readability testing has 

become mandatory within the EU, many 
experienced PIL writers have found out 
that their output, no doubt medically 
correct, was poorly understood by the 
average patient. In a typical 2,000-word 
PIL, our average number of changes after 
readability testing over the past four years 
is around 80. That is one change per two 
sentences.  M
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Implementing a global 
information management system
Jason Arnsparger & Jennifer Linton

AA
Identifying the problems and drivers
Our legacy global content life cycle was not much different 

than many other organizations. We authored in FrameMaker, 
InDesign, Word and other tools, with little to no semblance of 
single-sourcing. The localization process did not start until the 
content developers completed the source content, the cross func-
tional teams validated the source content, and the quality team 
released the English source content via our internal approval 
system. By the time localization began, we were typically far 
behind schedule for international releases, creating even more of 
a bottleneck to the deliverable life cycle. 

This linear approach was simply not scalable for the increasing 
demand of our products and labeling requirements in more than 
20 languages. To compound the problem, every single word in 
the English and translated documentation required review. For the 
source, the subject matter experts and regulatory affairs depart-
ments have to review and approve every word of every deliverable. 

For the localized deliverables, every 
word requires in-country review and 
approval. Furthermore, because we 
had no way of showing what content 
was reused versus what content was 
new, the reviewers were reviewing 
content they had seen multiple times 
before, sometimes changing content 

Any new process with direct impact on product 
and equipment labeling and customer safety pres-
ents many challenges for a medical device manu-
facturer. Implementing an enterprise-wide global 
information management (GIM) system is over-
whelming. Successfully executing such a large-
scale project comes with many obvious benefi ts, 
including content reuse, consistency, translation 
leverage, cost savings and effi ciency gains. Per-
haps the greatest benefi t of all is better quality, 
which customers expect and deserve. 

Of course, doing all this does not come without its challenges, 
such as gaining stakeholder buy-in, meticulous planning, systems 
validation and so on. Although the benefi ts are obvious to those 
in the content development and localization space, most of the 
stakeholders involved don’t understand the true importance of ter-
minology consistency, translation memory (TM) match thresholds, 
and a well-thought-out information architecture. Typically, it is 
the content development and localization team’s job to understand 
and manage these concepts. However, it is the implementation 
team’s job to educate stakeholders enough to gain approval for the 
business case. In the CaridianBCT case study, we were faced with 
all of these challenges and many more. Being a manufacturer of 
Class II and Class III medical devices, we had to be meticulous in 
our process development and selection of any supporting tools due 
to the strict regulatory and legal standards that we must adhere to. 
Our goal seemed so overwhelming that the only place to start was 
at the very beginning. 

A typical document-based project life cycle 
can take up to 24 weeks to author, localize and release.
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that had been previously released 
based on their preferences at that 
given time. This obviously had 
an enormous negative impact on 
our TMs. The typical document-
based project life cycle could take 
up to 24 weeks to author, localize 
and release to our customers. In a 
company that wanted to double 
its annual revenue within fi ve 
years, this was unacceptable. 
Financially, the process was inef-
fi cient and unreliable, and we 
were putting the entire organiza-
tion at risk because we are legally 
bound to ship our devices with 
localized documentation. 

Aside from the obvious fi nan-
cial burdens, there were also more 
intangible ones. Our consistency 
was only as good as the people 
involved in the project. Some-
times the project teams under-
stood this, and consistency was less of a 
problem. However, most of the time con-
sistency was a much lower priority than 
meeting the timelines, decreasing the 
quality over time. Since many of our cus-
tomers base their internal documentation 
on our deliverables, it is important for 
them to be thorough and accurate. To 
deliver less is doing the customers a dis-
service. Not to mention, adhering to regu-
latory and safety requirements was an 
entirely manual process. We needed to ask 
the question, “If our regulatory require-
ments are relatively static, why are we 
rewriting our cautions, warnings and legal 
statements for each different deliverable?” 
This content should most defi nitely be 
authored once, approved once, and stored 
in a central location to be used in multiple 
deliverables. Proving this seemingly basic 
concept is easier said than done, however.

Process analysis 
Luckily, we already had one critical 

component in place: a true global content 
development team, made up of source con-
tent developers; localization project man-
agers; and labeling, quality assurance and 
approval specialists. The core structure of 
the team made complete sense, even with-
out having automation built in. However, 
even with the department structured in a 
streamlined and scalable way, there were 
still clear issues to be resolved. Before we 
could sell our vision to others, we had to 
analyze our current state and educate key 
stakeholders on what was not working. 

We leveraged ineffi ciencies in our legacy 
process to build a business case. Rather 
than drive straight for the tools we knew 
might help, we started with the basics and 
performed multiple current state process 
analyses. Sometimes painful, sometimes 
contentious, the process analysis allowed 
our global content development team to 
view departmental processes and goals 
with some objectivity. We analyzed the 
legacy process, modifi ed it, implemented 
changes, executed the new process and 
repeated the steps until we felt we had a 
process that made sense. We had to con-
sider new steps and anticipate changes to 
the revised process that took into account 
the company’s needs, strict regulatory 
constraints and the inevitable growth that 
lay ahead. 

The newly refi ned manual 
processes could help manage 
terminology, improve consis-
tency in authoring and promote 
reuse. It also helped us identify 
process issues versus people iss-
ues. We educated content dev-
elopers on the consequences of 
changing even one word in a 
source language sentence. We 
showed examples of how incon-
sistent terminology usage could 
confuse or even cause harm to 
our customers. 

Our most important goal was 
to streamline the global content 
life cycle. Rather than continue 
with a linear process that was 
not scalable, we needed to fi nd 
ways to begin localization while 
source content was still in devel-
opment and review. Of course, 
there was no getting around the 

requirement to approve the source content 
prior to localization. Nor was there any 
way to avoid in-country review of all 
translated content. However, what if we 
could modularize our content in such a 
way that contextually independent chunks 
of content could be reviewed, approved 
and sent for translation while other chunks 
of content were still being developed? As a 
result, our team decided to implement the 
Darwin Information Typing Architecture 
(DITA) methodology and technology. 

Standards
Being in a regulated industry, there 

is no underestimating the importance 
of employing established standards. For 
example, because DITA is an industry 
standard and managed by OASIS, we did 

The source document life cycle.

The localization life cycle.
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not need to fully validate the concept for 
our regulatory affairs department as it was 
an accepted standard across the industry. 
The same held true for other standards 
we chose to adopt, including XSL, XLIFF, 
TMX, TBX, Unicode, and International 
Standards Organization (ISO) language 
and country codes, among others. Imple-
menting these standards is one of the fi rst 
steps to bringing consistency into the 
process. There is now a common way to 
identify languages and locales, helping to 
raise awareness for nonlocalization savvy 
people by educating them on the different 
dialects that are used in different parts 
of the world. There is no longer confu-
sion about whether the company needs 
Portuguese for Portugal (PT-PT) or Brazil 
(PT-BR) or if we are translating Chinese 
for Taiwan (ZH-TW) or mainland China 
(ZH-CN). Seemingly small details such as 
the ISO language and country standards 
helped to avoid much confusion and 
helped impose training on those who 
needed it. Furthermore, the three letters 

ISO carry a lot of weight in the regulatory 
realm. Right from the start, our stakehold-
ers from Regulatory Affairs saw that not 
only were we conscious of the ISO and 
how it applied to us as a medical device 
manufacturer, but we also really under-
stood the standards and the importance of 
them in our business. This is just one small 
example of the impact of implementing 
standards company-wide. More tactical 
examples can be seen with the implemen-
tations of DITA, TMX and XLIFF.

Building a business case
To build a business case, we knew we 

would fi rst have to show the potential ben-
efi ts. Through small test projects, we found 
that the implementation of DITA would 
immediately bring us three important 
benefi ts. First, because the content devel-
opers would be authoring in DITA XML, 
we would be able to separate content from 
format. Reviewers and sometimes authors 
would get very focused on the look and 
feel of the deliverable when the focus 

should have been on writing and review-
ing the content. Why should the localiza-
tion process be delayed while reviewers are 
editing the format? Localization should 
start as soon as the content — the words 
— are ready and reviewed. 

Second, using DITA XML assured us 
that we could translate into any language 
without worry about character corruption 
because it is Unicode compliant. Also, DITA 
XML content is managed in a text fi le and 
does not present issues of character cor-
ruption in proprietary applications such as 
those we often found in our FrameMaker 
source documents. Right away we had 
the potential to solve two problems that 
directly affected project costs and time. 

The third major benefi t was related to 
the fi rst benefi t of separating content from 
format. We could deliver our content in 
many different medias: PDF, online help 
and HTML, among others. DITA XML is a 
perfect solution to single-source our con-
tent. No longer would we have to author 
an operator’s manual to deliver in PDF, 
then go back and author training materi-
als to deliver as online help. The concept 
is simple: author once, deliver multiple 
formats, multiple times.

We adopted the XLIFF standard to 
achieve much of the same on the local-
ization side. Historically, we would send 
a completed source language deliverable 
to translation. The language service pro-
vider (LSP) knew it was translating an 
operator’s manual, instructions for use, a 
training checklist or whatever it may have 
been. The LSP had a fi nal output in the 
source language to look at for context. By 
adopting XLIFF, we could again separate 
content from format and allow translators 
to do what they do best: translate. 

Furthermore, by implementing single-
sourcing, there is no guarantee that 
the XLIFF (source content) fi le the LSP 
received to translate would be used in any 
specifi c deliverable. Because our DITA top-
ics are intentionally authored contextually 
independent of one another, the format or 
the deliverable does not matter. Any given 
DITA topic could be used in any number 
of deliverables. The idea is to get the con-
tent translated and approved, then stored 
in a database so different hierarchies of 
DITA topics, in any language, could be 
assembled on-demand.

The concepts of single-sourcing, reuse, 
consistency, effi ciency and, of course, 
cost savings were the key drivers in our 
business case. We knew what we wanted 
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to achieve and what standards would help to get us there. 
We also knew that we could only achieve the benefi ts and 
scalability by implementing enterprise content management 
(CMS) and translation management (TMS) systems or, as we 
called it, an end-to-end GIM system. Such systems are not 
cheap, and we would have to fi nd the capital to purchase or 
lease them. By building our business case on proven con-
cepts and industry standards, as well as a few successful, 
small-scale case studies, we did get the capital we needed. 

Implementing the GIM system
When making a large capital expenditure, it is impera-

tive that requirements are clearly identifi ed and defi ned. 
Enterprise technology is of no use if it does not meet your 
specifi c needs. The fi rst step in the procurement process was 
to build this list of requirements. Using these requirements, 
we underwent two lengthy request for proposal (RFP) pro-
cesses, one for each end of the system. A crucial requirement 
in each RFP was that the two systems would integrate with 
one another, allowing us to stream source content from the 
CMS to the TMS and back again. Finally, we selected the tools 
we thought would best meet our needs. This not only included 
the functionality of the tools themselves, but we also took into 
account the tool vendors’ technical support capabilities, willing-
ness to partner with us, and other more “intangible” qualities that 
we felt were of extreme importance. By implementing the CMS, 
we immediately automated many manual tasks. We deployed 
many of the standards, such as validating our content against the 
DITA document type defi nitions (DTDs) and implemented auto-
matic formatting capabilities to reduce desktop publishing time, 
increasing the consistency of the look and feel of our deliverables. 
Most importantly, all source content and localized content now 
reside in one central location. Loose fi les are no longer stored on 
individual computers or network drives. Everything is pulled from 
the CMS, and everyone with access can see the content in the CMS 
to reuse it as needed.

After implementing the TMS, we immediately had a tool that 
fully complied with the TMX standard, the TBX standard and 
the XLIFF standard. Our TMS also supports other standards we 
have since taken advantage of, such as the SAE J2450 Quality 
Model, which our in-country review resources use to objectively 
measure translation quality. Utilizing all of these standards would 
be nearly impossible without tools to support and automate the 
implementation of the standards and make them more usable — at 
least without hiring more resources. Furthermore, many tasks that 
were once manual, such as fi le transfers, task notifi cations, change 
management and most importantly audit trail tracking, are now 
automated. 

Ironically, the process and workfl ow side of the GIM imple-
mentation was relatively smooth due to the up-front work we put 
into building a sound process. The bigger challenges were on the 
people side.

The topic-based content 
creation process might take as 

little as nine weeks.
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Training and changing
Developing a global content develop-

ment strategy with a strong foundation 
and supporting tools was only part of 
the overall challenge. Once the latter was 
complete, we still had to train the people 
impacted by the process and technologi-
cal changes. We decided that a dedicated 
resource was needed to train the source 
content developers on the DITA XML 
authoring standard, how to develop 
deliverables using DITA maps, how to 
use the CMS, how to author standalone 
content topics without really knowing 
in which deliverable the topic would 
appear or how other content developers 
and product lines would reuse the same 
content. 

The localization project managers had 
to learn to manage projects without hav-
ing a full deliverable to offer the LSPs or 
in-country reviewers for context. They 
also needed a much broader knowledge 
of TM technology, since our LSPs used to 
manage the TMs. With the implementa-
tion of the TMS, the TMs were migrated 
in-house and are now our responsibility 
to manage and maintain. Reviewers for 
both source content and translated con-
tent needed to learn how to adapt instead 
of having a complete deliverable to see 
and review. Furthermore, most of our 
reviewers were accustomed to reviewing 
paper copies of documents. They are now 
asked to review electronic content in an 
online environment. 

Most of our reviewers are clinical 
experts who know our products, the ill-
nesses that we treat, and blood component 
separation technology, but they are not 
necessarily technologically savvy when it 
comes to the systems we deployed. Most 
in-country reviewers have no idea what a 
TM is, the impact of a global change, or 
how segmentation rules can impact reuse. 
Source content reviewers don’t know 
what DITA is, nor are they expected to. 
The point is that a lot of training is needed 
to help all users become comfortable with 
new processes and tools. 

Working with people introduces a 
unique dynamic, however. All people 
are different, and there isn’t any one 
way they learn and process information. 
This is especially true when training 
is applied across cultures. What may 
work perfectly well for our users in the 
United States may not work well for our 
users in the 20-plus countries around 
the world that have a stake in our pro-
jects. An added layer to the complexity 
of training was just the change. Some 
users seamlessly transitioned to the 
new processes and tools, while others 
struggled with the expansive changes. 
This was especially diffi cult to manage 
with our users who did not directly see 
the positive impact of the new model. 
The tool implementers and trainers must 
constantly remember that many people 
are comfortable with their current envi-
ronment and don’t necessarily want to 

change the way they do things. Manag-
ing change is an ongoing process, and 
it was critical for us to have dedicated 
resources to address it. 

Thus, one resource on the CMS side 
now works with the source content devel-
opers and reviewers to help them with 
the transition and any ongoing training. 
Another resource on the TMS side does the 
same for localization project managers, 
in-country reviewers and LSPs. As we are 
in the training and change management 
phase of the project, it is fair to say that 
it is the single most challenging part of 
enterprise GIM implementation. Also, as 
more people begin using the systems, they 
identify enhancement requests, errors and 
confi guration changes that may not have 
been thought of when initially confi guring 
the system. 

It is important to look at the process 
development and tools implementation 
as only the fi rst step. People are dynamic, 
and change is not easy. Take the time and 
dedicate the resources to address this. Do 
not risk an unsuccessful GIM deployment 
by underestimating the ongoing training 
and change management required.

Lessons learned, best practices
Rather than conclude with a happy 

ending that provides a cookie-cutter solu-
tion for everyone to follow, we will sim-
ply list a few of our most crucial lessons 
learned and thus what we consider to be 
best practices.

30-35 F Arnsparger #105.indd   34 6/30/09   2:59:33 PM

http://www.trsb.com
mailto:editor@multilingual.com


www.multilingual.com July/August 2009  MultiLingual  ||   35

Technology:
Until people start working with the 

tools, there is only so much you can do 
with just the concepts and theories. Identify 
a pilot project where you can test changing 
the content. Identify a project where you 
can use the DITA model and methodol-
ogy. Do not use creative DITA tagging and 
stylesheets to accommodate the content.

Don’t try to test all use cases with 
one pilot project. Identify multiple smaller 
pilot projects that demonstrate quick wins, 
maintain a sense of urgency and meet 
deadlines.

IT network restrictions/security: Make 
sure you have a workable plan to grant 
access to external users if your organiza-
tion has a fi rewall. Include contingency 
plans in case network accessibility becomes 
an issue.

Training/support: Make sure you have 
a robust training and support system in 
place for all levels of users. Keep a log 
of all issues and resolutions so that you 
can refer to it later on. Create an internal 
service level agreement if your CMS/TMS 
will be installed internally and IT support 
is required. Make sure there are clear roles 

and responsibilities for maintaining and 
supporting the systems and processes.

Business:
The transition from document-based 

authoring to topic-based authoring is not 
just something to think about in the tech-
nical documentation department. It affects 
everyone in the company — reviewers, 
regulatory, translations and so on. Know 
the regulations! They drive your documen-
tation. Partner with the internal regulatory 
department to understand how regulations 
are interpreted at your company. The 
regulations and interpretation may vary 
depending on the organization.

Understand the user base and their 
access to technology. Users may differ 
depending upon which product they are 
using. For example, nurses may not be 
able to use electronic manuals or help sys-
tems at the patient’s bedside. Paper may be 
the best solution. If so, try to fi nd the best 
ways to deliver the paper-based documen-
tation in the most concise manner and also 
offer electronic formats (reuse and fl exible 
media output).

Hire dedicated resources with the 
right skills.

Localization:
User acceptance has been the single 

biggest challenge. Don’t underestimate the 
human factor in large-scale change. Be 
sensitive to people’s needs and concerns. 
Remind them what’s in it for them. Rec-
ognize the technological constraints that 
could cause issues and develop contin-
gencies. Not all LSPs will be open to the 
idea of their clients taking control of their 
linguistic assets and desktop publishing 
work. Remind them that the perceived loss 
of revenue will be offset by your ability to 
streamline more translation work. In other 
words, the translation volume will increase. 
Ensure regulatory standards are met in dif-
ferent countries by involving global regula-
tory resources and notifi ed bodies in source 
content review. This reduces the amount of 
rework that is required during localization 
and in-country review. Limit and strictly 
defi ne your scope based on quality control 
in the upstream process. This is where 
implementing a translation quality model, 
such as SAE J2450, can help.

Ask for opinions, and you will get 
them. Ask for facts, and you will get them 
— and you can disregard the opinions.  M
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Incorporating local regulations
and culture into translations
Dorit Eldar, Yochai Cohen & Yehudith Wexler

Many clinical studies conducted in Israel are 
multicenter international studies. Hence, the doc-
uments needed for approval by the local regula-
tory and ethics authorities are global documents, 
provided by the sponsors of the study in different 
languages, usually in English. Among these is 
the global informed consent form (ICF), which in 
Israel needs to be translated into Hebrew, Arabic,  
and occasionally into Russian and Amharic, in 
order to provide the candidate for participation 
in the clinical trial relevant information about 
the study. 

In January 2006, the Israeli Ministry of Health (MoH) pub-
lished a paradigm to be used for preparing Hebrew ICFs for 
adults. This paradigm contains seven statements to be signed by 
the candidate prior to conducting any study-related procedure. 
Of these, only Statement 4 allows writers to add specifi c study-
related information, while all other statements are composed of 
fi xed texts that cannot be changed. 

The fi rst two statements are general, declaring one’s willing-
ness to participate in a clinical trial and the obligation not to 
participate throughout the entire duration of the trial in any 
other study that involves the use of an experimental product. 

Statement 3 includes 11 specifi c substatements declaring that 
the following were fully explained:

1. That the principal investigator (PI) has received from the 
director of the medical center an approval to conduct the clini-
cal trial, as implied by the Israeli regulations.

2. That the PI and co-investigators have/do not have any 
affi nity with the sponsor and if it exists, specifi c details of the 
nature of such affi nity.

3. The subject of the trial. 
4. The candidate’s freedom to choose not to participate or 

discontinue his or her participation in the trial without harming 
the right to receive future treatment.

5. That in case of fi lling out a questionnaire, the candidate was 
free not to answer part or all the questions in the questionnaire. 

6. The guarantee for keeping personal identities confi dential 
by all those engaged and involved in the study.

7. That the medical center has arranged appropriate insurance 
for the staff engaged in the clinical trial, against suits presented 
by participants and/or third-party suits related to the trial.

8. That if required, there is an option, under specifi c terms, 
of continued free-of-charge provision of the study product, 
after the completion of the trial for a period of three years.

9. The guaranteed willingness to answer questions and also 
the option of consulting with an additional party in making the 
decision to participate in the trial.

10. That in case of pregnancy during the trial the pregnant 
woman will receive consultation regarding the possible effects 
on the fetus and the fate of the pregnancy.

11. Contact details available 24 hours a day. 
Statement 4 is the only section that varies from one ICF to 

another, since it is a candidate’s declaration of having received 
detailed study-related information about the clinical trial. The Israeli 
MoH requires this information to be detailed under the following 
ten specifi c topics: objectives; approximate number of participants; 
expected duration of participation; methods and procedures of the 
trial; description of the expected benefi ts, if any, to the partici-
pant or to others as a result of the trial; known risks to the study 
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participant; circumstances in which the 
subject’s participation may be discontinued 
by the investigator/sponsor; possible medi-
cal results of the participant’s decision to 
prematurely withdraw from the trial; an 
explanation about alternative treatments; 
and other relevant information as provided 
by the sponsor. 

Statement 5 is the candidate’s declara-
tion that consent is provided of his or her 
free will, after having understood the topics 
detailed in Statement 4, and a declaration 
of having received a copy of the ICF. State-
ment 6 is a declaration allowing the spon-
sor, the local ethics and auditing committees, 
and the Israeli MoH direct access to medical 
records for verifi cation of the clinical trial’s 
methods and clinical data, with mainte-
nance of confi dentiality. Last but not least, 
Statement 7 is a declaration of knowledge 
that in cases in which the clinical trial is 
involved with provision of medical services, 
the information about the candidate’s par-
ticipation will be forwarded to his or her 
family physician, solely for the purpose of 
medical treatment and follow up.

Thus, many translation adaptations are 
required, including those of general issues 
encountered in other countries as well, 
and adaptations of specifi c local issues 
according to both the local Israeli mental-
ity and the local regulatory requirements. 

Global translation issues
Some issues are shared by many 

translators around the world. A well-
known example of a general problem 
in translations is the excessive length 
or complexity of the original document. 
This is typical of an ICF, which is almost 
always written with no consideration of 
its target audience — the layperson. This 
issue is well discussed in the literature in 
many articles. In Israel, the complexity 
of the ICF is totally dependent on and 
refl ected in Statement 4, since it is the 
only part that is study-specifi c. 

The Israeli MoH specifi cally requests 
that Statement 4 be written in a clear 
language, avoiding as much as pos-
sible the use of medical terms and long 
and complicated explanations. A similar 
requirement appears in the ICH GCP (Inter-
national Conference on Harmonisation of 
Technical Requirements for Registration 
of Pharmaceuticals for Human Use’s Good 
Clinical Practice guidelines), section 4.8.6: 
“The language used in the oral and written 
information about the trial, including the 
written informed consent form, should be 

as nontechnical as practical and should be 
understandable to the subject. . . .”  

Nonetheless, most of the global ICF 
paradigms provided by the sponsors are 
long — more than 10 pages, frequently 
even more than 15 pages — and include 
scientifi c and medical information worded 
in long and complex sentences. These 
are used particularly in the description of 
the study product, procedures and risks. 
Another example is information regarding 
the right to review medical records. The 
Israeli MoH ICF paradigm grants direct 
access to medical fi les to local parties 
(Statement 6), while the global ICFs include 
a long list of authorized representatives, 
including research partners, licensees, 
collaborators, subcompanies and their 
respective affi liates and agents, laborato-
ries, health authorities, independent ethics 
committees and institutional review boards 
(IRBs) or other persons required by law. 
This is accompanied by details of countries 
around the globe in which these bodies 
may be located. The list contains many 
potentially confusing terms and could be 
shortened signifi cantly without any legal 
outcome. Moreover, since this list must 
be added to the Israeli ICF under the topic 
“Other Relevant Information, as Provided 
by the Sponsor,” the issue of confi dential-
ity is discussed twice, once in the paradigm 
and once in the “free text.” This might be 
too confusing for a layperson. 

One major medical center in Israel, the 
Hadassah Medical Organization, offers 
the candidate a short and comprehensive 
summary of the Israeli ICF (not more 
than three pages long), while the full ICF 
is attached as an appendix. The candidate 
is required to sign and date both forms. 

In most cases, the sponsors are not 
willing to shorten these explanations. 
This poses a major problem in adapting 
the global ICF and leads to the submis-
sion of long and complex ICFs, which are 
not clear to the candidate and are con-
tradictory to the local and international 
requirements. Only professional transla-
tors with extensive medical background 
and well-established knowledge of the 
local/international regulations and the 
local culture can present solutions to 
such problems.

Another example of a global transla-
tion issue refers to different terminolo-
gies in different countries. For example, 
the terms referring to different medical 
systems, such as health maintenance 
organizations, attending physicians and 
IRBs, are not applicable in Israel. Thus, in 
translating the raw material one should 
be aware of the alternative local terms to 
describe such parties. The same applies to 
terms regarding insurance, compensation 
of anticipated expenses — such as meals, 
parking or travel expenses — or any pro-
rated payment provided to participants, 
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which should be adapted according to 
country regulations and culture.

Specific translation issues
Some issues are specifi c to Israel, but 

sharing them may contribute to other 
translators in solving their local problems. 
For example, Statement 3 includes two 
substatements that sometimes are not only 
inconsistent with the global ICF, but are 
occasionally even contradictory. The Israeli 
MoH allows the participants not to answer 
part or all of the questions in a study-related 
questionnaire (See Statement 3, Substate-
ment 5), while fi lling out the entire ques-
tionnaire is required by the original form. 
Another example is the Israeli MoH require-
ment to provide the option of continued 
free-of-charge provision of the study prod-
uct, under specifi c terms, after the comple-
tion of the trial for a period of three years 
(See Statement 3, Substatement 8), while 
the original form may state that the study 
product will not be supplied after the com-
pletion of the trial. Statement 7 may also 
pose a specifi c problem. Many sponsors 
require notifying the attending physician 
of the subject’s participation pending the 
subject’s approval. This is a contradiction 
to the Israeli requirement of notifying the 
family physician, with or without the sub-
ject’s approval. The translator should 
notice these contradictions and inform the 
sponsor that solutions are needed before 

submitting the ICF to the local regulatory 
and ethics authorities for approval. 

Compensation for injury is a good ex- 
ample of information missing in the global 
ICF that is required by the Israeli MoH. The 
Israeli MoH requires the inclusion of a spe-
cial subsection detailing the medical treat-
ment to be provided in case of harm to 
one’s health and the responsibility of pro-
viding such care. This subsection is required 
to appear under the topic “The Known 
Foreseeable Risks to the Study Participant,” 
though not all global forms contain such 
information. In such a case, the translator 
should point out the missing information. 

The circumstances above often require 
correspondence with the sponsors in order 
to receive solutions or missing information 
with involvement of the sponsors’ legal 
advisers in many cases. This process often 
leads to delays of submissions of the ICF to 
the relevant committees, thereby resulting 
in delays of the trial, which consequently 
leads to fi nancial damage and delays in 
marketing the drugs.

Some other specifi c issues are local 
Israeli adaptation regarding any planned 
procedures for follow-up after the end of 
the trial, such as for trials involving gene 
transfer medicinal products. Also missing 
may be plans for additional care that 
might be needed due to fi ndings during 
follow-up, procedure for handling any 
retained identifi able samples, and plans 

to make anonymous or destroy samples 
after analysis.

Summary
Because of the number and complex-

ity of translation adaptations required, 
trustworthy professional translation of 
global information provided by sponsors 
for international multicenter studies to 
local ICFs requires more than only trans-
lation competence. Additional competen-
cies are needed, such as extensive medical 
knowledge; a profound recognition and 
understanding of local and international 
regulatory requests and their implica-
tions; involvement in and understanding 
of compound cultural and mental nuan-
ces; and skills for various adaptations to 
local mentality and regulations. 

In our experience, the mentioned addi-
tional competencies assist the professional 
translator to create clear, consistent and 
understandable Israeli ICFs that refl ect the 
original global texts, fulfi ll the original goal 
of presenting clear information to the can-
didate and are usually submitted on time to 
the authorities and approved, thus avoiding 
delays of marketing drugs and fi nancial 
damage. General translation issues apply to 
all countries while similar locale-specifi c 
translation issues may be encountered in 
many other countries. Thus, it is hoped that 
this conclusion, based on our Israeli experi-
ence, may be useful also to colleagues in 
other countries.  M
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Surviving a life sciences 
audit: a guide for vendors
Kim Vitray

DDDespite working for her department for many 
years, the girl down the hall is in a panic. Why, 
you ask? Because she just got called by the auditor 
of the life sciences company. However, the audit-
ing process is generally routine and does not need 
to cause vendors fear or panic. US Food and Drug 
Administration-registered and/or ISO-certifi ed life 
sciences companies are required to conduct audits 
of all vendors providing products and services to 
the company.
The fact is that increased competition and more rigorous 

internal and external regulatory pressure have led to greater 
scrutiny of all outside suppliers, including packaging, drug 
manufacturing and storage. The language service provider 
(LSP) for which I work has provided services in translation and 
localization to life sciences clients for almost three decades. Just 
in the last two years we have been audited twice — the fi rst two 
times ever. The challenge for pharmaceutical companies lies in 
ensuring that best practices and documented processes across a 
wide range of industries are in place and well documented.

While an audit may be a routine that vendors now need 
to endure, it must be taken seriously, but it need not be just 
a burden. Strategic vendors will consider it an opportunity to 
excel and receive a valuable endorsement of their work. Client 
managers can help vendors prepare for the audit proactively, 
and in the end the clients will also be rewarded, knowing the 
vendor they have chosen has also received the seal of approval 

from the auditor.
I know this to be true 

because we just completed 
our second audit in two 
years. While getting the 
notice that an audit is pend-
ing can be unsettling, I can 
vouch that it also provides 

an opportunity to evaluate and, if necessary, reengineer pro-
cesses and services that benefi t all our clients, not just the one 
conducting the audit.

So, how can your vendor turn the audit into an opportunity? 
Work with them on a few simple steps, and they are assured 
success. In short, prepare, reveal and refi ne.

Preparing
Do not begin the day before the auditor shows up, but rather 

when the audit notice is given. The more vigorously the vendor 
prepares, the more likely the provider will be pleased with the 
outcome. Unfortunately, there is little information on how to 
prepare. What’s diffi cult about these audits is that there is no 
agenda, thus making it diffi cult to anticipate what to expect. 

For our fi rst audit in 2006, we were completely unaware of 
the questions that would be asked or the data that would need 
to be provided. We actually used an article published by another 
vendor to prepare ourselves. But as a company, we have long 
pursued meticulous and systematic documentation of our pro-
cesses and policies, aiming for continuous improvement and 
regular review, so we were able to pull together the necessary 
information.

This time we knew what to expect. In anticipation, we pre-
pared a host of documents, including:

2005-2007 on-time delivery reports
leadership/management résumés
procedures notebooks (IT, editing, production, operations/

administration, project management)
disaster recovery plan
quality manual, including the ASTM Standard Guide for 

Quality Assurance in Translation
job descriptions and organizational charts
employee handbook
2005-2007 customer issue logs
2005-2007 customer surveys
certifi cation templates

In addition, we set up 30-minute sessions for the auditor to visit 
with each management staff person, and we tidied up our offi ces 
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in preparation for a possible tour. More-
over, I made myself available throughout 
the audit, making sure the auditor had a 
go-to person for follow-up questions.

Being prepared with adequate docu-
mentation is critical in an audit, but it 
is also crucial to communicate with the 
auditor prior to the meeting to under-
stand the agenda, such as what items 
need to be discussed, key personnel 
they would like to interview, what the 
expected duration of the audit would be 
and so on. 

Revealing
Generally the auditor will come to 

the vendor’s offi ce for a day or two of 
questioning, interviewing and review-
ing of processes and documents. At this 
time, the best approach is to reveal your 
warts rather than trying to conceal them. 
There is a good chance the audit will 
uncover those problems anyway because 
the auditor evaluates data thoroughly 
and deeply. Furthermore, if the vendor is 
upfront about potential issues, trust can 
be established, making the entire process 
smoother. Finally, the auditor will be more 
likely to give the vendor ample opportu-
nity to fi x problems if the vendor is clear 
about what those issues might be.

As expected, the most recent audit we 
completed was extremely rigorous. I spent 
most of the morning answering questions 
about our workfl ow, proprietary project 
management software, training, disaster 
recovery, customer issue tracking, on-time 
delivery and more. We needed to produce 
as much documentation as possible to 
support each area of the operation. The 
auditor had a long list of checkpoints, and 
she explained that we would be scored on 
a scale of 0 (not compliant) to 5 (fully 
compliant) for each checkpoint, result-
ing in a total score that would indicate 
whether we were approved, conditionally 
approved or unapproved as a vendor. 

An example best illustrates the inten-
sity of the audit. The auditor selected a 
random job for the pharmaceutical com-
pany conducting the audit. The company 
is one of the major medical device manu-
facturers, and we have completed many 
translation projects for them, so I had no 
idea what job would be selected. With the 
job chosen, I had to walk the auditor 
through the activity log in our project 
management system and show that we 
followed the documented process, had 
kept all the document iterations, and could 

prove who did what and when. Then she 
selected one employee and task from that 
log at random, and I had to show the job 
description for that position that docu-
mented what was required to do that tasks 
and then show the résumé, performance 
evaluations and training records of that 
employee to prove that person met the 
qualifi cations of the job description, 
received regular and appropriate training, 
and was evaluated regularly. 

One of the most diffi cult tasks for the 
auditor is determining how quality assess-
ment and management differs in each 
industry she evaluates because vocabu-
lary from industry to industry is different 
— which is interesting for us as an LSP. 
So, for example, the auditor would ask 
about something called X in quality audit 
language, and we would know it as Y in a 
more practical environment. It took some 
back and forth for both of us to fi gure out 
we were talking about the same thing.

The evaluation was strenuous, but 
afterwards it reassured us that we are, 
indeed, the right choice for our clients. 
We felt rewarded by the audit process.

Refining
After the audit, the vendor receives 

a draft report indicating whether the 
vendor is fully compliant, conditionally 
compliant or not compliant. Full com-
pliance is rare. Most often, the vendor 
receives compliance conditional on a 
few issues that must be addressed. The 
vendor then has a period of 90 days to 
comply before the fi nal report is fi led.

In our case, the initial result of the most 
recent audit was “conditional approval.” 
We were commended for our cooperation 
with the process, but the auditor noted 

three nonconformances that we had to 
address to receive fi nal approval. We 
were required to respond with a fi nd-
ing/response tracking record, explaining 
corrective actions taken to resolve the 
nonconformances, due within 30 days, 
and then submit a corrective action plan 
due within 90 days.

Importantly, fi nal approval is not the 
only goal. Our internal goal was to make 
us a stronger vendor. For example, we 
were asked to formalize our documenta-
tion, and doing so would improve our 
overall processes.

Furthermore, the report gave us a 
chance to reinforce policies internally. As 
the vice president of operations, I oversee 
time and activity logging — not always a 
favorite area for employees. But now I can 
use the audit process to show our staff that 
fi lling out training forms, logging activity 
in the project management system, track-
ing customer issues and other types of 
recordkeeping really do matter.

While the entire audit process was time 
consuming, we can now go back to our 
advocates within the pharmaceutical com-
pany as well as other life sciences clients 
and let them know what changes we have 
made. We can also reevaluate our market-
ing listings in supplier directories, such as 
the GALA Language Technology and Ser-
vices Directory, to ensure that we are high-
lighting the positive points unveiled by the 
audit. The audit process may be diffi cult, 
but the end result is a more effi cient LSP 
that has continuous quality improvement 
mechanisms and accountability in place 
and provides reliable top-tier products and 
services to its life sciences clients. The out-
come is a winning situation for everyone 
— vendor, auditor and client.  M
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TAUS Data Association 
supercloud launched
Katie Botkin

TTThe recently launched TAUS Data Associ-
ation (TDA) is a nonprofi t, member-owned, 
data-sharing platform that director Jaap van 
der Meer says should transform translation 
forever. “The importance of language data, 
of course, has changed over the past 20 
years. The technology is changing; indus-
try-shared language data is a logical next 
step in the evolution of this industry,” said 
van der Meer. 

Discussion for the project started a little over two 
years ago in Taos, New Mexico. In July 2008, TDA was 
established to develop a portal with all its applications. 
In June 2009, the new platform was launched as a super-
cloud stored in a neutral database to the general public, with 
major players from its board and founding members already in 
place. “I believe [TDA] will change how the industry works,” 
said Will Burgett, supervisory board member and GILT pro-
gram manager at Intel. “It has driven the industry to work as a 
collaborative community to collectively increase productivity, 
reduce cost and stimulate new kinds of innovation in technol-
ogy and process.”

TDA will change the industry because of its potential to build 
collective value on a level playing fi eld, said Burgett. “A major 
mantra at Intel is effi ciency: do more with less; do it faster; do it 
better; do it in a scalable fashion. Automation is the key means 
of achieving localization and translation effi ciencies. However, 
each company or institution reaches a limit on how much they 
can do on their own.” Intel, on its part, is in the process of 
doing a pilot using advanced leveraging, one way of using the 
downloadable data. In June, the TDA site already contained 
over half a billion words. 

The data is crucial — in many cases, the more of it, the better, 
particularly if one is thinking of statistical machine translation 
(SMT). Something that has perplexed language philosophers 
onward from Gottlob Frege, Bertrand Russell, Noam Chomsky 
and B.F. Skinner is how natural language works in the real 
world. Trying to explain sense and language acquisition in rigid 
terms has left room for endless debate. Van der Meer said the 
latest, most accurate language theories have to do with massive 
amounts of data. In a recent post to the TDA site, he highlighted 
three Google researchers’ advice: “Forget trying to come up with 
elegant theories and embrace 
the unreasonable effective-
ness of data.” A trillion-word 
corpus of the English lan-
guage Google made available 
in 2006 to the research com-
munity indicates that fl awed, 
larger amounts of data may 
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of MultiLingual. 

The TDA portal environment.
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actually be more helpful to SMT engines 
than perfect, smaller pools. The trillion-
word corpus was “much more valuable 
than the one million word corpus that 
was carefully corrected and annotated 
with grammatical information . . . simply 
because it is a million times larger.” 

SMT is on the minds of many using the 
data portal, though in most cases it is still 
in the beginning stages. “I wouldn’t say 
at Sun we’re in full production yet; our 
experience is only in the last two years,” 
said supervisory board member Melissa 
Biggs of Sun Microsystems. “We’ve seen 
small savings currently, and we’re hoping 
that savings will increase as we scale up.”

For many companies using the data-
sharing portal, leveraging translation 
memories (TMs) may be a benefi t, par-
ticularly for newcomers to the industry. 
Van der Meer pointed to a pilot project 
from the Centre for Translation Studies 
of the University of Leeds that shows up 
to 16% of translation segments may be 
matched totally from scratch (80%-100% 
matches), and a new company with no 

TM will thus fi nd itself with a modest 
start on the data-sharing platform. Estab-
lished companies may discover that they 
also have a higher number of matches 
than from their own TMs alone.

The TDA launch comes at an inter-
esting time, with Google also recently 
announcing the launch of its Translator 
Toolkit, designed to allow users to inter-
act with and edit SMT. “Only time will tell 
the impact of the new Google technology 
on TDA or the industry in general,” said 
Burgett. “I think there is inherent danger 
in any one company controlling innova-
tion. Although it looks very compelling 
on the surface, there are always the his-
torical lessons that can be drawn from 
the Trojan Horse.” On the other hand, “a 
non-proprietary, collaborative commu-
nity approach creates an advantage for 
all and not just for one.”

A question on the minds of anyone 
thinking of collaborative data sharing, 
whether TDA or Google, is what the legal 
implications are. However, with TDA, the 
intellectual property rights remain with 

the original company, which can take 
data back whenever it wants to. Another 
legal question has to do with disclosure, 
but a discussion among participants at the 
Localization World Berlin 2009 conference 
brought up the possibility of search-and-
replacing proper names before uploading 
data, and members generally will only 
select post-released translations. 

Another common question is the 
return on investment, said van der Meer. 
People often ask: “We’ve invested hun-
dreds or millions of dollars or euros in 
these translations. What do I get back?” 
Member fees are also due, but they pay 
for basic infrastructure costs and should 
be affordable based on what the corpora-
tion or individual gets back. A freelance 
translator would pay a simple annual fee 
of 50 euros. The data storage has been 
contracted with a neutral server in Dal-
las, Texas, which is a large portion of the 
expenses. “In the end, what we settled on 
was a classic not-for-profi t association,” 
said van der Meer. 

Francis Tsang, director of globaliza-
tion at Adobe and TDA board member, 
said Adobe justifi es the expense by 
leveraging TMs, but “the top line impact 
is much bigger,” since Adobe’s main 
motivation is to build better MT ecosys-
tem. Data mining is another possibility. 

Data is organized in multiple ways 
for retrieval — by domain, company, 
product line and/or language pair. 
Members can use anything uploaded 
onto the server, and the public can do 
terminology searches. Use can range 
from hosting TMs for one’s own busi-
ness to terminology look-up, both for 
large companies and individual transla-
tors. “TDA is not meant to be exclusive; 
every stakeholder in the industry should 
be able to hook up to this cloud and 
benefi t from the data.” In addition, the 
association is only meant to fi ll in a pre-
viously-existing gap. “TDA should only 
do what other companies can not do,” 
said van der Meer. 

TDA intends to pool investments as 
well as pooling data, so the effi ciency of 
translation for the global community will 
improve. “That’s our goal, to collect many 
billions of words from the industry,” said 
van der Meer. TDA is both adding words 
and adding sectors; it has already begun 
a domain for the fi nancial industry and 
conducts webinars every two weeks, 
including a demonstration of how to use 
the server.  M
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Capitalizing on trends
reduces translation costs
Scott Bateman

TTThe translation revolution is here. 
A growing number of content cre-
ators and translators are collaborating 
online to reduce the cost of transla-
tion to zero. To those currently mak-
ing a living through translation, the 
thought can be daunting. However, 
there is still room to profi t in this new 
economy. The key is putting all the 
puzzle pieces in their proper place. Leveraging 
technology and experience and embracing the 
coming change, today's translation professionals 
can lead the industry through this next evolu-
tionary leap: allowing more content to be trans-
lated in more languages for little to no cost. 

The only difference between revolution and evolution is the 
transfer or retention of power. Leadership is taking the next 
steps at the right time. Staying current and innovating can turn 
potentially disastrous paradigm shifts into opportunities. 

The industrial revolution profoundly altered the way goods 
are produced and traded. In the space of a few decades, 
machine-based manufacturing replaced the physical labor-
based model that had prevailed largely unchanged for hundreds 
of years. Looking at three catalysts of the industrial revolution 
can provide insight into what is happening in the translation 
industry today.

The primary catalyst for the industrial revolution was new 
technology. From the printing press to the internal combustion 
engine, the industrial revolution was characterized by major 

advances in technology. Technologi-
cal changes today are similarly dra-
matic. Take worldwide collaboration 
via web applications, for example. 
The translation industry is no less 
affected by the advent of online 
communities than the bookselling 
industry was affected by Guten-
berg's press. Movable-type printing 
machines made books available to 

the masses by lowering the cost of reproducing text and turn-
ing out copies in a fraction of the time that it previously took 
for scribes to write them out by hand. Similarly, multilingual 
crowds can now work together digitally in real time, increasing 
speed and decreasing cost. Since anyone with internet access 
can participate concurrently in translating a given document, 
time to completion is now limited only by the number of people 
and their respective contributions. 

A second factor of the industrial revolution was automation. 
Henry Ford's assembly line enabled large-scale automobile pro-
duction and changed the auto industry forever. Using intelligent 
machines to automate portions of the translation process can 
mitigate the high labor cost of manual translation. Integrating 
smart computers into existing workfl ows requires new expertise. 
Consequently, modern translators can expect to undergo as drastic 
a change in skills as Ford’s 
farmers-turned-factory-
workers experienced. 

A third factor from the 
past was the inherent syn-
ergy of social production. 
Factory jobs drew popula-
tion from rural areas and 

Scott Bateman 
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Figure 1: Traditional translation workfl ow.
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concentrated them in cities. This physical proximity resulted 
in the meeting of many minds and allowed for open sharing of 
ideas. The resulting innovation combined with entrepreneurial 
spirit drove economic growth. Today, web destinations foster 
an unprecedented exchange of thought throughout a world-
wide community. Real-time collaboration without concern 
for distance encourages organic growth of business practices 
and streamlines the equalization of supply and demand in the 
market. Sponsoring and participating in online groups can 
engage vast, previously untapped resources in the trans-
lation effort.

What is driving innovation in translation technol-
ogy and processes? Common Sense 
Advisory estimates that the pool 
of content to be translated is 
growing at a rate of 50% per 
year, while only 0.56% of 
the world’s written material 
is being translated, at least by 
people. Cost and time constraints 
restrict the amount the industry can currently handle. 
Computer automation and crowd collaboration enable 
higher translation volume. Increased capacity allows 
for timely expansion into new markets in response to 
demand unobstructed by prohibitive upfront localiza-
tion costs. So, how can crowdsourcing and modern 
technology be pieced together into a cohesive work-
fl ow? The puzzle began to take shape a few years back 
with the dawn of the Information Age. 

A decade ago, PCs and e-mail began to replace typewriters 
and postal mail. Translators gained spellcheckers and online 
dictionaries, but also had to deal with new problems such as 
digital font and character set issues. Although new tools of the 
trade brought change, the basic job remained the same: profes-
sionals manually plying their craft — often into the wee hours 
of the morning — to create a fi nished product (Figure1).

Since then, software developers have been busy studying and 
enhancing computer-aided translation (CAT) tools as next pieces 
of the puzzle (Figure 2). Today’s translator has the benefi t of 

advanced assistance through applica-
tions that integrate translation memory 
(TM), machine translation (MT) and 
terminology management technology 
(Figure 3).

‘Good morning, Dave . . .’
At the risk of dooming the entire 

human race to subjugation by Skynet 
or the Matrix, smarter machines are 
needed to handle tedious, repetitive 
tasks. There is more to translate than 
the translation industry can handle. 
Lower costs and quicker turnaround 
for clients will require effi cient, inex-
haustible labor. Translators and pro-
ject managers can help to guide, refi ne 
and polish the work of a computerized 
artifi cial intelligence (AI) workforce. 
Anything that is repetitive can and 
should be automated. This automation 

provides the next piece of the puzzle.
Computer algorithms are getting very good at fi guring out 

if something to be translated is similar to something that has 
already been translated. TM matches and MT can be plugged 
into a project at the beginning to speed up the manual process. 
As more groups choose to share archived TMs, all participants 
benefi t from not having to retranslate the same content over 
and over. This corpus of collected TM can in turn be used to 
make MT even smarter. There are also additional opportuni-

ties for automation. Computers can tell whether a transla-
tor has completed a job. In addition, natural language 
processing techniques enable AI to analyze the grammar 

of a translation and throw up 
red fl ags for a human reviewer. 
Machines are also incredibly fast 
and precise when it comes to 
enforcing specifi c terminology. 
Honda’s ASIMO robot conducted 
the Detroit Symphony Orchestra 
in May 2008 to highlight a music 
education program for disadvan-
taged youth. ASIMO’s execution 
was technically precise, and the 

orchestra sounded as good as ever. As impressive as that 
is, it raises the question as to whether a machine can 
master artistry. Someday, perhaps. For the time being, art 
remains in the purview of human beings. 

In the same vein, a manual review phase at the end 
of an automation-enhanced workfl ow is highly recom-

mended. Creative project managers and translators will always 
be needed to breathe life into the fi nished product.

 — the ‘gentle way’
The philosophy behind judo can extend beyond martial arts. 

For example, absorbing and redirecting energy to preserve har-
mony and balance is sound business practice. Online communi-
ties are a force of nature whose power can be harnessed the 
way a windmill generates electricity from the weather. The fi nal 
piece of the workfl ow puzzle is swapping out tasks previously 

Terminology management: Ensure that slogans, trademarks and 
so forth are translated the same way every time. A dictionary is 
provided for each target language, and the translator adheres 
closely to this throughout the project.

Machine translation (MT): Whether the method is example-based, 
statistical or rule-based, the goal is to have automated translation 
that is as close as possible to human quality. Some workfl ows 
include authoring guides for content writers to improve MT accuracy 
and simplify post-MT review. Human-edited content can be used to 
retrain the machine’s AI for further effi ciency in the future.

Translation memory (TM): Storing sentences that mean the same 
thing in a pair of languages creates a TM. This can be done 
either by the CAT tool or after the fact with a tool that aligns 
corresponding sentences from the source and target documents. 
TMs can then be searched and used for reference on new 
translation jobs.

Reduce, Reuse, Recycle: Reduce time spent on translation. Reuse 
accurate terminology. Recycle exact matches from TM.

Figure 2: Computer-aided translation (CAT).

Figure 3: Automation-
enhanced CAT.
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performed by individuals with group 
collaboration. To make this possible, 
translation software needs to facilitate 
crowd interaction. The business model 
for translation has long been something 
like ordering dinner at a restaurant. 
Desired products or consumables are 
selected from a price list or menu. Com-
munity translation is more like a neigh-
borhood barbecue, only instead of “bring 
your own meat” (BYOM) it's BYOContent 
or BYOTranslators. The translation com-
pany or application is comparable to the 
host of the event, handling introductions 
between content owners and translators, 
providing a comfortable environment in 
which to mingle and generally making 
sure everyone has a good time. 

Future translation software cannot 
just be a toolbox for helping translators, 
managers and reviewers; it has to be the 
virtual workspace for the group creative 
process (Figures 4-7). It is a marketplace 
that operates with many kinds of cur-
rencies. In addition to the dollar, yen or 
euro, the new currencies include social 
capital, recognition and the satisfaction 
of teamwork and co-creation.

Bilinguals are the embodiment of a 
bridge for cross-cultural exchange. Shar-
ing interests and hobbies with other native 
speakers of both languages is something 
they already do for fun. If a favorite 
author or sports teams were to offer a 
chance to translate in exchange for rec-
ognition, many would accept. Popular 
content generators are likely already in 

contact with an interested community via 
e-mail, website or online forums. For 
these, beginning a community translation 
project is as simple as setting up the con-
tent on a crowd-capable platform and 
announcing it to the group. But not every 
company has a built-in network of moti-
vated volunteers. 

There are multilinguals who love lan-
guage for the language itself. They might 
do the daily crossword puzzle and get in 

fi ghts over heated games of Scrabble or 
Boggle. They may compulsively correct 
spelling and grammar. They’re ready to 
help with your next translation project if 
you can reach them, motivate them and 
make it easy. An online marketplace can 

Figure 4: A CAT interface shows source segments in context and 
provides terminology, MT and TM suggestions for creating the target translation.

Figure 5: Individual user statistics provide a 
way for community members to track and 

compare work and provide community moder-
ators metrics to use in rewarding contributors.
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help companies connect with these bilin-
guals and others motivated by interest in 
the content, love of the language, fi nan-
cial compensation, or building a portfolio 
and reputation as a skilled translator. Web 

applications offering this type of network-
ing functionality will enable everyone to 
experiment with crowdsourced transla-
tion. Translating as a group on a crowd-
capable platform, participants will not 

only have access to CAT technology, but 
they will also have each other. 

To make this possible, the translation 
portal must be easy to access whether 
you’re posting content to be translated, 
signing on to help translate, or automat-
ing interaction with another system. 
It needs to allow for multiple people 
to work on the same document at the 
same time. It should also allow for self-
assignment and divide the project into 
manageable, 10-15 minute portions. It 
needs to allow customizable profi les and 
track users’ work to report back to the 
community (Figure 8). 

The portal should let users vote on the 
accuracy of translations and offer cor-
rections. In the workfl ow puzzle, a group 
review step fi ts right after the group 
translation step. The number of votes to 
make a segment automatically accepted 
should be confi gurable.

Communication, both with the com-
munity and with the content owner, is 
the key to success in a group translation 
project. Completion dates can be pre-
dicted based on past activity in the com-
munity, but the actual result is dependent 
on the users. In cases where there is an 
absolute deadline, cutoff dates based on 
progress percentages can be scheduled. 
When this date is reached, the project 
can be handed over to professionals. 

Though it introduces an element of 
unpredictability, community translation 
yields an additional benefi t: participants 
become experts in the content and as 
such are natural advocates to the world 
market. Furthermore — to use a couple of 
clichés — in our experience team transla-
tion is quicker because many hands make 
light work and more accurate because 
two heads are better than one (Figure 9). 

Figure 7: Translators can self-assign community documents or work on fi les concurrently.

Figure 8: The community review interface 
enables peer voting and suggestions.

Figure 6: Documents in a project can be set to allow for group translation, 
self-assignment by community members or standard top-down assignment.
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Even though computer automation and social 

production can bring the cost of the translation 
close to zero, there is still money to be made. User 
licenses, custom integration, profes-
sional services and consulting 
fees can cover the ongoing 
costs of hosting and main-
taining a community trans-
lation platform. There will 
always be a need for pro-
fessional reviewers and loc-
alization experts. Project managers can shift into 
community administrative roles as necessary.

By switching to relatively fi xed infrastructure 
costs, translation volume can increase without the 
direct cost associated with the traditional pay-per-
word or pay-per-project pricing model of the past. 
This new fi xed pricing model will allow for expan-
sion into markets where, in the past, the potential sales 
could not justify the high cost of translation. Instead of 
bearing the stigma of a cost center, corporate localization and 
globalization departments become profi t centers as an exten-
sion of the sales and marketing teams. Language service 
providers can focus on offering value-added services for 
additional revenue above static translation costs.

Involving communities and computer automation in 
translation does not eliminate jobs in the industry. It 
opens up new roles and opportunities for variety and 
growth. Figure 10 shows some of the new roles available 
as technology and communities are incorporated into 
the workfl ow. Advancing from the status quo through 
automation-enhanced processes to crowdsourced trans-
lation, new skills and expanded expertise become 
necessary.

At fi rst glance it may seem that eight people are doing 
the job three were doing before. On the contrary, as current 

roles become less time consum-
ing, people are free to work on 
whatever is most necessary to 
the project. Letting automation 

handle the cookie-cutter work 
allows people to break out 
of restrictive roles and 
gravitate to what interests 
them. This organizational 
self-optimization mirrors a 
common trend in the busi-

ness world: structured procedures are automated or commoditized 
while people constantly reinvent their role to fi t the needs of the 
company and industry. 

Business legend Warren Buffett warns that “chains of habit 
are too light to be felt until they are too heavy to be broken.” 
Few jobs are the same today as they were a few years ago. The 
next few years will, no doubt, hold surprises for the transla-
tion industry. Capitalizing on emerging opportunities such as 
computer automation and online community collaboration 

could make the difference between experiencing evolution and 
revolution.  M

Traditional 
Roles 

New Opportunities with 
Integrated Automation 

New Opportunities with 
Crowd Translation 

Translator Post-editor 
Team translator

Terminology manager 

Reviewer Finishing editor 
Team reviewer

Review validator 

Project 
Manager 

Technical account manager
Project coordinator

Platform technical support
Systems integration specialist

Team builder
Incentive program manager

Figure 10: New variety of roles in an evolving industry.

Figure 9: Automation-
enhanced CAT with
 social production.
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Measuring QA to improve 
translation cost and speed
Sonia Monahan

CCCost, time and quality should be balanced when 
structuring translation programs and, more specifi -
cally, translation project processes. We consistently 
hear that quality needs to take a back seat to cost 
and time, especially in the current economic cli-
mate. It is more important than ever to get products 
to market in a timely and cost-effective manner. 

Common perceptions about quality are that it is expensive and 
that to increase quality, you need to add to the project process steps. 
The traditional approach has been to add process steps and quality 
checks to improve delivered quality. The value of these additional 
quality steps is questionable. Comparisons of edited and proofed 
fi les against original translations show that in some cases, editors 
and proofers detract from the quality as much as they improve it. 
Translation errors and deviations from client-specifi c guidelines 
can be found even through fi nal quality assurance (QA) steps. In 
traditional processes, none of these numerous steps captures the 
translation quality level prior to delivery to the client.

In reality, a focus on measured quality can dramatically reduce 
cost and turnaround time. The methodology presented here dem-
onstrates how a paradigm shift can change the way localization 
projects are managed. 

Why measured quality?
Measured quality as a tool can be used to increase quality and 

drive effi ciency improvements. The challenge is to measure in 
the most objective manner possible, though translation quality 
will always retain a subjective aspect. There have been numerous 
attempts to create metrics to capture translation quality, ranging 

from LISA QA to SAE J2450 
and more. Some companies 
have also created their own 
metrics. What is apparent 
from these efforts is that 
there is no one right way to 
measure translation quality, 
but that these measurements 

need to be customized to best match the individual language 
service provider (LSP) and client requirements for quality. 

Measured translation quality on its own has limited benefi ts. 
Though it is helpful to have an objective assessment of the lin-
guistic quality levels, it can only have wide-scale benefi ts when 
integrated into a robust quality system. As an example, linguistic 
evaluations are only as accurate as the instructions provided to 
both the linguists and the evaluators. In the absence of an approved 
terminology glossary, the original translators and evaluators may 
have differing opinions on what “correct” translations of key ter-
minology are. The evaluation is only of limited benefi t in this case, 
as this adds a subjective element to the measurement process. 

When integrated into a translation quality system, however, 
measurable quality can dramatically improve results. Delivered 
quality can be increased, and project costs and turnaround times 
reduced. As previously mentioned, the typical approach to deliv-
ering translation quality has been to add steps. In the absence of 
an accurate measurement, LSPs and end clients have approached 
this by adding a combination of additional manual QA steps, as 
well as automated QAs, end-client review cycles and more. The 
assumption is the more people who review the translation, the 
better it will be. On the contrary, by involving too many people, 
it is possible that these QA resources may have less knowledge of 
the linguistic requirements for that particular project or product 
and may, in fact, add to the errors.  

By way of example, our company has been able to realize qual-
ity improvements accompanied by savings in cost and turnaround 
time by implementing our internally developed quality system. 
Measurements are initially generated from the system across the 
board and per large client account. Quality targets are set on a 
corporate-wide level and individually, where appropriate, by client 
accounts. Where the baseline does not meet our target, an analysis 
is completed to determine why this gap exists. Gaps occur from a 
range of causes, including incorrect resources on linguistic team; 
insuffi cient training for team members on client-specifi c infor-
mation; issues with existing glossaries and translation memories 
(TMs), typically when they had evolved over the years; process 
improvement needs; issues with reference material (too extensive, 
insuffi cient or contradictory); and so on.

Sonia Monahan 
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president of 
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ForeignExchange 
Translations. 
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The initial trends uncovered by this system showed a need to 
revisit and improve upon the support material and training being 
given to the linguists. For example, TMs and glossaries that have 
evolved over the years by being updated with differing attributes 
by different translators require cleanup and maintenance. It is 
often diffi cult to justify funding TM maintenance projects. Con-
sider the return on investment of a TM cleanup vs. quality issue 
rework on multiple projects. TM cleanup is a one-time cost and 
can be highly automated using technology. The quality errors 
that result from a poor TM on the front end of a project can 
heavily impact time-to-market and also add rework costs on each 
project completed.

The biggest benefi ts in this quality improvement effort were 
seen on those client accounts where strong partnerships exist and 
where the project teams can work together with the clients to 
ensure that a comprehensive linguistic quality strategy is in place. 
These accounts also have long-term linguistic teams assigned to 
them. These linguists are trained on both client products, as well as 
on use of the client-specifi c style guides, glossaries and TMs.

Once high-quality inputs are given to translation, the qual-
ity is moved upstream, reducing the need for repetitive QA steps. 
The evaluations at this stage become meaningful, as the quality 
evaluated closely refl ects the quality needed for that client and 
project. These evaluations and associated project feedback can 
determine how to best streamline the processes and tasks, thus 
resulting in reduced time and cost, while ensuring the same or 
better quality on delivery. Methods for streamlining vary, based 
on the type of project, but range from reduction in client review 

rounds and/or rework, streamlining of editing and proofreading 
steps, streamlining QA steps, and ultimately fewer and faster QA 
and review rounds.

How to go about implementing 
a measured translation quality system
Step 1: Defi ne your quality requirements
The fi rst step in the process is to defi ne what quality means 

to your organization. Determining what is critical to your end 
product drives not only which measurement tool you select, but 
also how this will be integrated into your systems. Collect feed-
back on quality requirements from numerous sources. Collect 
this feedback internally and also from your end clients. Your 
end clients and translation buyers within your organization may 
have different ideas of what the quality should be. 

For example, style is likely more important in your marketing 
collateral than in your technical manuals. Ask these people to be 
as specifi c as possible, documenting examples of their require-
ments. Following are some suggested areas to explore within 
your organization.

Many organizations, for example, defi ne types of errors in 
their quality systems. Corrective and preventive action or non-
conforming product procedures may already have defi nitions. 
Though these may not all be translation specifi c, they are a good 
place to start. Some systems classify errors as major or minor; 
others may have three categories — critical, major or minor. As 
an example, we defi ne critical translation errors as errors that 
present a risk of compromising continuity of care, or safety or 
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full-text search software with this powerful 
alignment tool.

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

• AlignFactory
• AlignFactoryLight
• AlignRobot

 Terminotix Inc.
Ottawa, Ontario Canada

termino@terminotix.com
www.terminotix.com

Heartsome Holdings Pte Ltd
Singapore

info@heartsome.net 
www.heartsome.net

Heartsome
Translation Studio

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

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

interface

Schaudin.com
Gross-Zimmern, Germany
Seattle, Washington, USA

info@schaudin.com • www.schaudin.com

Trusted Windows 
Software Translation Tool
Translate your Win32, Microsoft .NET, Java 

and XML software files into different languages 
quickly and easily with RC-WinTrans, used by 
successful businesses worldwide since 1993. 
Complete localization environment supports 
WYSIWYG display and layout editing for 
Win32/.NET files; dictionaries; automatic 
translation and related operations; quality 
assurance checks; source file changes indication 
and preview; secure project database update; 
external translation accessories plus many other 
features and functions to make your software 
international and expand your market.
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Business
effi cacy issues. This applies directly to the 
medical and pharmaceutical documenta-
tion, though it may be an inappropriate 
defi nition for a translator working in a 
different industry.

Defi ne the types of products and mate-
rials you will be evaluating — documenta-
tion, software, websites, training, online 
help, marketing collateral, clinical dossiers 
or other. You may need to determine your 
evaluation criteria for each of these types 
of products, if you are covering a broad 
spectrum of project or material types. We 
have found that within our space, the 
evaluations for most technical materi-
als are similar, though weightings across 
categories may need to change. Marketing 
materials require a separate evaluation 
structure for our work.

Another critical aspect to explore is 
customer feedback. Reviewing historical 
data around customer complaints on trans-
lation quality helps pinpoint areas for 
improvement. We reviewed numerous cat-
egories of client feedback, including cli-
ent reviewer feedback (reviewing per 
language, per client, and across accounts); 
end-client feedback, as well as customer 
satisfaction surveys. These sources of 
data can uncover trends in error types, 
determining if you have primarily errors 
with accuracy or mistranslations, read-
ability or stylistic issues. Soliciting input 
from the in-country review teams on 
what they would like to see from linguis-
tic quality can prove meaningful as well. 

Step 2: Selecting or creating a trans-
lation quality metric

Once you have completed this defi nition, 
review off-the-shelf measurement systems 
to see if they meet your needs. The LISA QA 
model is set up to measure a wider variety 

of project types, and software is included, 
for example; SAE J2450 was created for 
the automotive industry, specifi cally mea-
sures accuracy of the text and does not 
include style. Once you have defi ned your 
requirements and investigated the existing 
tools, you can determine whether any of 
these off-the-shelf tools meets your needs 
or if you should customize to create your 
own metric. 

Creating your own tool could be done 
for a variety of reasons, including the need 
to customize for something like the medi-
cal and pharmaceutical space, to be able to 
collect evaluations online, ensuring ease of 
use for our evaluators and timely collection 
of feedback. Once evaluations are collected, 
project managers and linguistic quality 
coordinators are automatically notifi ed, 
allowing for remedial actions where needed 
on project deliveries. 

Though the off-the-shelf tools have the 
categories defi ned for evaluation (accuracy, 
terminology and so on), the weightings 
and passing/failing thresholds need to be 
defi ned for your organization. We used a 
team of linguistic experts to set the initial 
weightings. We went through numerous 
rounds of testing to adjust and tweak these 
weightings. We originally started with one 
level for passing regardless of when the 
evaluations were done, then moved to an 
approach where even higher levels of qual-
ity were required later in the stage of the 
projects. Collect feedback internally from 
clients and from your linguists on the use 
of the tool and how accurately this refl ects 
the true translation quality levels.

Step 3: Integrating the quality metric 
into a robust translation quality system

Translation metrics and evaluation data 
in a vacuum are of little value. Integrating 

these into a linguistic quality system turns 
this data into a valuable tool to drive 
improvements in quality and effi ciency. 
The old adage “garbage-in, garbage-out” 
applies to this system as well. If the TMs or 
glossaries are in poor shape, the resulting 
translation will not be much better. Evalua-
tors who are evaluating against substan-
dard or nonexistent glossaries will not be 
adding value. 

These systems can be effectively imp-
lemented on the LSP or end-client envi-
ronment. If implemented on the client 
side, these translation metrics can be uti-
lized to measure your LSP’s end quality. 
One option is to identify in-country 
reviewers within your organization to 
review the quality of the translation. Uti-
lizing a translation metric, this will also 
help to control the scope and changes 
your reviewers are making. Each change 
is classifi ed (for example, two major 
accuracy errors in 3,000 words), thereby 
steering your reviewers away from mak-
ing preferential changes to the content.

Defi ne your quality requirements. Then 
utilize the data from your translation met-
ric to measure and benchmark where you 
are with quality now. This is most effec-
tively done on a client-by-client basis as 
quality defi nitions may vary, though can 
be applied more broadly. Analyze the data 
to determine root causes of issues you are 
having and to assess areas to improve. 

Set targets and strategies for improve-
ment. With your metric data, you can 
track how well you are progressing 
against meeting your improvement tar-
gets. As you make ongoing improvements 
and process changes, the data from your 
translation measurements provides an 
ongoing stream of feedback to ensure 
that you are retaining or improving your 
quality levels.

The cost-time-quality trinity can coex-
ist through smart implementation of a 
measured QA program. Measuring quality 
allows for focused, surgical improvements 
rather than siege-style QA processes. The 
saying “That which receives attention, 
grows” is good to keep in mind. By mea-
suring the quality of your translations, 
you set the bar to the high standard you 
want and hold it there. It is no longer that 
black box at the end of a process. Mea-
suring quality will actually serve to 
improve the end result without sacrifi c-
ing time or cost. In a competitive market-
place and tough economy, that makes 
everyone happy.  M
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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

back translation. The process of translating a document 
that has already been translated into another language to the 
original language — preferably by an independent translator.

Central America. The central geographic region of the 
Americas. It is the southernmost, isthmian portion of the 
North American continent, which connects with South 
America on the southeast. Central America has tradition-
ally consisted of Belize, Costa Rica, El Salvador, Guatemala, 
Honduras, Nicaragua and Panama. 

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 per-
formed by an employee or contractor and outsourcing 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” modules 
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 a 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.

Hispanic. A term that historically denoted relation to ancient 
Hispania (geographically coinciding with the Iberian peninsula 
— modern-day Spain, Portugal, Andorra and Gibraltar) and/or 
to its pre-Roman peoples. The term now refers to the culture 
and people of Spain plus the Spanish-speaking countries of the 
Americas.

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.

Latin America. The region of the Americas where Romance 
languages — those derived from Latin, namely Spanish and 
Portuguese — are officially or primarily spoken. 

Latina, Latino. The demonyms Latina (feminine) and Latino
(masculine) are defined in several English language dictionar-
ies as persons of Hispanic, especially Latin American, descent, 
often living in the United States. In the United States, the term 
is in official use in the ethnonym Hispanic or Latino, defined 
as “a person of Cuban, Mexican, Puerto Rican, South or Cen-
tral American, or other Spanish culture or origin regardless of 
race.” Neither Hispanic nor Latino refers to a race, as a person 
of Latino or Hispanic culture can be of any race.
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localization (l10n). In this context, the process of adap ting 
a product or software to a specific international language or 
culture so that it seems natural to that particular region. True 
localization considers language, culture, customs and the char-
acteristics of the target locale. It frequently involves changes 
to the software’s writing system and may change keyboard 
use and fonts as well as date, time and monetary formats. 

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

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.

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.

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

South America. A continent of the Americas, situated 
entirely in the Western Hemisphere and mostly in the South-
ern Hemisphere. It is bordered on the west by the Pacific 
Ocean and on the north and east by the Atlantic Ocean; 
North America and the Caribbean Sea lie to the northwest.

statistical machine translation (SMT). A machine transla-
tion paradigm where translations are generated on the basis of 
statistical models whose parameters are derived from the anal-
ysis 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. 

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. 

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

Resources
ORGANIZATIONS

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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Services Showcase

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

 Europe’s No. 1
Greek Localizer

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

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

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

quality and on-time delivery.

 Your Polish 
Production Center

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

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

 Ryszard Jarza Translations
Wroclaw, Poland

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

Localization Is
More Than Translation . . .

Global challenges require flexible and 
professional service providers. Take advantage 
of our experience and know-how and make your 
product a worldwide success! SAM Engineering 
was established in 1994 and provides localization 
services to IT organizations as well as translation 
and engineering services to vertical industries 
through its network of translation partners, 
specializing in the translation of business 
applications and technical documentation. 

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

SAM Engineering GmbH
Muehltal, Germany

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

 MediLingua BV
Leiden, The Netherlands

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

 Medical Translations
MediLingua is one of Europe’s few 

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

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

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

Rheinschrift Übersetzungen 
Best & Steigerwald GbR

Cologne,  Germany
contact@rheinschrift.de • www.rheinschrift.de     

 Globalization Competence 
for the Worldwide IT Industry 

Professional globalization requires experi-
ence. 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 
mentalities of the German-speaking world. 
Our strength lies in our work for well-known 
software and hardware manufacturers. 
Furthermore, we also offer traditional transla-
tion 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. 

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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ASSOCIATIONS

Globalization and Localization Association 
Description The Globalization and Localization Association 
(GALA) is a fully representative, nonprofit, international 
industry association for the translation, internationalization, 
localization and globalization industry. The association gives 
members a common forum to discuss issues, create innova-
tive 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 TAUS is a networking community of users, devel-
opers and practitioners of translation services and technolo-
gies. TAUS organizes industry meetings, publishes reports, and 
provides research and consulting in the area of translation 
automation and strategies. The organization is directed by 
Jaap van der Meer.
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.translationautomation
.com See ad on page 12

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 

integrated suites providing ASR and MT in media monitor-
ing of broadcast and telephony speech, as well as handheld 
and wearable speech-to-speech translation devices. 
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com 

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 7

 

TAUS Data Association 
Description TAUS Data Association (TDA) is a not-for-profit 
member organization bringing together the translation memo-
ries (TMs) and terminology of the global translation industry.  
The resulting Language Data Exchange Portal is a high quality, 
open and secure language database for the benefit of all. We 
work on the basis of reciprocity — you store language data in 
the platform and in return get access to the TMs and glossa-
ries of the wider industry. The data is organized by industry 
domain, company, product line and language pairs, enabling 
you to conveniently search and retrieve what you require. 
TAUS Data Association Oosteinde 9-11, 1483 AB De Rijp, The 
Netherlands, 31-299-672028, Fax: 31-299-672028, E-mail: jaap@
translationautomation.com, Web: www.tausdata.org

CONFERENCES  

 
The 33rd Internationalization & 
Unicode Conference
Description The Internationalization & Unicode Conference 
(IUC) is the premier technical conference focusing on mul-
tilingual global software and web internationalization. Each 
IUC features a variety of tutorials and sessions that cover cur-
rent topics related to web and software internationalization, 
globalization and Unicode. Internationalization and Unicode 
experts, implementers, clients and vendors are invited to 
attend this unique conference. The interactive format makes 
the IUC a great place to meet and exchange ideas with leading 
experts during birds-of-a-feather gatherings, find out about 
the needs of potential clients, or get information about new 
and existing Unicode-enabled products in the exhibit hall. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320, E-mail: kenberk@
omg.org, Web: www.unicodeconference.org/ml See ad on page 14

 
Localization World 
Description Localization World conferences are dedicated
to the language and localization industries. Our constituents 

are the people responsible for communicating across the 
boundaries of language and culture in the global marketplace. 
International product and marketing managers participate in 
Localization World from all sectors and all geographies to 
meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences. 
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,  
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com See ad on page 3

ENTERPRISE SOLUTIONS

 

Across Systems
Multiple Platforms
Languages All Description Across Language Server is the 
world’s leading independent linguistic supply chain tech-
nology. It provides a central software platform for corporate 
language resources and translation processes. The all-in-one 
enterprise solution includes a translation memory, a termi-
nology system, and powerful PM and workflow control tools. 
It allows end-to-end processing so that clients, LSPs and 
translators collaborate seamlessly. Open interfaces enable 
the direct integration of CMS or ERP solutions, among oth-
ers. Across clients access the Language Server via LAN, WAN 
or web, or as a hosted service. Across customers include 
Volkswagen, HypoVereinsbank, SMA Solar Technology and 
hundreds of other leading companies.
Across Systems Im Stoeckmaedle 18, D-76307 Karlsbad, Germany, 
49-7248-925-425, Fax: 49-7248-925-444, E-mail: international@
across.net, Web: www.across.net See ads on pages 4, 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 lan-
guage data. We deliver our software to our customers in a tra-
ditional enterprise software install and software-as-a-service
(SaaS) model via the web. In many ways, we’re enterprise 
software with a social twist. We’re focused on delivering com-
mercial 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 62

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiCorpora 
provides language technology solutions to enterprises, LSPs 
and governments. As the independent language technol-
ogy experts, MultiCorpora empowers organizations to 
better manage linguistic assets and transform translation 
expenses into reusable assets regardless of whether organiza-
tions outsource their translations or handle them internally. 
MultiTrans is a client-server application that pioneered the 
Advanced Leveraging TM concept which features hassle-free 
document pair alignment, recycles previous translations with 
context and provides an on-the-fly view of how ambiguous 
terms were previously translated. The Translation Bureau of 
Canada, international organizations such as UNESCO, and 
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corporations such as Toys“R”Us, Fidelity, Kraft, HSBC and 
Pfizer have selected MultiTrans as their multilingual asset 
management solution. 
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 facilitat-
ing cross-cultural technical communications in all languages. 
The company has grown to be the largest privately held mul-
tilingual information technology and services company in the 
world with 42 offices in 32 countries. Its advanced technol-
ogy developments have propelled STAR to its current market 
position. Core services include information management, 
translation, localization, internationalization, globalization, 
publishing and consulting. Core technologies include Tran-
sit (translation memory), TermStar/WebTerm (terminology 
management), GRIPS (corporate technical communication 
platform), MindReader (corporate author assistance), STAR 
James (corporate process management), i-Know (corporate 
learning platform) and SPIDER (electronic 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 11

INTERNATIONALIZATION TOOLS 

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiCorpora 
provides language technology solutions to enterprises, LSPs 
and governments. As the independent language technol-
ogy experts, MultiCorpora empowers organizations to 
better manage linguistic assets and transform translation 
expenses into reusable assets regardless of whether organiza-
tions outsource their translations or handle them internally. 
MultiTrans is a client-server application that pioneered the 
Advanced Leveraging TM concept which features hassle-free 
document pair alignment, recycles previous translations with 
context and provides an on-the-fly view of how ambiguous 
terms were previously translated. The Translation Bureau of 
Canada, international organizations such as UNESCO, and 
corporations such as Toys“R”Us, Fidelity, Kraft, HSBC and 
Pfizer have selected MultiTrans as their multilingual asset 
management solution.  
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 32

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 

 

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 interna-
tional media localization services since 1994, with a unique 
team of project managers, studios, engineers and selected 
linguists spread over 30 countries worldwide. Solid proce-
dures and transparent relationships with clients guarantee 
high quality of text, audio and video, timeliness and flexibil-
ity. 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 38

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompassing a 
whole range of client needs, from plain translation to desk-
top/web publishing to localization development and testing. 
Over the years, EuroGreek’s services have been extended to 
cover most subject areas, including German and French into 
Greek localization services. All of EuroGreek’s work is pro-
duced in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG UK  
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production@
eurogreek.gr, Web: www.eurogreek.com See ad on page 53

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 17
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iDISC Information Technologies
Languages Spanish (all variants), Catalan, Basque, Galician 
Description iDISC, established in 1987, is a privately-held 
translation company based in Barcelona that focuses on 
localization into all variants of Spanish (European, Latin 
American, USA and Neutral) and the other languages spoken 
in Spain (Catalan, Basque and Galician). Services range from 
translation and localization to engineering, testing, DTP and 
consulting. Specialization fields are software localization, 
technical and telecom documentation, ERP, automotive and 
related marketing material. We have all commercially avail-
able tools and experience using many different proprietary 
customer platforms and solutions; internal workflow portal-
based tools to reduce management costs and increase quality, 
consistency and on-time deliveries; and continuous support 
to the client PMs and process optimization to achieve the best 
project results and establish long-term honest partnerships. 
iDISC Information Technologies Passeig del progrés 96, 08640 
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 34-
93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

 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 auto-
motive solutions and from interface specifications to legal 
notices. Janus is ISO 9001:2000 certified. Company activities 
including translating, localizing, DTP and linguistic consult-
ing 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 9

Lingo Systems, Translation & Localization
Languages 170+ Description Lingo Systems, powered by 
Language Line Services, provides customer-focused sole-
source solutions for global companies in 170+ languages. 
We specialize in the translation and localization of technical 
documentation, software, multimedia applications, train-
ing materials, e-learning solutions and online applications. 
Other globalization services include quality assurance testing 
(hardware and software), integration of content manage-
ment solutions, interpretation (170+ languages), cultural 
training and assessment, and internationalization consulting. 
Lingo Systems has never caused a late release. No other firm 
makes this claim. For a free copy of our award-winning book, 
The Guide to Translation and Localization — Communicating 
with the Global Marketplace, visit www.lingosys.com or call 
800-878-8523.
Lingo Systems 15115 SW Sequoia Parkway, Suite 200, Portland, OR 
97224, 503-419-4856, 800-878-8523, Fax: 503-419-4873, E-mail: 
info@lingosys.com, Web: www.lingosys.com See ad on page 47

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/soft-
ware/Flash localization engineering. Our seasoned DTP 
professionals and localization engineers are working with the 
latest 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  

  

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

  

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 provide 
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 soft-
ware, 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 42

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 consultation; 
glossary development; native language translation; multilin-
gual web content management; translation memory mainte-
nance; localization engineering; linguistic and functionality 
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 

  

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 
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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 53

  

Tek Translation International
Languages All Description Tek provides globalization solutions 
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 technology 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 trans-
lation, localization engineering, DTP, MT post-editing, work-
flow/process consulting and project management. TOIN offers 
global reach and exceptional strength in Asia, with headquar-
ters 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 soft-
ware/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 pro-
cesses, 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 40

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, 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 27

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

Software Localization Solutions by Schaudin.com
Windows
Languages All languages supported by Microsoft Descrip-
tion Make your software multilingual with the extensive 
functionality, convenient quality control features and 
advanced translation support found in Schaudin.com’s 
RC-WinTrans software localizer, used by successful busi-
nesses 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 development platforms), while ensur-
ing 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 See ad on page 49

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 Projetex.
Current deployments range from 2 to 100 workstations, with 
tested capacities of up to 500. Use does not require additional 
components. It includes built-in AnyCount (word and char-
acter 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 

SPEECH TECHNOLOGIES 

AppTek
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect, 
English, Farsi/Persian, French, German, Hebrew, Iraqi dialect,
Italian, Japanese, Korean, Pashto, Polish, Portuguese, Russian, 
Simplified Chinese, Spanish, Tagalog, Traditional Chinese, 
Turkish, Ukrainian, Urdu Description AppTek is a developer 
of human language technology products with a complete 
suite for text and speech (voice) processing and recognition. 
AppTek’s product offerings include hybrid (rule-based + sta-
tistical) machine translation (MT) and automatic speech rec-
ognition (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
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TM BROKERS 

 
The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously translated
data: the translation memory (TM). The consistently growing 
size of the TM represents an ever-increasing value to you as its
owner. By the same token, it becomes increasingly attractive 
to TM buyers from the same industry to either jump-start a 
TM or complement it with proven, industry-specific trans-
lations. Through TM Marketplace, this asset can now pro-
vide an immediate return on investment through licensing 
to other parties. As TM brokers, TM Marketplace connects 
corporate owners of translation assets with parties who want 
to license and benefit from those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864, 
208-265-9465, Fax: 208-263-6310, E-mail: info@tmmarketplace
.com, Web: www.tmmarketplace.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, independent specialist review, legal certification of 
translated documents, website and software localization, 
localization engineering, testing, documentation localiz-
ation, graphic design, DTP operations and pre-press review 
and printing. Our team of more than 1,000 professional 
translators, proofreaders, terminology specialists, graphic 
designers, IT engineers and, last but not least, experienced 
project managers is our most significant asset.
ACP Traductera Na Vysluni 201/13, Prague 10, Czech Republic, 
420-384-361-300, Fax: 420-384-361-303, E-mail: info@traductera
.com, Web: www.traductera.com See ad on page 21

 

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. 
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 manufacturers, 
biotech companies and CROs. Our proprietary Multilingual 
Compliance Process combines expert linguists, best-of-breed 
technology and measurable translation quality in a process that 
is both robust and completely scalable, ensuring your projects 
are finished on time and within budget. For more informa-
tion on how we can help meet your translation requirements 
or for a quote on your next translation project, please contact 
us directly or visit our website at www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315, 
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781-
893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com See 
ad on page 28

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 31

KERN Global Language Services 
Your language partner
Languages All Description KERN Global Language Services 
is a leading provider in the area of global communication 
with over 35 offices worldwide. With more than 30 years of 
experience, our services include translation and interpreting 
in all languages; software, multimedia and website localiza-
tion; terminology management; multilingual desktop pub-
lishing; and individual and corporate language training in all 
major languages. KERN has established itself as a preferred 
insourcing and outsourcing solution provider for language 
services. We serve clients in all industry sectors, including 
the automotive, medical, pharmaceutical, chemical, IT and 
financial services industries. To learn more about us, please 
visit www.e-kern.com
KERN Global Language Services 
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-953-
2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 49-
69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Right Emperor Commercial Building, Unit B, 11/F, 122-126 
Wellington Street, Central, Hong Kong, SAR China, 852-2850-4455, 
Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: www.e-kern.com 

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991, 
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 
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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 lan-
guages (36 today and counting) and Japanese as well as transla-
tion-related services to manufacturers of devices, instruments, 
in vitro diagnostics and software; pharmaceutical and bio-
technology companies; medical publishers; national and 
international medical organizations; and other customers in 
the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburger-
weg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, Fax: 31-
71-5234660, E-mail: simon.andriesen@medilingua.com, Web: www
.medilingua.com See ad on page 53

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 technol-
ogy and diagnostics, regulatory affairs, dental medicine and 
other specialist medical fields. We offer a range of professional 
services covering translation, information production, global 
information management and XML documentation applica-
tions. 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, pro-
ducing, managing and documenting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-731-
17-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad 
on page 29

  
Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas 
of expertise are in the oil and gas industries, auto manufac-
turing, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru  See ad on page 46

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 53

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 back-
grounds. We guarantee a high standard of quality while main-
taining 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 53

Localization and Globalization Partner
Languages 50, including English, Chinese, Japanese, Korean 
Description Saltlux was founded in 1979 as the first localiza-
tion and globalization service provider in Korea. With over 30 
years of accumulated experience and know-how, Saltlux is an 
ideal and esteemed global technical communications 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 solutions 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 transla-
tors, experienced project managers and dedicated software 

engineers and DTP specialists has enabled Skrivanek to pro-
vide 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 pro-
vides 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 educa-
tional materials. Our comprehensive service portfolio includes 
unparalleled desktop publishing and multimedia localization 
engineering support for e-learning materials. Our in-house 
staff of 35 includes project managers, senior linguists, desk-
top publishers, 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 lead-
ing quality provider of customized language solutions 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 plan-
ning 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, experi-
enced 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 
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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 effi-
cacy: genuine compliance with all open standards; com-
pletely cross platform; user-driven innovation; and no-frill 
minimalist approach towards product embodiment design 
and packaging. Heartsome CAT tools went through a 
complete overhaul to bring the deployment of language 
technology open standards to a level far beyond those of 
similar products in the 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 49

 
TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description  MultiCorpora 
provides language technology solutions to enterprises, LSPs 
and governments. As the independent language technol-
ogy experts, MultiCorpora empowers organizations to 
better manage linguistic assets and transform translation 
expenses into reusable assets regardless of whether organiza-
tions outsource their translations or handle them internally. 
MultiTrans is a client-server application that pioneered the 
Advanced Leveraging TM concept which features hassle-free 
document pair alignment, recycles previous translations with 
context and provides an on-the-fly view of how ambiguous 
terms were previously translated. The Translation Bureau of 
Canada, international organizations such as UNESCO, and 
corporations such as Toys“R”Us, Fidelity, Kraft, HSBC and 
Pfizer have selected MultiTrans as their multilingual asset 
management solution. 
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 44

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 effec-
tive consultation of terms and texts. The most robust align-
ment tool on the market. More consistent use of terminology 
and phraseology in-house and by freelancers. Internal and 
external repetition detection and pretranslation. The web 
version allows access to your terminology, bitexts and docu-
ments by translators, writers and subcontractors from any-
where 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 49

WORKFLOW SOLUTIONS

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and doc-
umentation industry. On a web-based platform, the system
includes business management as well as process and docu-
ment management and integrates translation software, 
financial accounting systems and existing software envi-
ronments 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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P is the interpreter’s role, and what exactly are his or her respon-
sibilities? Should interpreters merely be impartial channels for 
the exchange of information, or are they supposed to be patient 
advocates as well? What training, if any, do interpreters need to 
have? Should they be certifi ed? If so, by what organization? 

These are all excellent questions that may, and indeed have, 
come up. Due to the growing number of immigrants in the 
United States, the demand for interpreters and translators in 
the medical fi eld is on the rise, and medical institutions are 
beginning to ask these questions and others concerning the 
regulation and standardization of the practice of medical inter-
pretation and where funding for interpreters should come from. 
The US Census Bureau estimates that 46 million Americans do 
not speak English as their fi rst language and that at least half of 
those speak English poorly or not at all. With statistics such as 
these, medical institutions must take serious steps in the hiring 
and training of interpreters and must educate staff as to how to 
work most effi ciently with these language professionals. 

So, what do interpreters do exactly? To put it simply, inter-
preters have the task of relaying information in a timely manner, 
but must do so with the highest possible accuracy and cultural 
sensitivity. Since culture plays such a fundamental role in how 
we perceive reality, the interpreter must not only transmit 
information about symptoms and physical sensations, but must 
also effectively express the non-English speaker’s beliefs, emo-
tions and values. Taking this into account, we must now add 
bedside manner and cultural awareness to the interpreter’s list 
of required qualities. 

Professional medical interpreters play a cru-
cial role in bridging the language gap between 
patients and physicians. Trained interpreters allow 
for timely information exchange that is both 
accurate and culturally sensitive. Because of the 
growing number of immigrants in the United 
States today, the demand for interpreters is 
increasing. Medical personnel need to respond by 
establishing collaborative practices with interpret-
ers or by using remote interpretation services. 

When we talk about ethics in medical interpretation and 
translation, we need to examine the mindset and emotional 
state of the non-English-speaking patient before we can look at 
the role the language facilitator plays. We must fi rst understand 
that a language is the written and spoken manifestation of a 
culture, and that it is our culture, together with our life experi-
ences and beliefs, that shapes our world view and how we deal 
with our surroundings. 

Our ability to show compassion when someone else is ill can 
be hindered by a language barrier, and it is a sign of respect to 
a patient’s uniqueness to make an effort to bridge that linguis-
tic divide. When we enter a physician’s offi ce, we have certain 
expectations of what we think ethics, training and responsibilities 
should be like. Ideally, we should feel a great sense of comfort 
knowing that the physician has graduated from an excellent 
medical school, as evidenced by the diploma and Hippocratic Oath 
on the wall. Similarly, a medical institution can have peace of 
mind knowing that there are laws and other regulations in place 
to govern and protect the practice of the medical profession.

However, many questions arise as to what mechanisms are in 
place to ensure an interpreter’s professionalism and competence. 
Is there such a thing as a code of ethics for medical interpreters? 
Do the interpreters you currently employ abide by these? What 

Mónica Guelman, a freelance translator and interpreter special-
izing in medical and legal translations and interpretations, is vice 
president of sales and marketing at Congress Network Corporation.

To offer your own Takeaway, write to editor@multilingual.com
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Because of the lack of oversight and enforcement, the prac-
tice of hiring language facilitators and the quality of service 
they provide vary greatly. Coupled with the rising need for 
people with language skills, this has led to the hiring of people 
without clear ethical mandates, proper training and clear job 
descriptions or standards of practice. Even though there are 
currently no national standards for the preparation and licens-
ing of medical interpreters, there are certain common standards 
of practice. For example, the National Council on Interpreting in 
Health Care has published a basic code that outlines nine areas 
of practice: confi dentiality, accuracy, completeness, impartial-
ity, professional boundaries, professional development, cultural 
competence, respect for all parties and professional integrity. 
Many other institutions have independently developed codes 
with these same core values, including the mandate that inter-
preters are to turn down or excuse themselves from assignments 
in the following situations: if they feel they are not qualifi ed 
or profi cient enough to handle a job, if they are called on to 
interpret for close friends and family, and in cases where they 
feel that a situation confl icts with their basic values. 

A physician needs to trust that an interpreter will convey an 
accurate rendition of his or her medical assessments and treatment 
plan as well as facilitate the continuous building of rapport with 
the patient. The interpreter must also be ready to clarify misunder-
standings caused by dialect variances and cultural idiosyncrasies. 

A physician must also trust that an interpreter will abide by a 
code of ethics when performing these tasks and therefore never 
change, omit, embellish, add or fi lter vital information as well as 
never claim false fl uency, profi ciency or expertise. A code of eth-
ics provides a moral compass when interpreters are confronted 
with situations in which emotions, beliefs and cultural con-
ventions might confl ict with the fl ow of information between 
patient and physician. It is generally agreed that having family 
(especially children), ad hoc interpreters and untrained bilingual 
staff interpret in medical situations is fundamentally unethi-
cal since they would all fail to meet some or all of the criteria 
mentioned previously.

Hospitals and medical institutions would benefi t greatly from 
having a clearly defi ned code of ethics for the practice of medi-
cal interpretation and translation, one that refl ects the ideals and 
values of the institution, protects the integrity of information 
given, facilitates the health care practitioner’s job, and delineates 
the task of the language facilitator clearly. Health care institu-
tions can opt for hiring an outside company for their transla-
tion and interpretation needs, thereby ensuring the quality and 
training of the interpreters, or they can contract the services 
of language consultants with experience in medical interpreta-
tion and translation to train the existing in-house personnel and 
write up a code that would serve to standardize the practice of 
language services and educate staff as to their use.  M
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EXPERIENCE THE DIFFERENCE
ADVANCED LEVERAGING TM TECHNOLOGY MAKES

The Language Technology Experts:

Governments | Enterprises | Language Service Providers

USA /Canada
Tel.:+1 819.778.7070
Toll Free:1 877.725.7070

Europe
Tel. :+32 (0) 2.213.00.20

WHY REPLACE OR COMPLEMENTYOUR EXISTINGTMWITH MULTITRANS?

Reason number 17 (TranSys):

MultiCorpora has continuously been focused on improving the quality of human translation while SYSTRAN's
machine translation has set the bar for addressing translation volume. Using a hybrid translation environment
like TranSys (Advanced Leveraging TM with Machine Translation) ensures that all approved linguistic assets
are initially extracted from the Translation Memory and only the rest are sent to Machine Translation. At the
same time, your approved domain-specific terminology is being fed to the MachineTranslation Server.

This is what we call “Good Enough Translation” – and it is ideally suited for post-editing environments or other
applications.

*For more reasons visit www.multicorpora.com/reasons
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international@across.net
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Enterprise Language Intelligence for Global Success.

Volkswagen and hundreds of other leading global organisations have already migrated 

to enterprise solutions from Across Systems. Call us today to learn how the all-in-one and 

end-to-end Across language technologies meet the demands of your enterprise.
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