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All in One.
The Across Language Server is the central platform for all corporate language 
resources and translation processes. It helps you to generate multilingual 
content at a higher quality, in a shorter time, and for less money.

End to End.
Across enables seamless processes and workfl ows, from the customer 
to the language service provider to individual translators and proofreaders. 
The business application features unlimited scalability and open interfaces.

Across.
Hundreds of leading market players including Volkswagen, HypoVereinsbank, 
and SMA Solar Technology have already migrated to Across. What about you?
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The 2010 Resource Directory and Editorial Index 2009 is now online and 
available for free download at www.multilingual.com/resourceDirectory 

This must-have resource includes a comprehensive 
index of the eight 2009 issues of MultiLingual, 
listings for over 800 companies and editorial contri-
butions from Henk Boxma and Kevin Fountoukidis. 
This PDF has active links to all the company 
URLs as well as to all the editorial index refer-
ences. Subscribers to the MultiLingual digital edi-
tion have access to all the online back issues. So, 
if you are a digital edition subscriber interested in 
a particular item in the editorial index, click on the link and you will 
be taken to the page in the issue that refers to that item.

2010 Resource Directory and Editorial Index 2009
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Translate news from MultiLingual

The news items online at www.multilingual
.com/news are updated daily and may be sub-
scribed to with an rss feed. A new feature is that 
the news can now be easily machine  translated 
with the PROMT engine into German, Spanish, 
French, Italian, Portuguese and Russian. We 
are excited to offer this translation feature and 
are planning future refi nements.

Subscriptions

The print magazine is mailed nine times 
a year (eight issues plus an annual 
resource directory/index) for just US $58, 
international $85 per year, and includes 
full access to MultiLingual, the digital 
magazine — delivered in a new interactive 
format. A digital subscription is available 
for only $28.

Subscribe today online at www.multilingual.com/subscribe and start 
keeping up with one of the fastest-growing industries on the planet.

Don’t let a whole year of good ideas escape. Subscribe now and keep 
new issues of MultiLingual on your desk.
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A
Anything great and new fosters an infl ux of fresh thought, 

different ways of doing things, innovative takes on old ways 
of doing things, coupled with excitement and tension. Great 
new Anythings, after all, are the lifeblood of the free market, 
and what could be more rejuvenating to the free market than 
a better tool or an extra million or more people to cater to? 
The localization industry gets quite excited about maturing 
locales and emerging technologies for this very reason — as 
long, of course, as they’re tied to the tried and true. 

Based soundly in the tried and true, Tom Edwards begins 
the issue with his second installment on geocultural testing. 
Next, John Freivalds discusses the migratory patterns of 
people groups and how this affects culture, and Michael 
Klinger’s Perspective votes that the “globalization nerd” 
is fi nally all grown up and bien dans sa peau. Kevin 
Fountoukidis has a column on the benefi ts and hazards of 
doing business in Poland, which brings us right to the focus: 
one of those maturing locales everyone gets so excited about. 

Central and Eastern Europe (CEE) and Russia have been on 
the “up” for a while now and appear to still be on the up. 
Nataly Kelly starts the focus off with a promising critique 
of the CEE and Russian markets. Next, Zbynek Zelenka and 
Roman Zelenka discuss the implementation of language tools 

Worlds of change

Katie Botkin Post Editing

by CEE clients. Libor Safar and Katerina Gasova give the Russian 
market a crack, and to round out the focus Lori Thicke provides 
a looks at machine translation (MT), Russian and beyond. 

MT’s big break may just be automatic post-editing, which 
is what Roland Kuhn, Pierre Isabelle, Cyril Goutte, Jean 
Senellart, Michel Simard and Nicola Ueffi ng cover next. 
Switching gears somewhat, Tim Altanero and Martina Panzer 
provide an overview of the localization exchange program 
between Anhalt University in Germany and Austin Community 
College in Texas. And switching gears again is an article on 
the industry’s response to the Haiti crisis, featuring many 
generous people including SAP project leader Jeff Allen and 
the nearly omnipresent Lexelera CEO Lori Thicke, who happen 
to be members of MultiLingual’s new editorial board. 

In addition to Allen and Thicke, the new editorial board also 
includes Jost Zetzsche, cofounder of International Writers’ 
Group, Jessica Roland, director of product line mangagement 
and international product operations at EMC, Ultan Ó Broin, a 
user-experience director of Oracle and Arturo Quintero, chief 
corporate strategist at Moravia. They are sure to bring both 
experience and fresh ideas to the magazine, and we thank them. 
The times are not without loss, however, and the Takeaway is 
an industry’s goodbye to managing editor Laurel Wagers.  ✷
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L10NCafe.com
Worldify, Inc., a provider of inter-

nationalization consulting services, 
has created L10NCafe.com, a website 
representing a place to collaborate 
with other members of the language 
industry on strategic topics as well 
as everyday issues.
Worldify, Inc.Worldify, Inc. michael@worldify.com 
http://worldify.com

Public release of Haitian 
Creole language data

The Language Technologies Insti-
tute of Carnegie Mellon University’s 
School of Computer Science is mak-
ing publicly available the Haitian 

Creole spoken and text data that has been 
collected or produced. It is providing this 
data with minimal restrictions (see license at 
www.speech.cs.cmu.edu/haitian) in order to 
allow others to develop language technol-
ogy for Haiti, in parallel with its own efforts 
to help. Since organizing the data in a useful 
fashion is not instantaneous and since more 
text data is currently being produced by 
collaborators, it will be publishing the data 
incrementally on the web as it becomes 
available.
Carnegie Mellon UniversityCarnegie Mellon University www.cmu.edu

TDA members join forces to 
share language translation data

The TAUS Data Association (TDA), a not-
for-profi t, web-based platform for sharing 
language data, has announced that mem-
ber companies Cisco Systems, Inc., Dell, 
Inc., EMC Corporation, Intel Corporation 
and Microsoft Corporation have begun 
pooling translation data in order to deliver 
information to global customers in their 
own languages.

In addition to providing shared transla-
tion data, TDA offers a free language search 
engine for translated words and phrases in 
its repository of data. A desktop widget is 
available for accessing the data. 
TAUS Data AssociationTAUS Data Association 
info@tausdata.org, www.tausdata.org

InterpreterEducationOnline.com
Bromberg & Associates, LLC, a provider 

of translation and interpretation services, 
has announced that InterpreterEducation
Online.com has been approved as a con-
tinuing education provider by the Judicial 
Council of California Court Interpreters 

Program. InterpreterEducationOnline.com 
offers online courses for legal interpreters 
in a number of languages such as French, 
Arabic, Polish, Spanish, Russian, Hmong, 
Mandarin and Vietnamese.
Bromberg & Associates, LLCBromberg & Associates, LLC 
info@brombergtranslations.com 
www.brombergtranslations.com

‘Translating Product Documentation’
Aberdeen Group, Inc., a provider of global 

technology-driven value chain research, has 
released “Translating Product Documenta-
tion: The Right Balance between Cost and 
Quality in the Localization Chain.” Based 
on the experiences of 187 companies, the 
report is intended to help organizations 
seeking to improve their management of 
translation processes.
Aberdeen Group, Inc.Aberdeen Group, Inc. www.aberdeen.com

 

GGI publishes weekly translation tips
Globalization Group, Inc. (GGI), a provider 

of language solutions, has begun publish-
ing weekly translation tips for translation 
and localization professionals on the client 
side. Tip contributors include GGI execu-
tives, professors of translation studies, and 
other experts in the fi eld. Topics include 
document translation, software and web-
site localization, conference interpretation, 
multilingual voice-over, and multilingual 
marketing.
Globalization Group, Inc.Globalization Group, Inc. 
info@globalization-group.com 
www.globalization-group.com

Language service-related and 
global content management reports

Common Sense Advisory, Inc., an inde-
pendent market research fi rm, has pub-
lished “The European Translation Market,” 
a report detailing the estimated amount of 
language services business for 46 European 
nations. The report includes supplier and 
buyer data; 37 market verticals ranked by 
expenditure on services; economic indica-
tors; policies affecting language access; 

and companies’ opinions on using language 
services providers.

The company has also published “Language 
Services and the U.S. Federal Government,” 
its latest report providing a detailed review 
of federal government expenditures on lan-
guage services from 1990 through 2009. The 
report shows correlations between political 
parties of US presidents, budgetary priorities 
and spending habits.

In addition, Common Sense has published 
“Global Content Management Systems,” a 
report that examines the system capabili-
ties required for multilingual content man-
agement and the organizational support 
needed for multiregional deployment.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

 Business

Manpower to acquire COMSYS IT
Manpower Inc., an employment services 

provider, has entered into an agreement to 
acquire COMSYS IT Partners, Inc., a profes-
sional staffi ng fi rm. COMSYS’ services will 
be integrated into the Manpower profes-
sional offering, including Elan, Manpower’s 
European information technology staffi ng 
business.
Manpower Inc.Manpower Inc. www.manpower.com
COMSYS IT Partners, Inc.COMSYS IT Partners, Inc. www.comsys.com

The Gilbane Group joins Outsell
The Gilbane Group, an analyst and consult-

ing fi rm, has joined Outsell, Inc., a research 
and advisory fi rm for the information and 
publishing industries. The organization will 
now operate as The Gilbane Group, a divi-
sion of Outsell, Inc. 
The Gilbane GroupThe Gilbane Group 
editor@gilbane.com, www.gilbane.com

spanishbackoffi ce changes name
spanishbackoffi ce SA, a translation and 

project management provider, has changed 
its name and rebranded itself as Translation 
Back Offi ce SA. Its website has been rede-
signed, and the domain name and e-mail 
addresses have also been changed.
Translation Back Offi ce SATranslation Back Offi ce SA 
jeff.weiser@translationbackoffi ce.com 
www.translationbackoffi ce.com

viaLanguage acquires 
Planet Productions, Inc.

viaLanguage, a provider of translation and 
localization services, has acquired business 
partner and e-learning solutions provider 

N
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s
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Planet Productions Inc. The newly purchased 
assets and staff will operate as a subsidiary 
of viaLanguage called viaLearning.
viaLanguageviaLanguage marketing@vialanguage.com 
www.vialanguage.com

SDL acquires Fredhopper
SDL, a global information management 

solutions provider, has acquired Fredhop-
per, a provider of targeting and marketing 
software for e-commerce. Fredhopper will 
become an independent division of SDL 
called SDL eCommerce Technologies. The 
division will be led by Fredhopper’s cur-
rent management team and will allow the 
company to embark on a global rollout of 
its product suite and to expand operations 
into the United States and Asia.
SDLSDL amhall@sdl.com, www.sdl.com

New offi ces
MAart Agency Ltd., a language services 

provider, has opened an additional offi ce in 
Warsaw, Poland. The company also recently 
set up a formal translation and localization 
department.

Adaptive Globalization Ltd, a provider 
of recruitment services for the localization 
and translation industry, has opened an 
offi ce in Carlsbad, California.

e2f translations, inc., an English > 
French translation agency, has opened an 
offi ce in Antananarivo, Madagascar. 

World Language Communications, a 
language services provider, has opened a 
division in Bogota, Colombia.

Global Languages/24, a language solu-
tions provider, has announced the opening 
of its India operational hub. 

Foreign Translations, Inc., a transla-
tion services fi rm, has relocated its head-
quarters to a larger facility in downtown 
Greenville, South Carolina. 

■

■

■

■

■

■

global dtp, ltd., a multilingual desktop 
publishing company, has opened a Middle 
Eastern and Asian languages department.

Language Connect, a provider of trans-
lation and interpretation services, has opened 
a new offi ce in Melbourne, Australia.
MAart Agency Ltd.MAart Agency Ltd. www.maart.pl
Adaptive Globalization LtdAdaptive Globalization Ltd
www.adaptiveglobalization.com
e2f translations, inc.e2f translations, inc. www.en2fr.com
World Language CommunicationsWorld Language Communications
www.worldlanguagecommunications.com
Global Languages/24 Global Languages/24 
www.globallanguages24.com
Foreign Translations, Inc.Foreign Translations, Inc.
www.foreigntranslations.com
global dtp, ltd.global dtp, ltd. www.global-dtp.com
Language ConnectLanguage Connect www.languageconnect.net

Financial

Jonckers receives increase of capital
Jonckers Translation & Engineering, a pro-

vider of software, e-learning and multimedia 
localization services, has received a capital 
increase to support the expansion of service 
offerings and upgrading of technology solu-
tions. The increase was driven by the existing 
shareholders with a consortium of investors.
Jonckers Translation & EngineeringJonckers Translation & Engineering 
info@jonckers.com, www.jonckers.com

 Products and Services

TermWiki beta version
CSOFT International, Ltd., a provider 

of multilingual localization, testing and 
software development, has tested the 
beta version of TermWiki, a multilingual, 
collaborative and wiki-based terminology 
management system, with a select group 
of companies in preparation for the public 
release of the system.
CSOFT International, Ltd.CSOFT International, Ltd. 
info@csoftintl.com, www.csoftintl.com

BusinessManager 4.5
Plunet GmbH, a provider of business man-

agement software for translation services 
and agencies, has released version 4.5 of 
BusinessManager. All external resources can 
now generate invoices directly in the system, 
and the range of fi nancial functions has 
been expanded.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de

MO Group expands services
MO Group International, a provider of 

game localization and testing, has expanded 

■

■

its services to the online gaming industry. 
The company has announced the forma-
tion of a special team dedicated to massive 
multiplayer online gaming.
MO Group InternationalMO Group International 
sales@mogi.eu.com, www.mogi.eu.com

Globalyzer 3.2
Lingoport, Inc., a provider of software 

internationalization tools and services, has 
announced the release of Globalyzer 3.2. 
New features include dictionary-based fi lter-
ing and reporting enhancement that con-
tains information on fi ltering and detection 
choices associated with individual results.
Lingoport, Inc.Lingoport, Inc. 
info@lingoport.com, www.lingoport.com

Marclator
The Centre for Next Generation Localisa-

tion has launched Marclator (Marker-based 
Translator), an open-source system for 
example-based machine translation. The 
system includes a fully functional marker-
based chunker/tagger with markers for 
some languages and a chunk aligner, as well 
as a proof-of-concept naïve recombination 
module or decoder.
Centre for Next Generation LocalisationCentre for Next Generation Localisation 
info@cngl.ie, www.cngl.ie

Finland Swedish speech recognizer
Lingsoft, Inc., a language services provider, 

has developed a Finland Swedish speech rec-
ognizer to supplement its products and ser-
vices directed towards the Swedish-speaking 
public in Finland. The company also offers a 
style checking program called Svefi x.
Lingsoft, Inc.Lingsoft, Inc. info@lingsoft.fi , www.lingsoft.fi 

CrowdSight enhanced
GlobalSight Corporation, a collaborative 

open-source translation management system, 
has enhanced CrowdSight, an open-source 
translation crowdsourcing extension to the 
GlobalSight translation management system. 

News

Conquer the challenges 
of global markets

with information
managementG
R
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S www.star-group.net
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The updates include a translation quality rat-
ing by reviewers.
GlobalSight CorporationGlobalSight Corporation 
info@globalsight.com, www.globalsight.com

MultiMT
Multilizer, a developer of localization and 

translation software, has introduced its Mul-
tiple Machine Translation Technology (Mul-
tiMT). The technology is designed to allow 
for the automatic evaluation of machine 
translation (MT) quality and the automatic 
selection of the best available MT.
MultilizerMultilizer info@multilizer.com 
www.multilizer.com

BugControl
Warelords Ltd., providers of multilingual 

engineering, testing, multimedia and pub-
lishing services, has created BugControl, a 
bug and issue tracking software that is local-
ization-centric with integrated multilingual 
features. The software works for any type of 
issue or project such as technical writing, 
development, translation or multimedia.
Warelords Ltd.Warelords Ltd. contact@warelords.com 
www.warelords.com

Mobile Interpreter, 
Face-to-Face Interpretation Service

Language Line Services, Inc., a provider 
of interpreting services, has developed Lan-
guage Line Mobile Interpreter for the Apple 
iPhone. The application gives consumers 
access to live interpreters in up to ten spo-
ken languages. The application also serves 
as an electronic language dictionary.

Language Line has also created Lan-
guage Line Face-to-Face Interpretation 
Service for patients in ten markets across 
California. The service is currently available 
in Armenian, Cantonese, Farsi, Japanese, 
Korean, Mandarin, Russian, Spanish and 
Vietnamese. The company feels that on-site 
interpretation can be a preferred choice 
over phone interpretation for scheduled or 
initial patient appointments.
Language Line Services, Inc.Language Line Services, Inc. 
www.languageline.com

DocZone Publisher
DocZone.com, developer of XML-based 

content management and single-source 
publishing solutions, has introduced Doc-
Zone Publisher, a web-based editorial and 
production system that supports the cre-
ation, management, translation and single-
source publishing of content.
DocZone.comDocZone.com 
info@doczone.com, www.doczone.com

Swordfi sh II
Maxprograms, providers of cross-platform 

solutions for the translation industry, has 
introduced Swordfi sh II, a computer-aided 
translation tool based on the XLIFF 1.2 open 
standard. Anchovy, a multilingual cross-
platform glossary editor and term extraction 
tool, has been included as a free plug-in.
MaxprogramsMaxprograms info@maxprograms.com 
www.maxprograms.com

memoQ 4
Kilgray Translation Technologies, a devel-

oper of translation productivity tools, has 
released memoQ 4. New features include 
the Post Translation Analysis, the Translation 
Resource Server, and a new text editor.
Kilgray Translation TechnologiesKilgray Translation Technologies 
info@kilgray.com, www.kilgray.com

Google Dictionary
Google, Inc., has released a new diction-

ary service offering multilingual support 
and pictures. The dictionary has a listing of 
28 languages and also allows interlanguage 
look-ups with English or other languages. 
Google, Inc.Google, Inc. www.google.com

Vasont 12.2
Vasont Systems, a provider of compo-

nent content management solutions, has 
released Vasont 12.2. The release focuses on 
enhancing productivity for writers manag-
ing modular content using DITA and other 

industry-standard and custom document 
type defi nitions.
Vasont SystemsVasont Systems 
info@vasont.com, www.vasont.com

MadPak ML
MadCap Software, Inc., a provider of con-

tent workfl ow solutions, has created MadPak 
Multilingual (MadPak ML), technology that 
builds on the core MadPak authoring suite 
by adding MadCap Lingo, a fully integrated 
translation memory system.
MadCap Software, Inc.MadCap Software, Inc. 
info@madcapsoftware.com 
www.madcapsoftware.com

MarketSight
Welocalize, a globalization services pro-

vider, has launched MarketSight, an online 
solution that provides a marketplace for 
both requesting and providing translation 
services to business users. The web-based 
application has four capabilities: business 
intelligence reporting; translation initiation 
system; translation process administration; 
and translation vendor management.
WelocalizeWelocalize 
info@welocalize.com, www.welocalize.com

Russian Morphological Dictionary
Babelpoint.org, a developer of morphologi-

cal and online dictionary tools, has launched 
its advanced Russian Morphological Diction-
ary. Incorporating over 108,000 main words 
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in 1.75 million forms, the dictionary offers 
declinations and conjugations for all entries, 
including stress positions. The new release 
also includes a preposition section providing 
declination of any adjective and noun combi-
nation and includes case references for each 
preposition.
Babelpoint.orgBabelpoint.org
info@babelpoint.org, www.babelpoint.org

 Clients and Partners

MAart Agency selected by PKO BP
MAart Agency Ltd., a language services 

provider, has been awarded a contract to 
provide translation services to PKO Bank 
Polski. MAart will translate documents of 
general meetings as well as current fi nan-
cial reports.
MAart Agency Ltd.MAart Agency Ltd.
maart@maart.pl, www.maart.pl

viaLanguage translates 
for Cisco, partners with Prolifi q

viaLanguage, a provider of language ser-
vices, has been selected by Cisco and its Sup-
plier Diversity Business Development Group 
to translate parts of Cisco’s diversity website 
and participate in its global centralization of 
all translations.

viaLanguage has also announced a part-
nership with Prolifi q, a provider of digital 
messaging solutions. The partnership creates 
a combined solution reducing the time for 
translated content to reach the hands of 

global sales professionals and provide mea-
surements of how localized assets accelerate 
the sales cycle.
viaLanguageviaLanguage marketing@vialanguage.com 
www.vialanguage.com

euroscript chosen by Astellas Pharma
euroscript International S.A., a provider of 

solutions in content life cycle management, 
has been chosen by Astellas Pharma Europe 
Ltd. to implement a content management 
system solution focusing on archiving and 
retrieval functionalities at Astellas’ tech-
nology, supply chain and manufacturing 
department.
euroscript International S.A.euroscript International S.A.
contact@euroscript.com, www.euroscript.com

Hermes selects Plunet technology
Hermes Traducciones y Servicios Lingüís-

ticos has selected Plunet BusinessManager 
from Plunet GmbH, a provider of business 
management software for translation ser-
vices and agencies, as its central solution 
for business and translation management. 
Hermes Traducciones y Servicios LingüísticosHermes Traducciones y Servicios Lingüísticos
hermestr@hermestrans.com
www.hermestrans.com
Plunet GmbHPlunet GmbH info@plunet.de, www.plunet.de

Verztec chosen by MDA
Verztec Consulting Pte. Ltd., a provider 

of multilingual communication services, has 
been chosen by Media Development Authority 
(MDA) to translate and provide fi lm subtitles 

in French. MDA was formed from the merger 
of the Singapore Broadcasting Authority, the 
Films and Publications Department and the 
Singapore Film Commission.
Verztec Consulting Pte. Ltd.Verztec Consulting Pte. Ltd.
info@verztec.com, www.verztec.com

TransPerfect chosen by Marriott
TransPerfect Translations, Inc., a provider 

of language services, has been chosen by 
Marriott International for an ongoing tech-
nology and services agreement that supports 
Marriott’s international websites. 
TransPerfect Translations, Inc.TransPerfect Translations, Inc.
info@transperfect.com, www.transperfect.com

PROMT provides automated 
translation of MLC news

PROMT, a provider of automated transla-
tion solutions, is currently providing real-
time machine translation of MultiLingual 
Computing, Inc.’s (MLC), online news section. 
The PROMT Translation Server is providing 
automated translations for 28 translation 
directions. Its in-house linguists analyzed 
the existing site content and performed 
initial engine customization. 
PROMTPROMT info@e-promt.com, www.e-promt.com

SDL, Siteworx redesign 
APA website, Satiz chooses SDL

SDL, a provider of global information 
management solutions, and Siteworx, Inc., 
a provider of web design, development 
and content management services, have 
implemented SDL Tridion in the redesign of 
the American Psychological Association’s 
(APA) website. APA has deployed a new 
web infrastructure, consolidated multiple 
websites and centralized web functions.

SDL was also selected by Satiz for man-
aging and publishing automotive manuals 
in DITA, the XML standard for technical 
writing. Satiz produces glove box manuals 
for 24 vehicle models in 12 languages for 
several automotive companies, including 
FIAT, Iveco, CNH and Yamaha.
SDLSDL amhall@sdl.com, www.sdl.com

XLOC localizes Dark Void
XLOC, a game localization services and 

tools provider, was chosen by game publisher 
Capcom to provide the localization of Air-
tight Games’ Dark Void in eight languages. 
XLOC’s localization tools, currently in version 
3.0, include asset management, version syn-
chronization, real-time updating and other 
features aimed at simultaneously completing 
multiple translations of a game.
XLOCXLOC info@xloc.com, www.xloc.com

the power of collaborative 
translation

KILGRAY TRANSLATION TECHNOLOGIES    WWW.KILGRAY.COM    SALES@KILGRAY.COM
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Linguistic Systems partners 
with Document Technologies

Linguistic Systems, Inc. (LSI), a provider 
of language translation services, and Docu-
ment Technologies, Inc., a provider of onsite 
management and electronic data discovery 
services, have announced a strategic part-
nership. The partnership provides services 
for the growing demand of language con-
version of e-discovery documents.
Linguistic Systems, Inc.Linguistic Systems, Inc. 
info@linguist.com, www.linguist.com

Asia Online partners 
with LexisNexis Univentio

Asia Online Portals (Thailand) Co., Limited, 
an international web portal company, has 
entered into a strategic partnership with 
LexisNexis Univentio to translate patent 
documents between Asian and European 
languages. LexisNexis previously partnered 
with Univentio, a provider of global patent 
information, to offer data via a patent search 
platform specifi cally designed for the needs 
of intellectual property professionals.
Asia Online Portals (Thailand) Co., LimitedAsia Online Portals (Thailand) Co., Limited 
www.asiaonline.net

AppTek platform assists Menacast
AppTek, a developer of human language 

technology, has announced that its Media-
Sphere technology platform is being expanded 
to assist in the launch of Menacast Mobile, 
a native application designed to run on the 
Apple iPhone. Menacast is a broadcast media 
monitoring and translation company.
AppTekAppTek info@apptek.com, www.apptek.com
MenacastMenacast www.menacast.com

 People

Recent industry hires
CSOFT International, Ltd., a provider of 

multilingual localization, testing and soft-
ware development, has hired Tammy Werner 
as director of the MedL10N business unit 

■

and manager of business development. 
viaLanguage, a provider of translation 

and localization services, has hired Steve 
Vogeltanz as vice president of its health 
care business unit. 

Global Language Solutions, Inc., a trans-
lation and interpreting company, has hired 
Russell Trounce as vice president of sales.

Kinetic.theTechnologyAgency, a pro-
vider of globalization life cycle solutions 
and services, has hired Kurt Pimentel as 
vice president of global sales and alliances.

TOIN Corporation, a provider of Japa-
nese and Asian language solutions, has hired 
Mark Stephenson as business development 
manager, Europe. 

SDL, a provider of global information 
management solutions, has hired Alan Sloan 
as CEO of its language technologies division.

PTIGlobal, a provider of localization and 
translation services, has hired Jeff Williams as 
its new director of marketing and sales.

Elanex, Inc., a language translation ser-
vices and technologies company, has hired 
Donald Plumley as president.

LinguaLinx, Inc., a translation and 
communications company, has hired Gina 
Sullivan as North American sales manager. 

Sajan, Inc., a provider of language 
translation technology and services, has 
hired David Flynn as general manager of 
the Dublin, Ireland, offi ce.

Common Sense Advisory, Inc., an inde-
pendent market research fi rm, has added 
Rebecca Ray to its analyst team.

Pangeanic, a provider of translation, 
publication, software localization and man-
ual-making services, has promoted Catherine 
Dauby to senior operations manager.

Across Systems GmbH, a provider of 
corporate translation management software, 
has hired Sukumar Munshi as head of key 

■

■

■

■

■

■

■

■

■

■

■

■

account management.
Global Lingo Ltd., a language service 

provider, has hired Marian Arnold as trans-
lation account manager, Ana Rubio Hall as 
project manager, Alex Greer as transcrip-
tion account manager, and Simon Walker 
as non-executive director.

Syntes Language Group, Inc., a language 
services provider, has hired Tina Cargile as its 
newest business development manager. 

TSG - Servicios de Traducción Glotas, 
S.A., a provider of localization and trans-
lation services, has hired Teo Alonso as 
production manager.

Moravia Worldwide, a globalization 
solution provider, has promoted Tomas 
Kratochvil to chief executive offi cer.

The Gilbane Group, an analyst and 
consulting fi rm, has hired Vince Emery, Karen 
Golden and Sue Willard as senior analysts.

LinguaGraphics, Inc., a provider of 
localization services, has promoted Mauro 
Rodriguez to operations manager of its 
Rosario, Argentina, production center.
CSOFT International, Ltd.CSOFT International, Ltd. http://csoftintl.com
viaLanguageviaLanguage www.vialanguage.com
Global Language Solutions, Inc.Global Language Solutions, Inc.
www.globallanguages.com
Kinetic.theTechnologyAgencyKinetic.theTechnologyAgency 
www.kinetic.thetechnologyagency.com
TOIN CorporationTOIN Corporation www.to-in.com
SDLSDL www.sdl.com
PTIGlobalPTIGlobal www.ptiglobal.com
Elanex, Inc.Elanex, Inc. www.elanex.com
LinguaLinx, Inc.LinguaLinx, Inc. www.lingualinx.com
Sajan, Inc.Sajan, Inc. www.sajan.com
Common Sense Advisory, Inc.Common Sense Advisory, Inc.
www.commonsenseadvisory.com
PangeanicPangeanic www.pangeanic.com
Across Systems GmbHAcross Systems GmbH www.across.net
Global Lingo Ltd.Global Lingo Ltd. www.global-lingo.com
Syntes Language Group, Inc.Syntes Language Group, Inc. www.syntes.com

■

■

■
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■

News

08-15 News #110.indd   1308-15 News #110.indd   13 2/23/10   2:55:24 PM2/23/10   2:55:24 PM

mailto:info@linguist.com
http://www.linguist.com
http://www.asiaonline.net
mailto:info@apptek.com
http://www.apptek.com
http://www.menacast.com
http://www.multilingual.com
http://csoftintl.com
http://www.vialanguage.com
http://www.globallanguages.com
http://www.kinetic.thetechnologyagency.com
http://www.to-in.com
http://www.sdl.com
http://www.ptiglobal.com
http://www.elanex.com
http://www.lingualinx.com
http://www.sajan.com
http://www.commonsenseadvisory.com
http://www.pangeanic.com
http://www.across.net
http://www.global-lingo.com
http://www.syntes.com
http://www.pangeanic.com


News

|  MultiLingual  March 2010 news@multilingual.com14  

TSG - Servicios de Traducción Glotas, S.A.TSG - Servicios de Traducción Glotas, S.A. 
www.tsg-global.com
Moravia WorldwideMoravia Worldwide 
www.moraviaworldwide.com
The Gilbane GroupThe Gilbane Group www.gilbane.com
LinguaGraphics, Inc.LinguaGraphics, Inc. www.linguagraphics.com

Announcements

‘10-10-10’ campaign
Language & Culture Worldwide, LLC, is 

celebrating its ten-year anniversary with a 
philanthropic “10-10-10” campaign. The cam-
paign provides intercultural workshops to any 
interested organization, including nonprofi ts, 

schools and for-profi t companies.
Language & Culture Worldwide, LLCLanguage & Culture Worldwide, LLC 
www.languageandculture.com

Research project survey —
call for participation

Translator Ethan Shen is putting together 
a public research project to compare the 
machine translation results of multiple 
commercially available translation engines. 
He seeks fl uent speakers of two non-English 
languages to fi ll out a survey by March 29, 
2010, at www.gabble-on.com/SurveySelec 
tor.aspx
Gabble-on.com Gabble-on.com ethan.shen@gabble-on.com

Sajan renovates website
Sajan, Inc., a provider of language transla-

tion technology and services, has renovated 
its corporate website. Sajan partnered with 
AOE media GmbH to implement the TYPO3 
web content management system for man-
aging the new website.
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com

Interpro celebrates 15 years
Interpro Translation Solutions, Inc., a 

language services provider, is celebrating 
its fi fteenth year in business. The company 
offers software localization, web content 
localization, multilingual desktop publish-
ing and project management solutions.
Interpro Translation Solutions, Inc.Interpro Translation Solutions, Inc. 
info@interproinc.com, www.interproinc.com

Folio celebrates 21 years in business
Folio Online, a language services com-

pany, is celebrating 21 years in business. The 
company provides interpreting, localization, 
voice-overs, copywriting, editing and tran-
scription services.
Folio OnlineFolio Online www.folio-online.co.za

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

Translations, has updated its website. The 
company’s fl agship product is the XTRF 
Translation Management System, a tool for 
managing translation offi ces.
XTRFXTRF sales@xtrf.eu, www.xtrf.eu

Transmaster updates website
Transmaster Traduções, a language ser-

vices provider, has launched a new website 
and corporate identity. The company has 
experience in software localization and in 
the translation of software documentation, 
help systems, websites, marketing materi-
als, and technical/corporate training and 
e-learning materials.
Transmaster TraduçõesTransmaster Traduções 
contato@transmaster.com.br 
www.transmaster.com.br

GlobalSight celebrates fi rst year
GlobalSight Corporation, a collaborative, 

open-source initiative for the development 
of the GlobalSight Ambassador translation 
management system, is celebrating the fi rst 
anniversary of its launch. Registered users 
include corporate clients, language service 
providers, translators, technology providers 
and developers. 
GlobalSight CorporationGlobalSight Corporation 
info@globalsight.com, www.globalsight.com

Blogos Bits — www.multilingualblog.com

Mental Acculturation
The world fl attens by means of technology, brand names, and apparently even 

psychology, according to the New York Times. . . .

Love by any other name
A rose by any other name would be as sweet, Shakespeare tells us, but not everyone 

agrees. . . .

It’s all relative
What is wrong with the following sentence (other than the obvious heartbreak): 

“The thing is, is John just doesn’t love me anymore”? . . .

Making up language
Vanity Fair, that bastion of linguistic knowledge, recently published an article on 

the creation of Na’vi, a constructed “alien” language used in the upcoming $400 
million fl ick Avatar. There’s a bit of phonetic explanation, though not much, and a 
sound clip. I’m quite curious how linguist Paul Frommer came up with his linguistic 
hodge-podge; director James Cameron apparently told him he wanted it to be both 
exotic and pleasant, and gave Frommer some Na’vi names he’d already come up with. 
Browsing further articles didn’t turn up much detailing Frommer’s inspiration, though 
Wikipedia explains the basic construction rather well. . . .

— Entries by Katie Botkin
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memoQfest
May 5-7, 2010, in Budapest, Hungary. 

Kilgray Translation Technologies, www.memoqfest.org

GALA 2010
May 10-12, 2010, in Prague, Czech Republic. 

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

Gilbane San Francisco 2010
May 17-20, 2010, in San Francisco, California USA. 

Lighthouse Seminars/Gilbane Group, http://gilbanesf.com

LREC 2010
May 17-23, 2010, in Valletta, Malta. 

The European Language Resource Association 
www.lrec-conf.org/lrec2010

TAUS Executive Forum
May 19-21, 2010, in Copenhagen, Denmark. 

Translation Automation User Society 
www.translationautomation.com/meetings

ALC 2009 Annual Conference
May 19-22, 2010, in Miami, Florida USA. 

Association of Language Companies
www.alcus.org/education/2010_conference.cfm

eLearning Africa 2010
May 26-28, 2010, in Zambia, Africa. 

ICWE GmbH, www.elearning-africa.com

EAMT 2010
May 27-28, 2010, in Saint-Raphaël, France. 

Euoropean Association for Machine Translation 
www.softconf.com/a/eamt2010

International Technical Translation Conference
May 28-29, 2010, in Lisbon, Portugal. 

TRADULÍNGUAS, www.tradulinguas.com/conference.html

June
Localization World Berlin 2010

June 7-9, 2010, in Berlin, Germany. 
Localization World Ltd., www.localizationworld.com

1st North American Summit on Interpreting
June 17, 2010, in Washington, D.C. USA. 

InterpretAmerica, LLC, www.interpretamerica.net

Localization Certifi cation Program
June 21-23, 2010, in Gatineau, Quebec, Canada. 

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

Localization Project Management Certifi cation
June 24-25, 2010, in Gatineau, Quebec, Canada. 

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

March
Localization Certifi cation Program

March 22-24, 2010, in San Francisco, California USA. 
CSU, Chico Continuing Education and Research Foundation 
http://rce.csuchico.edu/localize

Going Global 4
March 24-26, 2010, in London, UK. 

ICWE GmbH, British Council of Learning 
www.britishcouncil.org/goingglobal-gg4-themes

Localization Project Management Certifi cation
March 25-26, 2010, in San Francisco, California USA. 

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

April
Think Latin America

April 7-9, 2010, in Búzios, Brazil. 
IMTT, www.imtt.com.ar/thinklatinamerica/front/index.asp?ID=1

LISA Forum USA 2010
April 13-16, 2010, in Foster City, California USA. 

LISA, www.lisa.org/Forum.Overview.1297.0.html

TAUS Executive Forum
April 14-16, 2010, in Tokyo, Japan. 

Translation Automation User Society 
www.translationautomation.com/meetings

ELIA Networking Days Istanbul
April 15-17, 2010, in Istanbul, Turkey. 

ELIA (European Language Industry Association)
www.networking-days.com

ProZ.com Inter-Industry Conference
April 16-18, 2010, in Birmingham, UK. 

ProZ.com, HD Translations, www.proz.com/conference/112

LISA@Chinasoft Fair 2010
April 18-21, 2010, in Chengdu, China. 

LISA, www.lisa.org/Chengdu.1353.0.html

AIIM International Exposition and Conference
April 20-22, 2010, in Philadelphia, Pennsylvania USA. 

Questex Media Group, Inc., www.aiimexpo.com

May
STC 57th Annual Conference and EXPO

May 2-5, 2010, in Dallas, Texas USA. 
Society for Technical Communication
www.stc.org/edu/conference.asp

Languages and Business 2010
May 3-5, 2010, in Düsseldorf, Germany. 

ICWE GmbH, www.sprachen-beruf.com/pages/en/index.php

C
alendar
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I and evaluation phase is one in which you must dig deeper to 
truly understand the nature of the potential issue in its temporal, 
geopolitical and socio-historical context. 

Before we get into the specifi cs of research and evaluation, 
it’s important to mention a few elements of geocultural testing 
that need to be incorporated into the core content develop-
ment process. First and foremost, whatever system you utilize 
for bug tracking must include a specifi c “Geocultural” bug type. 
By tracking a new and specifi c bug type, you instantly help 
build in accountability for such risks and ensure better integra-
tion into core development. Secondly, include “Geocultural” or 
“Culturalization” as a distinct checklist item in the development 
milestones. Again, this helps to build in accountability for these 
issues, and I can guarantee that without this, such issues will 
remain scattered across diverse functional teams without any 
clear ownership and thus greatly decrease the likelihood that 
they will be resolved. Lastly, I cannot emphasize enough the 
need to ask questions! As content is being produced, don’t be 
shy to inquire about specifi c choices being made by the art-
ists, writers, designers, coders and so forth. If something doesn’t 
seem quite right, even if you don’t exactly know why, raise the 
issue immediately. Even seemingly simple questions are perfectly 
fi ne, such as “What is the purpose of that icon/symbol and 
where did it come from?” “Why is that particular word being 
used?” or “Why does that house design look like a mosque?”

So let’s say that during your initial discovery and triage process, 
you found a certain symbol being used in some artwork that looks 
out of place, quasi-sacred or just plain questionable in a way that 
may not be fully explainable. Your triage exercise determined that 
this symbol wasn’t easily explained and could potentially be offen-
sive, but now what do you do to determine that for certain? In the 

In the column previous to this one (MultiLin-
gual #109), I resolved to discuss the nature of 
“geocultural testing” in greater detail and delve 
into what that concept really involves. In Part 
1, I began by revisiting the basic rationale for 
why such forms of testing should be employed 
in every content development process. The ratio-
nale can be summed up by every company’s need 
to do the following: a) maximize international 
revenue, b) minimize local hindrances to success 
and c) show a greater level of respect to the core 
cultural values of each locale by striving to meet 
local expectations at a level beyond just linguis-
tic comprehension. The discussion then focused 
on two key early aspects of geocultural testing: 
the ability to identify the presence of potentially 
problematic geopolitical and cultural issues, and 
then the process of employing triage to effectively 
separate the “overt offenses” — those issues that 
will guarantee a negative local reaction — from 
the “reasonable risks,” which might yield some 
negative response but are not ship-critical. 

In this installment, let’s talk further about what happens 
after a potential geocultural issue has been identifi ed and then 
triaged to the point of determining that some kind of action 
must be taken. This next step to geocultural testing involves a 
key research phase and then a careful evaluation of the overall 
potential risk, based on the research. Where the aforementioned 
triage process is more about capturing the “gut level” perception 
of what content elements could be problematic, the research 

Tom Edwards is a geographer and the principal consultant of 
Englobe, a Seattle-based consultancy for geocultural intelligence 
and content strategy. Previously, Tom spent over 13 years at 
Microsoft as a geographer and its senior geopolitical strategist.
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research phase, the goal is to examine the content in question across 
a few crucial topical areas of known risk:

Religious: This pertains to any direct or indirect use of a 
real-world religion or belief system or a fi ctional belief system 
that mimics real-world elements. The blatant use of religious 
icons, symbols, imagery and architecture defi nitely elevates a 
content element into the “offensive” category. For our example, 
my top inclination would be to check against religious resources, 
symbol dictionaries and so on.

Ethnic: The use of real-world ethnic stereotypes can be 
extremely sensitive and problematic, including any emphasis on 
cultural issues and confl icts on the basis of race. 

Historical: The direct depiction or modifi cation of actual 
historical events and people is a fl ashpoint for most local mar-
kets and must be handled carefully. The same is true of extrapo-
lating various futures involving current cultures or governments.

Cultural: Any concepts, allegories, costumes, folk art 
and general “feelings” derived from real-world cultures have the 
potential for being a serious 
problem. This also includes 
the use of cultural stereo-
types and how certain peo-
ples and languages might be 
portrayed.

Another dimension to 
consider during evaluation 
is the exact type of content 
in question. The positive side 
of this is that knowing the 
content type can help focus 
on the exact problem as well as what resources you may need to 
access. However, the negative side is that just about anything the 
end user will see, hear or read has the potential for being prob-
lematic. Fortunately, we can somewhat narrow down the content 
that often incubates geocultural issues — a list that leans heavily 
toward creative content, such as in video games:

Text: On-screen dialog, user-interface elements, docu-
mentation and manuals, real or fi ctional geographic and 
character names.

Images: Maps, fl ags, banners, icons, symbols, photos and 
cinematics. Maps and fl ags in particular should be double-
checked against authoritative sources, such as the United 
Nations or CIA World Factbook.

Audio: Voice, music, lyrics and sound effects. One basic 
rule: if you use music that contains lyrics, verify exactly what 
the lyrics are saying.

Use of human fi gures: Carefully consider appearance and 
back story (if applicable), emulation of real people, ethnicities 
and so on. Remember that while diversity is a valued principle 
in most western countries, it’s not a universal concept across 
all locales.

Environment design: Use of real-world locales and 
landmarks or mimicry of such locales. The depiction of sacred 
or nationally-important landmarks can be quite sensitive in 
some markets.

Packaging: Box art and text should be sensitive to local 
expectations. Remember that this is often the fi rst contact a 
potential buyer will have with your content.

Branding and marketing: Brand names, advertising cam-
paigns, promotional items provided in different locales.
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So we have these general categories that help to narrow down 
your research, but what resources can you employ to evaluate 
the potential sensitivity? Undoubtedly, this is one of the ques-
tions I get asked the most, and the answer isn’t exactly simple as 
there are so many possible references to utilize but I’ll attempt 
to categorize them here:

Text references: A plethora of existing reference works 
might be useful for basic research: cultural studies, country-
specifi c guides, symbol dictionaries, encyclopedias of religions 
and deities, and so on.

Online research: Resources such as Wikipedia, offi cial gov-
ernment websites, nongovernment organization websites and 
religious organizations can potentially provide clarity on some 
issues.

Local opinions: Accessing the knowledge of people from 
a specifi c locale and/or culture can be particularly useful. 
If you work in a large multinational company, make use of 
the internal diversity of the company and ask your fellow 

employees for opinions. 
Alternatively, and this has 
actually worked well in the 
past, you can solicit opinions 
online in various forums (such 
as Yahoo! Answers). Keep in 
mind that this ad hoc opinion 
gathering may contain highly 
subjective viewpoints, but 
if a large enough sample is 
obtained, then a clear pattern 
may emerge. Often, all you 

need is a basic knee-jerk reaction, which is mostly what this 
approach will yield.

Subject-matter experts: In cases where the previous 
forms of research may still not clarify things suffi ciently, you 
may need to seek out people in different fi elds such as history, 
cross-cultural studies or geography. Universities are a great 
place to start fi nding these types of experts. 

As you’re trying to be prudent and diligent in your geo-
cultural research, it’s important to be mindful of this reality 
check: realize that you’re not trying to develop a detailed 
dissertation or treatise on the sensitivity of this specifi c 
issue — a symbol, a word or whatever. You’re simply trying 
to identify exactly where and/or to whom the issue may be 
sensitive and get a general sense of the degree of sensitiv-
ity. This is a practice that takes time to hone and improve, as 
you develop a sense of what’s sensitive where over time. I’m 
17+ years into the practice of geocultural testing, and it’s a 
constant learning experience. Don’t expect perfection in your 
risk assessments, but rather realize that the fact you’re even 
performing some form of geocultural testing puts you light 
years ahead of most other content developers — at least at 
the present.

So now that you’ve been able to better evaluate the sensi-
tivity of a potential issue through careful research, the next 
step in geocultural testing is to determine an effective strategy 
for resolving the problem before your content goes live. In my 
next installment, we’ll continue our discussion of geocultural 
testing and address perhaps the most critical aspect of it: how 
to solve geocultural content issues while preserving the cre-
ative intent and direction of a project’s content.  M

■

■

■

■
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As content is being produced, don’t be shy to 
inquire about specifi c choices being made by 
the artists, writers, designers, coders and so 
forth. If something doesn’t seem quite right, 
even if you don’t exactly know why, raise the 
issue immediately.
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TThere are hundreds of pressing economic issues 
facing the world in 2010: endless wars in the 
Middle East; cap and trade where countries buy 
and sell pollution credits; the uncertain fi nancial 
markets; and, most of all, immigration, both legal 
and illegal.

Globalization refers to the free fl ow of information, tech-
nology and products, but not necessarily of people between 
countries. Some French don’t want any more Algerians in their 
country, the ethnic Germans don’t want more Turks, and many 
in the United States don’t want more Mexicans. The more insular 
British and Irish don’t want more Latvians, Japanese who are xe-
nophobic don’t want more Koreans, and some Orthodox Jews in 
Israel don’t want any more secular Jews from Russia, but all have 
to accept them. In the United States, the debate over immigra-
tion is so intense that a whole fringe political group mistakenly 
believes that President Obama was born elsewhere and therefore 
should not be allowed to be president. And so it goes. 

So likely in 2010, immigration will remain an issue. It is a bone 
of contention in the developed countries that want to protect 
jobs by preventing immigration. I predict that nationalistic fer-
vor will lead to more illogical and bureaucratic wrangling than 
ever before in designing immigration policies. And for the fun of 
it, each country’s visa regime will become even more incompre-
hensible. Happy travels!

Commentators such as Ruben Navarrette, Jr., summed up the 
mood in the United States by stating, “Let’s be real. Americans 
have been griping, ‘There goes the neighborhood’ for more 
than 200 years. The fi rst group of immigrants to the United 
States who were accused of diminishing the quality of life for 
everyone else — by altering the demographics, eroding the 
culture and threatening the language — were the Germans, 
followed by the Chinese, the Irish, the Italians, the Greeks, the 
Jews, the Muslims, etc.”

I was born in Latvia and was able to immigrate to the United 
States legally due to the Displaced Persons Act of 1948. Then-
President Harry Truman signed this imperfect bill, which actually 
kept Jews and Catholics out immediately after World War II. I 
experienced arrogance towards immigrants as a little boy by my 
fourth grade teacher, Mrs. O’Keefe, herself a daughter of immi-
grants. She liked to tease me in front of the class by calling me 
Janis, which is a girl’s name, instead of Jānis (pronounced Yanis), 
my Latvian name. Because of the humiliation, I started calling 
myself John. 

But behind all the anti-immigration rhetoric is the inescap-
able fact that the population in advanced developing countries 
is graying while the work-starved population in developing 
countries is young. The European Union (EU) announced in 
October 2007 that it needs 20 million immigrants over the 
next two decades to provide enough working-age people 
to offset the effects of an aging population. In Japan the 
population will have declined by 22 million in 2050. To fi ll the 
gap completely through immigration, an average of 381,000 
foreign workers would have to come to Japan every year, all 
the way to 2050. This would cause a demographic change in 
Japan; foreigners are now 1% of the population but would be 
17% by 2050.

Chaos at customs
To get a handle on all this I called a long-time friend of mine, 

Jerome Ingber, a busy US-immigration lawyer. He tells the story: 
“When my son Shai — now a lawyer in DC — was about two years 
old, he said ‘I want to grow up to be an imitation lawyer just like 
my dad.’” And immigration is as much, if not more, about the 
“push” as well as the “pull,” meaning that without a thorough 
understanding of why people do the “unnatural” thing of migrating 

 John Freivalds is managing director of the marketing communications 
fi rm JFA and the marketing representative for his native country, Latvia. 
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to a new country, the phenomenon can 
never be understood. The control of 
migration is by both the sending country 
as well as the receiving country.

I got to know a guy once when the 
Minnesota Timberwolves, a National 
Basketball Association (NBA) team, hired 
him to deal with the immigration issues 
in recruiting a Latvian basketball player. I 
dealt with the translation issues and got 
NBA season tickets and a Timberwolves 
warm up suit to boot. It appears that 
the NBA likes European players not just 
because they are talented but because 
they are “coachable.“ 

A more widespread problem: in US 
high-tech industries there are not 
enough unique workers. Current regula-
tions allow 65,000 high-tech visas (H-IB) 
a year with nearly 165,000 applications. 
In 1998, Michael Murray of Microsoft 
was testifying before the US Congress 
to give out more temporary visas for 
high-tech workers. Murray said that “the 
lifeblood of our industry is not capital 
equipment, but human capital.” That 
year there were over 340,000 jobs going 
unfi lled in the high-tech industry. Murray 
noted that in addition to the high-tech 
worker shortage, experts predicted a 
shortage of experienced translators 
needed to localize software and technical 
manuals in the twenty-fi rst century. 

More than ten years have passed 
since Murray’s testimony, and many are 
frustrated with the slow pace of change. 
High-tech companies have denounced 
the continued visa limit. “US employers 
deserve better than [the current system] 
to determine if they can hire highly edu-
cated candidates they need,“ said Robert 
Hoffman, cochair of Compete America, 
a coalition of companies that include 
Oracle, Google and Microsoft.

But there is some progress. Venture 
capitalists have jumped into the emo-
tional immigration fray. In one Wall 
Street Journal editorial, “Start-up Visas 
Can Jump-Start the Economy,” authors 
Paul Kedrosky and Brad Feld point out 
that “foreign-born residents made up just 
12.5% of the U.S. population in 2008. 
But nearly 40% of technology company 
founders and 52% of founders of compa-
nies in Silicon Valley.”

The US Customs and Immigration Ser-
vices have approved 70 foreign investment 
centers — the latest in Idaho. If companies 
invest one million dollars in the United 
States and through their investments create 

ten jobs in-house in a two-year period, 
they will be given an EB-5 visa. Simply put, 
pay to stay.

Emigration and immigration
The EU faces vexing emigration 

programs primarily due to the expan-
sion of the EU with eight new members 
from the former Soviet Union. Latvia 
alone sent some 200,000 workers to the 
United Kingdom and Ireland between 
2001 and 2008. Latvia joining the EU 
did not mean more jobs in Latvia. In 
fact, joining the EU worsened the situa-
tion because the bureaucracy expanded 
but indigenous industry didn’t, and 
many of those who left won’t return to 
Latvia. 

It was too early for countries such as 
Lithuania, Latvia and Estonia to enjoy all 
the benefi ts of being EU members. Their 
economic collapse and impenetrable 
bureaucracies show what happens when 
you “globalize” a country that is not 
ready. People leave. But as the Baltics 
and Poles fi lter into Western Europe, 
there are replacement workers from 
Belarus and the Ukraine who will work 
for less than the natives who left. But 
for countries trying to hold on to their 
native culture, this infl ux makes it very 
diffi cult.

On a positive note, here’s some eco-
nomic trivia that came out in a fasci-
nating new book: Dan Senor and Saul 
Singer’s Start-up Nation: The Story of 
Israel’s Economic Miracle. In 2008, Israel 
boasted the highest density of corporate 
start-ups in the world (a total of 3,850), 
one for every 1,844 Israelis. In addition, 
per-capita venture investments were 2.5 
times greater than in the United States, 
more than 30 times greater than in Eu-
rope, 80 times greater than India and 300 
times greater than China. Israel attracted 
close to US$2 billion in venture capital or 
as much as fl owed to the United King-
dom with 61 million people. And outside 

North America, Israel has more compa-
nies listed in NASDAQ than any other 
country in the world.

Fueling this in part is immigration. 
“Immigrants are natural risk tak-
ers since they were willing to uproot 
themselves and start over,” Senor said 
in a New York Times interview. Israel 
may be the only country in the world 
that seeks to increase immigration. 
Jews who were not welcome in their 
own country came to Israel. When 
Israel was formed in 1948, it had 
806,000 people, and by 2006 it had 7.1 
million. Hebrew is the language that 
binds everyone together, and there is 
even a Ministry of Immigrant Absorp-
tion to help them along.

One recent traveler to Israel noted 
that “in some Israeli towns, there is a 
Spanish-language paper published every 
day in Ladino, the medieval Spanish 
spoken by Sephardic Jews kicked out 
of Andalucía in 1492. In Tel Aviv’s busy 
Dizengoff Street old cafés hum with 
German. The older immigrants still chat 
away in Hoch Deutsch — the language 
of Goethe, Schiller and Bismarck — and 
further down the street you are in little 
Odessa. Russian food, Russian newspa-
pers and even Russian language televi-
sion are the norm.”

Immigration policies around the 
world are driven as much by national-
ism as they are by logic. Regardless of 
how global savvy you think you are, the 
myriad regulations of every country can 
defeat you. And if you have immigration 
problems, see an immigration lawyer. One 
friend suggested going to the busiest 
immigration offi ce as they are so pressed 
for time that your application won’t 
get the same scrutiny that it would in a 
quieter offi ce.  M

www.multilingual.com March 2010  MultiLingual  |  

Column

Successfully 
communicating information

worldwide

www.star-group.net

i-
K

N
O

W

Immigration policies 
around the world are 
driven as much by 
nationalism as they are 
by logic. 

18-19 Freivalds#110.indd   1918-19 Freivalds#110.indd   19 2/23/10   2:56:14 PM2/23/10   2:56:14 PM

http://www.multilingual.com
http://www.star-group.net


C
ol

um
n

|  MultiLingual  March 2010 editor@multilingual.com20

IIn the early 1980s, I watched a movie called 
Revenge of the Nerds about two male high school 
geeks who, through a series of events, become the 
most popular kids in the school. The cheerleaders 
fall in love with the geeks and ditch the football 
players. It was not a great movie, but toward the 
end of the fi lm, it dawned on me that this was 
truly addressing a paradigm shift in our cultural 
values in the United States. In the information 
age, with the prevalence of technology, “geeks” 
are essential. Nerds have become the new heroes.

There is another unsung hero gaining importance during the 
digital age: the Globalization Nerd. For the past 20 years, global-
ization teams were not an essential, popular part of US-based 
companies. In the past few years, however, evidence suggests 
that globalization units have become an accepted, popular and 
essential part of the production process for many corporations. 
To illustrate this, we will track the hiring practices of a number of 
Fortune 100 technology clients during the past two recessions. We 
will also incorporate comments from leading GILT (globalization, 
internationalization, localization, translation) industry personnel.

2001-2003 economic downturn
Roughly speaking, there was a recession in the United States 

from 2001 to 2003. In 2000, the dot-com bubble burst. In 2001, 
following 9/11, the Dow Jones suffered its largest one-day loss in 
history. The market fl oundered in 2002 and eventually stabilized by 
the end of 2003. Unemployment rates went from 4.7% in 2001 to 
5.8% in 2002 and 6.0% in 2003 (Bureau of Labor Statistics, 2004). 
The technology sector was acutely impacted by unemployment. 

At the time, we were providing staffi ng and localization out-
sourcing services to a number of technology companies, includ-
ing eBay, EMC, IBM, Intel, J.D. Edwards (now Oracle), Microsoft, 
Oracle, Parametric Technology (PTC), Progress Software, Yahoo! 
and Siebel (now Oracle). Almost without exception, the com-
panies had layoffs in their globalization teams. These included 
localization project managers, internationalization engineers and 
translators. 

People within the GILT industry are aware that there is typi-
cally a shortage of skilled globalization personnel in the United 
States. During this time period, there was a glut of globaliza-
tion professionals on the market. Clients at this juncture did not 
need our staffi ng services to fi nd top-notch internationalization 
engineers or senior project managers. They would advertise the 
job in the paper or online and sift through an abundance of 
qualifi ed candidates.

Why were globalization units one of the fi rst cost centers to 
be impacted by these layoffs? There are many possible answers. 
For one, globalization processes were costly and ineffi cient. The 
corresponding technology was not robust. Larger corporations 
had not yet centralized the localization production process, 
production of the software was US- and UK- centric, and core 
revenue was derived from domestic sales.

Tex Texin, chief internationalization architect at XenCraft, writes 
that “ten years ago, even during a downturn in its economy, the 
United States was the dominant fi nancial, producing and consum-
ing player worldwide. So during a downturn, companies would 
maximize their attention on the domestic market and reduce 
global efforts.” End result? Globalization units were secondary to 
their domestic counterparts. The rest of the world was a hazier, 
distant planet for US technology executives. They would get there 
when they were encouraged to build a stronger rocket ship.

In the GILT industry, the response was similar to comedian 
Rodney Dangerfi eld’s theme: “We get no respect!” Senior global-
ization managers were junior to their counterparts in the engi-
neering, marketing or IT departments. Bilingual testers were not 
on the level of the core quality assurance engineers. Translators 
were ignored by the documentation team. One example involved 
a team of translators working at a Fortune 100 technology 
company. The translators complained bitterly that the English 
documentation was poorly written, thus causing poorly localized 

Michael Klinger, managing partner, Anzu Global LLC, has 
been providing globalization staffi ng services — localization 
project managers, internationalization engineers, 
linguists, localization engineers and bilingual testers — 
to the technology industry for the past 20 years. 

Perspectives Michael Klinger

Globalization nerds
come of age
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documentation in over 20 languages. The translators requested 
that the documentation team rewrite the original English ver-
sion to improve the quality, “neutralize” the English and lower 
costs. Their requests were ignored. To the documentation team, 
writing English to lower the cost of localization was a foreign 
concept. The quality concern was an even more foreign concept. 
It was akin to the philosophical inquiry about a tree falling in 
the forest: If a tree falls in the forest and no one hears it, does it 
make a sound? “If the software documentation is poorly trans-
lated and no one reads it, does quality matter?”

2007-2009 economic downturn
Many economists are calling the period from 2007 to 2009 

the worst fi nancial crisis since the Great Depression of the 
1930s. The precipitants are numerous: the housing bubble, 
credit conditions, deregulation and weakened fi nancial institu-
tions. Unemployment rates went from 4.6% in 2007 to 5.8% in 
2008 to 10.2% by October 2009. During this time, we continued 
to supply globalization staffi ng services to many of the same 
technology companies: Cisco, eBay, EMC, IBM, Intel, Microsoft, 
Oracle, Yahoo! and PTC. This time, the trend was different. 
Almost without exception, the globalization units remained 
intact. There were publicized layoffs in most of these companies 
and hiring freezes across the board. The globalization teams, 
however, remained largely untouched.

Microsoft is an exception here, for good reasons. Its globaliza-
tion development is many years ahead of most technology fi rms. 
With its Windows 3.1J version in the early 1990s, it had already 
invested heavily in and profi ted from its globalization production 
efforts. If many of the technology companies are the personifi ca-
tion of youth — confi dent, aggressive and inexperienced    — Microsoft 
is middle-aged, experienced and prone to forgetfulness. Conse-
quently, when public layoffs hit Microsoft, its underperforming 
profi t centers were impacted, globalization units included. 

Taking this into account, has the GILT industry “come of 
age”? Why were the globalization units passed over this 

time, during recent layoffs at these same Fortune 100 com-
panies? One explanation is that US technology executives 
now view globalization units as an accepted, efficient and 
essential part of their business. The globalization units are 
quite profitable. 

Michael Anobile, executive director of the Localization Indus-
try Standards Association (LISA), notes that anecdotal reports 
indicated in the late 1990s that every dollar spent on localiza-
tion opened up revenue opportunities of about ten dollars. If a 
company invested $100,000 in localization, it expected to gain 
about one million in sales based on that investment. By 2006 
that fi gure had changed to a consistent $25 in revenue for each 
$1 invested in localization. “While this doesn’t mean that there 
is a 25-to-1 return on investment (since there are other costs 
besides localization to consider), it does show that the cost of 
localization has fallen dramatically, largely due to automation, 
competition from low-cost centers and improved communica-
tions infrastructures. As these ratios continue to improve, we 
will see companies look at ‘foreign’ markets as core markets 
rather than afterthoughts,” says Anobile.

To summarize, several factors have contributed to the maturing 
of the globalization industry:

better, more effi cient tools for engineering, testing and 
document management 

better pricing for outsourced localization tasks (transla-
tion, testing)

better, more experienced personnel to manage the global-
ization processes

better processes for global communication — the internet, 
XML, HTML

Texin provides another spin on why the GILT industry has 
changed: “For companies that have nearly saturated their 
American and European markets, China is a source for fi nancial 
backing as well as a sizable revenue opportunity. Add to this 
mix opportunities for cost reduction by outsourcing to Chinese 
partners. Outsourcing has become much more acceptable and 
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commonplace today, a signifi cant game 
change from several years ago.”

In short, life, profi ts and opportunities 
on planet United States have been dwin-
dling. Corporations have been forced to 
invest in their globalization rocket ships 
to reach the distant international mar-
kets and explore profi ts globally. To the 
surprise of many, the current cost of this 
globalization rocket ship is quite afford-
able. A team of less than 30 can oversee 
global production for a Fortune 100 
company. The translation, editing and 
testing can be outsourced to vendors. 
Personnel from international offi ces can 
be “borrowed” to review or test the fi nal 
version of the software. A tools expert 
can streamline the documentation fl ow.

One current Fortune 100 company 
has a globalization unit of 24 people 
overseeing international revenue of 
$420 million annually. This consists of a 
director of globalization with six global 
program managers. Beneath them are 
eight localization project managers. There 

is a global testing team of fi ve people, 
three tools experts and an “evangelist” 
who works internally to spread the gos-
pel of centralized globalization. Voilà, a 
globalization rocket ship!

This is quite an effi cient, cost-effective 
and streamlined production process. Of 
course, there are many other people, groups 
and costs related to the $420 million 
revenue generated. This globalization unit, 
however, makes it all work. If one of the 24 
people leaves, he or she would need to be 
replaced for the process to run smoothly. 

PTC also has a well-respected, fi ne-
tuned globalization process, headed 
by Karen Combe, the vice president of 
localization. She agrees that the local-
ization industry is maturing: “At PTC, 
everyone knows that we have to local-
ize our products, since over 60% of our 
revenue comes from outside the United 
States. There is not even a discussion 
of whether or not to localize. When we 
make acquisitions, money is routinely 
budgeted and allocated for localization 

of the new products. The recent leaps in 
technology with MT and GMS have also 
contributed signifi cantly to a maturing 
localization industry.”

Even translators now are being heard. 
In one recent example at a Fortune 100 
client, a French linguist complained to 
management that the review process 
was slow and ineffi cient, causing delays 
in the localization release. Rather than 
being censured, she was put in charge of 
the localization review component. She 
changed the process for 15 reviewers. 
End result, she was empowered and the 
effi ciency improved.

“There’s a concept out there of ‘sin-
gularity,’ the moment when the rate of 
technological change becomes impossible 
for humans, unaided, to comprehend,” 
says Arle Lommel, director of standards 
at LISA. “It sounds like science fi ction, 
but it describes where we are right now 
in our industry in terms of technology 
and process. My fi rst LISA Forum was 
in 1997, and I remember that the big 
question at the Forum was whether or 
not translators should use translation 
memory tools and whether they actu-
ally offered an advantage. We had folks 
in attendance who still didn’t use e-mail 
and had been using word processors for 
maybe a year. Now you look at it and 
these same people are working with MT, 
dynamic corpora, advanced terminology 
tools, Skype, instant messaging. So, we 
are working on jobs and projects that we 
couldn’t even have comprehended 15 
years ago, and it all seems very natural. 
We do so much more now, but real costs 
have gone down and continue to go 
down, with the effect that localization is 
expected, not an added feature.”

Globalization professionals were once 
marginalized in corporate America. Now, 
they play a valued and essential role. The 
macro trends contributing to this shift 
in roles include internet growth, lowered 
vendor pricing, improved tools technology 
and streamlined production processes. 
The shift in hiring practices over the past 
two recessions underscores the new iden-
tity of the GILT professional. This is a time 
when translators’ suggestions are being 
implemented by senior management and 
Fortune 100 CEOs are consulting their 
VPs of globalization for advice about 
corporate direction. The GILT industry is 
truly coming of age in America. We are 
witnessing the Revenge of the Globaliza-
tion Nerds. Incroyable!  M
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RRunning a translation company in Poland comes 
with its own unique challenges, as I know from 
being an American expatriate living and work-
ing in Poland for the past 17 years. While not all 
of these experiences may easily transfer to other 
Eastern European countries, I think there are 
several themes that apply to other countries in 
the region. 

People often mention culture shock and the need to adapt to 
the new culture. Well, I am not sure you can really prepare any-
body for the red tape facing businesses in Poland. The fi rst thing 
you’ll need to get used to is the bureaucracy. For Americans 
reading this, it’s like having to go to the Department of Motor 
Vehicles and deal with lines, forms and grumpy clerks on a daily 
basis. Bureaucracy is bad everywhere in the world, and there is 
probably no country where waiting in lines and talking to clerks 
is a pleasant experience. The fundamental difference in Poland is 
that so many areas of business are government controlled. 

The taxman cometh
Even though I am an American, I have never run a business 

in the United States, so I don’t really have any point of com-
parison. But I don’t think the IRS (US tax authorities) strikes 
fear into the hearts and souls of entrepreneurs quite the 
way the Polish Urząd Skarbowy does (even writing the name 
sends chills running down my spine). Why are we so afraid of 
the Polish tax authorities? Sometimes I wonder myself, but I 
think you can truly recognize fear in the eyes of others, and 

in Poland, everyone is deathly afraid of the taxman. 
Unfortunately, there is good reason for this. There have been 

some well-documented cases of the Polish tax authorities bank-
rupting companies and then admitting, oops, we made a mis-
take. One of the most famous cases was of Roman Kluska, the 
CEO of Optimus, a publicly traded IT company. The tax people 
fi ned his company and put him in jail in 2002 because of the 
way he interpreted the value-added tax regulations, which are 
terribly unclear. Then, after a considerable amount of time and 
damage, both personal and commercial, the authorities admitted 
that Kluska had been doing it correctly, and they just said, sorry 
about that. 

Clerks wield huge power without consequences if they err. 
That is what scares us entrepreneurs and explains why we cower 
when we face the taxman. He can ruin our lives, and we’ve 
seen him do it. As a result, we do everything the taxman tells 
us. When you combine this fear with unclear and antiquated 
laws, you can imagine the diffi cult situation business own-
ers face. Anybody you talk to will ultimately tell you there are 
no shortcuts — just obey the rules, even if they seem absurd. 
Ultimately, it boils down to this: if you want to take advantage 
of the opportunities of doing business in Poland, then this is the 
price you have to pay. And in case you are wondering, yes, there 
are opportunities and benefi ts of setting up business in Poland. 
Nevertheless, the taxman is king in Poland, and whatever he says 
goes. When I say taxman, I am actually referring to all the clerks 
who have the power to fi ne a business, and they don’t necessarily 
work for the tax offi ce. 

Back in the good old days of communism, there weren’t many 
free market enterprises around that needed government regula-
tion. But since 1989 many laws and regulations have had to be 
put together hastily. Needless to say, not all these regulations 
were completely thought through. This is quite understandable 
because the task of moving from a communist system to a free 
market system can be quite daunting, as you can imagine. The 
result of this quick transition from one system to another is a 

Kevin Fountoukidis, the CEO of Argos Translations, one 
of the largest translation/localization companies 
in Europe, works out of the Krakow, Poland, offi ce.  

Kevin Fountoukidis Perspectives

Doing language 
business in Poland
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commercial code that is full of loopholes and inconsistencies. 
Every year improvements are made, but it’s a long road. 

Hence, what you are allowed to do — versus what is against 
the law — is simply not clear in many circumstances. What 
makes it even worse is that a tax clerk in one town can inter-
pret the law differently from a tax clerk in another town. When 
you combine these inconsistencies with the fear of the taxman 
previously described, what you get is a lot more work for the 
average business. Businesses in Poland must constantly protect 
themselves by asking for written opinions and confi rmations from 
their local tax offi ce. Once a business has a decision on paper, 
then it is safe to move forward and operate according to this de-
cision, but without a confi rmation, you may be doing things that 
will cost you thousands or millions in back taxes and fi nes. 

The result of all this red tape is actually higher employment. 
You need to employ more people in order to monitor and make 
sure you are complying with the law. The tax authorities 
need to employ more people to deal with all the requests 
for clarifi cation being sent in by the businesses.

Um, excuse me, but I am not 
 running a soap factory here

The Polish Labor Code is a real work of art that anyone con-
sidering entering the Polish market should get acquainted with. 
The laws governing the hiring, fi ring and overall relationship be-
tween employee and employer are extremely antiquated. Many 
of the rules and laws in place are fi ne if you run a soap factory, 
but they aren’t terribly convenient if you want to run a service 
business, a translation company or any offi ce-based business. 

Health and safety in the workplace are obviously incredibly 
important issues. Business owners want their employees to be 
safe. It is particularly important for a factory to have clear and 
strict regulations concerning the work environment; otherwise, 
employees can injure themselves when working with machin-
ery. Unfortunately, this “factory mentality” has been applied to 
offi ce work as well. I don’t want to bore you with a long list of 
rules and regulations that need to be adhered to in an offi ce 
environment, but let’s just say I never knew the offi ce could be 
so dangerous! This area is heavily regulated, and the government 
takes it seriously. We receive visits from inspectors every year 
or so, and if any regulations are broken, we risk paying heavy 
fi nes. In addition, according to law, companies are required to 
hire a full-time health and safety specialist once there are more 
than 100 people employed. This person needs to make sure the 
company adheres to all the health and safety laws and needs to 
continually train new and existing employees to keep them safe. 
In reality, this means we have to pay money to someone to take 
up our employees’ time and point out how we can get fi ned and 
what needs to be done to avoid penalties. 

One of the things I have always admired about Europe is the 
amount of vacation European employees receive. Personally, I 
am in favor of having well-rested employees, and I don’t mind 
the vacation policy in place in Poland. But if you are coming 
from the United States, you might be shocked at the number 
of days off that Polish employees are entitled to. To begin with, 
a fresh new employee (university graduate) is entitled to 20 
working days of vacation per year. After two years of work, this 
number goes up to 26 days. In addition to these vacation days, 
there are 11 national holidays in Poland. So, cumulatively, each 
member of your staff has 37 working days off, which amounts 

to over one month. 
Now, there are some crazy regulations in regard to vacations 

as well, and the consequence of breaking any of these is that 
you’re going to get fi ned, of course. So here we go. Employees 
must take at least 14 days of their vacation in a row. This means 
part of our job as an employer is to manage our employees’ va-
cation and make sure they take at least one two-week vacation 
during the year. That’s mandatory. That is the law. If employees 
want to work from home, we have to pay for the costs that 
they are incurring by not working in the offi ce (such as desks, 
chairs, heat and electricity). Also, some pretty dumb rules are 
connected to business trips, one of the stupidest being that if an 
employee wants to connect a business trip with a vacation and 
take advantage of the fact that the company is paying for the 
fl ight, the employee has to pay tax on this as if it were a bonus 
paid in cash. 

This brings me to the social fund — another classic and one of 
my all-time favorites. Basically, here is an example of something 
that could potentially be very good and positive that has gone 
horribly wrong. Here’s the deal: in Poland if you have over 20 
employees, you are required by law to set up a social fund. The 
company is required to pay a certain amount of money per 
employee into the fund, and this is a tax deduction, so that’s 
great! The problem is with how to later use this money. It would 
be great if you could fund company parties, gifts, awards or any 
other benefi t that would be available to all employees. But alas, 
no! This is not what the creators of this fi ne idea had in mind. 
According to law, the neediest employees and the employees 
with the most children must get more than the employees who 
are better off fi nancially. As an employer, we are supposed 
to ask about our employees’ fi nancial situations and their 
personal circumstances, and on that basis, we must distribute 
more funds to those in greatest need. 

Land of opportunity
Enough whining. If it were so bad, then why would I be here, 

right? Exactly! There are plenty of opportunities for businesses 
in Poland, and by far the greatest benefi t of running a business 
in Poland is access to high-quality staff. It’s important to point 
out that the quality of available staff is as impressive as the 
formerly mentioned challenges are daunting.

Whether we are talking about software engineers, IT special-
ists, people who can be trained as either localization engineers 
or DTP specialists, salespeople, vendor management specialists, 
accounting specialists (who have to deal with all these crazy 
regulations) and, of course, translators or other linguists, Poland 
is a treasure trove of talent. Now, I mean no offense to anyone, 
but I think the average educated young person in Poland — and 
probably other places in Eastern Europe — is more likely to be a 
better employee than his or her counterpart in Western Europe 
and the United States. Why? I think the fundamental difference 
is that the average young person in Eastern Europe was not born 
into an affl uent world. It’s gotten to the point in the West that 
if you are born into a middle-class family, you basically have 
most of what you need and want. This is an enormous gener-
alization, of course, but what I am trying to say is that what 
many people in a German or US household might consider to 
be standard can be something not easily available in a Polish 
household. The result, in my opinion, is drive. In general, young 
Poles are driven to achieve success much more strongly than 
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their counterparts elsewhere. This results in hard work at school, 
ambition when it comes to learning foreign languages, and high 
motivation to work hard and succeed once getting to the work-
place. These typical young people have to be self-suffi cient in 
order to achieve their goals. Now, this is not going to be possible 
forever. As the country becomes more and more wealthy, I believe 
the level of drive will diminish in Poland as well. 

So, people come to work eager to learn, eager to succeed and 
with some strong language skills — such as the ability to speak 
one or more foreign languages. That is great when hiring new 
employees, but the market is also excellent when it comes to 
hiring the best talent available on the market. Argos is fortunate 
to be a company that exports 99% of its services. As a result, 
we are not completely bound to Polish economic and market 
conditions. This means that in Poland we are able to compete on 
salary with the biggest and best employers in the world! There 
are plenty of great multinationals in Poland, but they didn’t 
come to Poland to pay German or UK wages. They want to pay 
wages competitive in Poland. As a result, we are able to compete 
when it comes to compensation, so we end up with the best 
employees available on the market. This is a huge competitive 
advantage for our company. I just can’t believe that a transla-
tion company in London can hire someone who has worked 
in a Big Six consulting company, for example, or in another 
famous multinational. We regularly hire people like this. Since 

the translation business is ultimately a service business that 
depends on the people offering the service, at the end of the 
day, we have higher quality people and can provide a higher 
quality service. Also, everything from offi ce space to energy and 
wages costs less in Poland. Again, this is something that won’t 
last forever as the Polish economy is growing fast, and wages 
and prices continually go up. But this still is a benefi t and clearly 
one of the advantages of operating in Poland. 

Overall, you have to be enormously patient to set up and 
run a language business in Poland, but there are huge rewards 
to be reaped. I believe that much of the bureaucracy is the 
same in other Eastern European countries because switch-
ing from a communist to a free market system is going to 
leave a mess behind that will take time to straighten out. At 
the same time, I believe that the drive I see in young Poles is 
also existent in other Eastern European countries. It’s really 
a trade-off. If you can manage to get set up, then you are 
going to be in good shape. I am confi dent that over the next 
fi ve to ten years the government will continue to iron out the 
inconsistencies in the regulations and will continue to make 
Poland a more business-friendly country. Until then, it’s still a 
great country to live in with wonderful people, and I encour-
age all those who are interested in expanding into Eastern 
Europe to consider Poland as a great choice, even with the 
horrible taxman!  M
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Translation business 
rises in Eastern Europe 
Nataly Kelly

WWWho spends the most on translation, localiza-
tion and interpreting in Europe? For the most part, 
the countries with the most money to spend. The 
fi ve largest demand-generating nations for lan-
guage services in Europe are Germany, France, 
the United Kingdom, Italy and Spain. These 
countries also report the largest levels of gross 
domestic product (GDP) and account for some 
of the most commonly requested languages in 
the translation industry at large: French, Italian, 
German and Spanish. 

Eastern European countries grow in importance
In addition to the fi ve powerhouse regional markets for trans-

lation, there is one Eastern European country of tremendous 
importance — the Russian Federation. Because Russia is trans-
continental, straddling both Europe and Asia, not all sources 
include it as part of Europe. For example, one data source (Central 
Intelligence Agency) does not classify Russia within Europe, but 
rather as part of Asia. As a result, Russia and other transconti-
nental countries are not included in this article’s general fi gures 
for Europe. However, since Common Sense Advisory normally 
considers Russia to be part of Europe, it ran the numbers for 
this country separately to identify its importance within Eastern 
Europe (Table 1).

In 2009, Russia had a GDP of US$1,255 billion, as compared 
to the total for Europe of US$57,228 billion. This means that 
Russia makes up 2.19% of the world’s GDP and 6.5% of Europe’s 
GDP. Russia also had impressive exports — accounting for 2.92% 
of the world’s exports. When it comes to immigration, Russia is 
also a major player, receiving 6.47% of the world’s immigrants, 
and nearly one in every ten individuals living in Russia (8.48% 
of the total population) is an immigrant. So, Russia generates a 
signifi cant demand for language services due both to exports and 
domestic needs, with a buy-side language services market (LSM) 
of US$540 million, over three times the amount of Ukraine, the 
second-ranked country within Eastern Europe.

Nataly Kelly, senior analyst with Common 
Sense Advisory, is a certifi ed court 
interpreter fl uent in English and Spanish. 
She is the author of Telephone Interpreting: 
A Comprehensive Guide to the Profession. 

Eastern European 
country

Estimated amount spent on
language services in 2009

(in US$ millions)

Russia 540

Ukraine 170

Poland 121

Czech Republic 71

Hungary 50

Romania 41

Belarus 39

Slovakia 34

Bulgaria 14

Moldova 10

Table 1: Russia dominates Eastern European demand-side markets.
Source: Common Sense Advisory, Inc.
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As the case of Russia shows, LSM size within a given 
European nation does not always strictly follow economic 
indicators. In other words, GDP and exports are insuffi cient 
to predict the amount of opportunity generated within a 
country. Migrant and refugee populations are also signifi cant 
factors. As another example, Ukraine has GDP and exports 
that are lower than many of those in large economies. How-
ever, because it borders three European Union (EU) member 
states, Ukraine is a “gateway country” for massive numbers 
of migrants and refugees who make their way from Asia and 
Africa to the EU. 

Since gaining its independence, Ukraine has created 
state-run migration services and incorporated norms related 
to the freedom of movement and refugee protection into its 
national legislation. The EU provides Ukraine with signifi -
cant technical and fi nancial support for the country’s border 
enforcement controls, helps train immigration professionals, 
and promotes international cooperation. Because the formula 
for calculating market size incorporates immigration data, 
Ukraine plays an important role in the European market, 
especially within Eastern Europe.

Eastern European LSPs have an advantage
We surveyed a total of 510 individuals who buy and sell 

language services in Europe and asked them about the loca-
tion of their headquarters. The majority of the language service 
provider (LSPs) surveyed (73%) were located in Europe. The rest 
of the participants were headquartered in North America (14%), 
Asia (9%), South America (2%), Africa (1%), and Oceania (1%). 
LSPs also provided information about the geographic distribu-
tion of their clients. The vast majority — 221 out of 229 — situ-
ated more than two thirds (69.76%) of their clients in Europe. 

Separately, we surveyed European buyers of translation 
services to tell how important it was for them to work with 
providers that had a local presence. Buyers’ opinions about the 
importance of an LSP’s headquarters being local to their own 
country or region are divided (Figure 1). Nearly two thirds of 
buyers expressed that using LSPs with a local presence rela-
tive to their own was “Very Important” (34.8%) or “Somewhat 
Important” (23.9%). About a third said this criterion was “Some-
what Unimportant” (28.3%) or “Very Unimportant” (13%). We 
also asked European buyers about the importance of having 
providers with physical offi ces nearby (Figure 2). More than 

half of buyers expressed that this was either “Very Important” 
(23.9%) or “Somewhat Important” (30.4%). The remaining buy-
ers considered the geographic proximity of supplier offi ces to 
be “Very Unimportant” (21.7%) or “Somewhat Unimportant” 
(23.9%).

Because of their relative proximity to clients in Europe com-
bined with lower operating costs, LSPs based in Eastern Europe 
are ideally suited to target both groups of buyers — those who 
feel that nearness is important and those who do not. Buyers 
who do not consider proximity an important factor are usually 
motivated to fi nd suppliers offering competitive prices, and many 
LSPs in Eastern Europe are uniquely prepared to deliver this due 
to the lower costs of doing business. However, Eastern European 
LSPs also benefi t from the fact that they are somewhat nearby 
to most European buyers. In other words, a client based in the 
United Kingdom does not have to cross nearly as many time 
zones and kilometers to work with a supplier based in Prague as 
it does to work with one in Buenos Aires or Beijing.

In general, these fi ndings indicate that translation and 
interpreting providers in Eastern Europe and Europe at large 
continued to grow throughout — and in spite of — the recent 
economic downturn. This result is consistent with our other 
research on business confi dence levels of buyers and suppliers in 
the industry and throughout the world at large. Given the ample 
diversifi cation of its demand-generating sectors, the LSM shows 
a high degree of resistance during times of recession. Of course, 
that isn’t to say that translation fi rms didn’t feel the pinch. LSPs 
with clients in the hard-hit automotive and fi nancial services 
sectors reported losing contracts and clients. Translation suppli-
ers with large amounts of public sector business and commercial 
revenue from high-tech and software clients tended to report the 
greatest stability.

The European LSM weathered the economic storm quite 
well, aided by a balanced mix of international manufactur-
ing for intra-European and extra-European consumption and 
steady immigration indexes to support the growth of its indus-
tries. In the next few years, we expect Europe to strengthen 
its presence in Asian markets, to form economic alliances with 
more emerging economies (many of them former European 
colonies), and to continue expanding the number of language 
pairs required to sustain its economic diversity. Eastern Europe 
will continue to play an important role both on the demand side 
with Russia as a major demand generator and on the supply 

Very Unimportant
13%

Very Important
34.8%

Somewhat Unimportant
28.3%

Somewhat Important
23.9%

Figure 1: Most European buyers prefer locally headquartered LSPs.
Source: Common Sense Advisory, Inc.

Very Unimportant
21.7%

Very Important
23.9%

Somewhat Important
30.4%

Somewhat Unimportant
23.9%

Figure 2: Most European buyers prefer suppliers with local offi ces.
Source: Common Sense Advisory, Inc.
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side as a low-cost center for LSP operations, 
especially for services such as localization 
engineering and desktop publishing.

As Europe emerges from the recession, we 
predict continued growth for suppliers with 
operations in Eastern European nations. Both 
buyers and LSPs will continue to leverage the 
ample supply of educated professionals in this 
region. Meanwhile, as the Russian economy 
continues to ripen, more demand will be 
generated within Eastern Europe, and a large 
percentage of this business will go to local 
suppliers.

In summary, Europe is rich in multicultural, 
multi-ethnic and multilingual populations, 
which is no doubt a blessing for European 
buyers that do business across many inter-
national borders. However, European clients 
and LSPs alike are especially fortunate to have 
affordable and qualifi ed resources available 
in Eastern Europe, giving them the benefi ts 
of both cost-effectiveness and proximity that 
will enable them to see suppliers as strategic 
partners and compete more effectively in the 
global marketplace.  M
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and language support for all projects.

Wratislavia Translation 
House Sp. z o.o.

Wrocław, Poland
wth@wth.pl • www.wth.pl

The Polish Language 
Experts

We translate from major European languages 
into Polish. Our comprehensive service portfolio 
includes translation, editing, proofreading and 
project management in the following specializa-
tion fields: IT, technical, legal, financial and 
business. As a Certified SAP Translation Partner, 
we are experts in SAP translation (SAP systems, 
documentation, training materials) and related 
services (preparation of documentation using SAP 
Tutor). We also provide graphic services (DTP, 
transcreation, graphic preparation). Our strict 
quality procedures and use of CAT tools allow us to 
deliver high-quality products within tight deadlines. 

Single-language Vendor 
for Romanian 

The sixth-ranking Romanian vendor in terms 
of turnover, with a focus on medical, legal, EU, 
marketing, finance-banking and automotive 
translations, Casa de Traduceri is a preferred 
partner for major multinationals and some of 
the largest LSPs worldwide. ISO 9001:2000 
certified since 2006 and the first Romanian 
provider to become certified for SR EN 15038, 
with 25 employees and over 200 freelancers 
with proven expertise, we get motivated by 
the challenge of each project and turn it into 
a success. We are the expert resource for 
Romanian translations.

Casa de Traduceri
Bucharest, Romania

office@casadetraduceri.ro
www.casadetraduceri.ro
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Language solutions 
for CEE companies
Zbynek Zelenka & Roman Zelenka

A fi ve-to-ten year lag behind Western Europe and the United 
States began with the introduction of computers and the inter-
net to translators, LSPs and customers within CEE. The same 
delay also correlated with CAT, MT and TM tools, and it con-
tinues currently with the implementation of CM and authoring. 
Today, however, it is not caused by ignorance of technology or 
by missing technical tools, as was the case at the beginning of 
the 1990s. On the contrary, current trends and new technologies 
for document generating, maintenance, updating and transla-
tions for LSPs are quite well known in CEE countries, and CAT 
tools have been taken up successfully by individual language 
suppliers. 

However, it appears diffi cult to persuade clients to process 
document management and translations in line with these 
modern trends and not wait until problems arise. It’s often 
quite diffi cult to persuade translation buyers of the signifi cant 
impact of these tools on the quality, speed, price and consis-
tency of translations. We try to eliminate their hesitation in 
implementing these tools, as this can turn out to be quite costly 
(Figure 2).

The uninterrupted curve in the bottom of the graph shows the 
potential of exponential cost increase in Phase 3, provided the 
language solutions are not implemented. The dotted curve shows 

that early implementation brings a slight increase of 
costs, but consequently, in Phase 3 there is a signifi cant 
drop in cost. In other words, costs in Phase 3 do not 
increase at the same pace as the volume of content.

Based on the volume of produced, updated and trans-
lated documentation (content), we analyze the client’s 
situation and make suggestions on the implementa-
tion of individual tools in the given phase of company 

Zbynek Zelenka is founder and general manager 
of Zelenka Company, which specializes in 
providing translations, localization, 
interpreting and consulting services.

Roman Zelenka is CEO of Zelenka Company.

MMMany articles have been written in this mag-
azine on subjects relating to language tools 
and solutions — computer-assisted translations 
(CAT), authoring tools, translation management, 
translation memory (TM), machine translation 
(MT), quality assurance (QA), systems for con-
tent management (CM) and so on. 

In Central and Eastern European (CEE) countries, a delay in 
the implementation of these solutions and the applicable soft-
ware may, unfortunately, be observed when compared to the 
United States and Western Europe. The associated problems will 
be analyzed here along with proposed solutions, focusing on 
mid-sized and larger companies (translation buyers) within CEE 
— on clients in the Czech Republic, Slovakia, Poland, Hungary, 
Russia, Ukraine, Romania and Bulgaria. Being a language service 
provider (LSP) mainly in the Czech Republic, Slovakia, Germany 
and other Central European countries, we have, in the 20 years 
of our existence, gone from classic translation without comput-
ers to using all available state-of-the-art tools. Let’s fi rst look 
at translation development within CEE over the past 20 years 
(Figure 1).
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development (Phase 1, 2 or 3, depending 
on the volume of documentation).

We have discovered that, given an 
approximately linear increase of com-
pany turnover, there is a moment when, 
in a certain phase, the cost of document 
management and translation grows expo-
nentially (Phase 3). Such an increase may 
only be moderated by the proper and early 
implementation of applicable tools.

Some clients fi nd out too late that the 
cost of document management and trans-
lations grows disproportionately. Should 
a company enter Phase 3, content may 
rapidly grow, but should the company not 
possess TMs and consistent terminology, 
every update of applications, manuals or 
other documents will be translated all 
over again without CAT tools. This is the 
point when, naturally, the fi nancial cost 
of implementing a complex solution is 
high and the process is time consuming. 
Moreover, the cost in every company 
multiplies by the number of translated 
language versions. These cases do take 
place! Corporate documentation is not 
always ready to be processed by modern 
linguistic tools, and it is kept in various, 
often non-editable formats. Company 
terminology is either non-existent or is 
not updated. Such situations also occur 
when clients use an LSP that did not 
advise them suffi ciently and were happy 
to be given an ever-growing number of 
translations. 

In Western European countries, lan-
guage solutions are more often imple-
mented during Phase 1 or Phase 2, which 
is a much better solution. Figure 2 shows 
that CAT and TM implementation is 
most suitable at the point when cost and 
time effi ciency are much more favorable 
(Phase 1 or Phase 2). When clients are not 
adequately informed during this period 
or when they delay action, real problems 
may follow. 

Whose foot should 
be on the gas pedal?
After meetings with CEE clients, we 

usually come to the conclusion that the 
driving force of these implementations 
should mainly be us — the LSP, since we 
are better informed on the technicalities 
and we are aware of the fi nancial and 
time-saving benefi ts for both parties. As 
it happens, the benefi ts for the translation 
buyer are much greater than for the LSP.

It is primarily up to us to persuade the 
client that the origin of the problem is in 

document management and the quality 
of source texts, in the implementation of 
given tools, and in the quality of com-
munication on all levels. Any blame for 
negative results can only be laid at the 
door of the LSP. It is crucial to present 
the right case to the client and only 
propose a system solution that would be 
benefi cial for both parties. 

The problem lies in the fact that 
CEE clients may not show a willingness 
to accept these changes. Without the 
willingness of the translation buyer, the 
LSP can only push so much. The people 
responsible for ordering translations are, 
unfortunately, not in such a position that 
they are able to make decisions on crucial 
changes within the company and are, 
therefore, unable to decide on proposed 
changes. The implementation of CM 
systems, purchase and implementation 
of software, such as for correct editing of 
document content, do indeed represent 
signifi cant intervention. That is one of 
the main diffi culties in the implementa-
tion of language solutions.

When CEE clients are informed that they 
should implement a company CM system 
or carry out “combat preparation” (start to 
use CAT tools and TM) in order to facilitate 
management and uniformity of source 
documentation — and hence improve the 
quality of translations, reduce their cost 
and speed up processing time — we often 
encounter the opinion that the LSP is there 
to provide prompt and quality translations 
and that it is not the responsibility of the 
one who orders the translations. 

We also hear that the LSP is not entitled 
to comment on how the client should man-
age documents. Thus, the client’s document 
management department (or other respon-
sible department) keeps struggling with the 
quality of translations. Source texts do not 
contain unifi ed terminology, but the unifi -
cation of terms is required in the transla-
tions. The LSP may be swapped out for 

another LSP from time to time due to dis-
satisfaction with the translation quality, 
but, due to the lack of implementation of 
a system solution, the client just struggles 
on. Of course, the more languages used, 
the worse the problem is. No approved 
terminology or TMs are produced, a uni-
fi ed style of all documents is not made, 
and it results in a vicious circle. A similar 
situation may arise, for example, in the 
case of the TM not being updated.

In general, it must be said that in the 
CEE region, a lot of consultation work still 
needs to be done to persuade clients who, 
for whatever reason, still resist these inno-
vations. To identify the possible reasons 
behind the current situation within CEE 
and why we are lagging behind Western 
Europe, we can assume the following:

Higher management is less informed 
of potential cost reductions, and there is 
low interest in being advised. This results 
in a lack of willingness to invest without 
specifi cally known returns. 

CM systems or other language 
solutions are relatively complicated to 
use, and hence clients may be reluctant 
to implement them. 

LSP consultancy is not common.
The communication between execu-

tive management and top management

■

■

■

Figure 1: Translation development within CEE from the point of view of the LSP.
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(deciding on investments) is often not well developed in compa-
nies within the CEE region. Communication may not function 
well between document and marketing departments, for example, 
either.

Since communication between these departments does not 
function well, there is no effort towards agreement between the 
departments on the issue of exclusive central communication of 
one department, on behalf of the whole company, with the LSP, 
for example, through a document manager. This means that a 
centralized system of document management is often missing. 

The latest software is often not localized to CEE languages, 
and thus it tends to be harder to understand. 

Little may be known of the fact that quality management of 
overall documentation, as well as high quality of translations, is 
necessary for quality company presentation outside the country.

■

■

■

Facing the problem
In order to start getting rid of 

these problems, the issue has to 
be fi rst discussed with the client’s 
top management. This is easy 
enough to say, of course, but it 
tends to be diffi cult to get some 
top managers to seriously con-
sider the matter. However, only 
after that does an LSP consultant 
have the chance to present argu-
ments that affect the decision-
makers in the company. Such 
consultancy must be performed 
with perfect knowledge of these 
linguistic solutions and the 
environment within the client’s 
company. We need to know how 
to correctly implement solutions 
for the given company, which 
sub-steps need to be taken, how 

to calculate savings and how to present this information. 
For effective presentations, lay out as simply as possible the 

whole scheme of document management and its translation. 
Explain using examples of all the client’s duties, what can be 
done by the professional LSP, and who is going to commu-
nicate with whom and how. Company management is often 
surprised by the fact that content, quality and format of all 
company documentation in the source language must be dealt 
with fi rst. It is also common for various departments to issue 
and update their own documents. Various web presentations, 
marketing material, safety directives, contracts and so on are 
issued and updated by various departments — naturally each 
of them doing so in their own way, without mutual commu-
nication. The resulting documents are of different styles and 
contain different terminology. The fact that some document 

Figure 2: Impact of implementation of language solutions on cost-effi ciency.
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managers might, for example, ensure 
access to approved terminology for all 
and communicate centrally with the LSP 
is still a novelty for many companies 
within CEE. 

Furthermore, we always try to calcu-
late most accurately the future potential 
savings and explain the need for any 
initial slight increase in costs, which is 
consequently returned multifold. It is 
important to explain the principle of how 
the slightly increased initial costs — a 
relatively small investment — will return 
and consequently generate savings. It is 
crucial to explain when the individual 
language solutions make sense and 
when they do not. These solutions must 
be divided into clear and specifi c steps. 
It is, for example, necessary to prepare a 
dictionary of special company terminol-
ogy and set rules for its update, adjust 
the document format in order to make 
it possible to implement CAT tools and 
begin to build the TM and share it.

We try to shift most of the work and 
management from the client to us — for 
example, for the TMs, the terminology 
dictionary and the style guide. We have 
experienced that the simplest linguistic 
examples, known to every professional 
LSP and to which the client is often 
exposed, are very effective. Using these 
examples, it is possible to explain that 
we can solve these problems and thereby 
make the system more human.

The effective arguments are that it 
is possible, once and for all, to ensure 
uniformity of special terminology 
throughout all the texts and all lan-
guage versions; that it is possible to 
unify all company names and positions, 
including their translations; and that it 
is possible to ensure uniform and cor-
rect use of abbreviations, grammar and 
stylistic rules. It appears more effec-
tive to later explain that this may be 
resolved by some complex system using 
sophisticated software, as once we make 
somebody implement such a system, he 
or she will not listen properly and will 
certainly not implement it immediately.

Once we manage to persuade the 
management that, for example, the 
simple providing of source text in edit-
able format may save signifi cant costs of 
translation in the future and that these 
savings are bound to the systematic 
preparation and management of docu-
ments throughout the company, then we 
usually succeed in implementing at least 

a terminology list and unifying source 
formats so that CAT tools can be used. 
Such partial solutions also make sense. If 

the step-by-step solutions are successful, 
it then becomes possible to successfully 
implement further language solutions, 
possibly up to the level of implementa-
tion of a complete system. 

However, it appears problematic that 
the contributions of such solutions may 

only be evaluated after a long period of 
time. The duration of this period depends 
mainly on the frequency of updates and 
translations of documents. It may be 
months or even years and depends on 
the type of documents, their extent and 
number of language versions as well as 
on the speed of company growth and its 
expansion into foreign markets. Hence, 
it is often a marathon. 

In sum, CEE companies that are part 
of international organizations with 
headquarters in Western Europe or the 
United States are generally easier to work 
with. Communication is more compli-
cated, but innovations are implemented 
more quickly as sophisticated language 
solutions are adopted faster from par-
ent companies. CEE clients are, at the 
moment, undergoing a development 
stage, when large volumes of documents 
and their translations often unneces-
sarily burden the company budget and 
inadequately prolong the time needed 
for producing individual language ver-
sions of them. 

At the same time, we hope that LSPs 
who are meeting the same problems can 
fi nd some inspiration for communication 
with their CEE clients and may progress, 
using the right arguments and adopting 
a more active approach. It is the only 
way we can, by joining forces, achieve 
better results and start catching up.  M

Translate more for less with a powerful hybrid MT 
engine combining the strengths of rule-based and 
statistical MT.

››   52+ language pairs

››    Self-learning techniques for users to train the 
software to any domain

›› Customization tools to manage dictionaries and TMs streamline post-editing

›› APIs for easy integration with enterprise applications
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SYSTRAN 
Enterprise Server 7
SYSTRAN 
Enterprise Server 7

Reduce costs

Improve effi ciency

Achieve quality 
translations

We often encounter the 
opinion that the LSP is 
there to provide prompt 
and quality translations 
and that it is not the 
responsibility of the one 
who orders the translations. 
We also hear that the LSP 
is not entitled to comment 
on how the client should 
manage documents.
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Cracking the 
Russian market
Libor Safar & Katerina Gasova

In his famous radio speech from October 
1939, Winston Churchill, then UK First Lord of 
the Admiralty, observed: “I cannot forecast to 
you the action of Russia. It is a riddle wrapped 
in a mystery inside an enigma: but perhaps there 
is a key. That key is Russian national interest.” 
This oft-quoted remark refl ected the political 
situation of that time, and present-day Russia is 
certainly a different country than Soviet Russia 
back then. More than 70 years later, it may no 
longer be such an enigma.

But as many multinational businesses have come to learn 
over the past 20 years, Russia continues to be a special market 
requiring an appropriate localized approach to succeed. In Russia, 
the potential rewards are high, but so are the risks. Many foreign 
companies have come across numerous riddles, run into many 
enigmas, and encountered no shortage of mysteries when operating 
in the attractive Russian market. But perhaps there is a key.

Russia has benefi ted considerably from being included in 
the widely-used acronym BRIC, which also encompasses Brazil, 
India and China, and the associated publicity that followed. 
Coined by chief economist for Goldman Sachs Jim O’Neill back 

in 2001, the prediction behind the acronym was that these four 
up-and-coming countries would overtake the six largest Western 
economies by 2041. This prediction was later updated to 2039 
and now 2032. It would raise few eyebrows today, but at that 
time was a bold statement.

For some, this is just pure hype revolving around a marketing 
acronym that has taken on a life of its own, but it has come 
at the time when Western companies have increasingly woken 
up to the fact that the next two billion middle-class consumers 
— and the growth that comes with them — will be found in these 
emerging countries.

The facts of the case
Nevertheless, it has always been a mistake to apply the same 

approach to all four countries, and Russia in particular stands 
out. What the four BRIC countries initially had in common were 
underdeveloped economies with the potential for fast growth, 
large populations and some form of openness to the world. But 
the differences are large and numerous.

For one, with a shrinking population Russia faces demographic 
issues. While China and India boast over one billion populations 
and relatively fast population growth rates (some 1.41% for India 
and .66% for China annually), Russia’s, at some 142 million, has 
been shrinking by some 700,000 annually. With this being one of 
Russian government’s priorities, in 2009 the country recorded its 
fi rst — nominal — population growth in 15 years.

Yet this is largely due to the number of people born in the 
1980s now arriving at childbearing age. This wave is unlikely 
to turn into a long-term population growth trend, when the 
call of duty falls on the next, much smaller generation, born 
in the turbulent 1990s after the break up of the Soviet Union. 
In this sense, Russia follows the same pattern as much of the 
developed world, only the development is currently much more 
pronounced, on par with its neighbor Ukraine in this regard.

Libor Safar is marketing manager 
at Moravia Worldwide.

Katerina Gasova is group manager 
for Moravia Linguistic Services.
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This means that much of the upcom-
ing economic growth in Russia will 
be driven by rising income levels for 
Russian consumers and the economy 
as such, rather than growth in their 
sheer number, which is such a strong 
factor in India or China. For instance, 
over the past ten years, GDP per capita 
in Russia has almost doubled and is 
now roughly four times that of China. 
Combined with the current life expec-
tancy of only 60 years for Russian men 
today, one of the lowest in the world, 
it also means that from the marketing 
perspective, different age groups for 
consumers have very different dynamics 
and aspirations.

Another impact is on the size and 
structure of the workforce. Whatever the 
long-term population trend may look 
like, the working-age population is set 
to decline considerably in the coming 
years. Estimates are for the labor force 
in Russia to shrink by eight million over 
the next seven years.

While China has turned into a manu-
facturing powerhouse and India into 
a skill-intensive services hub, Russia’s 
economy has grown through its exports 
of natural resources. Oil, gas, metals and 
other raw materials constitute about 80% 
of Russia’s exports. This makes the Rus-
sian economy highly dependent on the 
price fl uctuations of natural resources, 
especially oil. Their growth has fuelled 
much of Russia’s growth and development 
over the past decade, but also contributed 
to the almost 8% fall in GDP in 2009.

In fact, Russia was the only BRIC 
country whose economy plunged during 
the credit crisis, leading many, including 
several bankers at Goldman Sachs, to 
start reconsidering Russia’s place in this 
virtual grouping. Until Russia’s economy 
diversifi es further, this dependency on 
raw materials is perhaps the single big-
gest risk factor in Russia’s development.

Another thing that sets Russia apart 
from the rest of the world is the fact that 
it continues to be the only large economy 

outside the World Trade Organi-
zation (WTO). Russia had been 
negotiating on and off to join 
the WTO for 16 years, before 
deciding in 2009 to re-apply as 
part of a customs union with 
Kazakhstan and Belarus. Since 
then, the countries announced 
they would resume their separate 
(but now harmonized) appli-
cations for membership, but if 
and when these negotiations 
will be fi nalized is uncertain. 

If and when Russia joins WTO, this will 
facilitate access to the Russian market for 
foreign companies considerably, through 
lower tariffs and the inability to raise tariffs 
arbitrarily, as Russia did only recently with 
car imports.

Importance of 
the Russian market
The bottom line is that Russia con-

tinues to present tremendous growth 
potential. This is because of the still rather 
low levels of penetration for many goods 
and services, similar to India or China. In 
many cases, these are much less than 50% 
of what they are in Western Europe. For 
instance, only some 20% of people own 
a car. Coupled with the relative size of 
the population, Russia already represents 
the largest market in Europe for many 
products and services, including mobile 
subscribers.

So it is no surprise that over the past 
ten years, Russian has been constantly 
rising in importance as a target lan-
guage. For several global companies, it 
has become their tier-one language, on 
par with say German or Japanese.

The online world illustrates well the 
current status and growth opportunities of 
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Ranking Site URL Alexa Traffi c
Rank (Global) Description

1 Яндекс (Yandex) www.yandex.ru 28 local search engine

2 Почта@Mail.ru www.mail.ru 31 local free e-mail 
service

3 В Контакте (V Kontakte) www.vkontakte.ru 36 local social network

4 Google www.google.ru 69 Google’s Russian site

5 Google www.google.com 1 Google’s .com site

Table1: The top fi ve websites in Russia, as of February 6, 2010.
Source: Alexa (www.alexa/topsites/countriesRU)

Searches December 2008
(in billions)

December 2009
(in billions) Percent change

Worldwide 89.7 131.3 46%

United States 18.6 22.7 22%

China 11.7 13.2 13%

Japan 6.2 9.1 48%

United Kingdom 4.6 6.2 35%

Germany 4 5.6 38%

France 3.3 5.4 61%

South Korea 2.7 4 44%

Brazil 2.4 3.7 53%

Canada 2.9 3.7 28%

Russian Federation 1.7 3.3 92%

Table 2: Top ten countries by number of searches conducted.
Source: comScore qSearch (www.comscore.com)

34-38 Safar #110.indd   3534-38 Safar #110.indd   35 2/23/10   2:58:46 PM2/23/10   2:58:46 PM

http://www.comscore.com
http://www.star-group.net
http://www.multilingual.com
http://www.alexa/topsites/countriesRU


Region Focus

|  MultiLingual  March 2010 editor@multilingual.com36

the Russian market. Russia is one of the 
few countries in the world where Google 
does not currently occupy the top spot 
among the most visited sites or search 
engines in Russia. The market is domi-
nated by the local search engine Yandex 
(Яндекс), followed by the local free e-
mail service Почта@Mail.ru and the local 
social network V Kontakte (Table 1).

The success of Yandex is to a large 
extent due to the fact that its search algo-
rithms better understand Russian word 
infl ections, grammar and morphology. 
Google was able to increase its market 
share in Russia signifi cantly in 2006, 
after it hired Russian engineers to help 
improve the engine’s handling of Rus-
sian-language searches, but continues to 
lag behind Yandex in popularity.

Globally, Yandex also continues to 
achieve considerable gains, for instance 
growing 91% to 1.9 billion searches 
in December 2009, year-on-year. In 
comparison, Google sites achieved a 
58% increase in search query volume, 
and Yahoo! sites ranked second with an 
increase of 13%, followed by Chinese 
search engine Baidu (up 7%), accord-
ing to the marketing research company 
comScore, Inc. This was behind the 
decision that Mozilla made in 2009 
to abandon its long-standing partner-
ship with Google for Russia and set up 
instead Russia’s Yandex as the default 
search engine on the Russian versions of 
Firefox. This is all the more remarkable 
given that globally, the partnership with 
Google accounts for the vast majority of 
Mozilla’s revenues.

At the moment, Russia has one of the 
lowest rates of internet penetration in 
Europe. At some 14% in 2008, it is much 
less than the 50%+ usual in most Western 
European countries, with The Netherlands 
being at the top with 82% penetration. 
However, Russia ranks as the fastest-
growing internet audience in Europe. 
In 2008, it was up 27% to 17.5 million 
visitors, followed by France, Spain and 
Ireland, according to comScore. Among 
the top ten global search markets, Russia 
posted the highest gains in 2009, grow-
ing 92% to 3.3 billion (Table 2).

How to succeed in Russia
A strong local presence is a requisite. 

This is what made Microsoft so successful 
in Russia. It opened its fi rst offi ce there in 
1992, as one of the fi rst multinationals to 
have a local presence. The company has 
established relationships with the local 
industry, signed up 11,000 local partner 
companies, and established offi ces in 34 
cities throughout the country, in addition 
to ten Microsoft Innovation Centers. The 
company now plans to double its Rus-
sian sales — already on par with those 
in other European markets — in the next 
three years. The Russian offi ce has been 

recognized as Microsoft’s Best Subsidiary 
in 2006 as well as 2007.

But companies also need to adapt to 
succeed in Russia. When the Russian 
market opened up in the early 1990s, 
Western goods, for so long considered 
precious and generally unavailable in 
the country, were warmly welcomed and 
accepted. This often allowed multination-
als to price their products at a premium 
compared with the more competitive 
Western markets. In many cases, they 
also had to position their products as 
luxury goods, different from elsewhere. 
This brought revenues but meant work-
ing a smaller slice of the market. When 
aiming for the mid-market, the competi-
tion from local companies is much stron-
ger, and the simple transfer of products 
that work in the West to Russia is more 
problematic.

The early days when brand and 
country of origin alone were a guar-
antee of success are gone. Since then, 
local Russian competition has evolved 
and matured in many industries. And in 
many cases, it is looking to expand glob-
ally. One shining example is Kaspersky 
Lab, the Russian antivirus and security 
software company. With a presence in 
28 countries, the company has made it 
into the top four in the security software 
segment and grew 56% in 2009 alone. 
Interestingly, Kaspersky maintains a 
strong focus on emerging markets, for 
which it provides customized software 
packages and pricing that refl ects the 
potential of these markets.

Another contributor is the perhaps not 
surprising affi nity Russian consumers 
have for their national brands and prod-
ucts. The key for global companies is to 
adapt to the local culture and to strike the 
right balance between the international 
aspects and the local relevance. In general, 
Russian consumers appreciate the respect 
they receive and the efforts foreign com-
panies take to localize their approach and 
products to their cultural expectations.

At the same time, it is important to 
stress that the long-established Western 
brands do continue to have cachet on the 
local market. As anywhere else, buying 
the right brands suggests sophistication 
and wealth and is a powerful status sym-
bol, especially with consumer goods. 

What makes operating in Russia differ-
ent is also the local perception of partner-
ships. Long-term partnerships are not easy 
to come by, and the concept of “win-win” 

Since 1994

Proven

Experience Proven
Quality

Proven

Reliability

Blue-chip

Client Base

Long-term
CommitmentCost

Effective
Service

www.estr.com - contact@estr.com

+90 216 3268764

TURKISH
ARABIC
GREEK

and more...

34-38 Safar #110.indd   3634-38 Safar #110.indd   36 2/23/10   2:58:48 PM2/23/10   2:58:48 PM

http://www.estr.com
mailto:contact@estr.com
mailto:editor@multilingual.com


Region Focus

www.multilingual.com March 2010  MultiLingual  | 37

does not come here naturally 
either. Rather than partner-
ships, relations between busi-
nesses are based on mutual 
dependence. However, once 
the dependence stops being 
mutual, the other party is 
expected to submit.

Similarly, Russians tend 
to live by the day, without 
much thought of the mor-
row. This means they are 
more ready to spend now, 
rather than save for the 
future. This is in stark con-
trast to China, for instance, 
where households tend to 
build large savings. It is 
clear that for foreign mar-
keters, a better localization 
level and, to a larger extent, 
in-country language sup-
port may result in substan-
tial increase in their market share.

Contrary to common wisdom, Russian 
consumers are very sophisticated and 
demanding, with high requirements for 
quality and cultural appropriateness of the 
local product. In this regard, their quality 
expectations are comparable with those 
seen in France, for instance. One practical 
implication of this for localization is the 
pressing need to establish clear style guides 
and quality guidelines and to involve 
in-country reviewers early on. Given the 
size, importance and specifi c nature of 
the Russian market, Russian offi ces of 
multinational companies frequently tend 
to have a large say in the translation and 
localization process.

Russian localization market
The Russian localization market is not 

as large as it actually could be. That is, 
there is ample room for localized products 
but relatively few vendors who can offer 
quality localization services. The major 
problem is that existing localization 
vendors are rather small to medium-sized 
companies that employ few in-house 
translators.

Much Russian localization today is 
sourced via global multilingual LSPs, 
yet only a few of them have a physical 
presence in Russia. They often rely on 
the local providers. Given the relatively 
low number of local or regional provid-
ers, it is fair to say they don’t face the 
same level of competition as is the case 
in other countries, considering the size 

of the market. For their part, they are 
mostly relying on freelance translators 
which may result in unstable quality 
(could be really good, could be really 
bad). Many Russian freelance transla-
tors still lack a solid knowledge of both 
source and target languages, and if free-
lance translators are used, their output 
needs to be checked and double-checked 
to ensure it is error-free.

As the Russian economy has picked up 
over the past decade, local providers have 
seen their production costs rise constantly 
and considerably. This applies to the cost 
of labor as well as the general costs of 
doing business in Russia. Moscow, for 
instance, was the world’s most expensive 
city in which to live during 2008, accord-
ing to the Worldwide Cost of Living survey 

conducted by the international consulting 
fi rm Mercer. It dropped to number 3 in 
2009, behind Tokyo and Osaka, but is still 
well ahead of London, Zurich or Shanghai.

The independent Russian localization 
professional Denis Volkov states that 
Russian users may be divided into two 
major categories: those who prefer origi-
nal nonlocalized versions (because they 
are less ambiguous), and those who don’t 
feel comfortable with English and thus 
need a localized version. In IT, the fi rst 
category is still quite numerous (mostly 
people in their 30s-40s, who started using 
nonlocalized computers). For the second 
category, a medium level of localization 
would be acceptable. Even if the user 
interface is not localized, a simple “how 
to” manual in Russian may be enough. 

Russia Federation map.
Source: www.worldatlas.coms
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For the non-IT market, localization is 
sometimes limited to a legally required 
minimum. It is forbidden to sell a product 
if it’s not accompanied by a Russian-
language description and/or documentation 
(as specifi ed by the Consumer Protection 
Rights Act or the Copyright Act).

Developers must take into account 
the fact that Russian generally employs 

longer words and phrases than English 
(up to 30%), uses declinations and has 
a fl exible word order. This may be criti-
cal for companies that develop products 
with space restrictions in the user inter-
face (UI). If the space allowed in the UI 
is limited, abbreviated translations may 
look ugly and incomprehensible. If UI 
strings are highly concatenated, this 
may result in grammar errors in trans-
lation, since the same source part may 
be translated differently depending on 
actual context.

There are three discernable phases in 
the development of the Russian localiza-
tion market. During Phase 1, roughly the 
second half of the 1990s — starting with 
the fi rst localization of the Microsoft 
Windows OS and later Microsoft Offi ce 
into Russian — many Western businesses 
came to realize the potential of the Russian 
market and became aware of customers’ 
requirements for local content. This phase 
was characterized by large volumes for 
translation and the emergence of a large 
number of companies offering Russian 
translation services, many of them small 
local companies lacking business matu-
rity. This was a learning stage for both 
clients and service providers in terms of 
Russian localization, and a large number 
of companies on both sides also “burnt 
their fi ngers” during this phase.

Phase 2 followed the fi nancial collapse 
and economic downturn of the Russian 
economy in August 1998, when the Rus-
sian currency was devaluated fourfold. 
This phase saw a dramatic decrease in 
demand. Some clients withdrew from the 
Russian market; some opted not to local-
ize their product in Russian for one or two 
releases; and some maintained their exist-
ing local presence, especially the larger IT 
companies.

Starting sometime during 2001-2002, 
Phase 3 began, set against the background 
of the overall growth of the Russian econ-
omy and characterized by an increased 
demand from both existing and new 
clients, who have started to explore the 
Russian market. During this period, the 
overall Russian localization market has 
matured.

Beyond borders
Multinational companies can use prod-

ucts localized into Russian to also enter 
some of the neighboring markets. There is a 
large Russian-speaking population in coun-
tries such as Ukraine, Belarus, Kazakhstan 

and Kyrgyzstan. These users will readily 
use Russian localized products and would 
often prefer them over local/national local-
izations. These products may be used as 
they are produced for the Russian market 
and do not require further customization, 
since the Russian language is standard-
ized. Even if there are some regionalisms 
in these countries, this doesn’t affect basic 
vocabulary and grammar.

Native users of these countries who do 
not speak English may also prefer Russian-
localized versions if no versions in their 
native languages are available. Russian was 
taught at school in all ex-USSR republics 
and to a reasonably good level, especially in 
larger cities, so people in their 30s-40s-50s 
may feel rather comfortable using Russian-
localized versions.

According to Volkov, Russian termi-
nology is regarded by some as “awkward” 
because it is less concrete and more 
ambiguous. Different English terms may 
be translated with the same Russian word; 
some concepts are hard to be translated 
in a concise way, only longer descriptive 
translations are possible. This results in 
increased use of anglicisms, fi rst of all as 
part of IT slang, which gradually infi l-
trates into standardized language.

Even companies such as Microsoft that 
care about language quality have switched 
from “original” Russian terms used until 
recently to their anglicized, slang coun-
terparts. For example, browser, formerly 
обозреватель, is now браузер, a trans-
literation into Cyrillic of the English word. 
Another thing to be aware of is the use of 
descriptors, which is preferred and recom-
mended in Russian, sometimes being the 
only way to grammatically link untrans-
lated term/product or company names to 
the rest of a phrase. Translators tend to 
omit descriptors as soon as they are not 
present in the source. This is more tolerated 
by end users than by the clients who want 
their products to be referred to correctly.

Over the past several years, Russia has 
come a long way towards re-establishing 
itself as a major force in the global economy. 
At the same time, much hangs on Russia 
striving to carve out its special, distinct 
place in the global scheme of things. To 
succeed in Russia, it is important to strike 
the right balance between the local and 
the global, position your product/ser-
vice smartly, consider the local market 
specifi cs, and take a realistic, long-term 
perspective based on patience and perse-
verance.  M

Your Vision. Worldwide.
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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
Wrocław, Poland

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

 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, 
Ursula Steigerwald 

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

More Than Quality 
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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AlignFactory

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

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

• AlignFactory
• AlignFactoryLight
• AlignRobot

 Terminotix Inc.
Ottawa, Ontario Canada

termino@terminotix.com
www.terminotix.com
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MT’s ‘perfect storm,’ 
Russian and beyond
Lori Thicke

If 2010 has a localization mantra, it’s sure to 
be “Do more for less.” Product managers want to 
extend localized products to their customers in 
international markets, purchasing managers are 
looking for overall budget reductions, and project 
managers, as always, are required to hit seemingly 
incompatible targets for cost, speed and quality. 

Meanwhile, content to be localized has now outstripped 
human capacity to translate it. According to a 2009 Business- 
Week article, “Even with today’s . . . cutting-edge technology, 
there are more words to be translated than most companies or 
governments could ever afford to handle. This shortfall limits 
opportunities for companies to market and support their products 
across languages, and to conduct business on a global scale.”

Incredibly enough, this explosion of corporate content is 
dwarfed by the proliferation of user-generated content (Web 
2.0), which smart companies can use to tap into their com-
munities of international users — if they have the capacity to 
navigate colossal volumes of multilingual content.

More content . . . more languages . . . more speed. With 
the global fi nancial contraction now added to the mix, the 
imperative to reduce costs is at the center of virtually every 
localization decision. If this “perfect storm” of factors hadn’t 
already put machine translation (MT) on the agenda for most 
enterprise-class companies, the September 2009 White House 
paper, “A Strategy for American Innovation: Driving Towards 
Sustainable Growth and Quality Jobs,” issued a strong call for 

“automatic, highly accurate and real-time translation between 
the major languages of the world.” 

MT is poised to hit the mainstream.

Russian MT in the real world
PROMT, a technology company founded in St. Petersburg, 

Russia, is well placed to respond to this challenge from the 
Obama administration and from the market for ever-better MT 
technology. One of the leading rule-based MT (RBMT) engines 
in the marketplace, PROMT engages 82 of its 200 employees 
worldwide in resource and development.

Founded in 1991, PROMT was a spin-off of several research 
projects in the former USSR. The founders, Svetlana Soko-
lova and Alexander Serebryakov, were both graduates of the 
Department of Applied Mathematics and Mechanics of St. 
Petersburg State University. Sokolova, the technical lead of the 
computational linguistics lab at Saint Petersburg Pedagogical 
Academy, famous for pioneering Russian RBMT research, went 
on to found PROMT. With an approach that was revolutionary 
at the time, the fi rst software release was a success on the mar-
ket. That fi rst MT engine was developed for the Russian lan-
guage, and with offi ces in St. Petersburg and Moscow, PROMT 
still has its roots fi rmly in Russia. However, nowadays PROMT 
also has a strong focus on the Americas and Europe, with sites 
in Boston, San Francisco and Hamburg. Two decades after 
its fi rst English-Russian engine, PROMT now covers seven 
languages in 21 combinations, is also offering Simplifi ed and 
Traditional Chinese through a partner integration, and is cur-
rently working on adding more language pairs.

Adobe Systems localizes over 70 products into upwards of 32 
languages, and as a result, localization is a signifi cant portion of 
the product development budget and the product release time-
line. Adobe has recently been introducing MT into its localization 
process. Ray Flournoy is Adobe’s senior program manager of the 
Machine Translation Initiatives, based at the company’s San Jose 
offi ce. “We began our fi rst experiments with Russian MT about 
a year ago, with our fi rst large-scale production localization 

Lori Thicke is cofounder and general 
manager of Lexcelera, cofounder of 
Translators Without Borders, and a 
member of the MultiLingual editorial board.
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project completed during June 2009,” 
says Flournoy. “Our experiences with 
Russian MT have been positive, with all 
projects so far showing effi ciency gains 
from using MT plus post-editing instead 
of translation from scratch.”

Like many enterprise users of MT, 
Flournoy’s metrics are based on tan-
gible productivity gains. They track post-
editing time and compare it against the 
time required to translate from scratch. 
Improvements are made directly in the 
engine so that “as the engine quality 
improves, the post-edited text quality 
should remain at the same high level. 
Only the time required to produce the 
post-edited text should decline.”

For Adobe, Russian MT has produced 
effi ciency gains just slightly below the 
results they see for languages such as 
French or Spanish, which are closer in 
structure to English and thus perform 
better. Preliminary results indicate that 
for these languages, the MT post-editing 
was performed approximately 40% to 
45% faster than human translation. “We 
are seeing effi ciency gains with Russian 
that range from 18.5% at the low end to 
40% on the high end,” says Flournoy.

Adobe’s future plans are to expand 
its use of MT beyond document localiza-
tion. According to Flournoy, “future uses 
include publishing raw MTs of our online 
help documents and using raw MT output 
to catch UI problems from text expansion 
earlier in the development cycle.”

Challenges of Russian MT
PROMT’s fearless approach to build-

ing language models may spring from 
its experience creating an engine for an 
inherently thorny language pair, English 
<> Russian, with more “amenable” lan-
guages such as the FIGS+P — particularly 
French and Spanish — posing less of a 
challenge. According to Olga Beregovaya, 
CEO of PROMT Americas, Russian doesn’t 
lend itself willingly to MT because “Rus-
sian is very complex, and in many cases 
the behavior of, say, noun phrases is much 
less predictable than with Germanic or 
Romance languages.” Alex Yanishevsky, 
senior solutions architect, PROMT Americas, 
would agree with this analysis: “Certainly, 
achieving better results in Romance and 
Germanic languages is a quicker endeavor 
since Russian, in contrast, is a highly mor-
phological language.”

One issue in Russian is that a person’s 
name may have a different ending in a 

passive construction. In the example below, 
the new ending to Alex is underlined:

Alex did this. 
Алик сделал это
versus
This was done by Alex.
Это было сделано Аликом
Impersonal constructions also pose a 

problem, as Russian has an implied pro-
noun. For example,

Светает 
(The dawn) is breaking. 
With only the verb in use, the dawn 

is implied.
PROMT has developed some 800 para-

digms of word infl ections for Russian, 
compared with only about 250 for Eng-
lish. Although it is not every language 
that has a corresponding “best fi t” in 
terms of MT approach, this complexity of 
the Russian language is one reason why 
Russian, along with German, is better 
suited to RBMT. Future research for lan-
guage pairs will necessarily involve get-
ting away from English as either a source 

or target language. As Flournoy sees 
it, “I’ve been expecting that the market 
would start demanding more MT engines 
for language pairs that don’t include Eng-
lish. Russian already has a head-start on 
that because PROMT started with Russian 
as its pivot language; however, I would 
expect that we will see even more of this. 
In particular, there are very few engines 
that cross from the Western languages to 
the East Asian languages. I would expect 
that a Russian <> Chinese engine or a 
Russian <> Japanese engine would fi ll a 
growing, undiscovered market demand in 
the coming decades.”

RBMT-SMT debate continues
The technology underpinning the 

PROMT engine relies on linguistic rules, 
an approach PROMT shares with other 
engines such as SYSTRAN and Lucy, 
while Asia Online, Language Weaver and 
Google represent another camp: statisti-
cal approaches relying more heavily on 
algorithms.
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In the commercial localization space, rule-based engines 
such as PROMT and SYSTRAN still dominate the relative 
newcomer, statistical MT (SMT). According to a recent report 
by the Language Technology Centre (LTC) on the language 
industry in the European Union, “the number one in machine 
translation continues to be SYSTRAN, followed by Google in 
second place.”

The two companies represent approaches that have both 
strengths and weaknesses. RBMT is based on rules as well as 
on dictionaries that establish specifi c terminology (by domain, 
company or product line), making it a candidate for increasing 
terminological consistency in localization projects. SMT models 
are trained on the massive quantities of text they have been 
exposed to, generating greater sentence fl uency. 

To illustrate the difference between the rules approach 
of RBMT and the statistical learning of SMT, take the classic 
example of the black cat. Translating it into French, RBMT has 
the hard-coded rule that the adjective follows the noun: le chat 
noir. SMT will also translate this correctly because chances are 
that it will have seen this particular combination of words in its 
training. 

If you change the black cat to the blue cat, RBMT will still 
get it right because the rule remains the same: adjective after 
the noun. But unless SMT has seen other examples of the blue 
cat in its training material, it is likely to deliver up, incorrectly, 
le bleu chat.

Despite this unpredictability of SMT, at the end of the day, 
both systems, if correctly trained, are capable of producing the 
type of results commonly reported by companies:

18% to 50% cost savings on post-edited (fully human) 
quality, for a variety of content types,

up to 95% cost savings on raw (that is, non-post-edited) 
MT, such as might be used for search analytics and customer 
support,

at least a twofold increase in productivity.
However, there are important differences in the two 

approaches. The main strengths and weaknesses of the two 
approaches can be summarized as follows:

Set-up and customization: RBMT is quicker to set up if it is 
based on a system that already supports the language “out of the 
box.” In this case, the training effort is concentrated on adding 
terms that may be missing or incorrectly translated in a given 
context, with a granularity that can go as fi ne as the individual 
product level. Dictionaries are arranged in priorities so that the 
user interface for a given product, for example, takes precedence 
over that of another product, even within the same family. SMT, on 
the other hand, enforces the terminology that was in the training 
material, whether or not it is the desired terminology in a particular 
context.

Resources: SMT requires engineering and processing power 
for its training, while RBMT requires specialized linguists.

Training materials: A good RBMT engine can be trained on 
glossaries, translation memories and/or a relatively modest 
amount of bilingual text. SMT requires millions of segments of 
clean bilingual and monolingual data — from, say, a million seg-
ments for a FIGS language to four to fi ve million for Japanese. 
Since not every company is able to access the amount of mate-
rial needed to train an SMT engine, its best choice becomes a 
rule-based engine like PROMT. As Yanishevsky says, “when all 
is said and done, SMT is really a creation ex nihilo and relies on 

■

■

■

voluminous, reliable and clean data, and all three conditions are 
often diffi cult to meet.”

Terminology: RBMT’s strength is term consistency, with 
dictionaries to enforce terminology. SMT, which looks for 
the most likely term, is generally unpredictable in this sense 
although Asia Online also integrates dictionaries for greater 
control.

Sentence fl uency: If RBMT offers more terminological con-
sistency, SMT generally offers more fl uent sentence structures.

Adding new language pairs: SMT’s great advantage is that it 
is infi nitely easier to add a whole new language combination 
— say, French > Swahili — because there are no grammatical 
rules to code. Adding a new language pair is simply a matter of 
feeding in suffi cient content in that language pair. 

Updating and continuous improvement: RBMT can be 
retrained on the fl y, with continuous updates possible, even 
on a daily basis; SMT retraining typically has longer cycles, so 
improvements are slower to integrate.

Integration into workfl ows and translation manage-
ment systems: Both systems make APIs available to assist in 
integration.

A multi-engine future
While the rule-based-versus-statistical debate rages, enter-

prise users are taking a pragmatic approach, according to Com-
mon Sense Advisory’s report, “The Business Case for Machine 
Translation.” The report states that users should “expect to buy 
— and integrate — multiple MT products. One engine often won’t 
address all MT needs; organizations requiring a variety of lan-
guages from different linguistic families will likely fi nd them-
selves with more than a single machine translation solution.”

Enterprise users have discovered through trial and error 
that the choice of MT may well be language dependent. While 
some languages, such as French and Spanish, can achieve 
impressive results through either RBMT or SMT, others such 
as Russian and German are best managed today within a rule-
based process. Although it may be slightly more complex to 
integrate two different systems into their workfl ows, many cor-
porate users are fi nding the better quality of the best-matched 
language models outweighs any implementation issues.

Hybrid advances may radically change this picture. Many 
MT engine suppliers are now moving toward a hybrid approach, 
blending the best features of both into a single engine. SYS-
TRAN released its hybrid in 2009, and PROMT will be following 
suit with its hybrid version in 2010. 

Says Yanishevsky, “clearly, hybridization will be the 
development of the future for both SMT and RBMT engines. 
However, fundamentally, we believe that it is faster and more 
effi cient to hybridize with rule-based underpinnings than 
with SMT underpinnings since it is easier to graft statistics 
onto rules rather than vice versa. The hybridization of our 
MT engine will linguistically smooth an already robust and 
quality output.”

One of the conclusions of the LTC report “The Language 
Industry in the EU” states that “it seems very likely that the 
use of machine translation will grow to cater for exponentially 
rising translation needs in increasingly globalized contexts.” 
Add this to the call of the Obama administration for more and 
better MT, and it seems clear that 2010 will indeed be the year 
that MT enters the mainstream.  M
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Automatic post-editing
Roland Kuhn, Pierre Isabelle, Cyril Goutte, 
Jean Senellart, Michel Simard & Nicola Ueffi ng

TTThe term post-editing is often used to refer to 
the correction by a human being of translations 
output by a machine translation (MT) system. 
Although there are some documented cases of 
success, MT followed by human post-editing 
has never become a mainstream practice among 
professional translators. 

Most translators consider MT output to be more of a hin-
drance than a help to their work because it contains too many 
errors. They fi nd it highly frustrating that MT systems fail to 
learn from their tedious post-editing work and keep repeating 
the same mistakes over and over again. Translators who do use 
MT followed by post-editing typically try to reduce the number 
of errors by customizing the MT system to the particular trans-
lation domain. Today’s MT systems can be divided into two 
classes: rule-based machine translation (RBMT) systems and 
statistical machine translation (SMT) systems. Most commercial 
MT offerings are RBMTs; they are usually provided in a generic 
version that can be used to translate in any domain. However, 
the performance of the generic version within a specialized 

domain will typically not be impressive. The user can obtain 
better performance by adapting the RBMT to the domain, typi-
cally by providing a domain-specifi c dictionary. 

The arrival of commercial SMT systems offers another 
possible solution to the problem. Since SMT systems learn 
directly from existing translations, they can be automatically 
customized to new domains. However, this depends on having 
available a large amount of training data consisting of existing 
translations. Even if such data are available, the MT output may 
still fail to reach suffi ciently high quality.

A third possible solution — at fi rst sight, a paradoxical one 
— is to have a fi rst MT system produce an initial solution that 
is then post-edited by a second system. The post-editing in this 
case is automatic post-editing (APE). 

We have implemented a version of APE in which the system 
that does the post-editing of MT output is itself an MT system. 
In our work, the system that produces the initial MT output 
is an RBMT system; the system that does the post-editing is 
also an MT system, but one based on SMT. This is shown in 
Figure 1, with T1, T2 denoting the initial translation into the 
target language and T1’, T2’ denoting the translations that result 
from APE. Consider the task of translating French > English. 
The RBMT system produces an initial translation into English 
from the source document. In the second SMT-based system, 
this initial English translation is treated as if it were a foreign 
language that must be translated into real English. The hope is 
that by “translating” RBMT output English > English, the SMT 
system will correct some of the errors in the translation gener-
ated by the RBMT system. 

As shown in Figure 2, we tried this approach in two different 
kinds of settings. In the fi rst setting, we trained the SMT post-
editor on a corpus consisting of initial output from the RBMT 
system on a given source language (SL) text in parallel with a 

Pierre Isabelle is group leader for Interactive Language Tech-
nologies at the National Research Council of Canada (NRC-
CNRC). Roland Kuhn, Cyril Goutte and Michel Simard are 
research offi cers in the Interactive Language Technologies 
Group at NRC-CNRC, and Nicola Ueffi ng was a post-doctoral 
researcher in the group during 2006-2008. The group carries 
out research in computer-based tools for processing oral and 
written information, such as tools for machine translation. 
Jean Senellart is the chief scientist at SYSTRAN, a leading 
supplier of language translation software. 
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version of this output that has been cor-
rected by human translators. In the second 
setting, we train the SMT post-editor on a 
corpus consisting of initial output from 
the RBMT system on a given SL text in 
parallel with translations of the same SL 
text independently produced by human 
translators. The fi rst setting is obviously 
preferable, since the SMT post-editor has 
a chance to learn from corrections made 
to output from the RBMT system; how-
ever, it’s hard to get hold of corpora of 
post-edited MT output. The second setting 
does not pose this practical problem. One 
creates a training corpus by fi nding a SL 
corpus that has already been translated 
by human beings and then running it 
through the RBMT to obtain the RMBT 
output. However, at fi rst glance the 
second setting looks much less likely to 
produce useful results. In carrying out our 
experiments, we used our “phrase-based” 
SMT system, PORTAGE. Surprisingly, we 
obtained good results for APE in both 
settings. 

Our experiments in the fi rst setting 
were carried out with data from the 
Canadian government’s department of 
Human Resources and Social Develop-
ment (HRSDC). This department main-
tains a website called “Job Bank” (www
.jobbank.gc.ca) where potential employ-
ers can post ads for open positions. 
Over one million ads are posted on the 

site each year, totaling more than 180 
million words. By law, each ad must be 
posted in both English and French, which 
means that ads submitted in English 
must be translated into French and vice 
versa. Employers often post ads that are 
either identical or very similar to previ-
ous ads; these are handled by consult-
ing a database of previous ads or are 
translated by human translators using a 
translation memory. The remainder con-
sists of about a third of the ads submitted 
in either language. These remaining ads 
are translated by an RBMT system. The 
output of the system is then post-edited 
by a human; HRSDC employs as many 
as 20 post-editors working full-time. 
There are two versions of the RBMT: 
a generic version and a version with a 
dictionary customized to the Job Bank 
task. The latter dictionary contains about 
18,000 entries and took approximately 18 

person-months to construct. One objec-
tive of our experiments was to determine 
whether an SMT-based post-editor could 
make construction of a customized dic-
tionary unnecessary. 

HRSDC kindly provided us with Eng-
lish <> French data from the Job Bank, 
consisting of parallel “blocks” of text 
each containing: 1) text in the source lan-
guage (S); 2) a translation (T1) produced 
by the generic RBMT system; 3) a trans-
lation (T2) produced by the version of the 
system with the customized dictionary; 
and 4) a reference translation that had 
been manually post-edited. For English > 
French experiments, we picked a subset of 
about 1,000 blocks (9,700 English words) 
as test data and another subset of about 
30,000 blocks (321,000 English words) 
as training data to estimate our post-
edition model. For the French > English 
experiments, we again picked a subset 
of about 1,000 blocks (13,500 French 
words) as test data and a block of about 
37,000 blocks (509,000 French words) as 
training data. The main metric we used 
for evaluating the quality of post-editing 
was the translation edit rate (TER). TER 
refl ects the number of edit operations — 
inserting, deleting or substituting words 
or shifting blocks of words — needed to 
change a hypothesized translation into 
the reference translation as a proportion 
of the length of the reference. Lower TER 
indicates lower post-editing effort and 
suggests better translation quality. 

The most interesting experiments 
involved training the APE system to 
post-edit T2 translations produced by 
the version of the RBMT system with 
the customized dictionary. For English 
> French test data, the TER was 53.5% 
for T2, meaning that slightly over 53% 
of the words coming from the custom-
ized English > French system needed 
to be changed. For French > English 
experiments the TER was 59.3% for T2, 
meaning that nearly 60% of the words 
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Figure 2: Two settings for training APE module.

Figure 1: APE of output from RBMT by SMT.
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coming from the customized French > 
English system had to be changed. When 
we trained the APE system to post-edit 
T2 output, the TER dropped dramatically: 
to 47.3% in the English > French case (a 
drop of 6.2% TER) and to 41.0% in the 
French > English case (a drop of 18.3% 
— nearly a third). Thus, APE can signifi -
cantly reduce the amount of subsequent 
human post-editing needed. 

To see if it might be possible to dis-
pense with the RBMT system altogether, 
we tried training the SMT system to 
translate directly from English > French 
and from French > English. But stand-
alone SMT proved to be inferior to the 
RBMT + APE combination, with a TER 
of 53.7% for English > French, and 
43.9% for French > English. Apparently, 
the RBMT system contributes useful 
information that was not learned by the 
standalone SMT system. Note, however, 
that this conclusion may depend on the 
amount of data available for training the 
SMT system.

Finally, we looked at what happens 
when we train our SMT system to post-
edit output of the generic system (T1). In 
this case, the TER was only slightly worse 
than for APE on output of the customized 
system (48.6% instead of 47.3% for Eng-
lish > French and 41.5% instead of 41% 
for French > English). Thus, it seems that 
the heavy cost in person-hours required 
for customization may be unnecessary. 
One can train an SMT post-editor on 
manually post-edited translations from 
a generic system instead. 

We now turn to the second setting 
for our APE experiments. In this set-
ting, the SMT-based APE is trained on 
sentence pairs such that one member 
of the pair is a translation produced by 
an RBMT system, and the other member 
of the pair is a translation of the same 
sentence independently produced by a 
human translator. We have explored this 
setting with two different language pairs: 
English < > French and Chinese > English 
translation. Our goal has been to fi nd out 

whether RBMT followed by APE using 
an SMT system (PORTAGE) is superior to 
either RBMT alone or SMT alone. For both 
language pairs, the RBMT component was 
provided by SYSTRAN (SYSTRAN was not 
the RBMT system used in the Job Bank 
experiments). Although it is possible to 
customize the SYSTRAN system by pro-
viding a specialized dictionary, we did not 
rely on this feature. We used SYSTRAN in 
its “out of the box” confi guration. 

The English-French work was part of 
an evaluation associated with the Second 
Workshop on Statistical Machine Trans-
lation in Prague in 2007. An advantage of 
participating in this evaluation was that 
system outputs were evaluated not only 
by automatic metrics, but also by human 
evaluators. One of the most interesting 
results from this evaluation involves a 
corpus called Europarl derived from the 
proceedings of the European parliament 
and containing nearly 1.3 million sen-
tence pairs. Some results for this corpus 
are given in Table 1. 
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The table shows two different kinds of 

scores for the three systems: the RBMT 
SYSTRAN system, the SMT PORTAGE sys-
tem and the hybrid system where PORTAGE 
post-edits SYSTRAN output. The numbers 
in parentheses and italics are the BLEU 
scores. BLEU is an automatic metric for 
evaluating MT systems — the higher 
the value of BLEU, the better the 
system. The numbers in bold show 
how human evaluators ranked a sys-
tem compared to other MT systems 
in the evaluation. According to the 
automatic BLEU metric, the quality 
of the hybrid system’s output is only 
slightly better than that of the pure 
SMT system (PORTAGE). Human 
evaluators disagree: they rank the 
hybrid system as the best of the eight 
systems competing on the English > 
French task and second of the seven sys-
tems competing on the French > English 
task, while they give the pure RBMT system 
and the pure SMT system worse rankings. 
Thus, it seems there is a complementarity 
between the RBMT system and the SMT 
post-editor; together, they make a much 
more favorable impression on human 
evaluators than either does alone.

We also explored the application of 
the APE idea to Chinese > English trans-
lation. This is a challenging language 
pair, as the two languages involved are 
completely unrelated and have dissimilar 
properties. To train the Chinese-English 
system, the Chinese portion of a huge 
bilingual corpus (8.8 million Chinese 
sentences aligned with their English 
translations, comprising 278 million 
English words) is translated into Eng-
lish by the SYSTRAN system. The result 
is a corpus consisting of “SYSTRAN 

English” sentences in parallel with 
English sentences; this parallel corpus 
is used to train the SMT-based APE. 
Although we have not yet carried out a 
formal human evaluation of the resulting 
hybrid system, we are pleased with some 
of the output we have seen. In many 

cases, the hybrid system succeeds in 
producing understandable, fl uent output 
in cases where the two “parent” systems 
— the rule-based SYSTRAN system and 
the pure SMT system PORTAGE — have 
produced output that is diffi cult to read. 

For instance, a certain Chinese sen-
tence is translated by SYSTRAN as “What 
the EU offi cials most were worried now 
is soon the migratory bird which fl ies 
back from Africa.” PORTAGE translated 
the same sentence as “EU offi cials are 
most concerned about is coming from 
Africa fl ew back to the migratory birds,” 
which is incomprehensible. However, 
when the SYSTRAN output was post-
edited by PORTAGE, the result was “The 
EU offi cials are most worried about 
the migratory birds that fl y back from 
Africa” which is a perfect translation 
of the original Chinese sentence. What 
seems to have happened in this case, 

and in many similar cases we have seen, 
is that the SYSTRAN system’s deeper 
knowledge of syntax is complemented 
by PORTAGE’s extensive statistical 
knowledge of the surface forms of Eng-
lish sentences. 

The experiments described above show 
that APE by an SMT system of 
output from an RBMT system can 
produce translations that will be 
superior to those produced by either 
“parent” system. We have also 
shown that in this setup, the APE 
system does not need to be trained 
on output of RBMT that has been 
manually post-edited. One can train 
the APE system on RBMT transla-
tions in parallel with independently 
produced human translations of the 
same source sentences.

We recently learned of an application 
of the ideas described above to a different 
pair of systems and targeting a different 
language pair. A group of researchers at 
BBN Inc., Sakhr Inc., and MIT built an Ara-
bic > English system in which the Sakhr 
RBMT system produces an initial English 
translation of the Arabic input. This initial 
translation is then converted into bet-
ter English by an SMT system from BBN 
called HierDec. As in our experiments, 
the resulting hybrid system yields output 
at least as good as the pure SMT system; 
there is also evidence that the hybrid sys-
tem may handle some phenomena better 
than the SMT system. This research has not 
yet been published. Meanwhile, SYSTRAN 
has recently released its fi rst commercial 
hybrid MT system, based on a fi rst pass of 
RBMT followed by SMT post-editing, as 
explained above. 

We have now begun to explore deeper 
forms of integration between RBMTs and 
SMTs. For instance, the RBMT system’s 
output can be divided up into subsentential 
chunks, each annotated with a confi dence 
level; the SMT system might post-edit 
only chunks that have lower confi dence. 
In cases where the RBMT system had 
particularly low confi dence, it might pro-
vide a number of alternative translations 
and allow the SMT post-editor to choose 
between them. Our experiments have 
already shown that this approach yields 
even better performance than the original 
SYSTRAN-PORTAGE combination. Finally, 
another idea we are considering is to have 
the SMT system “look” at the original SL 
text, and combine its predictions with the 
predictions of the RBMT layer.  M

Table 1: Europarl BLEU scores and 
human rankings for English <> French systems.

System English > French
(BLEU) Rank/8

French > English
(BLEU) Rank/7

SYSTRAN (23.3) 6 (21.1) 6

PORTAGE (29.4) 5 (31.2) 5

SYSTRAN 
PORTAGE (30.1) 1 (31.3) 2
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Localization learning
between ACC and Anhalt
Tim Altanero & Martina Panzer

quiet, she researched American colleagues in software localiza-
tion on the internet in order to meet and exchange ideas. She 
found ACC, and, as it was located more or less close to where 
she was based in Texas, she loaded up the massive SUV and met 
Tim Altanero, the founder of the online continuing education 
program in software localization at ACC. This was the begin-
ning of long-term and productive international cooperation.

As with any initial attempt at international cooperation, 
efforts are based on those of individuals rather than higher-
level administrative actions. To this end, Altanero and Panzer 
worked toward putting the documentation and administrative 
mechanisms in place in order to facilitate the exchange of infor-
mation, faculty and students. Along with Pat Patterson at ACC, 
they have delivered classes to students using internet-based 
courses to reduce costs and have created short-term teaching 
opportunities on both sides of the Atlantic that do not require 
long stretches of time to be spent away from family and main 
jobs. Panzer has taught the introduction to localization course 
at ACC, and Altanero has taught international tech writing and 
intercultural communication at Anhalt University.

The administrative level of the intercollegiate relationship has 
grown, and letters of understanding and agreements for coopera-
tion have been signed, thus widening the potential areas of coop-
eration beyond software localization. In particular, a new project in 
the works is an initiative to create an intensive German-language 
experience for ACC students so that the imbalance of language 

Tim Altanero is an associate professor of
technical communications, Spanish and 
German at ACC in Austin, Texas.

Translator Martina Panzer works 
as a researcher and lecturer at

Anhalt University of Applied Sciences. 

SSSoftware localization is a child of globaliza-
tion. This fast-growing fi eld requires more and 
more specialists who are able to respond to the 
increased demands in localization services. It is 
not unusual that software localizers are career 
changers originating from other professions, but 
the various abilities and skills required by the 
localization industry are not evident and cannot 
be acquired by learning, but by doing. 

Two institutions offering training in software localization 
have partnered, demonstrating a prime example of globaliza-
tion and internationalization. Austin Community College (ACC) 
in Texas celebrated the eleventh anniversary of its renowned 
localization certifi cate program in January 2010 and has built a 
groundbreaking relationship with Anhalt University of Applied 
Sciences in Germany, which offers bachelor’s and master’s pro-
grams in software localization.

This began on a six-week business trip to the United States, 
when Anhalt faculty member and freelance software localizer 
Martina Panzer traveled to Texas where, as is well-known, every-
thing is “Texas-sized.” Arriving at the huge airport in Dallas, 
renting a car — an SUV that in Germany would be considered a 
truck — and settling into gigantic meals and gallon-sized Cokes 
in restaurants, Panzer found extremely friendly 
and open people everywhere. What does this have 
to do with software localization? Well, experienc-
ing cultural differences and getting immersed into 
a language is one thing, but after a few days of 
free time and exploring, her husband had to start 
his job, and she started to get bored. Workaholics 
do not like too much free time. To alleviate the 
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skills might be addressed. Anhalt University 
students are usually fl uent in several lan-
guages with excellent competency whereas 
ACC students are generally monolingual in 
English or bilingual heritage speakers of 
Spanish. 

The institutions have unique and very 
different missions in the provision of higher 
education. ACC is primarily engaged in 
vocational training and academic transfer 
programs. The college is open to anyone, 
offering access to higher education in 
traditional programs but also offering 
job training. Although the mission is to 
serve the local community, international 
programs have increasingly been recog-
nized as essential in a rapidly growing 
globalized community. ACC’s localization 
certifi cate, offered 100% online, has won 
several awards over the years for quality 
and innovation.

Located in central Germany about two 
hours from Berlin, Anhalt University is 
one of the most modern universities of 
applied sciences in Germany. It offers 
internationally acknowledged bachelor’s 
and master’s degrees in different fi elds, 
including the previously mentioned soft-
ware localization degrees. The high qual-
ity of both software localization programs 
has been recognized by offi cial accredi-
tation from the EU-Bologna process, 
which aims to create a European Higher 
Education Area by 2010 (http://ec.europa

.eu/education/policies/educ/bologna/
bologna_en.html).

Localization education is truly a multi-
disciplinary effort, encompassing a num-
ber of fi elds, some of them still emerging. 
Because of this, faculty members are 
challenged not only to stay abreast of 
their fi elds, but also to examine teaching 
strategies in order to effectively teach at 
the international level. Through exchange, 
the instructors, on the one hand, get 
insight into the teaching concepts of their 
partner institution, actively maintain their 
foreign language skills, network with 

international colleagues, and constantly 
fi nd new ideas and ways of teaching to 
improve their own teaching strategies 
and coursework. On the other hand, stu-
dents especially benefi t from this active 
exchange by learning one of the most 
important skills in software localization 
— understanding and appreciating another 
culture. Students also develop life-long 
learning skills, fl exibility and curiosity 
about the wider world. The core compe-
tencies and modules common to both 
programs include basic metalinguistic 
profi ciency; familiarity with translation 
methodologies; profi ciency in computer-
assisted translation and localization tools; 
terminology management and research 
skills; basic software engineering skills; 
project management; quality assurance; 
teamwork; awareness of cultural issues 
and cross-cultural communication; and 
knowledge of marketing strategies.

At Anhalt University, all classes are 
divided into theoretical and practical seg-
ments. Strong relationships of both institu-
tions with local, national and international 
partners in both academia and industry 
allow practical project work in almost all 
classes so that the students quickly get used 
to localization in practice. Students intern 
with a localization area within a company. 
The strong cooperation with professional 
associations and organizations in the fi elds 
of software localization, technical writing 
and documentation, translation and inter-
pretation allows students already in the 
course of their studies to contact people 
working in the fi eld, ask questions about 
the profession, make valuable contacts 
and gain practical experience. Important 

Altanero and students at Anhalt University of Applied Sciences in Germany.
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computer-specifi c and software-specifi c 
knowledge is accomplished in the online 
program at ACC in different modules. The 
students theoretically get acquainted with 
the tools, standards and software common 
to the fi eld. They also experience and test 
software on their own computers. 

The localization degree programs are 
integrated into the Department of Computer 
Science, a symbiosis that optimally links 
the needs and experiences of computer 
and translations specialists. The numerous 
computer labs equipped with a broad range 
of the newest software allow students to 
work on their own, as in real life with the 
specifi c software products used in software 
localization and technical documentation. 
At the same time, they learn the basics of 
software programming, fi le formats, visu-
alization and so on, which gives them a 
better understanding of software develop-
ment issues. A bachelor’s degree prepares 
students to work as software localizers, 
translators or technical writers, whereas 
the master’s degree allows students to get 
jobs with higher responsibility, such as pro-
ject management, or to be admitted into a 
Ph.D. program. The programs are designed 
as academic degrees with a functional 
emphasis, thus the mission of the univer-
sity as one of “applied sciences.”

ACC is more focused on training adults 
already working within the fi eld or those 
closely aligned. Career-changers may also 
fi nd the program useful, but the program 
is not designed to lead toward a traditional 
academic degree. Instead, the program 
takes advantage of the well-established 
certifi cation process that, in the United 
States at least, serves as a type of add-on 
to an already existing degree, thus func-
tioning as a differentiator of sorts in the 
job-search process.

The programs at both institutions are 
small, both by design and in response to 
demand. Each attracts a wide spectrum of 
students, with international enrollments 
reaching up to 40% of the student cohort. 
The two institutions fi nd that, although 
the programs are differently designed, 
the core competencies are largely the 
same. As such, there is a commonality 
among the faculty that creates unique 
opportunities for exchange that enhances 
student experience. For example, ACC 
hosts international instructors in its 
program via the online medium since 
the institution does not offer its localiza-
tion program onsite, with the exception 
of occasional summer seminars. Anhalt 
University, by contrast, holds all of its 
classes in situ, creating opportunities 

for faculty to teach in Germany, thus 
enhancing the international skills of the 
faculty of both institutions.

In areas such as marketing, international 
technical writing, localization tools and 
intercultural communication, the faculties 
of both institutions are engaged in design-
ing coursework and experiences that offer 
different cultural views of the same topic 
area. Imagine teaching intercultural com-
munication, for example. From a US per-
spective, such a course might include topics 
about the African-American experience, 
Hispanics in the United States, immigration 
(primarily from Latin America) and so on. 
From a German perspective, the high-level 
topic is the same; however, the focus may 
include pan-European considerations and, 
again, immigration, but now largely from 
intra-European movements and undocu-
mented immigration from Africa and the 
Middle East as well as transatlantic cultural 
characteristics on the American continent. 
Both institutions, while covering the same 
topic, have divergent views. Exchanging 
faculty exposes students to a wider view 
that creates a unique opportunity to expe-
rience different perspectives without the 
student necessarily having to study abroad 
— usually an impossibility for working 
adults on either side of the Atlantic.  M

5–7 May, 2010 Budapest, Hungary
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Haiti relief in the 
language industry
Tammi L. Coles & Katie Botkin 

CCCarnegie Mellon University (CMU) researcher 
Jeff Allen and his Haitian colleagues packed into 
a seminar room crowded with students from the 
Universite des Caraibes in March 1998. The goal, 
they said to those assembled, was to produce 
recordings of Haitian Creole that would serve as 
the basis for a speech-to-speech machine transla-
tion (MT) system. They explained the reason, the 
need, and the ways of compiling text and speech 
data. One week later, the core system was built, 
and the team was creating working demos.

“You can imagine the incredible excitement in their eyes 
and the emotion in their voices. I told them that no one in the 
world could ever again say that Haitian Creole was a substan-
dard, broken patois,” Allen recalls. “Because you can’t create a 
speech-to-speech MT system to convert a ‘non-language’ to a 
language. You can only match two entities at the same level of 
the hierarchy: a real language to a real language.” 

Despite a working prototype, however, within three years 
interest in funding research and products in Haitian Creole 
ground to a halt. The twin towers of the World Trade Center lay in 
rubble, bearing the brunt of the terrorist attacks of September 11, 
2001. And as the world reeled from the shock, analysts and lead-
ers of the West called for greater attention to the Arab-speaking 
world. Interest in Arabic reached new heights, and the data of 

Allen’s project was shelved. “So many people said back then that 
there were no business cases and need for language processing 
systems and software for Creole languages,” says Allen.

Flash forward to January 12, 2010. A 7.0 magnitude earth-
quake hit Léogâne, Haiti, just 16 miles outside of Port-au-Prince, 
the nation’s capital. Another 52 aftershocks followed, and sur-
viors fl ed into the countryside or settled in makeshift camps 
along the city’s main roads. The government, itself in shambles, 
reported over a half a million people dead and injured. In addi-
tion, some 30,000 commercial and governmental buildings 
— including the Presidential Palace — were severely damaged 
or destroyed. 

International humanitarian and medical aid organizations 
mobilized to join domestic emergency personnel in the deliv-
ery of critical services. Among them was Translators Without 
Borders (TWB), a Paris-based nonprofi t that provides transla-
tion support to groups that include Doctors Without Borders, 
Médecins du Monde, Ashoka and Handicap International. As 
the world scrambled to take stock of the catastrophe, TWB vol-
unteers translated some of the fi rst news items from the fi eld. 
“In the early days, reports were sparse, the teams on the ground 
in Port-au-Prince and other towns like Jacmel, Léogâne and 
Petit-Goave being far too preoccupied with saving lives. The 
best they could do was make hurried reports of the day’s sta-
tistics: number of amputations, number still untreated, supplies 
not yet arrived,” reports TWB cofounder Lori Thicke.

Compelled by on-the-ground reports, in a fl urry of activity 
generated almost ex nihilo, localization industry leaders took on 
different aspects of the need for translation and interpretation 
in Haiti. Among those to act was Douglas Green, vice president 
of business development at Translation Source, who created 
Interpreters and Translators for Haiti (IT4H) on both Twitter 
and Facebook. “The response to the social media effort has been 
amazing,” says Green. “Our goal with social media was to help 
disseminate information from organizations needing assistance, 
and literally hundreds of translators and interpreters from across 
the globe have offered their services.”

Tammi L. Coles is the 
current geeky marketing 
diva of Milengo Ltd.

Katie Botkin is 
the editor of MultiLingual.
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Translators and interpreters started 
volunteering in record numbers. In ten 
days, over 1,000 volunteers had come for-
ward, many via social media. According 
to Thicke, this was more than twice the 
number of translators recruited by TWB 
in over a decade. “Professional translators 
wrote us from all over the world — Canada, 
the United States, France, Algeria, Spain, 
the Dominican Republic — speaking Eng-
lish, Arabic, Haitian Creole and many 
more languages,” says Thicke.

The crisis generated unprecedented 
coordination among industry players, as 
some organizations became centralized 
resource hubs for those organizations 
on the frontline of providing disaster 
relief, and others became aggregators 
and qualifi ers of linguistic resources. 
The International Medical Interpreters 
Association (IMIA) and TWB began 
to serve this role for interpreters and 
translators respectively. Language ser-
vice providers (LSPs), on the other hand, 
came forward with different pro bono 
offers. Lingotek offered free unlimited 
usage of their collaborative translation 
software environment for Haiti work, 
while companies such as Ccaps, Lan-
guage Line Services, One Hour Trans-
lation, and Pacifi c Interpreters offered 
direct translation and interpretation 
services to specifi c affected groups and 
aid personnel. So many responded to 
the social media calls of IT4H and other 
groups, the challenge quickly escalated 

beyond TWB’s capacity. To solve this 
problem, ProZ.com worked over one 
long weekend to program a screening 
platform for TWB. To do the evalua-
tions, companies such as MediLingua, 
SDL, Rubric and Argos donated review-
ers. Within days, 200 translators were 
tested and reviewed within the platform.

Data in a crisis
In spite of these contributions, lan-

guage — specifi cally the challenge of 
a nation split between the offi cial and 
documented French and the largely 
under-documented but commonly used 
Haitian Creole — still proved to be a chal-
lenge for aid workers. They needed medi-
cal forms to collect data and help injured 
patients, as well as training instructions 
for Haitian volunteers and signs to direct 
survivors to aid. There was also demand 
for tools to bridge the language divide 
between multinational aid teams and 
those they  serve. Though French is used 
for educational materials and in the medi-
cal fi elds, the majority of communication 
is in Creole, for which language resources 
are lacking. 

This disparity added another layer to 
the horror for Allen. “I sat there watch-
ing the TV and was nearly in tears,” says 
Allen. “Ten years of my life of studies, of 
professional work and of free time had 
been spent working with people of several 
different French-based Creoles — all of 
that in vain if thousands of people would 

suffer and die today because an MT 
system is sitting in a box. Something had 
to be done.” 

The world’s response to Haiti may 
have demonstrated that language is one 
of the last barriers between different 
nationalities, but MT may be able to help 
even with this. As Sebastian Stüker of the 
Karlsruhe Institute of Technology notes, 
“being able to address all languages in 
the world with natural language process-
ing systems can make valuable contribu-
tions to overcoming the language barrier 
in a crisis situation. Continuing research 
in that direction is therefore not just of 
academic interest but holds great practi-
cal value and can eventually save the 
lives of many.” 

Though many linguists and minor-
ity language advocates have worked 
to document marginalized languages, 
distributing that documentation and 
information is also crucial, and if this 
can happen before the need is dire, 
all the better. “So much of the world’s 
knowledge about these languages is 
locked up in universities, pay-for-access 
journals and complicated licensing and 
co-licensing schemes. It can’t be used 
by users, nor by developers. It shouldn’t 
take a disaster to guilt-trip us into sharing,” 
says Francis M. Tyers, minority language 
advocate.

As it turned out, Allen was to help 
in continuing the Haitian Creole project 
begun over a decade before. As the initia-
tives by LSPs became more visible and the 
call for support voiced by frontline groups 
grew, the larger movers of MT stepped 
forward. Based on his past research, Allen 
and others of the Language Technologies 
Institute of CMU’s School of Computer Sci-
ence released the Haitian Creole data to the 
public. It included critical triage and treat-
ment phrases translated free of charge into 
Haitian Creole by Eriksen Translations in 
New York. Two prototype MT systems by 
Microsoft and Google were put up online 
within a matter of days based on this pool 
of data, and more systems are currently 
being developed in parallel. 

The visibility of this crisis has applied 
pressure on the major MT movers to pro-
vide an answer. Both Google Translate 
and Bing Translator now offer English 
<> Haitian Creole. What remains, how-
ever, is the need for the data. In the case 
of Haitian Creole, the data was present 
to be drawn upon, although organizing 
it was a major challenge and much was 

A pre-med student from Idaho listens to a Haitian patient via an interpreter from California.
 (photo by Bryan Bell)
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lost in the earthquake. The data may still 
be incomplete, but for many minority 
languages, this is a far leap ahead from 
what currently exists.

Humanitarian aid in the industry
Prior to the crisis, in September 

2009, industry leaders joined with free-
lance translators and non-governmental 
organization (NGO) representatives for 
the Action Week for Global Information 
Sharing (AGIS). The conference, held in 
Limerick, Ireland, was organized by TWB 
and the Rosetta Foundation. The reason: 
the demand for translation service sup-
port among international humanitarian 
and aid groups far outpaces supply. 
However, as was discussed at AGIS, 
many individuals could likely volunteer 
an hour here and there to translate or 
program or edit and thus help solve this 
problem, without needing to mobilize to 
a different location or compromise the 
time devoted to their day jobs, given the 
right platform.

Currently, with little to no outside 
fund-raising, the industry has man-
aged to produce impressive relief aid, 
encompassing public relations, fi nding 
and vetting volunteers, translating, proj-
ect management and tools solutions that 
may have long-term value to humanitar-
ian groups. All told, industry efforts for 
the Haiti crisis alone could spiral into the 
millions, dollar-value-wise, given just 
how much needs to be translated and 
interpreted. 

Haiti, of course, isn’t the only popula-
tion in need. Recently, translations have 
crossed TWB’s desks for Yemen, Somalia, 
Gaza and the Congo. “Our hope is that 
the translators who have come forward 

because they were moved by Haiti’s plight 
will stay with us once the world’s atten-
tion has moved on, and will share in the 
work of NGOs, wherever in the world the 
aid is being delivered, and that they will 
continue to give their help one word at a 
time,” says Thicke. 

Two of the questions up for debate 
in all of this was whether or not to 
centralize the industry’s efforts, and 
how, as was discussed at AGIS. One idea 
put forth at AGIS was that it might be 
benefi cial to provide NGOs a centralized 
place to fi nd volunteer interpretation or 
translation, particularly in a time of 
disaster when time is of the essence. 
With this in mind, the Rosetta Founda-
tion proposed in September to work on 
such a platform.

There is, however, the question of 
scale. TWB currently processes about one 
million-plus words per year for a core of 
around 12 NGOs. “With our 12, we are 
basically covering one arrondissement 
of Paris, the 11th, so we haven’t even 
got the whole of one city covered,” says 
Thicke. Multiply this need exponentially, 
and it is easy to guess why it might be a 
challenge to put the world’s humanitar-
ian translations under one umbrella.

The need is there, though, and these 
translations help in many ways. First of 
all, they free up funds that the NGOs can 
potentially devote to work in the fi eld. 
TWB came into being in 1993 when 
namesake Doctors Without Borders sent a 
translation request to Thicke’s company. 
The company offered to do the transla-
tion free of charge, if the NGO would 
then put the saved money to good use. 
Since then, TWB has provided countless 
free translations, and has over the years 
saved the NGOs they work with more 
than US$2 million. Quite often there 
simply isn’t a budget for the translations, 
so if it weren’t for the volunteers, crucial 
documents would never see the light of 
day — documents used for training vol-
unteers, raising funds and making the 
world aware when disaster strikes.

Though it goes against the urge for 
speed, when turnaround is critical and 
translations may not be edited, vetting 
volunteer translators is all the more 
essential. This is one reason why industry 
organizations such as TWB exist in the 
fi rst place. As Thicke points out, “there 
are an awful lot of good-hearted people 
who are not experienced translators, 
and they can give the NGOs a whole lot 
of extra work by handing in substan-
dard translations that most NGOs are 
ill-equipped to correct. That’s why we 
work so hard to vet our volunteers, to 
make sure the NGOs can put their faith 
in them. When a translation is medical, 
for example, I can’t over-emphasize how 
important it is to be 100% accurate: lives 
could depend on it.”

The lesson to take away from all this: 
the outpouring of interest and activism 
among both translators and LSPs has 
shown that the viability of what the AGIS 
conference discussed is feasible. “Before 
the crisis, we were providing humanitar-
ian associations with around one million 
words per year, free of charge. This year 
we hope to double that fi gure,” says 
Thicke.  M

One of many offerings targeting volunteer 
organizations, Transparent Language made 

its Haitian Creole language learning 
software available for free download.
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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

Bilingual Evaluation Understudy (BLEU). An algorithm 
for evaluating the quality of text that has been machine-
translated from one natural language to another. Quality is 
considered to be the correspondence between a machine’s 
output and that of a human. The closer that a machine 
translation is to a human translation, the better it is. BLEU 
was one of the first metrics to achieve a high correlation 
with human judgments of quality and remains one of the 
most popular. Scores are calculated for individual translated 
segments — generally sentences — by comparing them with 
a set of good quality reference translations. Those scores 
are then averaged over the whole corpus to reach an esti-
mate of the translation’s overall quality. Intelligibility or 
grammatical correctness is not taken into account.

BRIC. An acronym that refers to the fast growing and 
developing economies of Brazil, Russia, India and China.

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

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.

controlled authoring. Writing for reuse and translation. 
Controlled authoring is a process that integrates writing 
with localization so that the text can be written for reuse 
and at the same time written for efficient translation.

creole language. A stable language that originates from 
a mixture of various languages. The majority of creole lan-
guages are based on English, Portuguese, French, Spanish 
and other languages — their superstrate language — with 
local or immigrant languages as substrate languages. The 
lexicon of a creole usually consists of words clearly bor-
rowed from a superstrate language, except for phonetic and 
semantic shifts; on the other hand, the grammar often has 
original features and may differ substantially from those of 
the superstrate language. 

FIGS. An acronym for the languages of French, Italian, 
German and Spanish.

globalization (g11n). In this context, the term refers to 
the process that addresses business issues associated with 
launching a product globally, such as integrating localiza-
tion throughout a company after proper internationaliza-
tion and product design.

gross domestic product (GDP). The basic measure of 
a country’s economic performance is the market value of 
all final goods and services made within the borders of a 
nation in a year. The most common approach to measur-
ing and quantifying GDP is the expenditure method: GDP 
= private consumption + gross investment + government 
spending + (exports – imports).   

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

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.

return on investment (ROI). In finance, the ratio of money 
gained or lost on an investment relative to the amount of money 
invested. The amount of money gained or lost may be referred 
to as interest, profit/loss, gain/loss or net income/loss.

rule-based machine translation (RBMT). The applica-
tion of sets of linguistic rules that are defined as correspon-
dences between the structure of the source language and 
that of the target language. The first stage involves analyz-
ing the input text for morphology and syntax — and some-
times semantics — to create an internal representation. 
The translation is then generated from this representation 
using extensive lexicons with morphological, syntactic and 
semantic information, and large sets of rules.

search engine. A program designed to help find infor-
mation stored on a computer system such as the World 
Wide Web or a personal computer. A search engine allows 
a user to ask for content meeting specific criteria — typi-
cally those containing a given word, phrase or name — and 
retrieves a list of references that match those criteria. 

search engine optimization (SEO). A set of methods aimed 
at improving the ranking of a website in search engine list-
ings. SEO is primarily concerned with advancing the goals of a 
website by improving the number and position of its organic 
search results for a wide variety of relevant keywords.

source language (SL). A language that is to be trans-
lated into another language.

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 
analysis of bilingual text corpora. SMT is the translation of 
text from one human language to another by a computer that 
learned how to translate from vast amounts of translated text. 

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

time to market. The length of time it takes from a product 
being conceived until its being available for sale. Time to market 
is crucial in industries where products are outdated quickly.

translation. The process of converting all of the text 
or words from a source language to a target language. An 
understanding of the context or meaning of the source lan-
guage must be established in order to convey the same mes-
sage in the target language. 

translation memory (TM). A special database that stores 
previously translated sentences which can then be reused on 
a sentence-by-sentence basis. The database matches source 
to target language pairs.

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

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

Resources
ORGANIZATIONS

American Translators Association (ATA): www.atanet.org; and 
its Language Technology Division: www.ata-divisions.org/LTD

Project Management Institute: www.pmi.org
Translation Automation User Society (TAUS): 

www.translationautomation.com

PUBLICATIONS

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

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

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

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

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

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

REFERENCES

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

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

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

Globalization and Localization Association 
Description The Globalization and Localization Association 
(GALA) is a fully representative, nonprofit, international 
industry association for the translation, 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 think tank for the translation industry, 
undertaking research for buyers and providers of translation 
services and technologies. Our mission is to increase the size 
and significance of the translation industry to help the world 
communicate better. To meet this ongoing goal, TAUS sup-
ports entrepreneurs and principals in the translation industry 
to share and define new strategies through a comprehensive 
program of events, publications and communications.
Translation Automation User Society Oosteinde 9-11, 1483 AB De Rijp,
The Netherlands, 31-299-672028, E-mail: info@translationauto
mation.com, Web: www.translationautomation.com

AUTOMATED TRANSLATION

Human Language Technologies
Multiple Platforms
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect,
English, Farsi/Persian, French, German, Hebrew, Iraqi dia-
lect, Italian, Japanese, Korean, Pashto, Polish, Portuguese, 
Russian, Simplified Chinese, Spanish, Tagalog, Traditional 
Chinese, Turkish, Ukrainian, Urdu Description AppTek is 
a developer of human language technology products with 
a complete suite for text and speech (voice) processing and 
recognition. AppTek’s product offerings include hybrid (rule-
based + statistical) machine translation (MT) and automatic 
speech recognition (ASR) for a growing list of more than 
23 languages; multilingual information retrieval with query 
and topic search capabilities; name-finding applications; and 
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

CONFERENCES  

 
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 2

  

Worldware Conference 
Description The Worldware Conference illuminates the 
“why” and “what” of internationalization in a two-day 
conference setting. Subject matter experts from lead-
ing companies offer indispensable insights into key 
topics for any company delivering software to a global 
audience. The formal conference is followed by a third 
workshop day for hands-on inclined attendees who just 
can’t live without a little bit of guidance in the “how.” 
The Worldware Conference is produced by the same team

that placed Localization World on the conference map.
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,  
208-263-8178, Fax: 208-263-6310, E-mail: notify@worldwarecon 
ference.com, Web: www.worldwareconference.com See ad on page 63

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 GmbH D-76307 Karlsbad, Germany, 49-7248-925-
425, E-mail: international@across.net  
Across Systems Inc. Glendale, CA 91203, 877-922-7677, E-mail:
americas@across.net 
Web: www.across.net See ads on pages 4, 64
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Lingotek Collaborative Translation Platform
Multiple Platforms
Languages Supports all language pairs Description Lingotek 
is a software company in Salt Lake City, Utah. We have 
developed 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 45

Advanced Leveraging Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiCorpora, 
celebrating ten years as the language technology experts, is 
dedicated to providing language technology solutions to 
enterprises, language service providers and governments. Its 
flagship product, MultiTrans, pioneered the advanced lever-
aging TM concept that features hassle-free document pair 
alignment, recycles past translations with context at a granu-
lar level and provides an on-the-fly view of how ambiguous 
terms were previously translated. MultiTrans is an innova-
tive client-server application with a best-in-class terminol-
ogy management system, designed to transform translation 
expenses into a growing repository of reusable assets. The 
Translation Bureau of Canada, UNESCO, Toys “R” Us, Kraft, 
HSBC and many others 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 28

  

STAR Group
Multiple Platforms
Languages All Description STAR Group was founded in 
Switzerland 26 years ago with the exclusive focus of facili-
tating cross-cultural technical communications in all lan-
guages. The company has grown to be the largest privately 
held multilingual information technology and services 
company in the world with 42 offices in 32 countries. Its 
advanced technology developments have propelled STAR to 
its current market position. Core services: information man-
agement, translation, localization, publishing, on-demand 
printing, consulting. Core technologies: Transit (translation 
memory), TermStar/WebTerm (terminology management), 
GRIPS (product information management), MindReader  
(context-sensitive authoring assistance), STAR CLM (corpo-
rate language management), STAR CPM (corporate process 
management), i-KNOW (competence management), and 
SPIDER (Interactive Electronic Technical Manual). 
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 ads on pages 10, 19, 31, 35 

INTERNATIONALIZATION TOOLS 

Advanced Leveraging Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiCorpora, 
celebrating ten years as the language technology experts, is 
dedicated to providing language technology solutions to 
enterprises, language service providers and governments. Its 
flagship product, MultiTrans, pioneered the advanced lever-
aging TM concept that features hassle-free document pair 
alignment, recycles past translations with context at a granu-
lar level and provides an on-the-fly view of how ambiguous 
terms were previously translated. MultiTrans is an innova-
tive client-server application with a best-in-class terminol-
ogy management system, designed to transform translation 
expenses into a growing repository of reusable assets. The 
Translation Bureau of Canada, UNESCO, Toys “R” Us, Kraft, 
HSBC and many others 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 28

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 22

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 Corel-
Draw, FrameMaker, FreeHand, Illustrator, InDesign, Page-
Maker, Photoshop and QuarkXPress. Our customer-oriented 
approach is supported by strong project management, a team 
of specialists, a large knowledge base and advanced method-
ologies. We always provide service beyond our customers’
expectations at a low cost and with high quality, speed, 
dependability and flexibility.
Alliance Localization China, Inc. Suite 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/Trad-
itional Chinese/Japanese/Korean/Thai. We guarantee that 
clients’ projects will be handled not only by native speakers, 
but also by topic specialists. Clients can expect and will 
receive high-quality services, on-time delivery and low cost. 
Beijing E-C Translation Ltd. 2nd Floor, Hua Teng Development 
Building, No. 23, Xi Huan Bei Road, BDA, Beijing Economic-
Technological Development Zone, Beijing 100176, P.R. China, 86-
10-67868761, Fax: 86-10-67868765, E-mail: service@e-cchina
.com, Web: www.e-cchina.com 

  
Binari Sonori
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 lin-
guists spread over 30 countries worldwide. Solid procedures 
and transparent relationships with clients guarantee high 
quality of text, audio and video, timeliness and flexibility. 

Buyer’s Guide

Search industry events at 
www.multilingual.com/calendar
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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 

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 39

ES Localisation Services Ltd.
Languages Turkish, Arabic and other regional languages 
Description Since 1994, ES has provided full-fledged local-
ization services to industry leaders mainly in software lo-
calization, translation, DTP, engineering, QA and voiceover 
areas. ES has managed to increase its capacity, workload and 
number of customers every year, has a solid customer base 
and is proud of its successful past assignments. ES has pro-
duction offices in Turkey and Egypt for Turkish and Arabic 
languages and currently has 49 permanent staff. The most 
important asset of ES is its human resources. ES is a reliable, 
experienced, value-added regional supplier for direct clients 
and MLVs worldwide.
ES Localisation Services Ltd. Cenap Sahabettin Sk. No: 29, Kosuyolu 
34718 Istanbul, Turkey, 90-216-3268764, Fax: 90-216-3254859, 
E-mail: contact@estr.com, Web: www.estr.com See ad on page 36

 
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

  
Interpro Translation Solutions
Languages All modern languages Description Since 1995, 
Interpro Translation Solutions has been providing world-
class language translation, software and web content lo-
calization, desktop publishing and project management 
solutions, enabling our clients to deliver multilingual prod-
ucts to their global audiences. Adapting products, services 
and corporate messaging to each potential target market’s 
language requires an experienced team of professionals in 
order to get it done right the first time because you don’t 
always get a second chance. Our mission is to assist our cli-
ents in gaining revenue, market share and user satisfaction 
by providing the highest quality and most comprehensive 
language services available in the market.
Interpro Translation Solutions 4200 Commerce Court, Suite 204, 
Lisle, IL 60532, 630-245-7150, Toll-free: 877-232-3277, Fax: 630-
245-7155, E-mail: info@interproinc.com, Web: www.interproinc.com 

  
The Greek, Bulgarian, Romanian, Turkish partner
Languages Greek, Bulgarian, Romanian, Turkish, French, 
Italian, German, Spanish, English Description Intertrans-
lations Ltd is a leading Greek translation and localiza-
tion service provider, established in 1995, with extensive 
experience in medical and pharmaceutical products and 
equipment, legal, financial, mechanical, automotive, engi-
neering, electrical, technical, software, media and market-
ing, tourism, health and nutrition, the food industry and so 
on. Among the tools used to ensure the quality of our pro-
jects are TRADOS, Transit, SDLX and other CAT tools and 
for DTP, InDesign, PageMaker, Photoshop, QuarkXPress, 
Illustrator, CorelDraw and FrameMaker. We proudly have 
acquired the following certifications: ISO 9001:2000, DIN 
EN 15038:2006-08 and are members of ATC, GALA and 
LISA. We provide free samples upon request.
Intertranslations Ltd 4 El. Venizelou Street, 176 76  Athens, Greece, 
30-210-92-25-000, Fax: 30-210-92-25-500, E-mail: a.arvanitis@
intertranslations.gr, Web: www.intertranslations.gr

 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 11

Lingo Systems, Translation & Localization
Languages 170+ Description Lingo Systems, powered by 
Language Line Services, provides customer-focused sole-source 
solutions for global companies in 170+ languages. We special-
ize in the translation and localization of technical documen-
tation, software, multimedia applications, training materials, 

e-learning solutions and online applications. Other globaliza-
tion services include quality assurance testing (hardware and 
software), integration of content management solutions, inter-
pretation (170+ languages), cultural training and assessment, 
and internationalization consulting. Lingo Systems has never 
caused a late release. No other firm makes this claim. For a free 
copy of our award-winning book, The Guide to Translation and 
Localization — Communicating with the Global Marketplace, 
visit www.lingosys.com or call 800-878-8523.
Lingo Systems 15115 SW Sequoia Parkway, Suite 200, Portland, OR 
97224, 503-419-4856, 800-878-8523, Fax: 503-419-4873, E-mail: 
info@lingosys.com, Web: www.lingosys.com See ad on page 21

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 quality 
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 services
for various industries, including top-notch software engi-
neering 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
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MO Group International
Languages 40+ Description MO Group International is a 
Brussels-based company with many years of experience in 
translation, localization and testing in 40+ languages. We are 
dedicated to achieving high-quality translations for all your 
multilingual needs in a wide range of fields such as video 
games, software, automotive, medical and marketing collat-
eral translation. With our streamlined localization and QA 
processes, experienced project managers, and native transla-
tors, testers and QA professionals, your translation/localiza-
tion projects will be a success on budget and on time every 
time. We strive to become a strong and proactive partner 
with all our clients. 
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-translations.com 

 
Moravia Worldwide
Languages All Description Moravia Worldwide is a lead-
ing globalization solution provider, enabling companies 
in the information technology, e-learning, life sciences 
and financial industries to enter global markets with high-
quality multilingual products. Moravia’s solutions include 
localization and product testing services, internationaliza-
tion, multilingual publishing and technical translation. 
Hewlett-Packard, IBM, Microsoft, Oracle, Sun Microsystems 
and Symantec are among some of the companies that 
depend on Moravia Worldwide for accurate, on-time local-
ization. Moravia Worldwide maintains global headquarters 
in the Czech Republic and North American headquarters 
in California, with local offices and production centers in 
Ireland, China, Japan and throughout Europe. To learn more, 
please visit www.moraviaworldwide.com
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360, 
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com  
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 41

Your Vision. Worldwide.

Worldwide Localization and Translation 
Languages 60+ Description Net-Translators specializes in 
software localization and translation into more than 60 lan-
guages. Our localization, internationalization and multilin-
gual testing services instill the confidence that the product is 
accurately and consistently localized, translated and tested. 
Our translators are industry specific and have amassed a 
wealth of experience in their particular areas of expertise. 
We have a proficient in-house multilingual staff of project 
managers, QA professionals and DTP specialists who provide 
world-class service to our customers. Our staff remains on the 
cutting edge of CAT, QA and DTP technology. Net-Translators 
is ISO 9001:2000 certified, and we maintain branch offices in 
the United States, United Kingdom and Israel.
Net-Translators Worldwide 
USA 1250 Oakmead Parkway, Suite 210, Sunnyvale, CA 94085-
4037, 408-501-8839, Fax: 408-212-8956, E-mail: salesusca@
net-translators.com
Europe 44-20-3393-8385, E-mail: saleseu@net-translators.com 
Israel 972-3-5338633, Fax: 972-3-5336956, E-mail: salesil@net-
translators.com, Web: www.net-translators.com See ad on page 38

    
Promova 
Languages Major European languages into Russian and 
Ukrainian Description Promova is a translation and local-
ization company based in Ukraine providing a full scope of 
language-related services including translation, localization, 
QA check, DTP, linguistic testing, copywriting and consult-
ing. We focus on large-scale, long-term projects for clients 
with unique requirements. We offer professionalism and ISO 
9001-certified quality, integrate best-technology solutions on 
the market, and ensure effective management and best time-
frames while adhering to even the tightest budgets.
Promova Velyka Goncharivska 9, 18, Kharkiv 61052, Ukraine, 38-057-
760-14-13, Fax: 38-057-372-89-27, E-mail: info@promova.com.ua,
Web: www.promova.com.ua

PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed to
developing ongoing, long-term partnerships with its clients. 
This means a dedication to personal service, responsiveness,  
high-quality output, and sensitivity to clients’ cost goals and 
timelines. Backed by over 30 years of experience in 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: 503-352-0729, E-mail: info@
ptiglobal.com, Web: www.ptiglobal.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 52

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 37

WhP International
Languages All European and major Middle Eastern and Asian 
languages, including local variants Description Established
in 1994, WhP offers a wide range of linguistic and techno-
logical solutions, designed to match each client’s needs. WhP 
has over several years become a renowned player in the local-
ization world, with a yearly average growth rate of 20% since 
2005. By committing huge efforts and best practices, WhP 
has gained the loyalty of international accounts in the fields 
of IT and telecom, industry, business and web applications, 
training and e-learning, video games and more. WhP has 
its headquarters in France with local offices and production 
centers in China and Slovakia. 
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex, 
France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: enquiry
@whp.net, Web: www.whp.net 

MULTILINGUAL SOFTWARE

 
Unitype Multilingual Software —
Type a World of Languages
Languages Over 100 languages Description Unitype multi-
lingual products — Global Writer, Global Office and Global 
Suite — run on Microsoft Windows and include over 100 
modern and ancient languages — Middle East, Far East, 
India, other Asia, Africa, Europe and more. Unitype Global 
Writer is a standalone multilingual word processor; is fully 
bidirectional; creates Unicode-compliant documents; and 
imports/exports international encoding standards. Unitype 
Global Office is a plug-in product allowing the user to type 
Unitype languages directly into Microsoft Office Word, Excel, 
PowerPoint and Outlook. Unitype Global Suite includes both 
Global Writer and Global Office. See www.unitype.com for 
more information and a complete language list.
Unitype, LLC 116-A Mockingbird Lane, Lockhart, TX 78644, 512-620-
0384, Fax: 512-233-0094, E-mail: sales@unitype.com, Web: www
.unitype.com
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PROJECT MANAGEMENT TOOLS

 
Projetex: Project Management Software 
for Translation Agencies 
Windows
Languages English, Bulgarian, Chinese (Simplified), Chi-
nese (Taiwan), Dutch, Hebrew, Hungarian, Italian, Japa-
nese, Polish, Portuguese, Portuguese (Brazil), Romanian,
Russian, Slovak, Spanish, Ukrainian Description Projetex 7.0
is a leading project management and workflow solution 
employed by 300-plus small and medium-sized translation 
agencies around the world. Managing directors, project man-
agers, 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 character count software) and CAT-
Count (computer-assisted translation tool for easy word 
count). Reasonable pricing, fast implementation and free 
technical support are included.
Advanced International Translations, Ltd. Arhitektora Gorodetskogo 
11b, Kiev, 01011, Ukraine, Skype: Vladimir.Pedchenko, E-mail: support
@projetex.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

TRANSLATION SERVICES

 
Arcadia Translations
Languages English, Spanish (all variants), Brazilian Portu-
guese Description Arcadia Translations, a translation agency 
based in Argentina, provides translation and localization 
services from English into Spanish and Brazilian Portuguese. 
We value quality, words and communication, and we offer 
integral linguistic solutions that include a wide range of ser-
vices such as translation, editing and proofreading of docu-
mentation, software localization, web solutions, voice-over 
and DTP services. We have an experienced in-house staff 
who guarantee our high standard of quality. Our values as 
a company are cost-effectiveness, responsiveness, customer-
oriented service, reliability and fast turnaround.
Arcadia Translations Avenida Corrientes 2032 1º E, CP 1045, Buenos 
Aires, Argentina, 54-11-4954-3973, Fax: 54-11-4954-3973, E-mail: 
info@arcadia-t.com, Web: www.arcadia-t.com

 
Biro 2000 — Your partner for Eastern 
European Languages
Languages Eastern European languages Description Biro 
2000 is located in the heart of Europe (Slovenia). We’ve been 
in business since 1992. Our clients come from all areas of 
industry, but for the past few years our work priorities have 
concentrated on the following areas of expertise: life sciences, 
legal, IT, cell phone, automotive and technical industries. Our 
work has focused on Eastern European languages. We work 
according to the EN 15038 standard. We utilize the following 
programs in our work: MemoQ server, Trados SDL Synergy, 
Across Language Server and Transit XV.  
Biro 2000 d.o.o. Jerebova ulica 14, 1270 Litija, Slovenia, 386-1-513-
18-20, Fax: 386-1513-18-21, E-mail: biro2000@biro2000.si, Web: 
www.biro2000.si See ad on page 32 

 
CETRA 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

 

Diskusija – Baltic and CEE languages provider
Languages Lithuanian, Latvian, Estonian, Bosnian, Bulgar-
ian, Czech, Hungarian, Polish, Russian, Serbian, Slovak, 
Slovenian, Ukrainian Description Founded in 1993, Dis-
kusija specializes in technical translation and localization 
services from Western European languages into all Central 
and Eastern European languages with strong focus on Baltic 
languages (Lithuanian, Latvian, Estonian). Our experienced 
team is able to handle projects of any complexity. We guar-
antee a professional and personal approach to our clients’ 
needs, the use of state-of-the-art industrial technology, qual-
ity management at all stages of a project, on-time delivery, 
competitive rates and flexibility. We have extensive expertise 
in the following industries: IT, software, hardware, telecom-
munications, medical equipment, medicine, pharmacology, 
accounting, finance, automotive industry, electronics, legisla-
tion, and EU documents.
Diskusija Seimyniskiu g. 1A, Vilnius LT-09312, Lithuania, 370-5-
2790574, Fax: 370-5-2790576, E-mail: diskusija@diskusija.lt, Web: 
www.diskusija.lt

 

Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a 
leading provider of multilingual services, including transla-
tion, interpreting, typesetting, project management, web
localization 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 environments 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 tai-
loring our proven project management process to the individ-
ual 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 ser-
vices to life sciences companies. We work with many of the 
biggest pharmaceutical companies, medical device manu-
facturers, biotech companies and CROs. Our proprietary 
Multilingual Compliance Process combines expert linguists, 
best-of-breed technology and measurable translation qual-
ity in a process that is both robust and completely scalable, 
ensuring your projects are finished on time and within bud-
get. For more information on how we can help meet your 
translation requirements or for a quote on your next transla-
tion project, please contact us directly or visit our website at 
www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315,  
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781-
893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com

Hermes Traducciones y 
Servicios Lingüísticos, S.L.
Languages Spanish, Portuguese (Continental and Brazilian),
English, French, Italian, German and other languages on 
demand 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 46
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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 LIDO-LANG Technical Trans-
lations, based in Poland, is one of the leading translation 
companies in Central Europe. Having the capacity to offer 
services in virtually all world languages, we specialize in 
Central and Eastern European languages. LIDO-LANG spe-
cializes, above all, in technical translation, but, thanks to our 
network of over 2,000 translators specializing in different 
branches, we also work in IT and telecommunication; adver-
tising and marketing; economics and finance; law; technol-
ogy and industry; medicine and science. The quality of our 
services is enhanced by over 50 years’ experience in the trans-
lation sector and by the quality certificates of ISO 9001 and 
EN 15038 standards.
LIDO-LANG Technical Translations ul. Walerego Slawka 3, 30-653 
Kraków, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail: 
offi ce@lidolang.com, Web: www.lidolang.com 

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becoming 
increasingly difficult to differentiate one translation agency 
from another. We stand apart by taking the most proactive 
approach to quality in the industry, utilizing stringent project 
management procedures, offering one of the most aggressive 
rate structures available and applying a sincere dedication to 
providing the best possible service.
LinguaLinx Language Solutions, Inc. The LinguaLinx Building, 122 
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-388-
0066, E-mail: info@lingualinx.com, Web: www.lingualinx.com 

Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation special-
ists in Europe. We only do medical. We provide all European 
languages (36 today and counting) and Japanese as well as 
translation-related services to manufacturers of devices, instru-
ments, in vitro diagnostics and software; pharmaceutical and 
biotechnology companies; medical publishers; national and 
international medical organizations; and other customers in 
the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburger-
weg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, Fax: 31-
71-5234660, E-mail: simon.andriesen@medilingua.com, Web: www
.medilingua.com See ad on page 39

  

Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the larg-
est translation company in Russia and CIS countries, offer-
ing a full range of linguistic services to global corporations.
Neotech is the first translation company on the Russian mar-
ket that has certified its quality management system to inter-
national ISO 9001:2000 standards. Neotech’s key areas of 
expertise are in the oil and gas industries, auto manufactur-
ing, medical, information technologies and telecommunica-
tions. The business techniques introduced and applied by the 
company currently serve as the best practice within the trans-
lation 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: sales@neotech.ru, Web: www
.neotech.ru  

Rheinschrift Übersetzungen, Ursula Steigerwald
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, Ursula Steigerwald 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 39

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 Wrocław, 
Poland, 48-601-728018, Fax: 48-71-3414441, E-mail: info@jarza
.com.pl, Web: www.jarza.com.pl See ad on page 39

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 
See ad on page 48

SpanSource
Languages Focus on Spanish and Portuguese, other langu-
age combinations through partners Description SpanSource
provides translation, localization and related services from 
Western European languages into all regional varieties of 
Spanish as well as other language combinations through 
our network of select SLV partners. Our domain focus is on 
health care and life sciences, software and IT, heavy machin-
ery and automotive, legal and financial, oil and gas, corpo-
rate training and educational materials. Our comprehensive 
service portfolio also includes unparalleled desktop publish-
ing and multimedia localization engineering support for 
e-learning materials. Our in-house staff of 25 includes project 
managers, senior linguists, desktop publishers, software engi-
neers and graphic designers, which prove to be fundamental 
in SpanSource’s centralized, customer-centric approach.
SpanSource SRL Santa Fe 1264, 1ºB, Rosario, S2000ATR Argentina, 
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span
source.com, Web: www.spansource.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 
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PDFs of Getting Started Guides 
are available at 

www.multilingual.com/gsg
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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  

The Polish Language Specialists
Languages From major European languages into Polish De-
scription Wratislavia Translation House Sp. z o.o. is a Polish 
translation agency established in Wrocław in 2005, comprised 
of 15 in-house translation professionals and in cooperation 
with numerous seasoned, properly selected and prepared 
translators. Our comprehensive service portfolio includes 
translation, editing, proofreading and project management in 
the following fields: IT, technical, legal, financial and business. 
We are experts in SAP translation — SAP systems, documen-
tation, training materials — and related services, including 
preparation of documentation using SAP Tutor. Graphic 
services include DTP, transcreation and graphic preparation. 
Our strict quality procedures and usage of CAT tools allow us 
to deliver high-quality products within tight deadlines.
Wratislavia Translation House Sp. z o.o. ul. Powstańców Śl. 28/30, 
53-333 Wrocław, Poland, 48-1-33-50-512, Fax: 48-71-33-50-511, 
E-mail: wth@wth.pl, Web: www.wth.pl See ad on page 29

TRANSLATION TOOLS

 
Advanced Leveraging Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiCorpora, 
celebrating ten years as the language technology experts, is 
dedicated to providing language technology solutions to 
enterprises, language service providers and governments. Its 
flagship product, MultiTrans, pioneered the advanced lever-
aging TM concept that features hassle-free document pair 
alignment, recycles past translations with context at a granu-
lar level and provides an on-the-fly view of how ambigu-
ous terms were previously translated. MultiTrans is an 

innovative client-server application with a best-in-class ter-
minology management system, designed to transform trans-
lation expenses into a growing repository of reusable assets. 
The Translation Bureau of Canada, UNESCO, Toys “R” Us, 
Kraft, HSBC and many others 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 28

SYSTRAN 
Multiple Platforms 
Languages 52 language combinations Description SYSTRAN
is the market leading provider of machine translation solu-
tions for the desktop, enterprise and internet. Our solutions 
facilitate multilingual communications in 52+ language 
pairs and in 20 domains. SYSTRAN Enterprise Server 7, 
our latest achievement, is powered by our new hybrid MT 
engine which combines the predictability and consistency of 
rule-based MT with the fluency of the statistical approach. 
The self-learning techniques allow users to train the soft-
ware to any specific domain to achieve cost-effective, pub-
lishable quality translations. SYSTRAN solutions are used 
by Symantec, Cisco, Ford and other enterprises to support 
international business operations. For more information, 
visit www.systransoft.com
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, 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 33 

Solutions for Translation, Terminology,   
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWeb-
Plus: Unicode Description A single software package 
to manage your terminology and databanks. Efficient 
and effective consultation of terms and texts. The most 
robust alignment tool on the market. More consistent 
use of terminology and phraseology in-house and by 
freelancers. Internal and external repetition detection 
and pretranslation. The web version allows access to 

your terminology, bitexts and documents by translators, 
writers and subcontractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4 
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 39

WORKFLOW SOLUTIONS

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and 
documentation industry. On a web-based platform, the sys-
tem includes business management as well as process and 
document management and integrates translation software, 
financial accounting systems and existing software environ-
ments for LSPs, translation and documentation departments, 
organizations, institutions and government agencies. Plunet 
BusinessManager impresses with its significant time and 
money savings, unrivalled high adaptability to individual
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 Translation Management Systems 
Multiple Platforms
Description XTRF is a global management system for trans-
lation 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 custom-
ers. It’s designed to help translation companies to streamline 
all of their daily activities, and it guarantees smooth manage-
ment of the company while reducing administrative costs. 
Project management, invoicing, quotations, ISO 9001 reports 
and CRM are the main fields covered by the system. Designed 
by translation and localization professionals 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 Sławka 3, 30-653 Kraków, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu 
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Participate in discussions about 
the global language industry at 

www.multilingualblog.com
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Below are some industry veterans’ thoughts about Laurel. 
To add your own comments, go to www.multilingualblog
.com/laurel

Tom Edwards, Englobe: Laurel was the reason my MultiLin-
gual column came into existence, and it was her patience and 
encouragement that created a “columnist” out of someone who 
had zero experience (and wavering confi dence) for such a task. 
Above all, I’ll always cherish Laurel for her persistent kindness 
and cheerfulness throughout the process. I feel very privileged to 
have collaborated with her.

Aki Ito, TOIN: I started working with Laurel when I joined the 
MultiLingual editorial board in 2006. She was the managing 
editor and very enthusiastic about putting good articles in the 
magazine. Careful to details and thoughtful to others, it was 
extremely fun to work with her. I started to walk at the Twin Cit-
ies Race for the Cure two years ago. I will continue my support 
in the fi ght against breast cancer and think of you, Laurel, when 
I walk this year and in future years.

Ken Lunde, Adobe Systems: I worked closely with Laurel for 
several years, either while I was on the editorial board or writ-
ing an article for MultiLingual magazine. Our interactions were 
always pleasant and effective, and anything I did that involved 
Laurel ended up becoming better as a result. To some extent, my 
decision to embark on the revision of CJKV Information Process-
ing, which was published at the end of 2008, was partly due 
to her encouragement. Laurel will be missed by many, but not 
forgotten.

Ultan Ó Broin, Oracle: It was with great sadness that I heard 
about Laurel’s passing. We last met at Localization World in 
Barcelona in 2006, where, over dinner, I appreciated her charm-
ing, quiet wit and knowledge of so many subjects. I knew Laurel 
for as many years as I’ve contributed to MultiLingual, and I will 
always fondly remember her steady, knowing hand, offered as 
editor and friend, as she guided my deranged scribblings in the 
right direction. We will all miss her as a force in the GILT indus-
try. Ar dheis Dé go raibh a hanam uasal. 

Libor Safar, Moravia: To say I will miss Laurel is a gross un-
derstatement. I’ve known her since 2003 and have built a great 
admiration for her. From my external perspective, she has con-
tributed greatly to the high standards achieved by MultiLingual. 
And the fact that these high standards have been preserved also 
after her departure is a testament to her great abilities and the 
infl uence she had. 

Reinhard Schäler, Localisation Research Centre: Laurel was a 
person that made me happy; of course, she was always helpful, 
always open to new ideas, always supportive; she was a brilliant 
editor, always spotted a good story and made sure it was featured 
in the magazine. But as a person, she also made people around her 
feel comfortable, appreciated and liked. She was really and genu-
inely nice. And that spirit of hers will stay with me forever.

Angelika Zerfass, zaac:  Laurel was always very encouraging 
in her communication, even when asking for an article when I 
had not kept the deadline. You always had the feeling that your 
article was especially important and exactly what the magazine 
wanted. Also, she was very good in making connections between 
topics. When I mentioned a topic I had in mind, she would come 
up with an extension or another related topic that would fi t 
perfectly. I will miss her!

 

What an apt section name for this piece. We are 
very sad to tell you that Laurel Wagers, our man-
aging editor, has been “taken away.”  Laurel lost 
her battle with cancer on February 13, 2010.

A scalpel-wielding editor, a sharp-eyed layout artist, a word-
loving Francophile, a walking encyclopedia, a journalist by train-
ing, Laurel brought many talents to our team.

Laurel joined MultiLingual in 1998 and quickly rose to the 
managing editor position. She amazed us all with her grasp of 
the issues facing people in the language industry. And, as a self-
professed Luddite, she amazed herself by beginning to understand 
some of the more technical aspects of our content — such as 
Unicode and software topics.

Her fi rst and last articles for the magazine refl ect the breadth 
of what Laurel brought to MultiLingual. “Computing in Klingon 
and D’ni,” written in all seriousness but with a twinkle in the eye, 
ran in the April/May 1999 issue. Laurel’s fi nal article, published 
in 2008 just before she went on medical leave, was “Language 
projects serving the common good.” The article topic was close to 
her heart; in fact, that entire issue was a labor of love on Laurel’s 
part. It covered how we in the language industry can use our skills 
to help create a better world — a topic tragically brought home 
again with the linguistic efforts in Haiti.

I met Laurel in 1986 when she and I joined forces to publish 
a newsletter for the local historic theater — a theater she was 
instrumental in saving. We struggled on our little DOS-based PC, 
running an odd program called “Fontasy” to try to lay it out, not 
realizing we would work together again to publish a magazine 
distributed throughout the world. In 1990, we began playing 
piano duets together weekly, a practice that often devolved into 
wine-infused political discussions, but was always a release from 
the daily grind. It was a pleasure to have Laurel join the MultiLin-
gual staff in 1998 and to work with her on a professional level as 
well. Throughout her two-year battle with cancer, Laurel contin-
ued to contribute to our editorial efforts and to Blogos while she 
brushed up on her French, keeping Harry Potter Et La Chambre 
Des Secrets by her bed.

The industry has lost a learned voice.  A perceptive author, a 
valued coworker and a stalwart friend was taken away. Au revoir, 
mon ami.  M                  

Donna Parrish
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Donna and Laurel in Barcelona 2006 
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EXPAND YOUR MARKETS

Global Software Strategies

The strategy and business case for the 
delivery of world-ready products
Who should attend? 

Anyone responsible for setting the strategic direction 

of product development such as

● technically inclined strategic decision-makers

● product and marketing managers

● development directors 

● globalization managers

● software architects

● CTOs

Why attend? 

People who attend the Worldware Conference will

● understand the benefi ts and challenges 

 of proactive internationalization

● learn from subject matter experts and interact 

 with peer high-level decision-makers

● gain insight into the success strategies implemented 

 by leading international software companies

● see how internationalization bridges the gap 

 between globalization and localization

● acquire a better understanding of the business strategy 

 for internationalization

● benefi t from the experiences of some of the most 

 successful companies in the world 

For more information, visit us online at 

www.worldwareconference.com

Santa Clara, California
March 16-18, 2010

Advisory Board

Adam Asnes, Lingoport

Manish Bhargava, Google, Inc.

Loïc Dufresne de Virel, Intel

Mike Hedley, Microsoft Corporation

Gary Lefman, Cisco Systems

Ken Lunde, Adobe Systems Incorporated

Mike McKenna, Yahoo! Inc.

Henry Meinig, Lionbridge Technologies, Inc.

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

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

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

Across Systems, Inc.
Info-Hotline +1 877 922 7677
americas@across.net

Across Systems GmbH
Info-Hotline +49 7248 925 425
international@across.net

www.across.net
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