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Welcome to our new look!

2011 Resource Directory and Editorial Index 2010

Subscriptions

The 2011 Resource Directory and Editorial Index 2010 is 

now online and available for free download at  

www.multilingual.com/resourceDirectory.

This must-have resource includes a comprehensive index 

of the eight 2010 issues of MultiLingual with live links to 

the online articles. If you are a print or digital subscriber, 

just click on the link in the index and you will be taken 

online to the article that refers to the index item. Not a subscriber? 

Subscribe now and you automatically have access to all online archives.

We are happy to offer you our newly redesigned website. The site features 

over 2,000 industry resources, over 2,800 news items, career opportunities, 

featured articles, a calendar of events, and free white papers, guides and 

resource directories. We have put it all in a new design to help you find who 

and what you need even quicker than before. We will be adding features on 

a regular basis, so check back often!
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With Across language technology, you get everything from a single source – just like on the World Wide 

Web: The leading technology provider serves the entire "linguistic supply chain" – from consistent word-

ing to translation management. Thanks to its cross-sector expertise, thousands of corporate customers 

from the manufacturing industry, the financial services sector, life sciences, software/IT and many other 

industries have chosen Across language technology – in the US and worldwide. The integrated Across 

enterprise solutions include components for:

» Re-use of translations and a consistent corporate terminology 

» Controlled translation management and data sovereignty over foreign-language content 

» Seamless collaboration between customers and translation service providers

» End-to-end processes and the integration of interacting systems

What about you?

Language Technology 

for a Globalized World. 

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

Language Technology

for a Globalized World.

Cross-sector Expertise

Across Language Server

Hosted Across Language Server

Additional clients

Across Language Portal

crossConnect for content systems

crossConnect for software localization

crossAPI SI

crossAPI IA

crossTerm Web read/write

crossTerm Web read-only

crossTerm Web enterprise license

http://www.across.net/us

Across in Manufacturing Industry
In manufacturing, ever more complex products must be described in ever more languages; most of the tools to do this have not 

grown with the demand...

http://www.across.net/us/across-in-manufacturing-industry.aspx

Across in the Financial Services Sector
In fi nancial services, documents and statements are time-critical and liability-relevant at the same time. As a member of UniCredit 

Group, for example, HypoVereinsbank keeps a variety of content available...

http://www.across.net/us/across-in-fi nancial-sector.aspx

Across in the Pharmaceutical / Life Science Sectors
Life science industries such as the pharmaceutical and medical technology industries are especially subject to regulatory 

specifi cations, also with respect to their product and corporate communications. From clinical studies and treatment protocols... 

http://www.across.net/us/across-in-pharmaceuticals-life-sciences.aspx

Across in the Software / IT Sectors
For the localization of application software and display texts, the content of the user interface is refl ected in manuals and help texts. 

The user interface is translated internally in the development department, product-related content...

http://www.across.net/us/across-for-software-it-companies.aspx 

Translation Memory System

TMS enables re-use of already translated text segments TMS enables re-use of already translated text segments 

Across – the central platform for your corporate language resources and for controlling translation processes     Across – the central platform for your corporate language resources and for controlling translation processes     

Across is an independent provider of technology Advanced search

Ads

Translation Management:
with the Across Language Server.

Save up to 70% of time & translation costs.

www.across.net

 

crossAutomate
is an option capable of fully exploiting

the potential for increased effi ciency.

www.across.net

Across
is a leader just like its customers:

Volkswagen, SMA Solar Technology AG

and many more.

www.across.net

Translation Memory System

Search Search
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About the cover

Multilanguage (Chinese, Uygur, Arabic 
and Russian) shop front signs in the 
city of Urumqi, Xinjiang Province, in 
the northern region of China between 
Kazakhstan and Mongolia. Thanks to 
Micaela Andrich for her contribution of 
this truly multilingual photo.
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T
The continent of Asia spans from Yemen 

to Indonesia to Siberia. It covers less than 
a third of the world’s landmass, but hosts 
60% of its population. Asia is wide subject 
matter for any issue, particularly in a time 
when the Middle East is in such a state of 
flux, and partially for that reason this issue 
primarily covers East Asia. Interestingly or 
not, most people still tend to think of East 
Asia when Asia gets referenced — websites 
such as Stuff Asian People Like continue 
to promulgate this. For better, for worse, 
or just for simplicity’s sake, in the everyday 
vernacular, India, Afghanistan and Russia 
do not spring to mind when the Asian 
continent is invoked.

In our focus, then, Frank Lin and 
Angelika Zerfaß introduce software 
localization for China and Japan. Rebecca 
Ray continues with a look at social media 
in Asia, and Terena Bell and Maureen McCarthy have some 
suggestions for Japanese in-country review. Xiaochun Zhang 
covers virtual assets and localization for games in China, and 
Bob Myers rounds things out with details on the evolution 

Asia in pictogram

Katie Botkin               Post Editing

of Asian writing systems — Japanese, Chinese 
and Korean. 

In our regular columns, Lori Thicke 
provides an interview with John Papaioannou 
of Bentley Systems, Kate Edwards writes 
about trade-offs and John Freivalds explains 
waiting lines around the world. 

Jacques Barreau of Warner Bros. has 
additional insights on the casting process for 
dubbing, and Jaime Mateos discusses XLIFF 
positioning. Deborah Schaffer reviews Virtual 
Words by Jonathon Keats, and Ultan Ó Broin 
ends with a Takeaway on user experience. 

Our cover for this issue was provided by a 
reader, and we’d like to take the opportunity 
to invite anyone with photos featuring 
poignant examples of multilingual text 
or multiculturalism to submit them for 
publication. We’re always looking for good 

cover shots, and we’ll be happy to give you graphics guidelines 
and further information if you send us an e-mail. On that note, 
here’s another photo, submitted by Marsha Lutz of Our World 
Focus, taken in Phnom Penh, Cambodia. W

Translation Management System
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Resources

Web Globalization Report Card 2011
Byte Level Research, analyst of the art and 

science of web globalization, has released 
its Web Globalization Report Card 2011 in-
tended to identify best practices, emerging 
trends and most popular languages on the 
internet. According to the report, Facebook 
has unseated Google to become the world’s 
best global website.
Byte Level Research www.bytelevel.com

The Translator’s Tool Box: A 
Computer Primer for Translators, v9

International Writers’ Group, LLC, has 
released version 9 of The Translator’s Tool 

Box: A Computer Primer for Translators by 
working translator Jost Zetzsche. Updates 
include a new chapter on dealing with PDFs; 
information on all things new in regard to 
Office 2010 and new versions of InDesign 
and other tools; and additions to the sec-
tion on translation environment tools.
International Writers’ Group, LLC 

www.internationalwriters.com

TAUS/CNGL MT  
post-editing guidelines

Translation Automation Users Society 
(TAUS) and the Centre for Next Genera-
tion Localisation (CNGL) have published a 
set of guidelines for customers and service 
providers in the translation industry who 
are exploring the new territory of machine 
translation (MT) post-editing.
Translation Automation Users Society  

www.translationautomation.com

Centre for Next Generation Localisation 

www.cngl.ie

Common Sense research and reports
Common Sense Advisory, Inc., an inde-

pendent market research firm specializing in 
the language services industry, has released 
new research and reports. “Gaining Global 
Web Presence” details the best and worst 
practices for the top 1,000 global websites. 
The report also contains helpful benchmarks, 
tools, tips, case studies and screen shots that 
enable web developers, international mar-
keters and business development specialists 
to expand a global web presence.

“Language Service Provider Growth Fac-
tors” explores the question of why some 
translation and interpreting companies in-
crease revenue quickly while others fail to 
gain momentum. The report includes sev-
eral takeaways and roadmaps for language 
service providers.

A new collection of research consists of 
two reports and four guides, and introduces 
an updated localization maturity model. It 
shows global businesses how they can move 
from one level of maturity to the next. Based 
on a global survey of 157 organizations, 
the reports also reveal detailed information 
about the average time it takes for compa-
nies to move from one phase to another.
Common Sense Advisory, Inc. 

www.commonsenseadvisory.com

People

Recent industry hires
 ■ Vocalink Language Services, an inter-

pretation and translation management ser-
vices provider, has hired Ray Reyes as director 
of sales.

 ■ SDL, a provider of global information 
management solutions, has made changes 
in management. John Hunter has become 
chief executive officer. Matthew Knight 
will become chief financial officer.

 ■ Interpreting Services International, Inc., 
a language service provider, has announced 
the promotions of Emilie Villeneuve to chief 
operating officer and Michael Bearden to 
vice president of client relations.

 ■ Cogen SA, a language service provider 
to the medical devices and manufacturing 
industries, has hired Emilie Magnier as an 
account and project coordinator.

 ■ The World Wide Web Consortium, an 
international community that develops stan-
dards to ensure the long-term growth of the 
web, has hired J. Alan Bird as the new global 
business development lead. 
Vocalink Language Services www.vocalink.net

SDL www.sdl.com

Interpreting Services International, Inc. 

www.isitrans.com

Cogen SA www.cogen.com

World Wide Web Consortium www.w3.org

Business

Traslan acquired by 
Applied Language Solutions

Applied Language Solutions (ALS), a trans-
lation services provider, has acquired Traslan 
Teoranta Ltd., designers of a machine transla-
tion engine that will become part of the ALS 
service offering.
Applied Language Solutions

www.appliedlanguage.com

LingualSolution officially open
LingualSolution LLC, a provider of transla-

tion and interpreting services, has officially 

opened for business. Technology so-
lutions include BusinessManager, an 
online platform.
LingualSolution LLC  

www.lingualsolution.com

RightNow buys Q-go.com
RightNow Technologies, Inc., a 

customer experience solutions pro-
vider, has purchased Q-go.com, a natural 
language-based search software vendor. 
RightNow will add the search capabilities to 
its CX customer relationship management 
software package.
RightNow Technologies, Inc.  

www.rightnow.com

Global Language Solutions  
expands into Europe, adds to staff

Global Language Solutions, Inc., a transla-
tion and interpreting company, has expanded 
into Europe with the opening of a new office 
in Paris, France. Sylvaine Boyer has been hired 
as the EMEA business development manager.
Global Language Solutions, Inc. 

www.globallanguages.com

Loc.PRO opens for business
Loc.PRO Ltd. has been founded by indus-

try veterans in Istanbul, Turkey, in order to 
serve product owners and multilanguage 
vendors with translation and localization 
services into Eastern European, Middle East-
ern and Turkic languages.
Loc.PRO Ltd. www.loc.pro

MultiCorpora now in Montreal
MultiCorpora R&D Inc., a provider of mul-

tilingual asset management solutions, has 
opened a new office in Montreal, Canada. 
MultiCorpora R&D Inc. www.multicorpora.com

Products and Services

XTRF 2.2, Unlimited
XTRF Translation Management Systems has 

upgraded its flagship system to version 2.2. 
Online enhancements include a module with 
a special form for registering subcontractors 

N
e

w
s

Correction to MultiLingual  
2011 Resource Directory

The figures in Aurore Claverie’s 
“Languages that matter on the 
web” were inadvertently combined. 
For the correct T-Index percentages 
of the Spanish language market, 
go to www.translated.net/en/
languages-that-matter
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in a company’s database without logging in, 
and two new language versions — Kazakh 
and Slovak.

The company has also designed the XTRF 
Unlimited package allowing access to an 
unlimited number of licences to the system.
XTRF Translation Management Systems 

www.xtrf.eu

Tethras application localization
Tethras Ltd., a developer of localization 

technology, has launched a service to help 
mobile application developers publish de-
vice applications in multiple languages.
Tethras Ltd. www.tethras.com

Translation Detector
One Hour Translation, an online transla-

tion service agency and tool developer, has 
created the Machine Translation Detector, 
an online service that detects if a transla-
tion was done on search engines such as 
Google Translate or Bing.
One Hour Translation  

www.translatordetector.com

SYSTRAN Desktop 7 updates
SYSTRAN Software, Inc., a provider of 

language translation software products and 
solutions, has introduced its Desktop 7 prod-
uct suite. Updates include new automated 
customization tools and the convenience of 
translating online while connected to the 
internet or directly from a PC.
SYSTRAN Software, Inc. www.systransoft.com

TGPhoto
LinguaSys, Inc., a translation software 

company, has created the TGPhoto applica-
tion, enabling users to photograph foreign 
signs on Android and Blackberry devices and 
get instant translation in over 50 languages.
LinguaSys, Inc. www.linguasys.net

Sitecore Connector 3.0
Clay Tablet Technologies, a provider of in-

tegration software, has released version 3.0 
of Translation Connector for Sitecore CMS. 
The new version works with any translation 
provider, features single click translations, 
and provides the ability to monitor the 
translation status in the content editor.
Clay Tablet Technologies www.clay-tablet.com

SDL Passolo 2011
SDL, a global information man agement 

solutions provider, has released SDL Pas-
solo 2011, the latest version of its visual 
software localization product. New features 
include support for Google Translate and 

Microsoft Translator, and the new version 
allows the direct localization of Adobe Ro-
boHelp source and project files.
SDL www.sdl.com

goMobi localization
dotMobi, a developer of tools for internet 

access on mobile phones, has announced a 
series of new features for goMobi, a plat-
form for creating and maintaining mobile-
ready websites. Localization enhancements 
include the goMobi Setup Assistant in Eng-
lish, Spanish, French, German, Portuguese 
and Simplified Chinese.
dotMobi http://mtld.mobi

iTranslators
Verbumsoft LLC, a software developer and 

translation solutions provider, has released 
iTranslators, a translation service quotation 
iPhone application.
Verbumsoft LLC www.verbumsoft.com

Localization Budget Calculator
Milengo Ltd., a language service provider, 

has launched an online tool designed to help 
localization managers plan annual budgets. 
The tool provides a recommended localiza-
tion budget based on company profiles de-
vised from the S&P 500 Index and research 
carried out by Common Sense Advisory.
Milengo Ltd. www.milengo.com

Globalyzer 3.4
Lingoport, Inc., a provider of software 

internationalization tools and services, has 
announced the release of Globalyzer 3.4. 
The latest version includes server improve-
ments for increased customization of Rule 
Sets, along with management features 
such as team administration and sharing 
within a company.
Lingoport, Inc. www.lingoport.com

www.ABBYYonline.com
ABBYY USA, a developer of language 

software and document recognition and 
forms processing technologies, has intro-
duced www.ABBYYonline.com, a cloud-
based solution delivering ABBYY services 
and technologies.
ABBYY USA http://abbyyusa.com

Language Buddy adds languages
Sakhr Software Company, a provider 

of Arabic speech and language software 
solutions for mobile technology, has added 
four new languages to Language Buddy for 
the iPhone. Interactive translation is now 
available from English to Arabic, French, 

German, Italian and Spanish.
Sakhr Software Company  

http://international.sakhr.com

Plunet BusinessManager 5.1
Plunet GmbH, a developer of business 

management software for translation ser-
vices and agencies, has released version 5.1 
of BusinessManager. Updates include a new 
customer registration function and an inter-
face to the text recognition software ABBYY 
FineReader. The new version has also been 
localized into Portuguese, Russian and Polish.
Plunet GmbH www.plunet.de

LTC Worx 2.2
LTC, a provider of language technology 

solutions, has introduced version 2.2 of 
LTC Worx, its web-based business system 
for multilingual information management. 
The templates for quotes, invoices and 
purchase orders have been updated, and 
advanced project management tools have 
been added.
LTC www.ltcinnovates.com

Translation Services USA adds 
online gaming localization services

Translation Services USA LLC, a transla-
tion agency, has expanded its services 
to the online gaming industry to include 
video game localization and testing in over 
40 languages.
Translation Services USA LLC  

www.translation-services-usa.com

Localized E-mail Support
Translate.us, developers of international 

marketing strategies, has introduced Lo-
calized E-mail Support (L.E.S.). The L.E.S. 
translation tool is designed to automate the 
order submission and fulfillment process.
Translate.us www.translate.us

Localizr.com
Localizr.com UG, developers of game lo-

calization technology, has launched Localizr 
technology designed to simplify translation 
management using a centralized webserver 
and workflow management tools.
Localizr.com UG www.localizr.com

iTrac Translation Management 
System version 2.8.4

Merrill Brink International, a provider 
of language services, has introduced ver-
sion 2.8.4 of its iTrac Translation Manage-
ment System. Enhanced features include 
security, client reporting and integration 
with the company’s web-based translation 
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memory technology.
Merrill Brink International 

www.merrillbrink.com

Online Translation Manager 4.0
LSP.net GmbH, a provider of business so-

lutions and quality management tools, has 
announced the latest version of its work-
flow solution Online Translation Manager 
(OTM) 4.0. Updates include an interface for 
smartphones, cost functions template and 
tutorials.
LSP.net GmbH www.lsp.net

Jibbigo for Android devices
Mobile Technologies, LLC, developer of 

Jibbigo, a speech-to-speech translation app 
for mobile devices, has announced the avail-
ablilty of Jibbigo for Android devices. The 
translation apps function without an internet 
or phone connection. Users can now trans-
late spoken language between English and 
Spanish, Chinese, Japanese, German, French, 
Korean, Iraqi Arabic and Tagalog (Filipino). 
Mobile Technologies, LLC www.jibbigo.com

Video Remote Interpreting platform
Language Services Associates, Inc., a 

provider of language services, has devel-
oped a Video Remote Interpreting platform 
for foreign language and American Sign 
Language support. Features include live 
monitoring of the call queue, real-time 
reporting metrics, secure and HIPAA com-
pliant software, and the ability to request 
preferred interpreters.
Language Services Associates, Inc.  

www.lsaweb.com

OpenMaTrEx v0.97
OpenMaTrEx is an open-source version 

of the basic components of MaTrEx, a data-
driven machine translation (MT) system 
designed by the MT group at the School of 
Computing of Dublin City University. Ver-
sion 0.97 includes support for translation 
model binarization, corrected Catalan and 
French marker files, and preliminary Breton 
and Welsh marker files from Apertium 
(www.openmatrex.org).
Dublin City University www.dcu.ie

RSuite Cloud
Really Strategies, Inc., a provider of auto-

mated publishing solutions, has introduced 
RSuite Cloud, a content management and 
publishing system for book publishers to 
create, manage and distribute single-source 
content to multiple channels. The system 
also provides translation tools for publishing 

in 70 languages, including all major Euro-
pean, Asian and bidirectional languages.
Really Strategies, Inc. www.reallysi.com

Babylon 9
Babylon Ltd., a provider of single-click 

translation and dictionary software, has 
unveiled Babylon 9. New features include 
Live Translation Community; speller, gram-
mar checker and proofreader; and single-
click translation in over 75 languages from 
approximately 2,000 information sources. 
Babylon Ltd. www.babylon.com

Multilizer 2011
Multilizer, a developer of localization and 

translation software, has launched Multi-
lizer 2011. New features include the ability 
to outsource translation work online; per-
form searches for term and phrase transla-
tions; and localize softwares programmed 
with the latest Embarcadero Programming 
Environment.
Multilizer www.multilizer.com

Custom-built,  
language-identification engine

OpinionLab Inc., a developer of voice-of-
customer feedback technologies, has created 
a custom-built, language-identification en-
gine that recognizes a comment’s language 
and automatically initiates translation of 
feedback into the selected home language.
OpinionLab Inc. www.opinionlab.com

Clients and Partners

ICanLocalize selected by Gowalla
ICanLocalize, a web-based translation ser-

vice and part of OnTheGoSystems, Inc., was 
selected by Gowalla, a location-based social 
networking service created by Alamofire, to 
localize its iPhone, iPad and Android clients 
for international markets.
OnTheGoSystems, Inc. www.icanlocalize.com

KJ International wins GSA contract
KJ International Resources, a translation 

service provider, has been awarded a Federal 
Supply Schedule Contract by the General 
Services Administration (GSA), an indepen-
dent government agency that facilitates 
purchasing for the US Federal Government 
with pre-negotiated, long-term contracts 
available through the GSA Schedule.
KJ International Resources 

www.kjinternational.com

Elanex partners with MailUp
Elanex, Inc., a language translation services 

and technologies company, has announced a 
partnership with MailUp, a provider of e-mail 
marketing and related e-marketing services. 
MailUp’s system for managing newsletters, 
SMS, fax, voice and ordinary mail is now 
connected through a web service application 
programming interface to Elanex’s global 
production system.
Elanex, Inc. www.elanex.com
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Google integrates SVOX technology
Google has integrated technology from 

SVOX AG, a developer of text-to-speech soft-
ware, to assist with pronunciation on its web 
services Google Translate and Google Diction-
ary. Available in 20 languages, SVOX’s natural 
sounding voices will replace Google’s existing 
listen aloud service.
Google, Inc. www.google.com
SVOX AG www.svox.com

C&M localizes the  
Philharmonic of Wrocław

Centrum Lokalizacji C&M Sp. z o.o., a lan-
guage service provider, has become a part-
ner and a sponsor of the Witold Lutosławski 
Philharmonic of Wrocław. C&M will provide 
translation services related to events and 
other marketing materials.
Centrum Lokalizacji C&M Sp. z o.o. 
www.cmlocalization.eu

Jonckers and Content Master 
localize e-learning, education

Jonckers Translation & Engineering, a 
provider of software, e-learning and mul-
timedia localization services, and Content 
Master, a provider of information and 
learning methodologies, have announced a 
partnership to provide localized e-learning 
and other educational, training and refer-
ence materials for clients who create and 
deploy e-learning programs worldwide.
Jonckers Translation & Engineering 
www.jonckers.com

Advanced Language Translation 
updates technology with Plunet

Advanced Language Translation, Inc., a 
provider of language services, has chosen 
technology from Plunet GmbH, a provider 
of business management software for trans-
lation services and agencies, to update its 

translation process.
Advanced Language Translation, Inc.
www.advancedlanguage.com
Plunet GmbH www.plunet.de

Akorbi selects Across
Akorbi Language Consulting, a global 

marketing solutions provider, has selected 
the central platform from Across Systems 
GmbH, a manufacturer of corporate trans-
lation management systems.
Akorbi Language Consulting www.akorbi.com
Across Systems GmbH www.across.net

Verztec partners with universities
Verztec Consulting Pte. Ltd., a provider 

of multilingual communication services, 
has partnered with the National University 
of Singapore and the Nanyang Technologi-
cal University to design, copyedit and print 
the universities’ brochures.
Verztec Consulting Pte. Ltd. www.verztec.com

MO Group chosen by Astrum Nival
MO Group International, a provider of 

game localization and testing, has been 
selected by Astrum Nival, an online game 
developer and publisher, to take over the 
translation and localization project for Al-
lods Online.
MO Group International  
www.mogi-translations.com

Announcements

Language Services Associates 
celebrates 20 year mark

Language Services Associates, Inc., a lan-
guage service provider, marks its twentieth 
anniversary by partnering with 20 charities 
in 2011. The company aids multicultural 
communication in the health care, gov-
ernment, utilities, insurance and financial 

services industries.
Language Services Associates, Inc.  
www.lsaweb.com

Industry associations form alliance
The Association of Language Companies 

(ALC) and the Globalization and Localiza-
tion Association (GALA) have agreed to 
a joint collaboration to provide a wider 
range of services and resources to each 
association’s members, with new program-
ming for each membership offered in 2011.
Association of Language Companies  
www.alcus.org
Globalization and Localization Association 
www.gala-global.org

ATA 2011 officers announced
The American Translators Association 

(ATA) has elected its new board of directors 
for 2011. Officers include president, Nicho-
las Hartmann; president-elect, Dorothee 
Racette; secretary, Virginia Perez-Santalla; 
and treasurer, Gabe Bokor.
American Translators Association  
www.atanet.org

Awards and Certifications

Standards certifications
 ■ Eule Lokalisierung GmbH, a provider 

of translation and localization services for 
the enterprise resource planning industry, 
has been certified to the EN 15038:2006 
quality standard.

 ■ VistaTEC, an information technology 
globalization services provider, has been 
awarded certification for ISO 9001:2008 
(quality management) and EN 15038:2006 
(localization) standards. 

 ■ Rosetta Translation Limited, a trans-
lation and language service provider, has 
received ISO 9001 accreditation. The com-
pany specializes in legal, finance, medical 
and technical language translation.

 ■ Janus Worldwide Inc., a language 
ser vice provider, has been certified to the 
ISO 9001:2008 standard by the official 
representative of the TÜV SÜD Group in the 
territory of the Russian Federation.

 ■ Lingua Tech (S) Pte Ltd, a Singapore-
based localization service provider, has 
obtained ISO 9001/2008 certification in 
language translation services.
Eule Lokalisierung GmbH www.eule2005.de
VistaTEC www.vistatec.ie
Rosetta Translation Limited 
www.rosettatranslation.com
Janus Worldwide Inc. www.januswwi.com
Lingua Tech (S) Pte Ltd www.linguasg.com

www.star-group.net

STAR Group – 
Your reliable 

Partner for

Documentation, 
Translation &

Publishing.
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GALA 2011
March 28-30, 2011, in Lisbon, Portugal. 

Globalization and Localization Association  

www.gala-global.org/conference

April

Enterprise Data World
April 3-7, 2011, in Chicago, Illinois USA. 

DAMA International and Wilshire Conferences 

http://edw2011.wilshireconferences.com

W3C Workshop —  
Content on the Multilingual Web

April 4-5, 2011, in Pisa, Italy. 

W3C - MultilingualWeb project 

www.multilingualweb.eu/documents/pisa-workshop/pisa-cfp

TMS Inspiration Days
April 7-8, 2011, in Kraków, Poland. 

XTRF, www.inspirationdays.eu

6th EUATC International Conference
April 8-9, 2011, in Rome, Italy. 

European Union of Associations of Translation Companies  

www.euatc.org

MONTEREY FORUM 2011
April 8-9, 2011, in Monterey, California USA. 

Monterey Institute of International Studies 

http://go.miis.edu/montereyforum

2011 CATI Conference
April 9, 2011, in Spartanburg, South Carolina USA. 

Carolina Association of Translators and Interpreters, www.catiweb.org

C
a
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March

VirtualXchange: The New Global Enterprise
March 15, 2011, online. 

American Marketing Association, Localization World.  

www.marketingpower.com/calendar/pages/ 

virtual_event_the_new_global_enterprise.aspx

Worldware Conference
March 15-17, 2011, in Santa Clara, California USA. 

The Localization Institute and MultiLingual Computing, Inc.  

www.worldwareconference.com

First National Interpreter Administrators Symposium
March 18-19, 2011, in Miami, Florida USA. 

International Medical Interpreters Association, ATIF  

www.imiaweb.org/conferences/adminsymposium.asp

Introduction to Dubbing
March 19, 2011, in London, UK. 

Imperial College London, Humanities Department, http://ow.ly/3ikGv

info360: AIIM Expo + Conference
March 21-24, 2011, in Washington, D.C. USA. 

Questex Media Group, LLC, www.aiimexpo.com

Documation
March 23-24, 2011, in Paris, France. 

biztradeshows.com  

http://eventful.com/stparis/events/documation-/E0-001-029447711-6

Second International Conference  
on Interpreting Quality

March 24-26, 2011, in Granada, Spain. 

Grupo ECIS, http://ow.ly/3ikOy
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memoQfest
April 13-15, 2011, in Budapest, Hungary. 

Kilgray Translation Technologies, www.memoqfest.org

TAUS Executive Forum
April 14-15, 2011, in Tokyo, Japan. 

Translation Automation User Society, http://ow.ly/3Wmsv

Mobile App Localization as a Service
April 21, 2011, in Mountain View, California USA. 

The International Multilingual Computing User Group 

http://events.imug.org/events/16390469/ 

?eventId=16390469&action=detail

Defining Localization Best Practice for China
April 27, 2011, in Chengdu, China. 

LISA, www.lisa.org/chengdu.1703.0.html

May

HLTD 2011
May 2-5, 2011, in Alexandria, Egypt. 

PAN Localization, ANLoc-Africa, IDRC-Canada, www.hltd.org

Translation Technology: Localisation e-Learning Course
May 3-July 15, 2011, online. 

Imperial College London, Humanities Department  

www3.imperial.ac.uk/cpd/courses/subject/other/localisation

Confab 2011
May 9-11, 2011, in Minneapolis, Minnesota USA. 

Brain Traffic, http://confab2011.com

Website Translation and Localization
May 9-June 13, 2011, online and in Monterey, California USA. 

Monterey Institute of International Studies 

www.miis.edu/academics/programs/translationinterpretationshort

TRANSLATA
May 12-14, 2011, in Innsbruck, Austria. 

TRANSLATA, www.translata.info

ELIA Networking Days Stockholm
May 13-15, 2011, in Stockholm, Sweden. 

European Language Industry Association, www.networking-days.org

Technical Communication Summit 2011
May 15-18, 2011, in Sacramento, California USA. 

Society for Technical Communication, http://summit.stc.org

Intensive School in Machine Translation
May 16-20, 2011, in Chelyabinsk, Russia. 

European Association for Machine Translation,  

South Ural State University, www.mtschool-susu.info

ALC 2011 Annual Conference
May 18-21, 2011, in Las Vegas, Nevada USA. 

The Association of Language Companies  

www.alcus.org/education/conference.cfm

EAMT 2011
May 30-31, 2011, in Leuven, Belgium. 

European Association for Machine Translation, www.eamt2011.eu

June

TAUS Executive Forum
June 9-10, 2011, in Barcelona, Spain. 

Translation Automation User Society, www.translationautomation 

.com/executive-forums/barcelona-2011-overview.html

META-NET Challenge in ICANN 2011:  
Context in Machine Translation

June 14, 2011, in Espoo, Finland. 

META-NET Network of Excellence 

www.cis.hut.fi/icann11/con-txt-mt11

Localization World Barcelona
June 14-16, 2011, in Barcelona, Spain. 

Localization World Ltd., www.localizationworld.com

UA Europe 2011
June 16-17, 2011, in Brighton, UK. 

Matthew Ellison Consulting, Writers UA, www.uaconference.eu

2nd North American Summit on Interpreting
June 17-18, 2011, in Washington, D.C. USA. 

InterpretAmerica, LLC, www.interpretamerica.net/summit

ACL-HLT 2011
June 19-24, 2011, in Portland, Oregon USA. 

Association for Computational Linguistics, www.acl2011.org/call.shtml

Localization Certification Program
June 20-22, 2011, in San Francisco, California USA. 

CSU, Chico Center for Regional and Continuing Education  

and Research Foundation, Localization Institute  

http://rce.csuchico.edu/localize

Internacional T3L Conference
June 21-22, 2011, in Barcelona, Spain. 

Tradumatica, Universitat Autònoma de Barcelona  

http://tradumatica.uab.cat/conference

UPA2011
June 21-24, 2011, in Atlanta, Georgia USA. 

Usability Professionals’ Association  

www.usabilityprofessionals.org/conference/2011

Localization Project Management Certification
June 23-24, 2011, in San Francisco, California USA. 

CSU, Chico Center for Regional and Continuing Education  

and Research Foundation, Localization Institute  

http://rce.csuchico.edu/localize

Media for All
June 28-July 1, 2011, in London, UK. 

TransMedia Research Group, Imperial College London  

www.imperial.ac.uk/mediaforall4
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Many people love etymology, even if 

they might not be familiar with the term. 
Venues exploring the fascinating mean-
ings and background of words — books, 
articles, newspaper columns, electronic 
newsletters (see, for example, “The Word 
Guy” with Rob Kyff), and websites (such 
as Richard Lederer’s Verbivore) — have 
abounded at least since Samuel Johnson 
included occasional tidbits of word his-
tories and social commentary in his Dic-

tionary of the English Language from 
1755. Consider Johnson’s well-known 
definition of oats as “a grain which in 
England is generally given to horses, but 
in Scotland supports the people.” Am-
brose Bierce gave his own twisted take 
on word meanings in The Devil’s Dic-

tionary (1911), as in his definition of telephone: “An 
invention of the devil which abrogates some of the 
advantages of making a disagreeable person keep his 
distance.”

On my to-read pile alone, I have such similar word-focused col-
lections as Martha Barnette’s Dog Days and Dandelions: A Lively 

Guide to the Animal Meanings Behind Everyday 

Words, Rick Bayan’s The Cynic’s Dictionary, Castle 
Books’ Why Do We Say It? The Stories Behind the 

Words, Expressions and Clichés We Use, Chrysti 
the Wordsmith’s (Chrysti M. Smith) Verbivore’s 

Feast: A Banquet of Word & Phrase Origins, and 

Evan Morris’ The Word Detectives.

But now I can move yet another etymo-
logical compendium to my has-been-read pile: 
Jonathon Keats’ Virtual Words: Language on the 

Edge of Science and Technology. Besides being a 
novelist and contributor of articles to a number 
of magazines, newspapers and websites, Keats 
writes a monthly column for Wired magazine 
called “Jargon Watch,” in which he discusses the 
hottest new words he has spotted in the media 
over the past month. His entries for the current 
book, however, were based on different criteria. 
As he says in the Preface, “What mattered most 
in making this selection is that each word have 
a noteworthy history and that collectively they 

embody the diversity of scientific and technological language 
today” (p. ix). And obviously, given that Virtual Words contains 
essays on only 28 words and phrases, many others could equally 
well have served his purposes here, as he also acknowledges. 
What he is offering, then, is a snapshot of current tech speak, 
providing not just definitions of each term, but also historical 
and scientific background, connections to related vocabulary, 
and ruminations on such philosophical concerns as how meta-
phors shape our understanding of complex subjects and why 
some words endure while others disappear.

This collection is a fast, easy read. It opens with a table of 
contents, followed by a short Preface, in which Keats explains 
his content and purpose, and ends with a useful 11-page index. 
In between come the 28 essays, divided into six sections, each 

Virtual Words

Reviewed by Deborah Schaffer

Snapshot of current tech speak is a fun and easy read 

Deborah Schaffer is professor of English at  

Montana State University Billings, though her 

degrees are all in linguistics and her research 

interests lie in popular-linguistics topics.

Virtual Words by Jonathon Keats, 
Oxford UP, 2011. 177 pages. 
$19.95. ISBN: 978-0-19-
539854-0.

13-14 SchafferReview #118.indd   13 2/23/11   8:21 AM

http://www.multilingual.com


Reviews

14 |  MultiLingual  March 2011 editor@multilingual.com

with its own one-to-two-page introduc-
tion: Discovery (containing chapters on 
copernicium, microbiome, unparticle and 
anthropocene), Innovation (the cloud, 
in vitro meat, qubit, gene foundry and 
memristor), Commentary (bacn, copyleft, 
great firewall, flog and crowdsourcing), 
Promotion (Conficker, steampunk, Tweet 
and lifehacker), Slang (mashup, k, w00t, 
(-///-) and plutoed) and Neologism (sin-

gularity, quid, spime, exopolitics and 
Panglish). The essays range in length from 
three pages to eight, with the majority 
running five, thus making the book ideal 
for picking up at odd moments to read a 
selection, then set aside until the next free 
moment, without losing track of a sus-
tained argument or storyline. Of course, 
for some readers, this rather fragmented 
design and lack of a strong overall the-
sis might make the book less appealing, 
although for others the exposure to fresh 
words and their interesting back stories 
will provide entertainment enough.

And as far as entertainment value goes, 
the book provides a considerable amount 
of it derived from a number of sources. 
First, since I consider myself a hardcore 
logophile and etymology buff, I enjoyed 
learning the origins, early uses and subse-
quent development of all of these expres-
sions, even those, such as Conficker (“Alias 
for one of the most infectious computer 
worms of all time,” p. 83) and anthropo-

cene (“The current geological epoch,” p. 
18), that I had not heard of before and 
that were actually minimally relevant to 
my own background and interests. As a 
specific example, I found the explanation 
of emoticons in general, and of the dif-
ferent orientations of Western vs. Asian 
emoticons in particular (for example, 
Western ;-) vs. Asian (^_~) for a wink), all 
in service of explaining (-///-) — an Asian 
emoticon for blushing or embarrassment 
— both fascinating and amusing.

In fact, the humor in Keats’ writing is 
another factor contributing to the plea-
sure of Virtual Words. Much of the humor 
builds from the way Keats tells his stories 
and drops delightful bons mots as a kind 
of punch line at their ends, as well as from 
the stories themselves. Most are too long 
to present here, but I can at least mention 
that for exopolitics (“foreign affairs with 
alien races,” p. 156), Keats tells of Presi-
dent Dwight D. Eisenhower’s supposed 
meetings with extraterrestrials — twice.  
However, some one-liners can be appreci-
ated out of full context. For example, in 

the chapter on unparticle (“A subatomic 
particle that by any conventional defini-
tion isn’t one,” p. 13), Keats comments 
that “to an outsider, quantum mechanics 
begins to resemble an advanced case of 
Tourette’s” (p. 16), and in relation to in 
vitro meat (“Steak and chops grown from 
cultured muscle cells in an industrial vat,” 
p. 31), he says that “for those who view 

technology as a monster, in vitro meat 
has the sound of frankenfood, with a 
built-in yuck factor” (p. 33).

The examples just cited also nicely 
illustrate a third strength of Keats’ 
writing: his language. Even at his least 
humorous, his way with words is often 
pleasing, even memorable. I especially 
admire his no-holds-barred take on the 
popularity of blogs: “Blogging took off 
partly because services such as Blogger 
made it accessible, partly because petty 
narcissism became a trendy corollary to 
online anonymity, and partly because the 
trend had a fresh name, a shibboleth for 
a solipsistic subculture” (pp. 74-75). In 
other chapters, he characterizes artifi-
cial life as “technically just a strenuous 
construction project” (p. 42), argues that 
mashups share “the notion that culture is 
interactive, a feedback loop rather than 
a mail chute” (p. 108), and concludes his 
essay on Panglish — also the last words of 
the book’s text — by arguing that mac-
roeconomics is a better analogy to lan-
guage than is accounting, “though even 
this comparison is imperfect, since in 
language supply and demand are mutu-
ally reinforcing. Language is richest when 
it is freely circulated” (p. 166).

Even beyond the inherent interest of 
Keats’ content and the attractions of his 
language, a final plus for me in his writ-
ing is his pervasive references and allu-
sions — to historical events and figures, 
to literary works and characters, and to 
other cultural, especially pop-cultural, 
elements. From his opening paragraph’s 
discussion (p. 1) of Robert Hooke’s dis-

covery of the cell (and the explanation of 
where the word for that discovery came 
from — a cell’s visual resemblance to a 
monk’s chamber) to his last reference 
to Sir John Cheke (the first professor of 
Greek at Cambridge University and ardent 
English purist) on page 166, Virtual 

Words is overflowing with historical, lin-
guistic and cultural tidbits, all seamlessly 
integrated into the larger discussions 
of Keats’ words of choice. My favorite 
example: In his chapter on plutoed, he 
starts with a consideration of Stephen 
Colbert’s coinage truthiness, moves on 
to a discussion of the discovery of ex-
planet Pluto and other uses of the name 
(including Mickey Mouse’s pet dog), with 
a footnote reference to Minerva and 
Persephone and many more allusions and 
references along the way, and in the last 
paragraph, synopsizes the story of Eris, 
“the Greek deity who instigated the Tro-
jan War by tossing a golden apple to her 
fellow goddesses and declaring that it 
belonged to the fairest,” before conclud-
ing, “Coveted as senselessly as a golden 
apple, planetary status is as subjective as 
the fairness of goddesses” (p. 136).

Overall, then, while Virtual Words is 
an undeniably fun read, it is also very 
much an example in itself of the kind 
of scientific and technological ephemera 
that figure quite centrally in Keats’ own 
discussions of his 28 words and phrases 
— any of the words he has included here 
may be as dead next year as floppy or 
phrenology. And that fact may lead read-
ers to wonder if such an oddity as a hard-
cover print essay collection focusing on 
such potentially short-lived expressions 
could really be worth its $19.95 cover 
price. The answer will surely depend on 
how interested one is in having a limited 
and fairly random sampling of etymologi-
cal studies at one’s fingertips or, alterna-
tively, in rereading at some future time 
a collection of well-written, frequently 
amusing, often thought-provoking, and 
uniformly insightful essays which fre-
quently do go beyond the individual 
word to larger historical, scientific and 
social considerations. In the end, as Keats 
says, “Like computer memory, science and 
technology have a tendency to overwrite 
their past” (p. x), and given that reality, 
we might indeed find it useful to be able 
to look back at earlier developments, 
including the vocabulary associated with 
them, and recognize how we and the 
world have changed since then.  M

Even at his least 

humorous, his way with 

words is often pleasing, 

even memorable.
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B
localization team comprises three full-time localization project 
managers and two part-time, dispersed across five countries. The 
team is responsible primarily for the translation and localization 
of our products, including graphical user interface and online 

help, as well as all courseware. 
Thicke: In our work with Bentley, we’ve seen your 

strong interest in lean localization. What do you 
mean by lean?

Papaioannou: Lean means doing more with less, 
not just during crises and cutbacks, but year after 
year. No two years remain unchanged in terms of 
process, productivity and performance. The question 
is never “Are we doing well enough?” but “What is 
next?” Instead of throwing more resources onto a 
problem, we throw more process improvements on it. 
We have an average annual growth rate of 24% in 
the number of releases, and we are able to achieve 
this without a corresponding increase in head count 
or budget. 

Vendors as project managers
Thicke: 24% more releases each year for the same budget is 

the kind of result many enterprises would like to see. How do 
you achieve this? 

Papaioannou: Basically, we have created a model that 
involves outsourcing the project management (PM) function 
altogether, with the client-side managers taking on a role of 
vendor manager, facilitator and escalation path. Instead of 

Bentley Systems publishes the world’s leading 
infrastructure software for construction profes-
sionals. With over 3,000 employees in more than 
45 countries and $500 million in annual 
revenues, Bentley produces the engi-
neering design software behind such 
landmark projects as the Channel Tunnel 
and the Bird’s Nest Olympic Stadium in 
Beijing. As director of release services at 
Bentley Systems and especially known for 
his lean localization, John Papaioannou 
is an Enterprise Innovator par excellence. 
Thanks to innovations in vendor manage-
ment and machine translation, Papaioan-
nou is able to support the localization of 
hundreds of releases per year with one of 
the industry’s leanest localization teams. He works 
from Bentley’s new offices near St. Stephen’s Green 
in Dublin. 

Thicke: What is your role at Bentley Systems?
Papaioannou: Currently, I am responsible for the localization 

group as well as the product release group, which produces the 
official builds for all the languages, including English.

Thicke: What is the localization group responsible for?
Papaioannou: We handle up to 100 different products into 

as many as 19 different languages, with a total of around 440 
releases in 2010, and we do it with a fairly small team. The 

Lori Thicke is cofounder and general manager of Lexcelera, 
cofounder of Translators without Borders, and a member  
of the MultiLingual editorial board.

Lori Thicke  Enterprise Innovators

Lean localization 
at Bentley Systems

John Papaioannou,
Bentley Systems
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all communications being funneled via 
the client-side project manager, only 
exceptions involve some activity for 
him or her. Since not all projects involve 
some sort of escalation or exception, 
the manager is therefore able to handle 
a much larger volume of projects. With 
this model, the client simply gives the 
vendor a purchase order number for the 
project, and the vendor gives the client 
the build to release.

Thicke: Isn’t that a dangerous 
approach, outsourcing PM activities?

Papaioannou: It is just a task like any 
other. It is not strategic, it does not need 
to be done by a specific resource and it 
does not yield control to the vendors. The 
leanest approach that works for Bentley is 
simply to outsource it. 

Thicke: So your managers facilitate 
the process rather than micromanage 
it. What other client-side staff do the 
vendors directly deal with?

Papaioannou: The vendors deal with 
developers, product managers and 
reviewers, whether these are internal or 
third party — everyone, really, except 
budget holders, finance and any VPs.

Thicke: So let’s get into the nitty 
gritty. How are files picked up and 
delivered back to Bentley? 

Papaioannou: The vendors use a self-
service approach to pick up complete 
transkits, which ideally will enable them 
to produce test builds themselves. They 
then deliver the production-ready trans-
lated files directly into our source code 
control system, tag them and organize a 
build for review or for release. 

Thicke: OK, that’s lean! What happens 
when things go wrong?

Papaioannou: That is when the client 
project manager steps in. The vendors are 
supposed to make a reasonable effort to 
be independent, then escalate.

Thicke: How does it work with the 
reviewers? If they interact directly, how 
are preferential changes handled?

Papaioannou: Vendors are required 
to challenge reviewer corrections when 
these are in conflict with other products 
or when the changes would conflict 
with released versions and interdepen-
dent products. For such global changes, 
vendors need to coordinate with all 
reviewers affected by the global change 
request. 

Thicke: That sounds like a lot of work, 
not to mention responsibility. How do 
your vendors react to such a burden 

being placed upon them?
Papaioannou: Some mechanisms are 

in place to make this manageable, as 
reviewers are generally more demanding 
with external contractors. For example, 
we aim for a single review cycle to avoid 
scope creep, to help focus the reviewers, 
and to control the review costs when the 
reviewers are contractors. Instead of ask-
ing the reviewers to verify the corrected 
build, vendors carry the responsibility 
to ensure that the corrections are in the 
release candidate. 

Thicke: What if corrections cannot be 
made due to transkit limitations?

Papaioannou: Again, the vendors take 
up such issues with development, using 
a public database on our collaboration 
portal. In addition to communicating the 
issue, this mechanism has a reference — a 
knowledge base value, if you will — for 
the remaining vendors who come across 
the same issue.

Thicke: We notice that you split 
production by language rather than by 
content type. Why?

Papaioannou: Core to our sourcing 
strategy is using multiple vendors in par-
allel, for the same project into different 
languages. This enables us to compare 
productivity and leverage statistics. 

Thicke: There can’t be that much 
variation among professional vendors, 
can there?

Papaioannou: We have seen the same 
vendor propose five times as much 
engineering in one part of the world 
than in another — exact same project, 
different language.

Thicke: What are the bottom-line 
benefits of your production model?

Papaioannou: The fundamental 
objective was to increase internal 
capacity by removing the PM bottle-
neck. We have actually tripled capacity 
over two years without an increase in 
project manager head count. Vendor 
engineers can communicate more 
effectively when they deal directly 
with developers. The supply chain 
is more efficient when queries are 
addressed directly to the person who 
knows, and the client-side managers 
are free to focus on process improve-
ments and knowledge management.

Thicke: What about the vendors? What 
is the benefit for them?

Papaioannou: With the vendors so 
closely integrated with various Bent-
ley groups, they are harder to replace. 

New vendors would have a tough time 
competing given the scope of services 
and responsibilities they would need to 
carry. Further, better understanding of 
the customer opens up opportunities 
for tools and services development. And, 
of course, experience in this production 
model reveals an opportunity for such a 
service for other vendor clients.

Thicke: What about disadvantages 
for your vendors? It can’t all be good?

Papaioannou: The range of services is 
increased and also the required skill-
set. It is more difficult for the vendors 
to cope. In addition to the traditional 
services, they need to cope with new 
contact points, new requirements and 
new constraints. The vendors are more 
exposed to the client organization. 
Failures are more visible, as they are not 
buffered by the client-side manager. 
More touchpoints means more relation-
ships to build and maintain.

Vendors as collaborators

Thicke: Tell us more about how your ven-
dors collaborate. First of all, who are your 
vendors and how do you work with them?

Papaioannou: We use a mix of larger 
multilanguage vendors and small to 
medium-sized enterprises (SMEs), as we 
are finding that commercial vendors 
struggle to recruit suitable resources 
cost-effectively. To manage the com-
munication with the vendors and to 
maintain all reference information 
centrally, we use a simple homegrown 
collaboration portal for all produc-
tion work. The goals of the portal are 
really quite similar for most portals: to 
centralize all production and process 
information, to facilitate many-to-
many communications, to reduce the 
number of e-mail transactions, to cap-
ture knowledge for immediate leverage 
and to provide a clear assignee at each 
project phase.

Corrections are directly entered 
into the system, and everyone can see 
everyone’s corrections and even calcu-
late the quality assurance scores of any 
other vendor. Private areas are avail-
able for each vendor to post their bids. 

Thicke: Your transparent model 
is quite unique in the localization 
industry. Can you tell us how this open 
collaboration works?

Papaioannou: First, there is almost full 
visibility. Vendors can see what projects 
they have and which ones they do not 
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have. If vendors happen to lose a project, 
they can see who got it. Vendor engineers 
raise issues or queries through the col-
laboration portal, where the queries can 
be seen and leveraged by all vendors.

Thicke: How do you get the vendors to 
agree to collaborate? That can’t be the 
most natural thing for them.

Papaioannou: It is not as hard as it 
sounds. Vendors come across 
issues or problems at different 
times. It is not always the same 
vendor not knowing the answer 
or doing the work of reporting a 
problem. The relationship works 
well since they do not need to 
share information about their 
internal processes. The production staff 
on the vendor side is initially hesitant. 
However, once their management recog-
nizes the benefits of our model for their 
companies, they are happy to encourage 
collaboration in the ranks.

Thicke: How do you know that your 
vendors give you a good deal?

Papaioannou: Day to day, we compare 
the productivity of the current vendors. 
Given that each vendor handles different 
languages, it makes sense to compare 
productivity rather than rates.

Longer term we compare the rates of 
current against potential vendors. We 
aim to be in the lower half of the scale, 
but not necessarily using the absolute 
cheapest vendors; many other factors 
are important for us, especially linguistic 
quality, and engineering capabilities and 
capacity. 

Thicke: What are the main challenges 
you face today?

Papaioannou: The first is time-to-mar-
ket. While our end users do not update 
their software mid-project, a good time-
to-market is a strong marketing tool 
for Bentley. Also, our products are often 
too specialized for generic translation 
vendors. SMEs have the domain expertise, 
but are hard to manage.

Machine translation

Thicke: Our experience with Bentley 
is that while everyone is talking about 
machine translation (MT), Bentley has 
been doing it — for years. How did you 
make the leap when so many hesitate?

Papaioannou: MT was proposed to us 
by various vendors over the years, but 
invariably as a paid pilot. These vendors 
were eager to state with certainty that 
MT would be wonderful for us; however, 

we would have to carry all the risk, and 
the vendor would take none.

The last global financial crisis emerged 
as an opportunity, as crises often are. Not 
keen to let the crisis go to waste, when 
in 2008 we were offered a free pilot, we 
took the opportunity and discovered that 
MT did indeed work well for us; we have 
never looked back since.

Thicke: Tell us what sort of content 
and languages you use MT for.

Papaioannou: We have standardized 
MT for online help and courseware 
translations. Because these need to be 
publication quality, we only use MT with 
postediting. Currently, we are up to six 
languages in production (French, Italian, 
German, Spanish, Dutch and Japanese), 
with Russian now in the pilot phase. 
Generally, any new language is added as 
an MT translation.

Thicke: What benefits have you seen?
Papaioannou: We are seeing a 25% to 

35% cost savings, in addition to the 30% 
translation memory (TM) savings. Other 
vendors still come to us, now finally 
proposing free pilots, but with a top-end 
target savings of just 10%.

Thicke: What about MT quality?

Papaioannou: While quality was not 
negotiable, we were surprised to see an 
improvement in quality using MT. We ran 
blind tests with each major language, with 
reviewers not knowing the translation was 
MT-generated. In each case they found 
the translations equal or better than the 
TM-based translations. On two occa-
sions the reviewers came back with more 

corrections than we would 
have expected. It turned out 
to be traditional TM matches, 
not the new MT content! As 
a result, we are now thinking 
about updating our legacy 
translations using an MT 
process.

Thicke: It all sounds quite positive. 
What benchmarks have you achieved 
in terms of improving productivity and 
lowering costs in accordance with lean 
principles?

Papaioannou: In terms of scope 
we have seen a threefold productivity 
improvement over nine years. We have 
gone from 100 releases with three project 
managers in 2001, corresponding to 33 
releases per project manager per year, 
to 440 releases with four managers in 
2010, corresponding to 110 releases per 
manager per year. That is one release per 
project manager every two working days!

Regarding cost, we now have half the 
budget than we did ten years ago in 
absolute terms. Adjusting for inflation, 
we have achieved a 40% reduction in 
unit rates over the last seven years.  M

We have actually tripled capacity over two 

years without an increase in project  

manager headcount.
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issues, the types of choices change significantly and are not only 
based in economics. 

The bottom line is that as content developers for a global 
audience, we must realize that it’s rare that a piece of content 
will be universally suitable across every culture on this planet. In 
the realm of content culturalization, that’s usually the ultimate 
goal of the process, yet it’s always tempered with the realization 
that universal appeal and acceptance are very improbable, if not 
impossible. This, of course, changes with the specific nuances of 
the content, not just when initially released but over the “long 
tail” existence of the content. For example, the icon of Mickey 
Mouse, as universally beloved as it can be, has morphed over 
the years to mean different things to different cultures. Once a 
positive symbol of an upbeat United States, Mickey is viewed in 
different lights now, from a symbol of shallow American com-
mercialism and the ills of capitalism to the negative aspects of 
local culture being displaced by global “retail culture.” Because 
of this, a company may be required to rethink its distribution 
strategy, whether that means excluding certain geographies as 
target markets and/or revising the content to better fit in more 
challenging locations.

Because of its unique geopolitical landscape, the Asia region 
serves as a good primer for how companies might need to 
consider — or perhaps reconsider — their market strategy and 
distribution plans. Let’s think about the example of employing a 
map in a product. While maps are often perceived by the general 
public as objective codifications of the “real world,” they’re 

Trade-offs are often a part of life. Pretty much 
every human being understands that we have to 
make choices along our paths in life, choices that 
can have profound consequences for our ultimate 
destiny. In the same way, most products that are 
created for widespread consumption are the result 
of a long series of choices made by a collabora-
tive team of people. This is actually one of the joys 
of content development — the widely collabora-
tive effort that yields the culmination of diverse 
choices across many functional groups to arrive at 
a coherent end product. 

However, making choices doesn’t stop when the product is 
finalized. When the product is eventually released, choices must 
likewise be made regarding the target locales and languages for 
localization. Most content creators and publishers develop with 
some idea of the languages for which they plan to localize; in 
video games it’s often French, Italian, German, Spanish and Jap-
anese at the very minimum. Of course, the decision also depends 
on the nature of the product and its intended audiences, market 
segments, demographics and so on.

But beyond the language dimension, the geocultural aspects 
of the content may introduce a whole different set of decisions 
related to choosing appropriate markets. Language choice could 
be a simple issue of economics, such as having sufficient funds 
to localize into a specific language as well as having the market 
research to determine the potential return on investment for 
that specific market. However, when it comes to weighing the 
viability of the non-linguistic aspects of content, the choices are 
not so simple or straightforward. With geopolitical and cultural 

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

and content strategy. Previously, Kate spent over 13 years at 

Microsoft as a geographer and its senior geopolitical strategist.
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Balancing powers
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actually a record of the perceptions of a 
series of data gatherings, interpretations 
and analyses by people, machines and 
computers. The goal might be objectivity, 
and it is to some degree usually achieved, 
but many governments use maps as a 
means to reinforce their local “geopoliti-
cal imagination.” In other words, many 
governments still use maps as a form of 
propaganda to constantly reaffirm their 
claims to both the outside world as well 
as their own citizens. China is notorious 
for this action, as every map produced 
by China’s mapping agency always shows 
Taiwan as an integral part of China, 
along with the entire South China Sea 
and parts claimed along the India-China 
border. This isn’t the “ground truth” real-
ity, but rather a “local reality” into which 
your content must fit or else be rejected.

China isn’t alone in this practice. In 
Japan, maps are shown with the southern 
Kuril Islands belonging to Japan, while 
in reality they’re occupied by Russia as a 
result of activities during World War II. 
Likewise, Korea uses alternate names such 
as East Sea for Sea of Japan and West Sea 
for Yellow Sea, while also indicating the 
disputed island of Dok-do (Take-shima in 
Japanese) as wholly Korean territory. In 
short, each government carefully manages 
a virtual representation of itself for a wide 
variety of reasons. If a product violates the 
local perception, then a trade-off might 
become desirable or even necessary. Why 
a trade-off? Well, when local governments 
or consumers are so diverse and immov-
able in their viewpoints about the same 
piece of geography, a historical fact, the 
use of a specific icon or symbol, the allow-
ance of a particular language and so on, 
the content publisher must decide which 
market it desires to serve. What factors 
will determine the choice?

First, it’s an issue of deciding if the 
market is a short-term or long-term 
prospect for the company. In these 
times, it’s often less likely that a com-
pany would consider any market to be 
“short-term,” especially with the more 
recent notion of the “long tail” and 
the desire to see content or products 
maintain a service life that is as long as 
possible. Content choices that main-
tain a level of geopolitical and cultural 
sensitivity for a market might allow for 
a short-term gain, but the reaction from 
the local consumers and/or govern-
ment might be enough to damage 
the long-term potential. It likely goes 

without saying, but one thing that’s 
common across all cultures and locales 
is the desire to be respected. Whether 
intentional or not, any content that 
introduces the perception of disrespect 
also introduces the seed of long-term 
animosity between that local market 
and a specific company.

Another crucial issue, related to the 
first, is a specific market’s legacy or his-
tory with a specific company, originating 
country or type of product/content. As 
mentioned, if a company makes a prior 
mistake, it might be difficult to over-
come the issue, depending on the level 
of offense caused. Sometimes the legacy 
is related to having a few or several bad 
experiences related to a company’s work 
or a specific type of content, such as 
video games or movies. Many times these 
perceptions can be overcome by simply 
working harder to ensure that whatever 
content you’re producing is particularly 
well culturalized for the target market. 
You have to take extra steps to appease 
prior concerns. 

Lastly, the worst situation is when 
the trade-off is related to factors out of 
a company’s control, such as national 
origin. During times of cultural angst 
or geopolitical conflict, the relationship 
between countries can be strained and 
citizens will often take even simple steps 
in passive protest, such as not buying 

products from a certain country of origin. 
For a company trying to offer a positive 
service or product, this can be par-
ticularly frustrating and again requires 
more effort on its part to overcome any 
negative perceptions. Conversely, this 
can be frustrating for a local market 
that is excluded because of its geopoliti-
cal situation. Taiwan has long been at 
the short end of this dynamic, as many 
companies may favor business first and 
foremost with mainland China and bend 
over backwards to appease the Chinese 
government, despite the overt threat of 
potential government intervention. 

In the end, the trade-offs become a 
careful dance of content design, content 
strategy, market research and a little 
bit of luck. While it’s not easy to focus 
on one market’s needs while potentially 
having to exclude another’s, this could be 
prudent to avoid the short-term setback 
in favor of the long-term gain. Just keep 
an eye on the changing local geopoliti-
cal and cultural landscape while main-
taining ample patience. Also, designing 
content management systems and design 
processes that can be extremely flexible 
and account for single-market nuances 
can also be a real benefit in expanding to 
many new markets. Basically, the notion 
is that if you don’t want to make trade-
offs in your content, then you have to 
make your content hyper-adaptable.  M
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When I first visited Dubuque, Iowa, a pictur-

esque town of 60,000 on the Mississippi River, I 

realized that I was in a different culture. People 

don’t wait in straight lines pressed up against each 

other like they do in New York City. Instead, they 

stand around in a group, a mass if you will, with 

at least five feet separating each individual. 

I once went to a drugstore to pick up a prescription and went 
straight through these standarounds, who just appeared to be 
hanging out, if not loitering, and asked the clerk for a prescrip-
tion. Immediately, I felt a tap on my shoulder, and a little old 
lady said “Go to the end of the line!” Huh, where is it? So now 
when in doubt in Dubuque, I always ask “Is this the line?” when I 
approach these suspicious-looking groups.

The other extreme might be Bogotá, Colombia, where I served 
in the Peace Corps. There would be a swirling mass of people 
shouting at the store clerk with no space between them, all 
demanding attention at the same time. Once in a bank someone 
even slipped his papers through my arms to get to the clerk first. 
I got so used to this struggle that I would stand at the coun-
ter with my legs spread and elbows out to forbid anyone from 
getting ahead of me. And waiting to get out of an elevator was 
worse; people would rush in before you had a chance to get out. 
It was mano a mano every day!

And so it goes around the world, as the concept of how to wait 
in line or just wait changes. It’s something we will have to get used 
to as the world now houses nearly seven billion people. This is not to 
say that any particular way is better than the next; it just says you 
have to know the rules in order to get what you waited for. 

 I really got interested in the psychology of lines after read-
ing the scary 1974 novel by John Hersey, My Petition for More 
Space. In this frightening look at the future, people are trapped 

in lines for days on end in a crowded world waiting to present 
petitions and where our hero experiences “line fear.”

In the United States, waiting in line is seen as part of our 
democracy. Theme parks such as Disney World have changed 
people’s perceptions of lines by introducing new patterns and 
providing entertainment to make it appear that you are not 
really waiting, but already experiencing something. Disney 
employs industrial engineers who do nothing else but help the 
company with queue management strategy at parks around the 
world. They discovered that you need to have lines turn corners 
so that at any point the line only looks as long as the distance 
to the next corner — deceitful to be sure, but still helpful to the 
park.

Waiting is part of life and thus can be just as therapeutic 
as getting to the goal. Gridlock as therapy? But then I hear a 
harsh voice behind me: “Hey, buddy, will you stop daydream-
ing? The line’s moving again!” Once in Mexico City waiting for 
the plane to unload, I saw a guy climb over seats and rudely 
push aside passengers so he could get to the front. It was 
midnight, so there was no connecting flight to catch. He just 
didn’t like lines.

It is getting worse in some places. David Maister in his paper 
“The Psychology of Waiting Lines” notes that US government 
agencies have succumbed to the pressure of lowering cost, 
which has resulted in the horrible experiences we have today, 
where cost and efficiency are the critical metrics, and fairness, 
equity and experience of the people are ignored. Been to a US 
post office or motor vehicle registration or the waiting room 
of a public hospital in the United States lately? A long time 
axiom in the American vernacular has been the phrase “hurry 
up and wait!”

John Freivalds is managing director of the marketing communications 

firm JFA and the marketing representative for his native country, Latvia. 

Hurry up and wait!

World Savvy John Freivalds
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And while McDonald’s is widely vilified 
in some countries for its fast food, Donald 
A. Norman writes in Living with Complex-
ity that McDonald’s changed queuing 
behavior in Hong Kong, if not in every 
country where it operates: “The social 
atmosphere in colonial Hong Kong of the 
1960s was anything but genteel. Cash-
ing a check, boarding a bus, or buying a 
train ticket required brute force. When 
McDonald’s opened in 1975, customers 
crowded around the cash registers, shout-
ing orders and waving money over the 
heads of people in front of them. Mc-
Donald’s responded by introducing queue 
monitors — young women who channeled 
customers into orderly lines. Queuing 
subsequently became a hallmark of Hong 
Kong’s cosmopolitan, middle-class culture. 
Older residents credit McDonald’s for 
introducing the queue, a critical element 
in this social transition” (p. 195).

In most other situations, people just 
try to cope with the inefficient if not 
corrupt systems that make you wait. 
Ingenious people always find a way to 
avoid a line. During the 2010 World Expo 
held in Shanghai, seniors older than 75 or 
those with a disability could avoid lines 
and bring in another person. A business 
developed to rent seniors to impatient 

visitors wanting to avoid the lines.
In Moscow, Russia, customs lines at 

the airport can be atrocious. If you 
remember, it was at the Moscow airport 
last December where passengers rioted 
when trapped after a snowstorm. To 
counter waiting, a company called Peace 
Travel Services offers VIP services to 
get you out of Moscow airports quickly. 
Its website reads: “Want to feel a little 
special? Or maybe you just don’t have 3 
hours to waste in the lines of Moscow 
International Airports. We can have you 
escorted off the airplane and through 
customs and out of the airport in 15-30 
minutes.” It’s expensive — up to US$450 
— but welcome to Moscow. 

Remember that Moscow listens to the 
beat of different drummers. In the Soviet 
days citizens of Moscow would walk 
around carrying a shopping bag so that 
whenever they saw a line they could get 
in it. It didn’t matter what was being 
sold; the presence of the line meant 
something of value was being offered. 
Places in line were bought and sold.

Go ahead and ask: Has Freivalds ever 
used his limitless economic power to buy 
himself a better place in line? The answer 
is yes, and I did it here in the American 
Midwest. A little old lady was in front 

of me at a major retailer. She wanted to 
redeem a coupon for 79 cents, and the 
young clerk at check-out wouldn’t do it 
because it had expired. The lady demand-
ed to see the manager. There were 20 
people in back of me and I only had one 
item. This was going to take a long time. 
So I got out $2 and handed it to the cou-
pon lady. She took the money and asked 
“What’s this for?” “To get rid of you,” I 
responded politely. That’s what you call a 
big-time buyout.

The best way to avoid airport lines in 
trips my wife and I took throughout the 
United States, France and Panama in the 
last couple of years was to be in a wheel-
chair. In a wheelchair you are whizzed 
through the airport, through doors ordi-
nary travelers can’t go through and taken 
to the head of the line or, in the case of 
Panama, through the line. However, it 
would be intellectually dishonest for all 
of us to order wheelchairs if we didn’t 
need them. There is never a charge like 
there is for everything else these days, so 
if you are ever concerned about traveling 
in a wheelchair or crutches, don’t be. You 
will not have to deal with lines.

In our complex world, we have to say 
more than “the line starts here” to move 
people around.  M
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Introduction to localizing

for China and Japan 

Frank Lin & Angelika Zerfaß

C
China and Japan are the second and third 

largest economies in the world and possess 
enormous market potential for foreign products. 
China has the biggest user base of computers 
and the internet. Despite its economic, export 
and technological prowess, Japan imports con-
siderable software technology. 

The promise of glittering market opportunities, however, is 
offset by the daunting challenges posed by globalizing software 
for Japan and the Chinese-speaking world. Software globaliza-
tion for Chinese and Japanese is perceived to be difficult com-
pared to European languages, primarily because of the technical 
consequences of requiring multibyte encoding of the languages. 

Besides encoding, there are less obvious yet equally pervasive 
and demanding challenges because of differences in linguistic 
and cultural conventions. Localization projects for these two 
languages typically are more expensive, require longer project 
duration, and involve more engineering and testing work. 

Linguistic challenges
Probably the most intimidating facet of Japanese and Chi-

nese software globalization is their writing systems. Chinese 
and Japanese writing systems share character similarity — hanzi 
in Chinese and kanji in Japanese. In addition to characters, 
Japanese uses two alphabet systems, hiragana and katakana, 
collectively called kana. A major reason for encoding standards 
to push for multibyte support is the very large number of Chi-
nese characters. Currently, more than 40,000 Chinese characters 
are encoded in Unicode. Most of these characters are not in 

everyday use, but are nevertheless important for software to 
support because typically these rarer characters are used in 
names of people, objects and places.

Though the two languages have similar writing systems, they 
are very different linguistically. Chinese grammar is relatively 
simplistic and generally does not exhibit morphological varia-
tions. Verbs do not have tenses or conjugates based on the subject. 
Nouns have no plural forms and are in most cases gender-neutral. 
Adjectives do not inflect. Japanese grammar is, on the other hand, 
more complicated. Its verbs have tenses and conjugates like west-
ern languages, and though nouns also have no plural forms as 
in Chinese, adjectives are inflective. In terms of sentence struc-
ture, Chinese follows the subject-verb-object model like English, 
whereas Japanese uses the subject-object-verb model. 

Chinese and Japanese are traditionally written both vertically 
and horizontally. In vertical writing, characters are written from 
top to bottom, and the next line will go to the left of the current 
line (right to left). Horizontal orientation became dominant after 
World War II. In horizontal writing orientation, characters can 
go from either left to right or from right to left, but today it is 
mostly written left-to-right as in English, thus making Chinese 
and Japanese adaptation to modern computer systems easier.

Chinese is a difficult language to learn to write because of the 
large number of characters and complicated structures of many 
characters. To help facilitate learning, in the 1950s and 1960s 
China initiated a series of orthographical reforms by simplify-
ing the writing of many commonly used characters. The result is 
Simplified Chinese. Traditional Chinese is used in Taiwan, Hong 
Kong and Macau. Singapore has now adopted the simplified 
script, though to a certain extent, it still uses Traditional Chinese 
for people’s names. Simplified and Traditional Chinese are merely 
different scripts, not different languages; however, there are 

situations where regional differences in 
vocabulary exist, especially in computer 
technologies. Take the word computer 
as an example. In China it is 计 算机. 
The same word written in Traditional 
Chinese is 計 算機, which actually 
means calculator. The translation is 電
腦 (electric brain).

Frank Lin is a software engineering manager at 
CareFusion, where he leads international and 
domestic software development teams.

Angelika Zerfaß works freelance as a trainer and 
consultant for translation tools and related processes.
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With the globalization of cultures and 
commerce, and with the proliferation of 
internet use, the Chinese-speaking world 
has seen an increasing need to sup-
port both kinds of writing in the same 
software application or website. A good 
example can be seen in Chinese pages of 
Wikipedia (Figure 1), where a pull-down 
menu gives options of simplified and 
traditional scripts for the page, with the 
traditional coming in two flavors for Tai-
wan and Hong Kong/Macau, and a sim-
plified version for China and Singapore.

European languages are alphabet-
based, and word sorting is based on a 
well-defined order of letters in the alpha-
bet, with capitalization and sometimes 
diacritics playing an additional role. The 
definition of sort order is usually the dic-
tionary, though in some cases there are 
small variations, such as international 
sorting for Spanish and phonebook order 
for German.

Sorting in Japanese and Chinese is not 
straightforward because these languages 
do not have a purely alphabetical writing 
system. Chinese does not have an alpha-
bet. For many years before the advent of 
computers, experts were trying to find and 
standardize an effective way of sorting. 
Some of the more popular methods include 
radical, stroke count and pronunciation. 

In mainland China, it is called pinyin, 
and in Taiwan, it is bopomofo. Sorting by 
pronunciation is also known as phonetic 
sorting. Pinyin is the predominant sort-
ing method in China, though determining 
the sort order is a multitiered process. 
For example, pinyin may be the primary 
tier. When there is a tie (as many Chinese 
characters have identical pronunciation), 
the secondary criteria such as the stroke 
counts of the characters may be used and 
so forth. Pinyin is written using the Latin 
alphabet, with diacritics, and its order is 
well defined. 

Japanese sorting is even more compli-
cated than Chinese. Japanese words and 
sentences are written with a combination 
of the three writing systems, plus Latin 
characters, called romaji. While hiragana 
and katakana have well-defined sort 
orders within themselves, kanji’s sort 
orders are not as well defined. Figure 
2 shows a Japanese sentence using all 
writing systems.

Like Chinese, a common way to sort 
kanji is by pronunciation. Kanji can 
be annotated with kana letters for its 
pronunciation. This annotation is called 
yomi or sometimes furigana. For exam-
ple, the kanjis 鈴 木 can be converted 
into the kana annotationすずき(suzuki). 
Well-defined phonetic sorting can be 

achieved if every kanji in a word or sen-
tence is converted to kana (equivalent 
letters in hiragana and katakana can be 
treated with the same rank) — essentially 
a character normalization process. 

The problem is that kanji characters 
do not have fixed pronunciations in 
Japanese. 鈴 木 has the pronunciationす
ずき (suzuki), but 錫 気 has the identical 
pronunciation. Conversely, and worse 
for the sake of sorting, a character can 
have different pronunciations depending 
on the context and its use. In 鈴 木, the 
second kanji 木 is pronounced き(ki). In 
木本, 木 is pronounced もく(moku). This 
one-to-many relation between kanji and 
its pronunciation has its root in the bor-
rowing of Chinese writing into Japanese 
vocabulary while retaining the Japanese 
pronunciation. 

As will be seen in the technical dis-
cussion later, the “kanji pronunciation 
problem” has a profound impact on any 
engineering work needed to sort Japa-
nese correctly. Japanese phonetic sorting 
is not always implemented in software 
applications because of the difficulty in 
capturing correct kana representation of 
the kanjis and the need to change char-
acter comparison algorithms.

As noted above, furigana can be used 
for sorting, but are also sometimes used 
to display the pronunciation of a charac-
ter above the character itself. These are 
then called ruby characters. The follow-
ing are examples of ruby characters in 
both Chinese and Japanese:

běi jīng とう きょう

北 京 
Chinese for Beijing

東 京  

Japanese for Tokyo

Cultural challenges
The cultural aspect of software global-

ization deals with two concerns: cultural 
sensitivity in the presentation and use of 
the software, and local conventions that 
necessitate flexibility and adaptability in 
order for the software to appear “local.”

An example of cultural localization is 
the use of symbols. A red cross symbol 
is often used to denote an ambulance or 
hospital, but in Islamic countries, a red 
crescent is used. The use of symbols can 
be cultural as well as political and geo-
graphical. A national flag is commonly 
used to denote a national language on 
an icon or button. While there are few 

Figure 1: Simplified and Traditional Chinese support in Wikipedia.

私   の 名前    は  アンゲリカ (ａ ｎ ｇ ｅ ｒ ｉ ｋ ａ )  です

Watashi no namae wa Angerika desu

I
Particle 

changing 
I to My

Name

Character ha, 
pronounced 
wa to denote 
the topic of 
the sentence

Angelika (the 
phonetic 
used for 
r and l in 

Japanese is r)

Romaji 
transcription 
of the name

is

Figure 2: A Japanese sentence using all writing systems.
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controversies over the use of the Italian 
flag to denote Italian, it is rare to see 
an English flag denoting English in the 
United States. Likewise, having a Chi-
nese flag denoting the Chinese language 
in a Taiwanese website is unusual, unless 
the flag is used to distinguish Simplified 
and Traditional Chinese.

Also, the representation of more 
complex information such as weather 
data can be very different depending 
on the expectations of the users. The 
examples in Figure 3 are taken from the 
Yahoo! weather reports. In Germany, a 
simple cloud/raindrop/sun picture per 
day gives the most basic information 
on the local weather. The United States 
shows a map of the country with static 
cloud and sun symbols. Japan, on the 
other hand, also shows a map of the 
country but with animated pictures.

On the software side, the sensitivity 
to pictures could have an impact on 
what icons are used for. One example 
is the help system. In the United States 
or in Europe, the user might see a figure 
resembling Einstein, a magician or even 
an animal such as a cat or a dolphin 
guiding the user through questions and 
answers. For Asian countries, where an 
animal ranks lower than a human being, 
an animal teaching a human would not 
be a good choice for the help icon. The 
same goes for a western-style magi-
cian character, who would have to be 
changed to an Asian character like a 
monk — careful with religious symbols 
though — or wise old man.

Symbols can also carry different con-
notations. In the western hemisphere, a 
 symbol may indicate that something 
has been done or is OK, but the symbol 
is used to mark the mistakes in Japanese 
homework and therefore has a more 
negative connotation. Moreover, in the 
United States or Europe, when the user 
makes a mistake, the software might 
alert him or her by playing a sound. In 
Japan, on the other hand, where people 
often work in tight spaces, sounds 
that announce a mistake are not well 
received. 

Color is another prominent example 
of divergent cultural perception. Figure 
4 illustrates the different use of the 
color red in China and in the United 
States. In the figure are Yahoo! finance 
stock market index reports for Asia. 
One can see that the Chinese site uses 
red to denote stock prices going up Figure 3: Representation of weather data in three countries.
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(red = celebratory), whereas the US site 
uses red for just the opposite (red = 
warning).

In addition, Asian numerology may 
have different symbolism, and therefore 
it is necessary to take this into account 
in the software. Some numbers are 
auspicious (such as eight in China) and 
others may be tabooed (such as four 
in many East Asian countries because 
in Chinese and Japanese, for example, 
the pronunciation of the number four 
sounds like the word for death). This is 
not unlike the deliberate avoidance of 
the number 13 such as in floor number-
ing in some parts of the west. 

In most European locale localization 
projects, the most obvious adaptations 
of the software for local conventions 
are numerical and date formats. In these 
projects, date formats deal with the 
ordering of parts of a date, and numeric 
formats deal with the decimal point. In 
Chinese and Japanese software, these 
two differences are slightly amplified, 
while other local conventions are also 
worthy of special attention.

The biggest difference between the 
numbering system in the west and in 
China and Japan is digit grouping. In 
the United States, digits are grouped in 
a set of three, while in China and Japan 
it is a set of four. China and Japan can 
use either Arabic numbers or their own 
number characters to represent numbers.

Date format is an interesting dif-
ference in local conventions, and the 
root of the difference is geopolitical. 
Japan uses an old East Asian practice 
of calendar by “era.” The era is changed 
whenever a new emperor is enthroned, 
and that year is the first of the new era. 
When the country enters a new era, the 
year is reset. For example, the year 2011 
in Japan would be written as 平成23
年  (Hisei year 23, Hisei being the reign 
name of the emperor and the era name), 
and 1987 is written as 昭和 63年 (Showa 

year 63). One implicit consequence of 
the use of a different calendar denota-
tion is that when the era changes, the 
operating system needs to be updated as 
well. 

In the Chinese-speaking world, Tai-
wan is the only region still using the 
era name in its calendar. For example, 
the year 2011 in Taiwan is also known 
as “Year 100 of the Republic” (民國100
年). Unlike Japan, the era name doesn’t 
change in Taiwan. The People’s Republic 

of China, on the other hand, switched 
over to the “Common Era” system since 
its founding in 1949.

Both Japan and Taiwan are seeing 
wider adaptation of the Common Era 
calendar system in daily lives and in 
software applications, especially on the 
internet. In such cases, a date would 
look somewhat like 二〇一一年一月十
一日 (2011 + character for year + 1 + 
character for month + 11 + character 
for day = January 11, 2011). However, 
the traditional calendar systems are still 
indispensable; people typically associate 
important dates, such as the year they 
are born, using localized date format. 

A person’s name is written differently 
in China and Japan in that the family 
name comes before the given name — the 
famous baseball player is really Suzuki 

Ichiro, not Ichiro Suzuki. From a techni-
cal point of view this can be a challenge 
for software applications that assume a 
Western name order. In the West, Hun-
gary is the only country that follows 

the eastern name order. More and more, 
however, Chinese names today could 
include Western names as well. 

US-centric software applications have 
US-centric information formats: social 
security number, phone number and 
address format. It is worth mentioning 
that in address format, the West usually 
goes small to large — as in: 1600 Penn-
sylvania Avenue, Washington, District 
of Columbia, USA. In China and Japan it 
is the opposite. A typical address would 
be: China, Zhejiang Province, Hangzhou 
City, Changan Street, Number 100. A 
typical address in Japan might not even 
include a street name, but the city, a spe-
cific part of the city, a specific sub-part 
of the city and a house number: Japan, 
107 Tokyo-to, Chioda-ku, Kasumigaseki 
1-3-2, Mr. Ikuta Masaharu.

Currency issues in localization aren’t 
unique to Chinese and Japanese soft-
ware. It happens that some of the most 
important currencies in the world use a 
one-character currency symbol ($, €, £, 

moraviaworldwide.com              AMERICAS       EUROPE       ASIA
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¥ — which is used by both China and 
Japan). However, many currencies use 
multiple-character symbols, including 
Taiwanese (NT$). Another related cur-
rency issue is the existence of fractional 
portions of monetary quantity. Japan 
and Taiwan have relatively “small” cur-
rencies and do not use sub-units below 
its basic currency unit. Software appli-
cations that deal with currency must be 
flexible enough to handle at least these 
two currency issues.

Chinese and Japanese use similar 
punctuations as English. Some of the 
notable differences include the East 
Asian square quotation marks (「 and 」), 
period (。), and foreign name separator. 
Barak Obama is written バラク・オバマ
in Japanese, and 贝 拉克·奥巴马  in Chi-
nese, where the dot in the middle sepa-
rates first and last name in a non-East 
Asian name. There is no capitalization in 
either language. Chinese has no alphabet, 
and Japanese alphabet systems have no 
distinction of uppercase or lowercase. 

In general, word break by blank space 
does not exist for Chinese and Japanese. 
In Simplified Chinese, “Today I plan to 
write three novels” is written as  今天我计
划写三本小说 。In Japanese, it is 今日私
は3つの小説 を書くことを計 画する。 

Technical challenges
Because East Asian languages require 

multibyte support for the writing sys-
tems, it is natural to choose Unicode as 
the encoding method. Some of the most 
prevalent software development tools 
and programming languages today are 
Unicode-compatible. Still, a large num-
ber of programs, usually written some 
years ago, do not support Unicode. Thus, 
for these programs, Unicode support 

may be the first order of business in East 
Asian software globalization. 

There are situations, though, where 
implementing Unicode support is less 
than ideal. The reason is both technical 
and economical. Non-Unicode programs 
that handle large amounts of data pro-
cessing at byte and character level are 
susceptible to issues when ported to Uni-
code, often because of the interpretation 
of data. An example is a C++ variable 
declaration: char str[100]. Is a char-
acter string in the program a string of 
characters or a string of bytes? A string 
of bytes should not become a double-
byte string in a Unicode program. This 
seemingly simple problem is exacer-
bated when the program’s size and age 
increase.

In the “legacy software” situation, there 
is an alternative of not converting the 
program to Unicode, though for mainland 
China, this could be a problem because of 
GB18030 (Chinese government mandated 
encoding standard) requirements. It is 
feasible to localize a modern program to 
Chinese and Japanese without converting 
to Unicode. Microsoft’s parlance for non-
Unicode encoding is MBCS (multibyte 
character set). When using the Chinese 
(CP936 in China or CP950 in Taiwan) or 
Japanese (CP932) code page, a character 
can be either one or two bytes. Characters 
in the 7-bit ASCII code chart (English let-
ters and punctuations) are encoded using 
one byte, and everything else is two bytes 
(Chinese characters, katakana, hiragana 
and Latin letters with diacritic marks 
such as á). In an MBCS environment, 
the programming challenge is that the 
string of characters is now a combination 
of one-byte and two-byte characters, so 
functions need to be developed to foretell 

whether the next character in the string 
is single or double-byte while parsing the 
string.

As these languages have no space 
separating words or characters, pro-
grams that assume a space as word 
break will not work correctly. Other 
common wrong assumptions include 
capitalization, Western name order and 
punctuations. 

In the Microsoft Windows environ-
ment, input methods editor (IME) is 
widely used for East Asian languages. 
With IME and a standard English key-
board, a user can readily input Chinese 
and Japanese characters and kana. 
Computer users in mainland China are 
used to the English keyboard as an 
input device because pinyin is writ-
ten with Latin letters. Users in Taiwan 
are likely to see Traditional Chinese 
keyboard overlays, with phonetic signs 
and radicals overlaying English keys. 
For Japanese, keyboard input can be in 
either kana mode or romaji mode. Kana 
mode uses Japanese kana overlay of the 
keyboard. With the romaji mode, spell-
ing of Japanese words are done with 
Latin letters before they are converted 
to kana. 

Because of the need to keep backward 
compatibility with legacy computer sys-
tems, Japanese software typically needs 
to support six types of encoding. Besides 
the three scripts in the writing system, 
the following three encoding schemes 
are used: half-width hiragana, half-
width katakana and half-width alphanu-
meric. Software needs to recognize the 
equivalency across different encoding 
systems. For example, in Unicode, the 
full-width katakana letter ア has the 
code point 0x30A2. The half-width ｱ  has 
the code point 0xFF71. Both may need to 
be normalized. 

The non-deterministic nature of kanji 
pronunciation in Japanese makes com-
puter support of sorting more difficult. 
Regular sorting methods such as a col-
lation table do not work. Instead, it is 
usually necessary to store the pronun-
ciation of each piece of sortable kanji 
data separately. Yomi becomes the sort 
key for the corresponding kanji data. 
Capturing yomi for a kanji can be done 
both explicitly and implicitly. Explicit 
capturing simply asks the user to input 
the yomi for the corresponding kanji. 
Implicit capturing would require the 
software to interact with the IME to 

Figure 4: The use of the color red in US and Chinese stock market reports.
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acquire keystroke information while the 
user enters the kanji through IME. 

Because of the difficulty and scale 
of effort involved in reengineering 
phonetic sorting and yomi data in the 
English software, sorting is not always 
correctly implemented in the software. 
An example of excellent Japanese sort-
ing implementation is Microsoft Excel. 

In contrast, while Chinese uses pro-
nunciation for sorting as well, the pro-
nunciation of most Chinese characters 
is deterministic. In other words, each 
character has a fixed rank in the pinyin 
sorting system. Thus, sorting can be done 
using a collation table. Modern database 
systems usually provide support for Chi-
nese collation sorting. There are a small 
number of Chinese characters that can 
have multiple pronunciations. In these 
cases some amount of customization 
may need to be done. In the worst case, 
yomi style implementation can be con-
sidered, though for most applications, 
this would be overkill for Chinese. 

Text search can be done using either 
exact string matching or pronunciation. 
In computing, because pronunciation 
information is not embedded in the text, 
it needs to be stored separately. The 
implementation is like Japanese sort-
ing — requiring extra columns in the 
database to store pinyin/yomi data. Both 
Chinese and Japanese may require this. 
Additional linguistic and orthographic 
conventions in Japanese may cause 
additional technical complications. 

An application or website may need 
to be able to support both Simplified and 
Traditional Chinese scripts. If both scripts 
need to be displayed concurrently on the 
same screen, Unicode encoding would 
provide much greater technical advan-
tage, if not the sole solution for encoding.

Taiwan owns the distinction of being 
one of the only two locales with the 
so-called Year-100 problem, the other 
being North Korea. Similar to Y2K, some 
software applications use only two digits 
to store the year. Recall that Taiwan uses 
the “Republic Era” calendar, and 2011 is 
the year 100, which could be interpreted 
as Year 0 by the software and cause 
problems. Many firms, especially banks, 
have rushed to certify that their software 
systems are Year-100 safe.

Font and point size are often issues 
in East Asian user interface. For a given 
font, Chinese and Japanese may require 
a point size larger than in the English 

environment, and often it is not just 
done with using one point size higher. 
Chinese and Japanese characters don’t 
“look good” with just any point size. 
Some that are used more often than oth-
ers, for example, 12 point rather than 
10 or 11 point, to make the characters 
aesthetically pleasing to look at.

If a dialog with several tabs does not 
leave any space for text expansion into 
Japanese, it might be necessary to add 
new tabs and switch the functionalities to 
these new tabs in order to accommodate 
the longer text in a Japanese translation.

Project and translation 
Chinese and Japanese localization 

projects typically take longer than 
European language localization projects. 
Engineering work to account for differ-
ent cultural and linguistic conventions is 
a big contributor. In addition, translation 
and testing can take longer. 

Because translation is regional and 
cultural within the same language, there 

could be some variance in translation due 
to vocabulary difference and regional 
preferences. The authors have experienced 
Japanese projects where the Japanese side 
sees a need for more detailed information 
and explanation than is provided in the 
original documents. Thus, a translator 
could be moved to add more text than was 
originally there in the source. This is not a 
problem for the end product in itself, but 
the translation memories or the result of 
an alignment of software accompanying 
documentation might yield sentence pairs 
that do not have an exact one-to-one cor-
respondence or additional Japanese text 
that does not have a correspondence in 
the source. 

Chinese and Japanese software global-
ization is a complicated process, but with 
careful planning, analysis, design and 
execution, these challenges are surmount-
able. In the end, successful software 
globalization for these two languages 
can open the door to great commercial 
opportunities.  M
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Leveraging social media 

in Asia

Rebecca Ray

W
When global firms discuss implementing 

their social media strategies in Asia, we always 
remind them that the stakes are higher than just 
engaging more closely with potential customers. 
It’s really about winning your next generation 
of customers in the fastest growing area of the 
world. Here’s a look at how marketing managers 
can prepare to leverage social media in Asia.

First, know where you’re going and why. There are some 
basic questions to ask as you prepare your social media strategy 
for Asia. What are the top three to five markets in this region 
that your company should target through this channel and 
why? How is your brand currently perceived in those markets? 
Where is each market in terms of maturity in your industry 
sector? Which groups do you hope to reach? What fundamental 
message(s) will you convey to each group? How will your local 
strategy fit within your overall corporate media strategy? 

Track down the virtual water coolers. Find out where your 
targeted audiences are gathering online to stay informed about 
your industry — its trends, products and services. Experiment 
with the tools they are using to do so. Facebook, YouTube and 
LinkedIn will not get you very far in countries such as China, 
but Kaixin, RenRen, Tianji and the blogosphere will.

Do some competitive research to ground yourself. If your com-
petitors — local, regional or international — are actively using social 
media in some or all of your targeted markets in Asia, they may 
have already set some expectations among your potential custom-
ers in this area. Identify the groups with which they are engaging, 
such as developers, power users, user groups, end users and brand 
advocates. Then determine how they are communicating with each 
one in terms of messaging, style, content type and language, along 
with the platforms they are using to reach them. 

Harvest both local and corporate perspectives. As when 
entering any new market, local input is invaluable. Your in-
country offices, partners, distributors, top customers or public 
relations  firms may be pushing you to engage more effectively 
with your end users in certain markets. Ask them how they 
would recommend you use social media as a way to do this. If 
they don’t know, have them find out.

Headquarters staff can also provide a unique perspective. 
This excellent source of information in the form of employees 
who are from another country is typically missed. These indi-
viduals are often well attuned to what’s going on in their home 
markets. Their advantage — even over in-country staff — is that 
they can interpret what’s going on locally through the filter of 
the home market culture of corporate headquarters. With their 
input, you will have a higher chance of succeeding.

Implementing social media in Asia
Once you are ready to actually engage specific audiences 

through social media in Asia, here are some initial areas on 
which to focus your efforts to ensure that you’re a hit.

Assign a marketing resource. As with any new initiative that 
is customer-facing, your team should strive to get it right the 
first time. Therefore, it is critical to assign a marketing resource 
— whether it is headquarters staff, an in-country marketing 
manager or an outside consultant from a local PR agency — to 

Rebecca Ray is a senior analyst at the market 
research firm Common Sense Advisory. Her 
primary research focus includes enterprise  
globalization, social media, multilingual  
SEO and global product development. 
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make certain that the right decisions are 
made at the right time in order to build 
a credible social media presence in your 
targeted markets.

Carefully determine the type of social 
content required. Your content will be 
determined by the communities you 
target in each market, such as local-
ized videos for Japanese developers or 
locally produced blog entries for power 
users in China. Whatever is delivered 
must be communicated in the preferred 
style, tone and language of each local 

audience. It may be more cost-effective 
to have content created locally, whether 
by in-country staff, local user groups or 
recognized developers. Whoever creates 
the content must be closely in touch with 
your targeted audiences.

Make social media in Asia an inte-
gral part of your overall media strategy. 
Integration with your corporate media 
strategy is key to your medium- and 
long-term success with social media in 
Asia. You need to identify your organi-
zation’s overarching corporate market-

ing goal for social media. Is it thought 
leadership, market awareness, relation-
ship building, sales cycle acceleration 
or something else? Then determine how 
to integrate Asia’s needs into the overall 
strategy. At the same time, review the 
other marketing/media campaigns that 
your company is running in Asia to 
identify how they can benefit from the 
addition of a social media piece.

Engage your local partners and 
employees to help you get started. Solicit 
ideas from your own local staff and part-
ners to help jump-start the social media 
campaign. If it’s Twitter in Japan, make 
it your goal to have 75% of your local or 
partner staff tweeting within six months 
or run a contest to see who is the first to 
connect to 20 people who are important 
locally in your industry. If you are tar-
geting bloggers in China, set a goal for 
your “feet on the ground” to contact the 
top ten within two months with informa-
tion or data that they are missing about 
your industry.

Additionally, don’t ignore the basics. 
This means promoting your new social 
media efforts through links in ads or 
blurbs on homepages, along with pro-
viding more local content for local web-
sites to highlight what you are doing in 
this space. At a more advanced level, you 
should consider adding a social media 
component to a user conference or invite 
local customers, brand advocates, super-
users, developers and bloggers to appear 
on your social media properties.

English homepage of Tianji.com, a social networking site for businesspeople in China.

Chinese homepage of Tianji.com, a social networking site for businesspeople in China.
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Watch out for three pitfalls
When global firms ask for advice on 

implementing their social media strategy 

in Asia, here are three mistakes that we 

tell them to avoid.

First, don’t overwhelm your marketing 

manager. If you are a start-up with only 

one overworked marketing manager, then 

we recommend that you target only one 

or two audiences in one market. Focus on 

them and leverage local customers, brand 

advocates, user groups and developers to 

spread the message. Avoid the tempta-

tion to squander your efforts by trying 

to accomplish too much at first. Social 

media activities require a high degree of 

monitoring and interaction in order to be 

successful. Taking on more than you can 

handle may result in your company hav-

ing a stagnant profile with no new con-

tent, which in some cases is worse than 

having no social media presence at all.

Second, don’t assume that every market 

is the same or even similar. Each country 

in Asia will have its own take on social 

networking and how to apply it in busi-

nesses and so will each targeted audience 

within each country. For example, China’s 

social networkers prefer to leverage the 

power of groups rather than to promote 

individual members. Japan’s social net-

working is all mobile, so content needs to 

reflect that, as does the choice of platform. 

Therefore, Twitter may well be a good way 

to engage with users and developers in 

Japan, but not necessarily in China.

Third, don’t forget to integrate your 

social media content with local search 

engines. Potential customers and devel-

opers can identify you only if their 

preferred search engines can find you. 

Therefore, social media content optimi-

zation for search is a must. If you need 

help, engage a language service provider 

who has the expertise, and treat the proj-

ect as the creative content development 

project that it is. Otherwise, the rest of 

your company’s investment and effort in 

this area will be for naught.

Not only does social media offer the 

potential for companies to increase their 

revenue and market share, but more 

important, it may hold the key for cer-

tain sectors — especially high-tech and 

consumer goods — to win their next gen-

eration of customers. However, to reach 

your current and future customers in 

Asia successfully through social media, 

you must do it on their terms. Determine 

your top markets in the region, leverage 

your local resources to better understand 

the market, and identify your target 

audiences. Then customize your mes-

sage, content and delivery platforms so 

that your customers and prospects can 

more easily engage with you.  M

Kaixin001.com is one of the most popular networking sites for business professionals in China.

LINGOTEK’S COLLABORATIVE TRANSLATION PLATFORM 

Lingotek enables massive amounts of content to be translated in a 

rapid, trusted and cost effective way using sophisticated translation 

technologies, workflow management and community collaboration.

Try Lingotek free for 30 days:  www.lingotek.com/multilingual

THE WORLD IS YOUR ØSTERS*

*Oyster in Norwegian. See, we’ve got you translating already.
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Suggestions for successful

Japanese in-country review 

Terena Bell & Maureen McCarthy

has already been paid and the files have been moved off the 
hard drive. The in-country reviewer isn’t pleased. “The transla-
tion is bad,” he or she says, and oftentimes says no more than 
that.  It’s frustrating. You write for details — was it word choice, 
was it grammar, did you accidentally translate into Korean? 
Nothing comes. Meanwhile, you sit in your office, panicked 
that your company’s reputation will crash around you, all 
because some person in Japan doesn’t know how to elaborate. 

Of course, this is how you see it if you know nothing about 
Japan. But if you do know something about Japan, you see how 
the same culture that gives us geishas, calligraphy and plum 
wine also contributes to poor ICR — or what we call poor ICR in 
our Anglo-Saxon construct, that is. When we start looking at 
ICR as a cultural process and not a linguistic one, feedback — or 
lack thereof — starts to make more sense. The Japanese are, of 
course, Japanese. We can’t expect them to act like anything 
other than themselves. In our American culture, we are so 
delineated, so black and white. We are demanding, confron-
tational, young. Our culture is a child compared to theirs, and 
we shouldn’t be surprised if sometimes the Japanese don’t feel 
like they shouldn’t simply pat us on the head and sigh. It makes 
sense that we would want everything immediately detailed out 
and that they would be a bit more patient and reserved. If we 
consider culture to be an integral part of translation, then we 
must consider it to be integral to proper ICR as well. 

Enter Maureen McCarthy, an employee whom I’ve asked 
to cowrite this article. Maureen also happens to be In Every 

B

Terena Bell is CEO of In Every Language and 
also sits on the leadership council for the 

Association of Language Companies (ALC).
Maureen McCarthy oversees Japanese 
translation at In Every Language and 
previously lived and worked in Japan.

Bell: I don’t know much about Japanese cul-
ture. I feign to say I know nothing, though I 
once read Memoirs of a Geisha, but I don’t 
really think that counts. It’s a shame because 
from everything I’ve heard, Japan is a great 
place — steeped in tradition, elegance and art. 
What I do know about, though, is translation. I 
know how to make sure a document’s prepped 
for the best translation possible, I know how to 
select the right team of translators to do it, and I 
know how to manage quality control and assur-
ance so that the translation reads as well as it 
does in the original. The processes involved are 
relatively foolproof and tend to be adaptable 
across languages. 

When it comes to Japanese, though, something — anything, 
everything — almost always goes wrong. And it’s not just me. 
Most of my colleagues will tell you that translation into Japa-
nese is hands down the most difficult work we do. In the world 
of Japanese translation, no news is not good news. Feedback 
is often vague. And in-country review (ICR)? Well, let’s face 
it,  ICR of a Japanese translation is a royal pain in the oshiri. 

All multilanguage vendors (MLV) have 
gone through it. A painstakingly-prepared 
translation is delivered to your client, who 
then sends it off for ICR. Ideally, the reviewer 
speaks English in order to compare the trans-
lation to the original, but sometimes he  or 
she doesn’t. Weeks pass, even months, and 
then it comes — sometimes long after the bill 
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Language’s Japanese expert. Call her 
the Encyclopaedia Britannica to my 
Memoirs of a Geisha. Everything I don’t 
know about Japan, she does, which is 
reason #412 why we like to have her 
around the office. Maureen, am I crazy? 
Could the delay in ICR response time 
have anything to do with the Japanese 
not wanting to rush things, with their 
being less confrontational than Ameri-
cans are? 

McCarthy: In my experience, the 
delay time has more to do with the 
hierarchy that exists in a Japanese work-
place and the need for important deci-
sions and documents to go through a lot 
of people. For example, when I lived in 
Akita, a friend of mine was planning to 
go on a business trip to Tokyo with some 
other colleagues. The trip was an annual 
affair with many people involved, and 
for months my friend had been eagerly 
awaiting this retreat. She had cleared her 
involvement with her immediate boss 
and with the head of the office. How-
ever, the trip was to take place in May. 
In Japan, there are often big employee 
shifts in the workplace every April, as 
this is when the academic and fiscal 
years begin in Japan. In this instance, 
the trip coordinator moved to a different 
branch and a new coordinator came on 
board. This meant that many aspects of 
the trip changed, including my friend’s 

involvement. The new coordinator 
thought she was not a necessary member 
of the group, but instead that she should 
remain at the office as she had many 
responsibilities there. Unfortunately, she 
was not informed of this decision until 
two weeks before the trip. This is not 
through any fault of the new coordina-
tor, nor hers or her boss’s. It is simply 
that major decisions often need to go 
through a lot of channels in the Japanese 
workplace. In this case, the decision was 
especially difficult because key players 
in the decision-making process changed, 
and the situation had to be reevaluated 
from the beginning. 

More specifically, with ICR response 
times, there could be a number of factors 
at play, such as the people involved with 
the decision-making,  the steps it goes 
through on the Japanese end, and even 
the time of year — March, April and May 
were always very hectic at my previous 
workplace. It is even possible that the 
original reviewer thought the transla-
tion was fine, so he or she did not see 
it as a priority for his or her superiors to 
view. But when the bosses did eventu-
ally see the translation, they may have 
had a very different idea concerning its 
suitability and told the initial reviewer to 
write back saying they were not pleased. 
By now, of course, weeks or maybe even 
months  have passed before you receive 

the e-mail saying the translation was not 
up to the standard they expected. 

Bell: So could that contribute to the 
fact that the reviews are often incomplete 
by American standards? ICRs are just 
a waste of time if they’re not helpful. 
Instead of a simple pass/fail — as though 
translation were a ninth-grade gym class 
— the reviewer should score the trans-
lation on, say, a scale of 1 to 5, rating 
clearly specified factors such as grammar, 
spelling and non-subjective word choice 
— think translating neko as dog instead 
of cat. These factors should be agreed 
upon between the client and the reviewer 
ahead of time, and if subjective factors 
start to come into play, these factors 
should be presented to the language ser-
vice provider (LSP) so the LSP can better 
understand the client’s needs.  

ICR itself has one of two goals. Some 
companies use ICR to help select a trans-
lation vendor. Multiple LSPs translate a 
sample and then an in-country reviewer 
decides whose translation is the best. In 
these instances, it’s essential that the 
reviewer speak the original language 
so he or she can tell if any “errors” are 
issues with the translation or problems 
that were also in the original.

 The other common goal that ICR 
sets out to accomplish is to make sure 
that the translation is ready for its target 
market. In this way, reviewers are the 
governor on the go-cart, the childproof 
cap on a prescription, the airline agent 
who scans your ticket before boarding. 
In other words, the buck stops with them. 
That’s why you shouldn’t pick just any-
one to perform your ICR. If reviewers are 
your final layover on the way to happy 
translation land, make sure they know 
what they are doing. In both instances, 
it’s essential that the reviewer be familiar 
with the content matter and, of course, 
the target language, country and culture.

 That’s why it’s so disparaging, as an 
LSP owner, when we receive back the 
occasional, negative ICR. All negative 
ICRs are brought immediately to my 
attention to make sure the issues found 
are addressed. But if no specifics are 
provided, well, to quote George Costanza 
from Seinfeld, “I’ve got nothing.” 

I appreciate what you say, Maureen, 
about how it may be the reviewer’s boss 
and not the actual reviewer coming back 
with ICR comments, and I think that’s 
part of why Japanese ICRs can be so non-
descript — because the person reporting 
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on the review might not actually be the 
person with final say. But are there any 
other cultural factors that keep the details 
on the kibosh? Why are Japanese ICRs 
so ambiguous? And, more importantly, 
is there anything LSPs can do to help a 
reviewer provide the detail we need?

 
Formality and culture
McCarthy: The Japanese are often 

described as extremely polite and for-
mal. While this is true to a degree, there 
is also a strong inclination among many 
to be nonconfrontational. If a conflict 
can be avoided, it usually will be. This is, 
of course, wonderful in many ways, as 
it means less fighting and troubles over 
small things, but it also has a downside 
in that we in the West often expect to talk 
through any problems. We Americans 
usually count on others, especially in a 
working environment, to tell us if they are 
displeased so that we can work through it. 

When I first began learning Japanese, 
all of my Japanese friends and colleagues 
were very supportive and encouraging. 
They would always compliment me on 
my language ability and never corrected 
me or told me when my Japanese was 
incorrect. For me this was wonderful, and 
everyone’s kindness and encouragement 
really motivated me to do better. On the 
downside, when I began to study Japanese 
formally, I discovered I had been making 
mistakes all along. No one wanted to be 
the bearer of bad news or make me feel 
bad by correcting me. 

When an ICR is undetailed, this most 
likely means that no one wants to be the 
bearer of bad news. When a reviewer feels 
that a translation is unacceptable, he or 
she probably does not want to dwell on 
the details as that may be uncomfortable 
and potentially embarrassing to one or 
both parties. This could explain the very 
brief answers and the lack of a proper, 
detailed review. I am not sure if there is 
an easy solution to this problem, as so 
much of it stems from differences in our 
cultures, but I think, Terena, your sug-
gestion of rankings on a scale, or a list of 
questions, would be a good approach to 
take. If the reviewer had a survey or form 
to complete, asking specific questions and 
having a list of choices, he or she may be 
more likely to respond and to give LSPs 
the details they desire.

Bell: Wonderful. It makes perfect sense 
that the reviewer wouldn’t want to be 
overly harsh or hurt anyone’s feelings 

with a review. I think we all agree that 
there’s a difference between construc-
tive criticism and just being mean. But 
in translation, a mistake isn’t always a 
mistake. At home, I may sit on a sofa in 
my living room while you sit on a couch 
in your den. Language is often subjec-
tive. I hate to think that every time an 
ICR doesn’t go well, it means that the 
translation was poor. Sometimes it simply 
means the translation wasn’t perfect, with 
the meaning of perfection taking in a 
lot of subjective elements. Reading your 
response, though, Maureen, I think that 
no news, or detail, at least in this case, 
is bad news — that a lack of detail in the 
ICR means that the errors were all non-
subjective, something made by an early 
language learner, like you said. Is that 
correct, or am I simply misunderstand-
ing? Is it always a matter of bad or good, 
or could lack of detail in ICR mean there 
were subjective differences instead? 

McCarthy: It doesn’t necessary mean 
that the errors are the translator’s fault, 
although that is a possibility. It is likely 
instead that the language the transla-
tor used could simply be different than 
what the reviewer wanted or expected. 
There are many different levels of for-
mality in Japanese. The way you speak 
to your boss is not the same as the way 
you speak to a colleague, which again is 
different than the way you would speak 
to your family members. If a document 
is being translated for a company, it 
is important to clarify what level of 
formality is to be used. For example, if 
the document is something that’s given 
to customers, most likely the customer 
will be addressed in very formal Japa-
nese. If, however, the document is of a 
more familiar nature, it need not be as 
formal. It is also important to remem-
ber that Japanese is often not as direct 
as English or other Western languages. 
Take, for instance, leaving work for the 
day. In English we may say something 
along the lines of “See you tomorrow!” 
In polite Japanese, however, one would 
say osaki ni shitsure shimasu (excuse me 
for the rudeness of going before you). 
If you’re not leaving work, though, and 
instead leaving a gathering of friends, it 
would change. While the English is still 
“see you tomorrow,” the Japanese would 
change to mata ne (see you later), ja ne 
(see ya), or maybe even mata ashita (see 
you again tomorrow). Although situ-
ational differences are important when 

translating between all languages, Japa-
nese has an abundance of them. Not only 
is Japanese often more florid than other 
languages, it also has a daunting amount 
of set phrases that are used in specific 
situations, such as the aforementioned 
leaving work. For ICR this may not mean 
that the translation is incorrect, but that 
there may have been a different phrase 
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that the client wanted to be used. It could 

also be that the translator put the docu-

ment perfectly into Japanese, but that 

the original document was very brusque 

and to the point, whereas in Japanese it 

would normally be written in much more 

elegant terms. This would not really be 

a translator error, but merely a lack of 

communication in terms of what the 

client really wants, as well as evidence 

of the great difficulty of translating 

between two such different languages. 

Perhaps, then, the only true solution 

would be more in-depth collaboration 

with the client, such as asking a series 

of questions before beginning the project 

or touching base with the client periodi-

cally throughout the process.

Translating vs localizing
Bell: Another solution I can think of 

is to make sure your client wants trans-

lation instead of localization. Now, I’ve 

heard the argument that a really good 

translation is localization, but when 

clients entrust us with their documents, 

we as translators must take care not to 

overstep our bounds. It’s very easy to 

say that if a document is to the point 

in English that we need to soften it up 

in Japanese. But when a client asks for 

translation, as opposed to localization, 

we also have more of an obligation to 

be true to the original. There may be 

a reason why the text is more direct. 

Perhaps the author wants to unquestion-

ably drive home his point, or maybe he 

or she is upset and wants that emotion 

conveyed through the text. In those 

cases, completely rewriting the text to 

softening the tone and formalize the 

language would be inappropriate. 

This is why it’s so important to get 

as much information as you can from 

your client before you begin. If the 

tone of an original document could be 

construed as rude in Japanese — or even 

simply neutral — we should point this 

out and find out how much of it is — 

and isn’t — intentional. At this stage, 

we’re doing more than simply translat-

ing; we’re making the document local. 

The difference between translation and 

localization becomes a hazy gray zone, 

and it takes cooperation between the 

translation team and the client to find 

out where along that spectrum the 

translation should hit. ICR should defi-

nitely be involved in that process; if the 

reviewer doesn’t know what the transla-

tor is striving for, then he or she won’t 

know how to judge the outcome. 

Good translation cannot be created in 

a vacuum. In this regard, Japanese really 

isn’t all that different. In fact, because 

the Japanese culture focuses more on the 

team than the individual, a collaborative 

approach to translation should be easier 

for Japanese than for other languages. 

The processes applied to those other 

languages still work here: Get as much 

information as you can up front. Under-

stand not just the words, but the intent, 

meaning, and goal of a document. Take 

culture into consideration.  M

GPI has provided comprehensive Asian language 

website localization services for some of the 

highest-profile AND highest-traffic multilingual 

web properties ever launched.

For help with your next award winning website localization project, contact GPI at  

+1 703-286-2193 or visit us at www.globalizationpartners.com

Services Include:

 Glossary and Style Guide Development

 Translation and Copy Writing

  Image and Multimedia Localization

  Global Gateways and Multilingual Design

  Country Specific Search Engine Optimization (SEO)

  Comprehensive Website QA and Testing

To learn about our latest award winning website project  

“Winner Best Asia-Pacific Website - Ektron All Stars”,  

visit us at www.globalizationpartners.com
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Games in China:

virtual assets and localization  

Xiaochun Zhang

A
A recent divorce case in Beijing has provoked 

considerable public and academic debate across 
China, much of which has focused on cyber life 
and virtual assets in online games. According to 
an article published in the Beijing Morning Post, 
two online game enthusiasts instigated divorce 
proceedings after being married for two years. 
Both parties accused each other of laziness, 
including references to excessive game playing. 

They became acquainted while playing online games and after 
they were married continued to play online games together under 
the ID registered by the husband. In the People’s Court of Shu-
nyi district, in Beijing, the husband refused to give his wife her 
claimed share of the virtual property earned from playing games 
as part of the divorce settlement agreement. The couple’s fight 
over their virtual assets left the court with a major challenge, 
since this represents a new phenomenon in China. Although the 
divorce was granted, the court rejected the wife’s claim to the 
virtual assets on the ground that no laws currently exist in China 
dealing with the issue of virtual assets, as these have not even 
been valued with real world currencies. This is not the first case 
that concerns virtual assets in China. In the Shunyi district court 
alone, there were 12 relevant cases received by the court in 2010.

The importance of virtual assets to certain types of players, 
particularly the younger generation, is not widely understood 
outside of this very community. In China, the value of virtual 
assets has been largely ignored by many internet users and even 
frequent gamers. To a great many people, the aforementioned 
story may be regarded as some immature young adults fighting 
over toys in a virtual playground rather than a serious issue that 
concerns their own future rights. However, the virtual world has 
gradually permeated through the online community into the real 
world and established a close link between the Metaverse and 
physical reality, and there is always the possibility of localizing 
in-game virtual items. 

Virtual assets is a new terminology inherent from the devel-
opment of the Metaverse. In China, it is defined by the govern-
ment as “a digital and immaterial form of property that exists 
in cyberspace, which includes the player ID of online games, 
virtual currencies in games, all kinds of equipments linked to 
the player ID and the informative products, such as accounts of 
e-mails and instant messaging services.” 

Many people in China may or may not be aware that they 
have accumulated virtual assets through their everyday usage 
of services in cyberspace, such as e-mails, social networking 
websites and blogs. Nevertheless, virtual assets in online games 
have been widely used and traded for real money.

The real money trade of virtual assets in games
Virtual assets, in most cases, are closely linked to avatars, 

or characters in the massively multiplayer online role playing 
games (MMORPGs), as well as other avatar-mediated cyber ser-
vices, where the representation of the physical self is required.
Increasingly, people have started to consider the representation 
of themselves in the virtual world as a second self or in the 
form of virtual proxies, which makes virtual assets increasingly 
important and closely linked to real life. In the late 1990s, as 
a result of the rapid development of MMORPGs, virtual assets 
in games started to be traded for real money, representing the 
point when the virtual world stepped into the world of physical 
reality. 

Initially, the trading of virtual items in games started pri-
vately between players, which then gave birth to a second-
ary market and opened up a new business field. Players later 
put their game assets for sale on the online trading websites, 

Xiaochun Zhang was born in China and is 
currently doing a Ph.D. at the University of 

Vienna. She is a freelance translator and 
researcher on audiovisual translation with 

a specific interest in games localization.
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such as eBay in the west and Taobao in 

China. Soon after realizing this emerg-

ing market, many specialized game asset 

trading websites were established, such 

as www.5173.com, the most popular 

one in China. The games operators have 

also ventured into this business by mak-

ing items for real money and building 

this into the game design. Increasingly, 

games are free to play, but the players 

have to pay for the items required for 

game play to progress to higher levels 

without wasting a lot of time in passing 

the practice levels.  

The real money trade of the virtual 

assets in games has sparked controversy 

with scholars and experts from various 

fields, especially in sociology, law and 

economics, which have put forward dif-

ferent views on the potential influence 

and consequence of this phenomenon. 

However, the gamers themselves, who 

are directly involved or affected by this 

development, have focused their con-

cerns mainly on two issues.

First, some game players consider the 

real money purchase of virtual assets in 

games as a kind of cheating and a viola-

tion of fair play. The gamers, who have 

spent the time and effort in developing 

their avatars into senior levels or obtain-

ing virtual currencies, enjoy the recog-

nition from other gamers. They believe 

that the ones who build their way up 

by money have broken this hierarchy 

in games and reduced their enjoyment 

in game play. Besides, in some games, 

gamers can also buy much more power-

ful equipment or obtain a certain kind 

of privilege, which allows them to set 

up hurdles for other gamers, such as 

freezing their screen for a certain time 

or blocking them from entering a certain 

gaming environment. This leaves the 

players who do not have the funds or do 

not intend to invest real money in games 

in a disadvantageous situation in the in-

game competition. 

Meanwhile, other gamers believe that 

obtaining virtual assets by real money 

does not affect the fairness of game 

play but instead provides players with 

the option of entering a game at their 

preferred level so that they can obtain 

their desired avatars or game characters 

without spending too much time play-

ing. They believe that to achieve a cer-

tain goal in a game, the players have to 

spend either money or time. They also 

consider the privileges in games to be 

fair since the players paid extra for the 

services. It is a personal preference of 

each gamer to choose a game that fits 

individual expectations on fair play and 

within their financial abilities. 

Second, the purchasing of virtual 

assets with real currency encourages 

the exploitation of bugs. Some gamers 

also believe that playing for money has 

polluted the purity of the virtual world, 

where they want to find freedom and 

escapism from the money-related com-

petition in the real world. Some gamers 

find that the professional players who 

“work” instead of “play” in games have 

changed the original gaming experi-

ences for other gamers, since their 

money-driven mindset has disturbed 

normal game play. Many players also 

complained about the non-stop exploi-

tation of bugs and cheating programs.

On the other hand, some gamers 

favor the idea that players can sell their 

achievement in games for real economic 

reward. It opens new business opportu-

nities and creates more jobs for people 

who have long dreamed of earning a 

living by playing games. Even for non-

professional players, selling achievement 

in games may be considered as a posi-

tive motivation to obtain some economic 

reward after spending a lot of time and 

effort in games, especially when they 

want to move on to a new game. 

After ten years of development, the 

real-money trade of virtual assets in 
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games has become a reality and has 
been recognized and accepted by most 
gamers. The games producers and oper-
ators have also progressively increased 
their profits. However, games design-
ers should take some consideration 
of the abovementioned concerns and 
economic abilities of the target gaming 
groups when pricing the assets in games 
and deciding to what extent the priced 
assets could affect game play. If the 
games are also aimed at the global mar-
ket, it might be useful to research the 
degree of acceptance and development 
of the real-money trade of game assets 
in the local markets and to make certain 
adjustments to cater for the expectations 
of the local games players. Otherwise, 
it is very easy to lose players to other 
games in the same genre. 

The market potential 
It is particularly complex to evaluate 

the overall present market scale of virtual 
assets traded in online games, given the 
complication of underground trading. 
However, with the fast development of 
gaming technology and the rapid growth 
of the gaming industry in general, the 
virtual assets market has a great deal of 
potential. 

In China, the online gamers’ popula-
tion has been increasing progressively 
every year. According to the 2009 
Chinese Game Industry Report, there 
are 65,870,000 online gamers in China, 
which has soared by 33.46% from 

2008. Among the overall online gamers, 
37,150,000 have spent money in online 
games. Given that 90% of the online 
games are free to play, it is positive to 
see 56% of the online gamers preferring 
to spend extra money to purchase game 
assets. The latest 2010 figures have not 
yet been released, but it is predicted 
that by 2014 the number of online game 
players will reach 123 million and pay-
ing users will go up to 75,280,000. 

At the same time, the price of single 
game items for sale in the secondary market 
has also been increasing. According to the 
latest data from www.5173.com, the most 
expensive game character to buy is San Jie 
Huan Qin Lian, a character from the game 
Perfect World, which costs RMB 28,000 
(approximately US$4,246). Not only are 
the conventional virtual items, such as 
weapons, tools and virtual currencies, put 
up for sale, some other related assets, such 
as account numbers, are also popular in 
the Chinese market — for example, certain 
account numbers of Tencent QQ, China’s 
most popular online instant-messenger, 
which is also linked to many online games 
and other services. It is free to register for a 
QQ account; however, one has to pay extra 
if he or she wants to have certain lucky 
numbers, such as eight or a birth date 
noted in the account number. It is rumored 
that the number 99,999 was sold for RMB 
300,000 (approximately US$45,424). There 
are also some websites that offer an online 
evaluation of QQ numbers, which assists 
users with making a quotation of their QQ 
numbers, especially if they want to put 
them on the market.

In China, the virtual currencies from 
online games are also widely and closely 
linked with other industries. For exam-
ple, Tencent QQ issues a virtual currency 
called Q coin. Users can use Q coins to 
play various online games, personalize 
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the users’ interface of their QQ messen-

gers and pay for other online services, 

such as anti-virus software. The users 

can purchase Q coins with real money; 

however, Q coins can also be rewarded 

for free when users go to the appointed 

cinemas or participate in certain activi-

ties such as online surveys. Recently, Q 

coins were even offered by the police as 

rewards to encourage netizens to report 

clues in criminal cases.

Legal issues
With the booming development of 

the online gaming industry and virtual 

assets in games being attached with real 

value, the legal protection of virtual 

assets has become an important issue. 

It is crucial for games operators to pay 

close attention to the legal status of in-

game goods, since the number of cases 

regarding disputes in the virtual assets 

trade has been increasing dramatically 

each year. Some countries have already 

legalized and regulated the possession 

and trade of virtual assets, such as South 

Korea, whereas in many other countries 

there are still no laws specifying the 

legal ownership and property character-

istics of virtual assets, for example, in 

China. 

At present, the cases regarding virtual 

assets in China, such as the theft of vir-

tual items in games, are mainly resolved 

by The General Rule of Civil Law together 

with Contract Law and sometimes the 

Law of the People’s Republic of China 

on the Protection of Consumers’ Rights 

and Interests. The rights and responsi-

bilities of the game players and opera-

tors largely depend on the agreements 

or contracts made between them when 

an account is registered for a game. In 

2007, a gamer sued Shenda Interactive, a 

Chinese game producer and operator, for 

having removed his virtual assets from 

his account. The local court believed 

that it was the responsibility of the 

game operators to maintain accurate 

data of the gamer’s virtual items; there-

fore, Shenda Interactive was ordered to 

relocate the game items to the gamer’s 

account and pay RMB 5,000 by way of 

compensation for emotional damage. 

However, it is sometimes very difficult to 

define the real-money value when game 

assets are stolen. 

Considering the need to legalize 

online games and virtual assets in recent 

years, the Chinese government has pub-

lished a number of regulations, such 

as the “Circular on Strengthening the 

Administration of Virtual Currency for 

On-line Gaming,” issued by the Ministry 

of Culture and the Ministry of Commerce 

in 2009 and the Interim Procedures on 

the Administration of On-line Gaming 

issued by the Ministry of Culture in 2010.  

However, the issues related to virtual 

assets are not specified and an official 

legalization of virtual assets in China is 

still anticipated. 

In this uncertain legal environment 

before comprehensive legislation has 

been developed, it is crucial for both game 

players and games operators to pay close 

attention to the existing laws to protect 

their ownership rights with respect to vir-

tual goods and other related issues.  

Localization of virtual assets
The globalization of the gaming 

industry has made games localization 

one of the most dynamic business enter-

prises. In the Chinese market, imported 

games such as World of Warcraft and 

Dungeon Fighter Online have been 

favored by Chinese gamers for many 

years. Although the number of domes-

tic online games has been developing 

rapidly, foreign games still take up a 

large portion of the Chinese market. 

Meanwhile, Chinese online games have 

also been progressively exported to the 

world market. The localization of games 

in China has been conducted both into 

and out of Chinese. The virtual assets in 

games have brought substantial profits 

to the gaming industry in China, which 

deserve more attention in the localiza-

tion process in both directions. 

One of the biggest challenges in 

localizing virtual items in games is 

cultural differences in different mar-

kets. Although games assets are com-

monly viewed as function-oriented and 

straightforward, they are actually very 

culture-bound in many cases. If games 

players do not like the design or cultural 

references in the items for sale in games, 

they may feel that they are forced to 

buy something ugly or weird just for the 

sake of continuing the games. Whereas, 

if they are truly in favor of the culture 

in the games assets design, they will 

be more willing or even passionate in 

buying games items, even those that are 

not totally necessary for the games play. 

There are some cultural reference points 

that require more awareness in the local-

ization process of virtual assets into and 

out of the Chinese market. 

Nowadays, virtual currencies are very 

common in nearly all types of online 

games. The naming of the currencies in 

games is surely worth some consider-

ation. For real life-based games, the cur-

rency normally has to be compatible with 
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the country or region in the background 
story. Players may find it odd if they are 
defaulted to use dollars to play Mahjong 
online, although the dollar does not 
necessarily refer to US dollars. For his-
tory-related games, the currency should 
match the historical period. Although 
history-related games cannot be equated 
to history books, it is strongly recom-
mended for the game designers or local-
izers to do some background research 
of the currencies used in the particular 
historical periods in games, since there 
will be history-absorbed players who 
would notice every detail in games. It is 
always a good opportunity for them to 
boast their knowledge on games forums 
by giving examples of mistakes found in 
games. Some obvious mistakes, among 
others, include the euro currency appear-
ing in background stories that happened 
before 2002. For fantasy-based games, 
the currency should be unconnected or 
vaguely related to the reality, to add more 
mystery.  

Weapons and tools, in most cases, 
are crucially functional in games. It is 
essential to have them well designed, 
properly named and reasonably priced 
so that players would enjoy the experi-
ence of possessing and using them in 
games and not find them problematic. 
However, the naming and types of 
weapons and tools can be very different 
in different game genres and between 
the east and the west. For example, the 
weapons in most fantasy-based Chinese 
online games are named in accordance 
with Chinese stories, while the tools, 
such as recovery potions, are named 
after Chinese medicines. It is easy for 
Chinese gamers to remember the names 
and figure out the usage of the weapons 
and tools, which may, however, sound 
and look alien to Western gamers. 
Meanwhile, many weapons and tools in 
Western games are names with concepts 
from magic that may not be familiar to 
Chinese gamers. Usually, the players do 
not have the time and patience to check 
the stories behind each weapon or tool. 
All they want is to remember their func-
tions and usage and to apply them to the 
game play more easily and quickly. In 
some cases, it might be necessary for the 
localizers to modify the translation of 
certain names to make them universally 
acceptable. 

Clothing has increasingly been drawn 
to the attention of players in role playing 

games, where the avatar presents a sec-
ond self of a gamer. In China, costume 
games, such as the QQ show, are gaining 
massive popularity, especially among 
female players. Although each piece of 
clothing costs only 5 to 20 RMB, a gamer 
can easily spend hundreds each month 
on updating a wardrobe to keep abreast 
with the fashion. Overall, it can bring 
substantial income to games operators, 
as many gamers consider it fundamen-
tal to dress their “virtual self” in such 
games. Therefore, it is essential for local-
izers to provide “trendy” translations of 
the names of costumes and accessories. 
For example, in the virtual communities, 
a handbag is widely called 包包 (Bao bao 
— literal translation: bag bag) instead of 
the conventional translation 拎包 (Ling 

bao — handbag). However, the localiza-
tion of clothing is eventually determined 
by the games’ genre and the marketing 
strategies of games operators.  

Numbers might not be something 
noticeable or essential for Western gam-
ers, but they do have a powerful effect 
on Chinese players. They would spend 
extra money to get game assets with luck 
numbers, such as eight, in them. Mean-
while, number four, which phonetically 
sounds like the word death, has always 
been hated, especially in certain types of 
games, such as first-person shooting or 
war games. 

In many games, players can have an 
option of having one or more pets. Some 
of the pets can actually help players in 
their game play, while some of them are 
just companions. Most of the pets in 
online games take the image of certain 
animals; however, animals can have dif-
ferent implications in different cultures. 
For example, bats symbolize happiness 
in China, which is not the case in other 
cultures. It is important for localizers to 
be aware of these cultural references and 
to make any necessary changes, since 
some animals might be seen inappropri-
ate or bizarre in certain cultures to be 
considered as pets. 

The real money trade of virtual assets 
in games has established a link crossing 
over from the Metaverse to the real world. 
The trade of virtual items in games has 
opened up new business opportunities 
and brought substantial profits to the 
industry. More attention, however, is 
needed in the designing and localization 
of the virtual assets in games and the 
virtual world.  M
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Evolution of Asian 

writing systems 

Bob Myers

C
Can the gaping wound in the Chinese writing 

system between simplified and traditional char-

acters ever be healed? The thought may not occur 

to us as we go about our day-to-day translation 

work, dutifully creating distinct versions in tra-

ditional and simplified Chinese. Yet the Chinese 

script has gone through massive evolution over 

its history of thousands of years. Could another 

historic change, a reunification, possibly be in 

the offing? There are growing signs of interest in 

such a prospect through the region. This article 

aims to provide some historical perspectives on 

what led to the current situation, recent attempts 

and proposals, and what could or perhaps might 

happen in this regard in China, Japan and Korea 

in the not-so-distant future.

Chen Mengjia hanged himself on September 3, 1966. The 

sequence of events leading to his suicide began nine years 

earlier in 1957 when he had been condemned as a rightist for 

his opposition to Chinese script reform. The script reform in 

question had been promulgated in 1956, a huge simplification 

of the Chinese writing system that reduced the average stroke 

count per character from somewhere in the mid-teens to single 

digits. Mengjia took advantage of the “Hundred Flowers” period 

of more open thought to express his opinions, pointing to the 

cultural inheritance of the characters.

But Mengjia’s timing was bad. Mere months later, Hun-

dred Flowers was brought to an abrupt end by Chairman Mao 

Zedong and replaced by an anti-rightist campaign, featuring 

slogans such as “Refute the rightist element Chen Mengjia 

absurd theory.” Mengjia was sent to Henan to do manual labor 

and banned from publishing. As the Cultural Revolution got 

underway in 1966, Mengjia suffered criticism, beatings and loss 

of personal property. 

At the time of his death Mengjia was 55, an eminent Chinese 

poet and scholar who specialized in oracle bones and Chinese 

bronzes. Oracle bones were a writing medium used in the late 

second millennium BCE; shoulder bones from oxen or the 

underside of turtles’ shells were used as tools for divination, 

based on how they cracked when heat was applied. The shape 

of the cracks was interpreted in ways we do not understand, as 

the divine response to a question such as whether a particular 

planned ritual would satisfy the gods. The results were then 

inscribed on the bones or shells themselves, thus creating the 

first known meaningful corpus of Chinese writing. One could 

hardly imagine any field of antique study better suited to incul-

cate a deep, abiding sense of respect for the Chinese writing 

system, one of mankind’s signal accomplishments in terms of 

systems for encoding meaning and language. 

The simplification to which Mengjia had objected was 

actually just a baby step towards the goal that Chairman Mao 

originally had in mind: getting rid entirely of the legacy of 

bourgeois hanzi characters. In 1936, Mao had told the Ameri-

can journalist Edgar Snow, “Sooner or later, we believe, we will 

have to abandon the Chinese character altogether if we are to 

create a new social culture in which the masses fully partici-

pate.” The ancient logographs were depicted as a “Great Wall 

erected between the masses and the new culture.” In fact, back 

in 1941 a new alphabetic script designed by Chinese exiles 

in Russia was granted legal status in Communist-controlled 

regions of the north; contracts and government decisions could 
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be written in the Latin alphabet as well 
as characters. 

However, the idea of language reform 
did not originate with Chairman Mao or 
the Communists. Lu Xun (1881-1936), 
perhaps China’s greatest modern author, 
had earlier written, “If we are to go on 
living, Chinese characters can’t. . . . The 
characters are a precious legacy handed 
down by our ancestors, I know. But we 
can sacrifice our inheritance or ourselves: 
which shall it be?” And Xun was not the 
first to blame China’s writing system for 
its economic and cultural backwardness. 
Nearly a millennium earlier, the scholar 
Zheng Qiao (1104–1162) had pointed 
out his views on the deficiencies of the 
Chinese script. 

In the 1950s, the Chairman Mao  
directed a massive research project that 
resulted in more than two thousand pro-
posed alphabets, based on Latin alpha-
bets, Cyrillic, the International Phonetic 
Alphabet, and even Japanese and Arabic, 
not to mention new Chinese alphabets 
derived from character shapes and ones 
using numbers, like some strange spy 
code. A particularly bizarre proposal 
combined Chinese radicals with the 
Western alphabet, such as  (repre-
senting the character 法). As late as 
1955, six alphabets were under consider-
ation. Perhaps Josef Stalin can be blamed 
or thanked that China never moved to an 
alphabet. He reportedly told Mao that 
China was a proud country that deserved 
its own writing system.

Eventually, the alternative of moving 
to simplified characters was chosen. A 
lengthy process of proposals and feed-
back beginning in 1950 culminated in 
the official publication in 1956 of the 
list of simplified characters. There were 
352 independently simplified charac-
ters and 146 simplified characters and 
radicals, which can be extended to other 
complex characters affecting a total of 
1,754 characters. Stroke count had been 
halved to 8.17. 

The specific approaches to simplifica-
tion were many. A key starting point was 
the simplifications of common characters 
already in widespread use. For instance, 
見  (see) would be changed to 见 . In the 
process, the simple logic behind this 
character, namely that seeing was an eye 
on legs, was destroyed. The horse char-
acter 馬  became 马 , replacing the four 
legs of the horse with a single horizontal 
stroke. The character for gate, 門 , turned 

into 门 , and by extension 問 (question) 
became 问 . However, this rule was not 
uniformly applied; the character for 
open, 開 , was replaced with its insides, 
becoming the forlorn 开 without a trace 
of the semantically important gate over 
and around it. The character 義 (justice) 
was turned into a couple of swooshes 
and a dash: 义.

All other characters using these as 
components were similarly simplified — 
one of the principles of the Chinese sim-
plification being that a simplification of 
a particular component applied to all 
characters containing that component. 
This aspect distinguishes it from the 
Japanese simplification discussed later.

By far, the most common pattern 
in Chinese characters is to combine a 
radical holding semantic value with 
a component providing the phonetic 
value. When the phonetic component in 
characters was too complex, it could be 
replaced by a simpler character indicat-
ing the same phonetics. An example is 
simplifying 達  (achieve) to 达 . 

A simplification used more frequently 
in China than in Japan was to simply 
remove entire components. For instance, 
in 廣, the character for wide, the entire 
inside portion was omitted, yielding 广. 
The Japanese simplified it by instead 
replacing the internal content, thus result-
ing in 広.

Other simplifications included creat-
ing new radical+radical compounds 
such as 体 for 體  (body), a simplifica-
tion also adopted in Japan, and merging 
characters (said to be based on personal 
instructions from Chairman Mao him-
self, who wanted to reduce the number 
of characters as well as the number of 
strokes in existing characters).

In a particularly infelicitous simpli-
fication, the symbol for heart (心) was 
removed from the character for love  
(愛), yielding the heartless character  
(爱). Many characters were given radi-
cal haircuts, with in some cases only 
the hair remaining — such as 業, which 
turned into 业. Speaking of hair, that 
character — 髮  — was turned into 发 and 
merged with the semantically unrelated 
發 (meaning start or depart, which the 
Japanese simplified to the more reason-
able 発).

A second, little known attempt at 
simplification in 1977, affecting a mas-
sive 4,500 characters, never caught on 
and was withdrawn a decade later in the 
face of widespread rejection and apathy.

Japan
Many people are not aware that 

Japan simplified its kanji as well. In 
fact, I have met otherwise well-informed 
people who are not aware that the 
Sino-Japanese characters used in Japan 
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are very much Chinese characters. The 
Japanese borrowed the Chinese writing 
system in a series of waves starting a 
few centuries into the Christian Era and 
then in quintessential Japanese fashion, 
adapted, modified and repurposed them. 
They used them to write native Japanese 
words with entirely different pronuncia-
tions; they invented new two-character 
compounds that looked like Chinese 
loanwords but weren’t; they changed 
the characters’ meanings; they adopted 
highly abbreviated forms as syllabaries; 
and they even invented their own 
characters (kokuji) for native Japanese 
concepts such as sakaki, the sacred tree 
of Shinto. But at heart, kanji are Chinese 
characters. Like tempura, that well-
known traditional Japanese cuisine that 
was Portuguese before it was Japanese, 
they look the same and taste the same.

The Japanese started thinking about 
simplifying or abolishing kanji back in 
the nineteenth century, if not earlier. 
Although there had been early propo-
nents of simplification/abolition in China 
as well, the Japanese debate was tinged 
by the unique Japanese tendency to 
incessantly question the national iden-
tity and feel their characteristic inferior-
ity complex vis-à-vis supposedly more 
sophisticated westerners. Even before the 
Meiji restoration, the unabashed West-
ernizer Hisoka Maejima proposed to the 
shogun that kanji be abolished because 
they were too difficult to learn. He even 
started his own all-hiragana newspaper 
to make his point.

Yukichi Fukuzawa, the noted Meiji-
era reformer and founder of Keio Uni-
versity whose visage graces the 10,000 
yen note, weighed in with the essay 

“The Teaching of Characters” in 1873, 
writing, “We should devote ourselves 
to preparing for the abolishment of the 
use of kanji. To that end, we should keep 
in mind to use difficult kanji as little 
as possible.” The late 1800s also saw a 
number of proposals to write Japanese 
using Roman characters (romaji). 

Mori Arinori, a Meiji-period diplomat 
and lover of all things Western, went so 
far as to suggest switching completely to 
English. Of course, he also argued that 
English needed to be “fixed,” proposing 
that instead of the irregular saw/seen 
we should use seed instead. Arinori was 
stabbed to death in 1889 by an ultrana-
tionalist who was unhappy that he had 
failed to remove his shoes on a visit to 
that Japanese holy-of-holies, Ise Shrine, 
two years earlier.

In 1946, writer Naoya Shiga made 
his bizarre proposal to switch over to 
French, “the most beautiful language in 
the world,” saying, “It will be no doubt 
sad to leave behind the language we 
have used, but that is an emotion of 
those of us here now; in fifty years, or 
a hundred, that emotion will have dis-
appeared. Believing in the blood of the 
Japanese, we must consider this problem 
purely for the sake of Japan’s future, 
without being dominated by such emo-
tions.” Shiga accused the Japanese lan-
guage of being “vague” and “illogical.” 
But, as was pointed out in the generally 
negative reaction to Shiga’s article, was 
it really the Japanese language that 
was vague and illogical, or was it the 
Japanese culture itself? Such unanswer-
able philosophical questions are much 
beloved by the Japanese. In any case, in 
follow-up interviews and articles Shiga 

made clear that his proposal was not a 
joke. He apparently really believed what 
he said. 

On November 12, 1946, the Yomiuri 
Shimbun newspaper published an edito-
rial concerning the abolition of kanji, 
and on March 31, 1946, the young 
Americans entrusted with the design 
of Japan’s post-war educational system 
issued a memo pointing out how dif-
ficult kanji were and how much better 
it would be to use the more convenient 
romaji, or Latin alphabet. As a first step, 
based on proposals already developed 
in the interbellum period, they drew up 
the so-called Tōyō kanji list, numbering 
1,962, some of which were moderately 
simplified and known as shinjitai, lit-
erally “new character form.” This list, 
renamed, augmented, and refined, has 
defined Japanese kanji usage for the last 
65 years.

The approach taken in Japan to limit 
the number of characters to be taught or 
used in newspapers and magazines gave 
rise to the unfortunate phenomenon of 
mazegaki, or “mixed writing,” where one 
character of a two-character Chinese 
loan-compound is written as a character 
but the other must be written in kana.

Where to?
Language and politics are never far 

apart. I am reminded of the time I visited 
Uzbekistan in 1998 and had the opportu-
nity to see a primary school in Bukhara, 
where the teacher was struggling to teach 
in the newly-adopted Roman alphabet, 
using the only available textbooks, 
which were still written in the Cyrillic 
script imposed by Stalin. This was the 
fourth script used in Uzbekistan in the 
last century. The language was originally 
written using semi-customized Arabic 
scripts; switched to Roman between the 
wars in conjunction with the Romaniza-
tion of Turkic languages; then to Cyrillic 
in 1940; and finally back to Roman in 
1992 after independence. 

There are a number of reasons pos-
ited for simplifying Chinese characters. 
Commonly cited is literacy. The evidence 
can be interpreted in different ways, 
but actually there is no solid proof that 
simplified characters promote literacy. It 
may be moderately harder to remember 
how to write complex characters than 
simpler ones, but this is becoming much 
less of an issue as the overwhelming 
majority of written materials are created 
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on computers with advanced conversion 

facilities. This also reduces or eliminates 

the importance of the argument that 

simplified characters can be written 

faster. Even in the decreasing number of 

cases where characters are handwritten, 

there are well-known simplifications 

or cursive versions that have been in 

use for centuries. In theory, it might be 

possible to learn characters with fewer 

strokes in less time, but this is offset 

by the loss of helpful mnemonic picto-

graphic elements. 

Whatever one’s views of the pros 

and cons of simplifying Chinese char-

acters, the undeniable fact is that the 

move split written Chinese into at least 

two distinct variants, or three if one 

considers Japanese kanji. As localizers 

and translators, this split confronts us 

with the need to create at least two Chi-

nese versions of each product we deal 

with: simplified and traditional. Even 

as the mental, cultural, business and 

emotional distance across the Straits 

of Taiwan shrinks, the bifurcation of 

writing systems serves to keep the two 

sides apart. 

Underlying the evolution of the role 

and form of Chinese characters over the 

next 50 to 100 years is the incontro-

vertible truth that Chinese culture in the 

broad sense, embodied to a large degree 

in the writing system, is a key common 

heritage of East Asia, which must be 

learned, shared, valued and preserved. 

We also have the geopolitical fact that 

the multiple simplifications add friction 

among the regional players precisely at 

a time when they need to compete and 

cooperate to create a powerful Northeast 

Asian bloc around a resurgent China. 

Finally, we note that at this point in the 

development of technology the simpli-

fications are not necessary, and in many 

cases are ugly. At the same time the 

political and emotional impediments to 

script unification are receding. 

What are the prospects for putting 

Humpty Dumpty back together again? 

There are some encouraging signs. In 

Japan, the list of approved kanji has 

gradually been increasing. The list was 

recently updated with an additional 

two hundred characters, bringing the 

total to over 2,100. More generally, as 

more and more written materials are 

created using computers, there is strong 

momentum towards using more kanji in 

newspapers and magazines, sometimes 
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in conjunction with the use of ruby 
phonetic glosses. As more characters 
come into use, there are movements at 
both the government and computing 
levels to better define the shape of non-
characters and extending some simplifi-
cations to them.

In Korea, a topic on which I defer to 
others with greater expertise, my under-

standing is that even as the percentage 
of writing in hangul approaches 100%, 
students continue to learn, optionally, up 
to 1,800 hanja characters in middle and 
high school. Since depending on whom 
you ask somewhere between 30% and 
70% of Korean is composed of Chinese 
loanwords and many of these words 
are homonyms, this would seem to be 
a good investment in deep literacy. The 
late Kim Dae-Jung is reported to have 
commented, “It will be difficult to under-
stand the classics or traditional culture 
if we cannot read Chinese characters.” 
In 1999, the South Korean Ministry of 
Culture decreed the use of hanja on 
highway signage. Even in North Korea 
hanja education was re-introduced in 
the 1960s; it is said that students learn 
2,000 characters in secondary school 
and another 1,000 at the university. 

On the Chinese mainland, over the 
last decade there have been an increas-
ing number of proposals to restore 
traditional Chinese character forms at 
some level. In 2008, well-known author 
Gan Wang kicked off a fierce debate 
with an article on his blog proposing 
getting rid of simplified characters over 
the next half-century.  In addition to an 
increase in such professionals and schol-
ars lobbying for some kind of return to 
traditional characters or coexistence of 
traditional and simplified, one sees today 
on the mainland an increasing amount 
of old forms in advertising and signage, 
although this may be primarily for 
design and aesthetic reasons. 

China’s Ministry of Education hosted a 
regional language conference in Novem-
ber 2007 with representatives from all 
regions using Chinese characters. The 
Korean press reported after the meet-
ing an alleged agreement to standardize 
on 5,000 traditional characters (which 
would account for about 99.99% of 
characters used in China). Chinese offi-
cials denied the claim, but nevertheless 
the image was created that the Chinese 
government was at a minimum being 
more flexible towards old characters.

In 2009, in conjunction with the 
release of a list of 8,300 standard sim-
plified characters, Wang Ning, vice 
director with the Institute of Linguistics 
in the Chinese Academy of Social Sci-
ences, went so far as to say, “One of the 
problems we are trying to address here is 
over-simplification of some characters. 
They actually made themselves even 

harder to be understood in some cases.” 
A proposal was submitted to the 2009 
meeting of a national consultative body 
to abolish the use of simplified characters 
within ten years, citing the fact that they 
sacrificed too much “artistic quality.” 

One scenario
My recommendation is that a cross-

regional group of scholars unify character 
forms, reversing many gratuitous and 
unnecessary simplifications, resulting in a 
moderately simplified character set which 
might not be too far from the current 
Japanese form. For instance, the character 
国 (country) would seem to be a respon-
sible simplification of 國. However, my 
opinion is that the simplification of the 
great majority of radicals brings no ben-
efits and should be avoided. Therefore, a 
reasonable starting point is the traditional 
forms. Although not directly related to the 
simplification issue, it would be helpful to 
also reach regional agreement on the small 
details of stroke shape — the angles, the 
crossings, the upticks — that currently give 
characters used in different countries their 
characteristic, identifiable appearance.

As a transitional measure, the “know 
traditional, write simplified” approach 
could be adopted in the People’s Republic 
of China, under which traditional forms 
would be added to the educational pro-
cess. Korea should aggressively join the 
process as part of its repositioning among 
the Sinosphere. It could move its writing 
system back to using hanja in everyday 
writing. North Korea could join this 
movement as a low-impact element of an 
approach to working its way back into the 
brotherhood of nations and cultures with 
strong ideographic influence. Japan would 
agree to move a reasonably large number 
of its kanji back to traditional forms. 

The nations involved could create 
a region-wide fund to cover the huge 
expenses involved in re-education and 
republishing. Taiwan would support sim-
plified characters during the transition 
period, at a minimum in public signage, 
to facilitate tourism and business. The 
Ideographic Rapporteur Group, which 
participated in the Han Unification efforts 
in Unicode, could reconvene to analyze 
and plan the computational aspects of the 
change. Those helping to bring such an 
initiative to fruition would certainly have 
the world’s deepest gratitude and it would 
not be unreasonable to reward their 
efforts with the Nobel Peace Prize.  M 
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New concepts in  

voice testing for dubbing 

Jacques Barreau

A
At the beginning of the dubbing process, voice 

casting is one of our most delicate and interest-

ing activities. People generally think that cast-

ing is just a matter of selecting the auditioning 

actor who can best re-create a given character. 

The reality is that the casting process is not that 

simple, at least not here at Warner Bros. Rather, 

casting is a multistep process. First, we must find 

an actor with the right voice potential. Then we 

must help that actor get as close as possible to 

the original voice, acquire the character’s atti-

tude and deliver the best performance possible 

when recording in the studio. Finally, we must 

create a set of written guidelines to help the actor 

consistently find and deliver the right voice and 

attitude from session to session or episode to 

episode. These guidelines are based on a specific 

vocabulary designed to give a common reference 

to actors worldwide, teaching them the voice 

placement techniques that are so important in 

the re-creation of our animated characters. 

Voice dubbing in the animation world differs greatly from dub-

bing for live action. A dubbed voice rarely matches the original 

actor’s voice, but for live action, this doesn’t really matter. The 

voice actor will speak with his or her own voice and will strive 

to ensure that the character’s attitude comes across and that the 

delivery is as clean as possible. This is the way live action dub-

bing has been done for years. Most animated characters, on the 

other hand, don’t have common “everyday-sounding” voices. They 

generally have funny, quirky voices that immediately become the 

character’s trademark. Everyone can recognize Bugs Bunny, Daffy 

Duck or the Powerpuff Girls after the first line. Not only will the 

actor dubbing an animated character have to re-create a trademark 

animated voice, the character’s attitude tends toward the extreme 

as well. The actor will have to follow these ever-changing moods, 

going from the calmest to the craziest. Thus, the actors have to 

concentrate on three critical points during the recording: animated 

voice, character’s attitude and delivery.

Because voice matches are rarely perfect — often far from 

it — the testing and selection of a voice actor involve coach-

ing. I recall an instance in Japan during the early days of our 

dubbing group. We were looking for a voice for Dexter of the 

Dexter’s Lab cartoon series. I’d just finished listening to an 

impressive number of voice tests for Dexter, but nothing I’d 

heard was close enough. Everyone was getting nervous as we 

had to start recording very soon in order to deliver on time for 

broadcast. It was around 8 PM, and almost everyone was gone. 

From one of the windows of our little room, one could see the 

cafeteria where the actors usually wait between sessions. A girl 

was sitting there, alone. I asked the director who she was, and 

he answered that she was a new actress and didn’t have too 

much experience. I said, “Let’s try. At this point, we have noth-

ing to lose.” The girl’s regular voice was a far cry from Dexter’s 

character voice. For almost an hour, which is a really long time 

for a voice test, she imitated what I was doing. She paced her 

voice like I did, compressed it in the way I showed her, lowered 

her pitch — and she finally got it. Immediately, I explained to 

her exactly what she had been doing with her voice so that she 

would be able to find that same voice again for the recording. 

She was amazed and so excited to get her first big role. Since that 

Jacques Barreau is vice president of Dubbing 
and Subtitling at Warner Bros. (WB). He 

travels all over the world and is responsible 
for providing language conversion  
services for all WB business units.
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day, she has been our Japanese 

Dexter and a very good one. 

Realizing how easy it is to miss 

great voices, the studio — one of 

the biggest in Japan — decided to 

create a school for training new 

actors.

Our Japanese Dexter was a 

great and unexpected catch, and 

by working with her directly 

in the studio, I was able to get 

a great performance from her. 

But as I can’t be everywhere, 

I had to find a different way of 

helping actors, and so I devised 

written comments that offer 

them advice and techniques for 

reaching a particular voice. These 

voice placement techniques — 

developed in “Defining a New Vocabulary 

for Voice Characterization” on Animation 

World Network — represent the basis of our 

guidance at distance for actors. To write 

these comments, we must start with the 

actor’s voice analysis, as we’ll have to tailor 

our instructions to provide effective guid-

ance. After that, we’ll concentrate on the 

actor’s rendition of the character’s attitude 

and on overall performance.

Let’s now go step-by-step through 

our casting process: the selection of the 

actor; the analysis of the voice placement 

to understand how he or she created the 

original character; and the creation of 

comments about the voice characteriza-

tion, the interpretation of the character’s 

attitude and the performance.

The selection of the actor
I can hear which actor is the clos-

est to the original and also who has the 

best potential to work on his or her voice. 

I rarely find a perfect match by just lis-

tening to the first test. For this reason, I 

trained my ear to recognize voices that 

have potential — actors who would prob-

ably be able to match the original but for 

some reason didn’t do it during the test. 

The causes can be various. Perhaps the 

actor didn’t listen to the original voice 

long enough or was not able to analyze 

it and consequently didn’t know how to 

reproduce it. Or perhaps the actor was not 

properly directed during the voice test 

session. I often find inexperienced actors 

who have great voices but lack the ability 

to use them to full potential. After many 

years of casting experience I developed an 

ability to detect a prospective actor for any 

given character, even if the actor actually 

tested for a different role. There is always 

something to be found in an audition and 

we might easily lose excellent actors just 

because their voice director misjudged 

them or didn’t test them for the right role. 

If we can adequately guide an 

actor to do a different character 

better, we can utilize a great 

voice, even in a role the actor 

didn’t audition for. 

A few years ago in Mexico 

City I was recasting the charac-

ter of Harry for the third Harry 

Potter movie. The previously 

approved actor’s voice was 

sounding too old for the charac-

ter, and we didn’t have time to 

organize another round of voice 

tests. I asked the engineer if I 

could listen to all of the tests that 

were done for the entire movie. 

Listening to the actors state their 

names in their natural voices, 

I clicked on an actor doing the 

test for Malfoy. After listening to him a 

few times, I could hear in my head this 

voice becoming a perfect Harry, with a 

bit of work and coaching. The next day, 

we called this young actor, and because 

he was very flexible, he did a great job 

as the new Spanish-speaking Harry. This 

example, although pertaining to a live 

action movie, illustrates the importance 

of listening to the actor’s natural speaking 

voice. This is why we always ask the actors 

to use their own voices when stating their 

names on their audition tapes.

The analysis of the voice
Actors are rarely perfect in their first 

test. A point-by-point analysis is the 

only way to understand how the actors 

are placing their voices and to give them 

some precise instruction for getting 

closer to our character voices. It’s also a 

means of helping the actors understand 

what they are doing with their voices, 

thereby teaching them how to control 

everything better. I’m reminded of a 

mathematics course I took as a kid. Our 

teacher would base our grade more on 

how we reached the answer than on the 

answer itself. Now I realize that if you 

understand how you did a given thing, 

you will be able to do it again. If you 

create a voice but you don’t know which 

placement you used, it will be difficult 

if not impossible to find that voice 

again. Intuition must be supported by 

technique. A famous French singer once 

said, “Talent without technique is just a 

bad habit.” We want to believe that our 

actors will soon have both. They have 

the talent; now they must understand 

and develop the technique. 

Barreau with a Greek voice director in Athens.
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Our voice analysis aims to help them 
achieve that. During the auditions, we look 
at voice placement (such as where in the 
throat the voice comes from), pitch, projec-
tion (as opposed to volume), special effects 
(such as the nasal quality of the voice or 
a lisp), attitude and global performance. 
All of these are things you can talk about 
with the actor as long as you’re explain-
ing what you mean by pitch, for example. 
These parameters are independent and can 
be adjusted by the actor, one at a time. If, 
for example, an actor gets the pitch right 
but cannot get the voice placement right 
for a given character, we can explain how 
to correct placement without moving pitch. 
This is why a thorough analysis of the 
voice test is so important, and the more 
detailed the analysis, the more accurate our 
guidance will be. 

Creation of comments
The written comments we send to 

the international studios are our only 
means of communicating with the actors. 
The goal of this practice is to be able to 
talk to the actors about things we can-
not show them in person. The comments 
have to be clear enough to allow them to 
perceive and work with something they 
could not define before. I first used this 
method some years ago as a student of 
electroacoustic music at the Conservatory 
in Marseille. We were creating contempo-
rary music with sounds, noises and elec-
tronic processing. Just like the generation 
before us, we had to create a vocabulary 
to define and classify these sounds. 

Comments may be particularly useful 
when we encounter too much similar-
ity among different characters. This is 
normal, as bizarre characterizations are 
difficult to do. If you can easily recog-
nize an actress doing a characterization, 
you will notice when her voice is used 
in another show, even if she is portray-
ing a different character. We avoid this 
problem by giving the actress a precise 
explanation of how to create a voice that 
will be unrecognizable — or at least less 
recognizable — to the audience. In coun-
tries where the pool of actors is small, 
voice characterization training is essen-
tial in order to guarantee enough diver-
sity from that small pool of voice talent. 
This is especially critical in regions such 
as Eastern Europe or Scandinavia where 
many dubbing actors are stage actors. 
They always deliver a great performance, 
but they can easily miss the character’s 

attitude — try to imagine Daffy Duck 
sounding like a Shakespearian character. 
As mentioned earlier, the voice is often 
the character’s trademark and has a very 
important interaction with the charac-
ter’s attitude. 

As an example of all of this, com-
ments that I sent to the actor doing 
the Hungarian version of Bugs Bunny 
included these: “OK voice, but he is a 
little too linear — he needs to vary his 

delivery and voice a little more. His atti-
tude needs to sound more arrogant and 
self-confident. His voice pitch could be 
a little lower, and his voice needs to be 
more nasal. The voice should be placed 
in the mask, which is the area between 
the nose and the upper throat. He should 
sound almost a little nasal but avoid 
sounding congested, which is easy to do 
if the voice is placed only in the nose. 
Keep the voice thin by not projecting 
too much and not forcing. Avoid creat-
ing gravel; if there is gravel in the voice, 
then the projection is too strong. The 
placement should be somewhat even, 
but add variation and contrast to the 
delivery to avoid sounding monotone. 
The attitude needs to be casual and 
relaxed, while keeping the performance 
animated and attitude a bit cynical. Be 
sure Bugs differentiates from Daffy’s 
placement and attitude.”

We can see how characterization, atti-
tude and performance interact, and how 
they are equally important for the actor 
to achieve the right re-creation. After 
analyzing these three parameters, we can 
write our comments to create guidelines 
for the actor and voice director. This is 
the only “guidance at distance” we can 
provide, and, ideally, it will help the actor 
give the best performance possible. Then, 
and only then, can we say we have com-
pleted our casting.  M

Bugs Bunny has a recognizable voice 
and attitude no matter what the language.

©Warner Bros.
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Is XLIFF 

positioned correctly? 

Jaime Mateos

X
XML Localization Interchange File Format 

(XLIFF) was first standardized by OASIS in 2002. 
Since its inception there have been debates in 
the localization community on how to posi-
tion XLIFF to maximize the benefits of having a 
standard file format. This is not a trivial question 
insofar as the answer influences the goals laid 
out for the standard.

One option is to position XLIFF as a bridge between 
development groups and the localization function — internal 
or external. In a software localization workflow (Figure 1) 
the input files are normally supplied by development teams 
through some type of content management system (CMS), usu-
ally a version control system. These files can be in any kind 
of file format, but are generally localization-friendly formats 
such as .properties, .po or .dll. The initial step in the workflow 
involves extracting the localization-relevant information, such 
as translatable content and sizing information. This requires 
specialized parsers for each of the input file formats. All 
software localization tools come with a number of parsers for 
common file formats, and most support a plug-in architecture 
to incorporate custom-built parsers catering for proprietary 
formats. Once the localizable content has been parsed, the next 
steps in the localization workflow can happen. At a very high 
level this normally includes a pre-translation and a transla-
tion phase, plus a test/fix cycle where localization defects are 
detected and corrected. Finally, the translated versions of the 
input files are generated and added to the development group’s 

CMS. Target file generation, such as parsing, requires software 
components to handle each supported file format.

In this context, XLIFF can be used as a funnel between the 
different file formats used by development groups and the soft-
ware localization tools (Figure 2). This option introduces addi-
tional overhead, as two extra transformations are now needed: 

Jaime Mateos has over 15 year’s experience in the 
localization industry in a variety of roles. For the 
last eight years Jaime has been working designing 
and developing software localization tools. 
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Figure 1: Software localization workflow.
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between the input files and XLIFF and, 
at the end of the workflow, between 
XLIFF and the localized versions of the 
input files. But this also introduces a 
number of advantages. One of them is 
to ensure a basic level of internation-
alization support. Producing an XLIFF 
file ensures that the localizable content 
has been identified and separated from 
the developer’s source code. It also 
provides localization with a consistent 
and standard character encoding such as 
Unicode. XLIFF uses UTF-8 or UTF-16. 
Any encoding conversions are handled 
by the transformation to or from XLIFF.

This basic level of internationalization 
support is already achieved by localiza-
tion-friendly formats such as .properties or 
.po files, but it is not a given for propri-
etary or application-specific file formats, 
such as the ones used by some installer 
technologies.

Another advantage is that having a 
single consistent input to the localiza-
tion workflow can open opportunities 
for increased automation. This advantage 
is more relevant for companies with a 
diverse set of development groups using 
different programming frameworks. This 
is normally the case for large indepen-
dent software vendors (ISVs) where there 
may be over a hundred file formats that 
require localization.

Using XLIFF as a bridge between 
development and localization also brings 
some opportunities. Specifically, it allows 
localization departments to push the bur-
den of the extra transformations onto the 
development groups. This is how some 
large ISVs are using XLIFF. One benefit 
of this approach, beyond the obvious 
one to the localization departments of 
offloading some tasks to development, 
is to make clear that development is 

responsible for internationalization and 
as such it needs to ensure that the prod-
uct is localizable in an efficient manner. 
In exchange, it gives development groups 
greater flexibility when choosing the 
development framework or tools. They 
are no longer limited to the list of “sup-
ported by localization” file formats. So 
long as development groups can supply 
and accept XLIFF files, they are free to 
pick any emerging technology or non-
standard file formats.

There are some drawbacks to using 
XLIFF positioned in this way. No matter 
who owns the transformations to or from 
XLIFF, these transformations add extra 
overhead to the workflow. This translates 
into extra complexity as well as added 
processing, and the organization as a 
whole, regardless of which specific func-
tion or team, will have to contend with it.

Parsers for most of the file formats 
used in localization are readily avail-
able and have been for a long time. 
Many of these file formats have been 
designed for localization and, even 
though they may lack the sophistica-
tion of XLIFF, have widespread and 
mature parser support. In fact, XLIFF 
tries to solve many of the same prob-
lems that were tackled by .po, .resx or 
.properties files. That’s why, ideally, if 
XLIFF is positioned between develop-
ment and localization, it should be a 
substitute for those file formats and not 
an intermediary. But the localization 
file formats used for Java (.proper-
ties), C# (.resx) are tightly tied to their 
programming language specifications, 
and it is very unlikely they’ll change. 
The only attempt of doing so that I’m 
aware of involves a project that aimed 
to substitute .po files with XLIFF, but so 
far it hasn’t gained significant traction.

Between localization tools
A different way to position XLIFF is 

as a bridge between software localization 
tools (Figure 3). In this way an XLIFF file 
would not act as an interchange file for-
mat between the files from development 
and the software localization tools, but 
among the tools themselves.

Each software localization tool uses 
its own kind of file repository to store 
the contents of a localization project. A 
project repository, such as a .ttk file cre-
ated with CATALYST, includes the local-
izable information extracted from the 
input files, the translations and metadata Figure 2: XLIFF used as a funnel.
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such as translation status for each string, 
annotations and skeleton files. These 
project repositories conform to propri-
etary file formats owned by the localiza-
tion tools vendors. In this context, XLIFF 
can be used as the interchange file for-
mat that allows content transfer of one 
proprietary project repository to another. 
To support this positioning, a software 
localization tool needs to provide export/
import functionality between its native 
project repositories and XLIFF.

Used in this way, XLIFF becomes the 
basis for tool interoperability. The advan-
tage of this positioning is lessened tool 
lock-in with the corresponding flexibility 
to choose the right tool depending on 
factors such as the project characteristics, 
training needs and so on.

A related advantage is that the dif-
ferent players involved in a software 
localization project can select software 
localization tools independently. Gener-
ally, localization service providers (LSPs) 
have to use the  localization tool chosen 
by the client. Tool interoperability facili-
tates scenarios where the LSP and the 
client companies can use different tool 
sets and still be able to effectively transfer 
project information.

Using XLIFF as a bridge among software 
localization tools does not preclude using 
it also as a bridge between development 
and localization, but it doesn’t require it. In 
fact, this use of XLIFF poses no restrictions 
on the localization workflow.

Between localization functions
Most software localization tools avail-

able in the market today are desktop 
applications designed as one-stop solu-
tions, but widespread increases in network 
bandwidth as well as the rising use of 
cloud computing are creating the basis for 
new ways to deliver localization services. 
In this new model, localization functions 
such as parsing, leveraging, segmentation, 
machine translation, quality assurance 
and so on can be provided over the net-
work (whether an intranet or the internet).

This scenario (Figure 4) is closely 
related to the one presented in Figure 
3. In fact, it can be seen as an evolu-
tion, where software localization tools 
are replaced by software localization 
functions delivered as web services. 
This emerging framework promises a 
more flexible architecture, increased 
automation and reductions in process 
management overhead through the use 

of automated workflows. But it will 
require reimplementing existing func-
tionality, moving it to the cloud. 

Web services, either SOAP or REST, 
exchange information encoded as XML 
documents. In this scenario XLIFF 
becomes the transport payload used by 
software localization web services.

It is also possible to use XLIFF as a 
localization project repository, though the 

mention of this positioning is somehow 
anecdotal. Though some localization tools 
use .xlf files as their native repository, try-
ing to use XLIFF in this way showcases 
the limitations of XML as a database file 
format: lack of indexes, lack of efficient 
storage, lack of transactions and so forth. 
When using XLIFF in this way, perfor-
mance constraints impose limits to the size 
of projects a tool can efficiently handle.

The main software localizations tools, 
commercial or in-house, all use binary 
formats for their project serializations. 
These may be proprietary formats or data-
base repositories, but they provide better 
scalability and are all optimized for the 
types of operation expected of a modern 
integrated localization environment.

A look at the standard
The latest version of the XLIFF speci-

fication is 1.2, released in February 2008. 
The XLIFF Technical Committee has also 
released three related documents as com-
mittee drafts: the representation guides 
for HTML, Java Resource Bundles and 
.po files.

The different ways in which XLIFF can 
be positioned make different demands on 
the standard. If XLIFF is used as a bridge 
between development and localization 
as previously described, the data that 
needs to be represented is the localizable 
content included in the input files. There 
are many such input file formats with a 
great deal of variability on what localiz-
able data they include, how the data is 
represented and the associated metadata. 
Some, such as .properties files, can only 
describe string-tables made up of simple 
pairs of identifier-string; others, such as 
.rc or .resx, can describe string-tables 
and other resource types such as dialogs/
forms and menus. Thus, they not only 

Figure 3 (above): XLIFF as a bridge 
between software localization tools.
Figure 4 (below): XLIFF as a bridge 

between software localization functions.

XLIFF

Q/ALeveraging

MT Etc.

IDD_ABOUTBOX DIALOG DISCARDABLE  0, 0, 308, 159

STYLE DS_MODALFRAME | WS_POPUP | WS_CAPTION | WS_SYSMENU

CAPTION “About...”

FONT 8, “MS Sans Serif”

BEGIN

    ICON         IDR_MAINFRAME,IDC_STATIC,11,17,20,20

    LTEX        “Version1.0”,IDC_STATIC,40,10,42,8,SS_NOPREFIX

    LTEXT           “Copyright (C)2011”,IDC_STATIC,40,32,119,8

    DEFPUSHBUTTON   “&OK”,IDOK,251,7,50,14,WS_GROUP

END

Figure 5:  .rc file fragment.
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include strings, but also other localizable 
information such as sizing and position 
information (Figure 5).

These file formats not only differ in 
what they include but also how they rep-
resent localizable data. For example, it is 
common for software strings to include 
variables that are replaced at run-time 
with live data. These variables become 
non-editable codes inside the strings and 
are represented differently depending 
on the file format ({0} or %s). The same 
apply to other nontextual elements such 
as format specifiers or formatting codes.

Finally, the associated metadata incor-
porated in these file formats is also dif-
ferent. While some lack a standard way 
to supply it, others, such as .po files, have 
specified ways of conveying information 
such as a translator’s comments and flags, 
all of which have localization value as in 
this .po fragment: 
# This is a translator comment

#. c-format

#: install.h:26

msgid “%% .fff file not found.” 

 msgstr “%% .fff file not found.”

To support this variability, XLIFF 
needs to provide both a comprehensive 
array of options and also the flexibility 
to pick and choose among them. This is 
reflected throughout the standard but 
specially in the <trans-unit> element. 
This element has 29 attributes of which 28 
are optional. It is also reflected in the list 
of inline elements that can be included in 
the <source> and <target> elements. 
There are eight types of inline elements 
catering for codes with/without begin and 
end tags, codes that cross <trans-unit> 
boundaries or not, and so on.

This flexibility allows the specification 
to support a large number of file for-
mats. But it also creates the potential for 
interoperability problems. Filters extract-
ing content from the input files into an 
XLIFF document can represent the same 
extracted data in different ways — all of 
them compliant. This is the problem that 
the representation guides for HTML, Java 
Resource Bundles and .po files are trying 
to solve. They specify a unique way to 
translate the localizable data inside those 
file formats into an .xlf file. However, the 
need for representation guides points to 
a bigger problem. Many file formats lack 
a representation guide, and there will be 
new formats coming as new program-
ming languages appear. One option can 
be to expand the number of representation 

Tools & Services Showcase

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

Europe’s No. 1 
Greek Localizer

Since 1986, EuroGreek has been providing high-
quality, turnkey solutions, encompassing a whole 
range of client needs, for the following language 
combinations:
•	English	into	Greek
•	Greek	into	English
•	German	into	Greek
•	French	into	Greek
All EuroGreek’s work is produced in our Athens 

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

quality and on-time delivery.

Your Polish  
Competence Center

Since	2000,	Ryszard	Jarza	Translations	has	
been	providing	specialized	Polish	translation,	
localization, marketing copy adaptation, 
and	DTP	services.	We	focus	primarily	on	life	
sciences,	IT,	automotive,	refrigeration	and	
other technology sectors. 

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. Our services are certified to EN 
15038:2006. 

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 —  
With Efficiency!

We	offer	fast,	reliable	translations	for	global	
players.	With	two	decades	of	experience	we	
are a leading international company for high-
quality localization into German and traditional 
translation	services	into	most	Western	
European languages. Our team’s expertise lies 
in the fields of software, hardware, medical 
engineering, finance, technology, legal and 
marketing.	Tight	deadlines,	large	volumes	 
or projects requiring technical specialists are 
our core competence. Rheinschrift is  
EN 15038:2006 certified. 
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guides and to keep updating the existing 
ones. Unfortunately, this poses a consider-
able maintenance burden. Another option 
is to use “vanilla” XLIFF, that is, for filters 
to dismiss any localizable data beyond 
the source strings and just use the mini-
mum mandatory elements and attributes 
required to produce an XLIFF document. 
This is certainly an option for file formats 
that only describe string-tables. How-
ever, doing it with file formats capable 
of describing other resource types would 
limit the functionality that localization 
tools can offer. For example, dismissing 
the form information contained in an 
.resx file (position, size and so on) would 
prevent a tool from providing a form 
visual editor.

So XLIFF’s flexibility has a double 
edge; it expands the range of formats 
supported by the standard, but it increases 
the scope for interoperability issues.

If XLIFF is used as a bridge between 
software localization tools, the data that 
needs to be represented in XLIFF are the 
contents of a localization project. This 
includes the information extracted from 
the original files and also, potentially, the 
results of the pre-translation, translation 
and the test-fix cycle. XLIFF has a rich 
and flexible feature set, but because of 
its flexibility, it is difficult to see how 
interoperability can be achieved without 
a representation guide. A localization 
project repository will always contain 
information that is tool specific. Tools 
differentiate themselves through their 
feature set, and this is a basis for their 
competitive advantage. XLIFF does not 
need to relay all of these uses, but should 
reflect the consensus on the core informa-
tion that all tools need when importing 
a localization project. A representation 
guide for a localization project would 

provide a clear target for the develop-
ment of the import/export functionality 
needed to use XLIFF as a intermediary 
between software localization tools.

It is interesting to note that there are 
two different scenarios where XLIFF 
could be used to transfer a software 
localization project between different 
tools: intra-project (during the life of a 
project) or inter-project (in between the 
end of the localization cycle for a ver-
sion of a product and the start of the 
localization of the next version). The 
demands on XLIFF are different in each 
case. There is metadata, such as history 
logs, available fuzzy matches and so on 
that, while relevant during a localization 
project, are often discarded when the 
project data is archived at the project’s 
end. Generally, the information archived 
at the end of a project is a subset of 
the overall information used during a 
project.

Support for standards is generally 
regarded as a valuable feature. Accord-
ingly, many software localization tools 
include support for XLIFF (Table 1). In 
some cases the support extends to accept-
ing XLIFF files as translation memories 
(for pre-translation), but generally the 
support consists of including XLIFF as 
one of the supported input files. This is 
the support required to use XLIFF as a 
bridge between development and local-
ization and, in practical terms, involves 
providing a parser as well as generating 
target XLIFF files.

However, none of the tools listed in 
Table 1 offer the type of export/import 
functionality to/from XLIFF that can be 
used for round-trip conversions between 
their project repository and an XLIFF 
document. That is, no software localiza-
tion tool attempts to use XLIFF as the 

basis for tool interoperability. There are a 
number of possible reasons for this. From 
a business perspective it may be safer to 
support XLIFF only as an input file; also, 
there are questions about the maturity of 
the standard. In any case, the end result 
is that XLIFF usage is limited to that of 
intermediary between localization and 
development, but the benefits of using 
XLIFF this way are limited, which may 
explain the corresponding limited uptake 
of XLIFF across the industry. Issues such 
as increased overhead or lack of represen-
tation guides make XLIFF a less than obvi-
ous choice except, maybe, for niche file 
formats without existing parser support.

A move towards positioning XLIFF 
as the interoperability standard for 
software localization tools would open 
some new and interesting possibilities. 
In the short term it would lessen tool 
lock-in by reducing the cost of transi-
tioning between tool sets. Eventually it 
would allow the different participants in 
the localization workflow to choose the 
tools that better suit their different needs, 
independently of each other. It could also 
become the basis for delivering software 
localization web services.

However, for this to happen the stan-
dard needs to provide an unambiguous 
target that minimizes the scope for incom-
patibilities. As it is, XLIFF is too flexible 
to provide such a target. This flexibility is 
reflected in the structure, the extensibility 
mechanisms and the user defined values. 

Defining a clear target for localiza-
tion tools vendors can be achieved in 
several ways. Maybe the standard can 
be changed or maybe the standard can 
remain flexible but offer a representa-
tion guide. Either way, this would allow 
XLIFF to increase its value to the local-
ization industry.  M

Localization Tool Standard Support XLIFF Input File XLIFF Import/Export

Alchemy CATALYST: www.alchemysoftware.ie TMX, XLIFF Yes No

SDL Passolo: www.sdl.com TMX, XLIFF Yes No

RC-Wintrans: www.schaudin.com TMX No No

Multilizer: www.multilizer.com TMX, XLIFF Yes No

Sisulizer: www.sisulizer.com TMX, XLIFF Yes No

Visual Localizer: www.visloc.com TMX No No

Lingobit Localizer: www.lingobit.com No No No

Heartsome: www.heartsome.net/EN/xlfedit.html TMX, XLIFF, TBX, SRX Yes No

VB Language Manager Pro: www.whippleware.com/vblm.htm No No No

Table 1: XLIFF support across software localization tools.
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Basic terminology

B
a

s
ic

s

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 part-
nered 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.

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

Extensible Markup Language (XML). A programming lan-
guage/specification pared down from SGML, an international 
standard for the publication and delivery of electronic informa-
tion, designed especially for web documents.

gist translation. A less-than-perfect translation performed 
by machine or automatic translation.

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

hangul. Invented in the fifteenth century, the native alpha-
bet of the Korean language, as opposed to the hanja system 
borrowed from China. Each hangul syllabic block consists of 
at least two of the 24 letters (jamo) — 14 consonants and 10 
vowels. 

hanja. The Korean name for Chinese characters. More spe-
cifically, it refers to those Chinese characters borrowed from 
Chinese and incorporated into the Korean language with 
Korean pronunciation.

hanzi. A logogram literally meaning Han characters used 
in writing Chinese. These Chinese characters have also been 
borrowed for use in Japanese (kanji), less frequently in Korean 

(hanja), and formerly in Vietnamese (hán t ), and other 
languages.

hiragana. A flowing phonetic subscript of the native 
Japanese writing system. In hiragana, all of the sounds of 
the Japanese language are represented by 50 syllables.

internationalization (i18n). Especially in a computing con-
text, 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.

kana. The two Japanese syllabaries — hiragana and katakana.

kanji. The Chinese characters that are used in the mod-
ern Japanese logographic writing system along with hiragana, 
katakana and romaji. The Japanese term kanji literally means 
Han characters. Despite the existence of some 13,000 kanji 
characters, these alone would not suffice to write Japanese.

katakana. A Japanese syllabary, one component of the Jap-
anese writing system. The word katakana means fragmentary 
kana, as they are derived from components of more complex 
kanji. Katakana are characterized by short straight strokes and 
angular corners and are the simplest of the Japanese scripts. 
Katakana and hiragana both render the same syllables, but 
katakana is angular and used largely to spell words borrowed 
from other languages, while hiragana is cursive and is used 
more frequently to spell native Japanese words.

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.

the long tail. The statistical property that a large share 
of the population rests within the tail of a probability distri-
bution. In localization, it refers to the large number of lan-
guages or cultures that taken uniquely would only represent 
small percentages of world population. The term has gained 
popularity in recent times as a retailing concept describing the 
niche strategy of selling a large number of unique items in 
relatively small quantities. The term was popularized by Chris 
Anderson in an October 2004 Wired magazine article, in which 
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he mentioned Amazon.com and Netflix as examples of busi-
nesses applying this strategy.

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

quality assurance (QA). The activity of providing evidence 
needed to establish confidence among all concerned that 
quality-related activities are being performed effectively. All 
those planned or systematic actions necessary to provide ade-
quate confidence that a product or service will satisfy given 
requirements for quality. QA covers all activities 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.

romaji. The application of the Latin alphabet to write the 
Japanese language. 

rule-based machine translation (RBMT). The application 
of sets of linguistic rules that are defined as correspondences 
between the structure of the source language and that of the 
target language. The first stage involves analyzing the input 
text for morphology and syntax — and sometimes 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 optimization (SEO). A set of methods aimed 
at improving the ranking of a website in search engine listings. 
SEO is primarily concerned with advancing the goals of a web-
site 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 translated 
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. 

translation. The process of converting all of the text or 
words from a source language to a target language. An under-
standing of the context or meaning of the source language 
must be established in order to convey the same message in 
the target language. 

translation memory (TM). A special database that stores 
previously translated sentences which can then be reused on 

a sentence-by-sentence basis. The database matches source to 
target language pairs.

Translation Memory eXchange (TMX). An open standard, 
based on XML, that has been designed to simplify and auto-
mate the process of converting translation memories from one 
format to another.

translation unit (TU). A segment of text that the translator 
treats as a single cognitive unit for the purposes of establishing 
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 (Uni-
code) is a character encoding standard used to represent text 
for computer processing. Originally designed to support 65,000, 
it now has encoding forms to support more than one million 
characters. 

XLIFF (XML Localization Interchange File Format). An 
XML-based format for exchanging localization data, specifying 
elements and attributes. XLIFF could be used to exchange data 
between companies, such as a software publisher and a local-
ization vendor, or between localization tools, such as transla-
tion memory systems and machine translation systems.
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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

Resources
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Globalization and Localization Association 
Description The Globalization and Localization Association 
is a fully representative, nonprofit, international industry 
association for the translation, internationalization, local-
ization 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  

TAUS 
Description TAUS is a think tank for the translation indus-
try, undertaking research for buyers and providers of trans-
lation 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 supports entrepreneurs and principals in the trans-
lation industry to share and define new strategies through 
a comprehensive program of events, publications and 
communications.
TAUS Oosteinde 9-11, 1483 AB De Rijp, The Netherlands, 31-299-672- 
028,  E-mail: info@translationautomation.com, Web: www.translation 
automation.com 

Authoring tools

 

Congree Language Technologies  
Languages English, German, French Description Congree 
provides the leading technologies in the area of authoring 
assistance. It combines authoring memory, terminology, and 
rule-based quality and style control into integrated products. 
These distinguish themselves through their outstanding lin-
guistic intelligence, support for all common editors, and 
their availability optionally either in real time during text 
creation or for after-the-fact checking routines. Congree’s 
products are available in various stages of expansion, and 
they can be scaled at will, from the individual workstation 
license to the company-wide client/server solution.
Congree Language Technologies Im Stoeckmaedle 13-15, 76307 
Karlsbad, Germany, 877-922-7677, 49-7248-92545-0, Fax: 49-
7248-925-444, E-mail: info@congree.com, Web: www.congree.com

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 64 

 

Worldware Conference
Description Worldware is a conference dedicated to ex-
panding markets via global software strategies. Worldware 
consists of two main conference days and one preconfer-
ence day featuring special workshops and focused presen-
tations. It is designed to help you successfully manage and 
complete software internationalization objectives and offers 
an intimate setting to meet software globalization leaders, 
and learn formally and informally. Worldware 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: info@worldwareconfe 
rence.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 others.  
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 Im Stoeckmaedle 13-15, 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 ad on page 4

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 30

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is dedicated to 
providing language technology software solutions to enter-
prises, language service providers and governments. Its flag-
ship product, MultiTrans, offers an innovative and complete 
turn-key translation management solution. MultiTrans is an 
enterprise client-server application that consists of four core 
components which together, or individually, enable com-
munications in more than one language; they are business 
management, project management (workflow), advanced 
translation memory and terminology management. RR 
Donnelley, Nomura, the Translation Bureau of Canada, 
UNESCO, and many others rely on MultiTrans to manage 
their mission-critical translation operations. 
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 6

  

STAR Group
Multiple Platforms

Languages All Description STAR Group was founded in 
Switzerland 27 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 ad on page 10
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www.linguagraphics.com 
623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web:  
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718-

and do the utmost to make your project a success.
You have our word that we will never compromise on quality 
your next project, please visit us at www.linguagraphics.com. 
and rare languages at very competitive rates. For a quote on 
marketing and communications-type material in difficult 
Photoshop and Flash. We specialize in typesetting high-end 
range of projects in InDesign, FrameMaker, QuarkXPress, 
latest tools on top-of-the-line equipment to produce a wide 
professionals and localization engineers are working with the 
ware/Flash localization engineering. Our seasoned DTP  
area of multilingual desktop publishing and web/soft-
Description LinguaGraphics is a leading provider in the 
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese 
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao, 
Languages All, including Arabic, Bengali, Chinese, Farsi, 
Flash and Software Localization; Engineering
LinguaGraphics — Multilingual DTP; Web, 

See ad on page 9management@janus.ru, Web: www.janus.ru  
115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail: 
Janus Worldwide Inc. Derbenevskaya nab., 11B, Office B208, Moscow 

ing were subjected to audit.
including translating, localizing, DTP and linguistic consult-
notices. Janus is ISO 9001:2000 certified. Company activities 
motive solutions and from interface specifications to legal 
end-to-end — from servers to handhelds, from ERP to auto-
QA officers, DTP and software engineers, and more. We do it 
relevant areas — localization engineers, language specialists, 
Our uniqueness is a solid team of the best professionals in all 
many industry-leading customers and partners worldwide. 
diversity and exceptional value of services are recognized by 
other European languages. Our deep expertise, flexibility, 
DTP and linguistic consulting for Russian, Ukrainian and 
guages Description Janus provides translation, localization, 
Languages Russian, ex-USSR and Eastern European lan-
Janus Worldwide Inc.

products and solutions
rNew markets for you

lations.gr, Web: www.intertranslations.gr
210-92-25-000, Fax: 30-210-92-25-500, E-mail: xynos@intertrans 
Intertranslations Ltd. El. Venizelou 4, 176 76  Athens, Greece, 30-

LISA. We provide free samples upon request.
EN 15038:2006-08 and are members of ATC, GALA and 
acquired the following certifications: ISO 9001:2000, DIN 
Illustrator, CorelDRAW and FrameMaker. We proudly have 
for DTP, InDesign, PageMaker, Photoshop, QuarkXPress,  
jects are TRADOS, Transit, SDLX and other CAT tools and 
Among the tools used to ensure the quality of our pro- 
ism, health and nutrition, the food industry and so on. 
electrical, technical, software, media and marketing, tour-
ment, legal, financial, mechanical, automotive, engineering, 
ence in medical and pharmaceutical products and equip-
service provider, established in 1995, with extensive experi-
lations Ltd. is a leading Greek translation and localization 
Languages English, German, Greek Description Intertrans-
The Greek Partner

93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 34-
iDISC Information Technologies Passeig del progrés 96, 08640  

long-term honest partnerships. 
optimization to achieve the best project results and establish 
ies; and continuous support to the client PMs and process 
costs and increase quality, consistency and on-time deliver-

internal workflow portal-based tools to reduce management  
different proprietary customer platforms and solutions; 
all commercially available tools and experience using many 
ERP, automotive and related marketing material. We have 
ware localization, technical and telecom documentation, 
testing, DTP and consulting. Specialization fields are soft-
range from translation and localization to engineering, 
spoken in Spain (Catalan, Basque and Galician). Services 
American, USA and Neutral) and the other languages 
localization into all variants of Spanish (European, Latin 
translation company based in Barcelona that focuses on 
Description iDISC, established in 1987, is a privately-held 
Languages Spanish (all variants), Catalan, Basque, Galician 
iDISC Information Technologies

See ad on page 51@eurogreek.gr, Web: www.eurogreek.com 
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production 
Athens EuroGreek House, 93 Karagiorga Street, Athens 166 75, 

27 Lascotts Road, London, N22 8JG UK  London 
EuroGreek Translations Limited 
and is fully guaranteed for quality and on-time delivery.
produced in-house by a team of 25 highly qualified specialists 
into Greek localization services. All of EuroGreek’s work is  
to cover most subject areas, including German and French 
Over the years, EuroGreek’s services have been extended 
top/web publishing to localization development and testing. 
whole range of client needs, from plain translation to desk-
is to provide high-quality, turnkey solutions, encompassing a 
English into Greek and Greek into English. EuroGreek’s aim 
izer, specializing in technical and medical translations from 
Translations Limited is Europe’s number one Greek local-
Language Greek Description Established in 1986, EuroGreek 
EuroGreek Translations Limited

See ad on page 19binarisonori.com, Web: www.binarisonori.com 
Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: translate@
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, Milano, 

projects. 
ized one-stop shop supporting today’s media localization 
tion to international content creation. Highly professional-
any media localization activity, from effective audio localiza-
entertainment products. Specialized support available for 
need to reach a broad range of markets with their media and 
We are accustomed to working for global companies that 
quality of text, audio and video, timeliness and flexibility.  
and transparent relationships with clients guarantee high 
guists spread over 30 countries worldwide. Solid procedures 
team of project managers, studios, engineers and selected lin-
tional media localization services since 1994, with a unique 
Description Binari Sonori is a leading provider of interna-
Binari Sonori

allocalization.com, Web: www.allocalization.com 
10-8368-2169, Fax: 86-10-8368-2884, E-mail: customer_care@ 
Huo Road, Fengtai Science Park, Beijing 100070, P.R. China, 86-
Alliance Localization China Suite 318, Building B, Number 10 Xing 

ity, speed, dependability and flexibility.
our customers’ expectations at a low cost and with high qual-
advanced methodologies. We always provide service beyond 
agement, a team of specialists, a large knowledge base and 
oriented approach is supported by strong project man-
PageMaker, Photoshop and QuarkXPress. Our customer- 
CorelDRAW, FrameMaker, FreeHand, Illustrator, InDesign, 
Wordfast and other CAT tools, as well as DTP tools including 
languages. We use TRADOS, CATALYST, SDLX, Transit  

to and from Chinese, Japanese, Korean and other Asian  
We focus on English, German and other European languages 
localization, desktop publishing and interpreter services.  
ALC offers document, website and software translation and 
Languages Major Asian and European languages Description 
Alliance Localization China (ALC)

See ad on page 27
adapt@adapt-localization.com, Web: www.adapt-localization.com 
Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, E-mail: 
ADAPT Localization Services Clemens-August-Strasse 16-18, 53115 

ents achieve their goals in any market.
certified partner companies, ADAPT is well suited to help cli-
Stockholm, Sweden; and Barcelona, Spain, and a number of 
telecom and web content. With offices in Bonn, Germany;  
of specialization include diagnostic and medical devices, IT/
competence and a commitment to customer service. Fields 
has gained a reputation for quality, reliability, technological  
Serving both Fortune 500 and small companies, ADAPT 
localization services, pre-press and publication management. 
tation design through translation, linguistic and technical 
to be successful in international markets, from documen-
Services offers the full range of services that enables clients 
Languages More than 50 Description ADAPT Localization 
ADAPT Localization Services 

ervicessocAlizAtion l
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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: 866-241-
3633,  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

 
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 some of the companies that depend 
on Moravia Worldwide for accurate, on-time localiza-
tion. Moravia Worldwide maintains global headquarters 
in the Czech Republic and North American headquarters 
in California, with local offices and production centers in 
Ireland, China, Japan and throughout Europe. To learn more, 
please visit www.moraviaworldwide.com
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360, 
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com   
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 25

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 9001:2008 and ISO 13485:2003 certified, and we main-
tain branch offices in the United States, Argentina, the 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 
South America Calle 6 - Casa 16 (3300), Posadas - Misiones, Argen-
tina, 54-3752-487029, E-mail salessoutham@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 44

 
Greek Localization Experts Since 1983
Languages Greek Description Founded in 1983, ORCO S.A. 
is a leading translation and localization service provider, spe-
cializing in software localization and technical translations 
(IT, telecommunication, medical, automotive, engineering, 
marketing, financial). ORCO deals primarily with English-
into-Greek projects, although translation from several other 
European languages can be taken aboard. With its experi-
enced in-house personnel, ORCO offers all language services 
at the highest quality level, including localization, product 
testing, engineering, DTP and so on. Our client list includes 
many IT companies such as Google, HP, IBM, Microsoft and 
Oracle, as well as international corporations such as Abbott, 
Ford, Nokia, Sony, Kaeser and Hitachi.
ORCO S.A. 6, Vas. Sofias Avenue, 106 74 Athens, Greece, 30-210-723-
6001, Fax: 30-210-7249124, E-mail: info@orco.gr, Web: www.orco.gr

Pangeanic & PangeaMT  
Languages Spanish (all variants) and all Spanish state official 
languages, EN/FIG/other EU languages, all other languages 
including Asian ones on demand Description Pangeanic is 
an independent Spanish LSP with sister offices in Tokyo and 
Shanghai working for the global enterprise market (major 
accounts in the electronics and computing fields) as well as 
for smaller organizations, MLVs and cross-national institu-
tions. We offer a wide range of GILT services always adher-
ing to stringent quality standard procedures — EN 15038 
and ISO 9001. Pangeanic has an experienced team devoted 
to MTPE (post-editing of machine translation output). 
PangeaMT, our customized open-source SMT technology, 
enables us to offer domain-specific MT engines that are fully 
tailored to the clients’ needs, helping them become more 
productive cost-effectively and rapidly.
Pangeanic Trade Center, Profesor Beltrán Báguena 4, Suite 106, 
46009 Valencia, Spain, 34-96-338-5771, Fax: 34-96-338-5772, 
E-mail: central@pangeanic.com, central@pangea.com.mt, Web: 
www.pangeanic.com, www.pangea.com.mt See ad on page 36

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, localiza-
tion, QA check, DTP, linguistic testing, copywriting and 
consulting. 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 manage-
ment and best time frames while adhering to even the  
tightest budgets.
Promova Ul. Poltavskiy Shclyach 152, Kharkiv 61089, 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  
technical translation, PTIGlobal provides turnkey localiza-
tion 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 con-
sultation; glossary development; native language transla-
tion; multilingual web content management; translation 
memory maintenance; localization engineering; linguistic 
and functionality testing; desktop publishing; complete 
multilingual video and audio services; as well as onsite 
managed services.
PTIGlobal 4915 SW Griffith 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  

Localization and Globalization Partner
Languages 50 languages including English, Chinese, Japa-
nese, Korean Description Saltlux was founded in 1979 as 
the first localization and globalization service provider in 
South Korea. With over 30 years of accumulated experience 
and know-how, Saltlux is an ideal and esteemed global tech-
nical communications partner. We specialize in multilingual 
translation and DTP, technical writing services, software 
localization, web globalization and so on. We provide our 
clients with a one-stop production line, starting with the  
authoring of documents and going on to localizing, de-
signing and editing, digital publishing, two-way electronic 
manual production and database establishment. With this 
business direction, we are striving to grow into and excel as 
a leader in global technical communications.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong, Gangnam-gu, 
Seoul 135-848, South Korea, 822-379-8444, Fax: 822-379-5996,  
E-mail: tcsales@saltlux.com, Web: www.saltlux.com
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TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN is a solidly established Asian MLV with 
more than 45 years’ experience. Our services encompass 
translation, localization engineering, DTP, MT post-editing, 
workflow/process consulting and project management. TOIN 
offers global reach and exceptional strength in Asia, with head- 
quarters in Tokyo and additional operations in the United 
States, Europe, China and Korea. The company has been help-
ing Global 1000 companies in industries such as automotive, 
IT, telecommunications, life sciences, e-learning, computer 
software/gaming, semiconductors and consumer products.
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo  
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@ 
to-in.co.jp, Web: www.to-in.com  
Europe London, UK, 44-20-8644-8685, E-mail: michael-stephenson 
@to-in.co.jp, Web: www.to-in.com 
China Shanghai, 86-21-3222-0012, E-mail: shen-yi@to-in.co.jp 
Web: www.to-in.com  See ad on page 43

Urban Translation Services
Languages Turkish, Arabic, Greek, Persian, Hebrew and other 
Turkic, Middle Eastern and Asian languages Description Lo-
cated at the intersection of Asia and Europe, Urban Translation 
Services (UTS) is best positioned to bridge European, Turkic, 
Middle Eastern and Asian languages. High quality and fast 
turnaround are the foremost features of our organization. UTS 
serves clients in software, medical, legal, consumer electronics, 
telecommunication, energy and white goods sectors. UTS 
handles translation and localization tasks with expert transla-
tors and project managers in concert with modern translation 
technologies. Qualified DTP operators and cutting-edge infra-
structure warrant the highest quality output available in the 
industry. UTS will be happy to see your company among the 
distinguished entities to whom we offer our services.
Urban Translation Services Esentepe Mahallesi Yazarlar Sok. No: 4 
34394 Istanbul, Turkey, 90-212-211-23-13, Fax: 90-212-211-01-76, 
E-mail: info@urbantranslation.com.tr, Web: www.urbantranslation 
.com.tr See ad on page 33

 
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 cre-
ative and proactive to meet tight time frames with a high-qual-
ity level and a cost-effective budget. Customizing its processes, 
Ushuaia assures project consistency and technical and linguis-
tic accuracy, thus reducing clients’ time-to-market. Ushuaia 
combines state-of-the-art technology with top-notch experi-
enced native translators, editors and software engineers. Our 
mission is to work together with our clients, thereby creating a 
flexible, reliable and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 
54-341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia 
solutions.com, Web: www.ushuaiasolutions.com See ad on page 32

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 46

WhP International
Languages All European and major Middle Eastern and Asian 
languages, including local variants Description Since 1994, 
WhP International has offered a set of linguistic and techno-
logic solutions, dedicated to each client’s needs. WhP has be- 
come for several years a renowned actor in the translation and 
localization world. By placing clients’ needs at the forefront 
and by carrying out huge efforts and best practices for each 
individual client, WhP has gained the loyalty of international 
accounts (such as Cegos, Demos, BMGI, Cross-knowledge, 
Samsonite, Amadeus and HP) in the fields of software, online 
applications, training and e-learning, video games, and so on. 
WhP maintains 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 

nonprofit orgAnizAtions

 

The Rosetta Foundation
Languages All Description Access to information is a fun-
damental right. We want to relieve poverty, support health 
care, develop education and promote justice through access 
to information and knowledge across the languages of the 
world. The Rosetta Foundation supports the not-for-profit 
activities of the localization and translation communities. It 
works internationally with those who want to provide equal 
access to information across languages, independent of eco-
nomic or market considerations, including localization and 
translation companies, technology developers, not-for-profit 
and non-governmental organizations. 
The Rosetta Foundation Unit 13 Classon House, Dundrum Business 
Park, Dublin 14, Ireland, 353-87-6736414, E-mail: info@therosetta 
foundation.org, Web: www.therosettafoundation.org 

 

Translators without Borders
Languages English, French, Spanish, German, Italian, 
Portuguese, Dutch, Russian, Arabic, Chinese, Swedish De-
scription Translators without Borders is an independent 
registered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing free,  
professional translations. Founded by Lexcelera in 1993, 
Translators without Borders has provided over two million 
dollars worth of free translations. Thanks to the funds saved, 
NGOs are able to extend their humanitarian work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la 
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-55-
28-88-09, E-mail: twb@translatorswithoutborders.org, Web: www 
.translatorswithoutborders.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  

MAnAgeMent systeMs

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is dedicated to 
providing language technology software solutions to enter-
prises, language service providers and governments. Its flag-
ship product, MultiTrans, offers an innovative and complete 
turn-key translation management solution. MultiTrans is an 
enterprise client-server application that consists of four core 
components which together, or individually, enable com-
munications in more than one language; they are business 
management, project management (workflow), advanced 
translation memory and terminology management. RR 
Donnelley, Nomura, the Translation Bureau of Canada, 
UNESCO, and many others rely on MultiTrans to manage 
their mission-critical translation operations. 
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 6

Plunet BusinessManager
Multiple Platforms

Description Plunet develops and markets the business and 
workflow management software Plunet BusinessManager 
— one of the world’s leading management solutions for the 
translation and localization industry. Plunet BusinessManager 
provides a high degree of automation and flexibility for 
professional language service providers and translation 
departments. Using a web-based platform, Plunet integrates 
translation software, financial accounting and quality man-
agement systems. Various functions and extensions of Plunet 
BusinessManager can be adapted to individual needs within 
a configurable system. Basic functions include quote, order 
and invoice management, comprehensive financial reports, 
flexible job and workflow management as well as deadline, 
document and customer relationship management.
Plunet GmbH Prenzlauer Allee 214, 10405 Berlin, Germany, 49-30-
322971340, Fax: 49-30-322971359, E-mail: info@plunet.net, Web:  
www.plunet.net 
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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 stream-
line all of their daily activities, and it guarantees smooth 
management of the company while reducing administra-
tive costs.  Project management, invoicing, quotations, ISO 
9001 reports and CRM are the main fields covered by the 
system. Designed by translation and localization profes-
sionals and created by the best IT team, this powerful tool 
will reduce the time spent on repetitive tasks and increase a 
company’s effectiveness.
XTRF ul. Walerego Sławka 3, 30-653 Kraków, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu 

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 Portu-
guese. We value quality, words and communication, and we 
offer integral linguistic solutions that include a wide range 
of services such as translation, editing and proofreading of  
documentation, software localization, web solutions, voice-
over and DTP services. We have an experienced in-house staff 
which guarantees our high standard of quality. Our values as 
a company are cost-effectiveness, responsiveness, customer-
oriented service, reliability and fast turnaround.
Arcadia Translations Marcelo T. de Alvear 1671 piso 8 dpto 50, 
Buenos Aires 1060, Argentina, 5411-5353-3390, Fax: 5411-5353-
3395, E-mail: info@arcadia-t.com, Web: www.arcadia-t.com

 

BENEXtra Korea
Languages Chinese, Japanese, Korean Description BENEXtra 
Korea, one of the top quality localization/translation ven-
dors in Asia, enjoys an excellent reputation and wide rec-
ognition among world-class players such as Dell, IBM, 
Microsoft, CA, Google, Autodesk, Cisco and the California 
state government. With our hands-on, practical experience 
in IT marketing collateral translation, software localization, 
Asian language localization, and our accumulated expertise 
in audio translation, we are ready to work together with 
you, helping you sustain growth and create and capture 
new value.
BENEXtra Korea Second Floor, Gukdong Building 1163-7, Gaepo-
Dong, Gangnam-Gu, Seoul 135-960, Korea, 82-2-572-4987, 
Fax: 82-2-3462-4987, E-mail: info@benextra.com, Web: www 
.benextra.com See ad on page 42

 
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. Stegne 7, 1000 Ljubljana, Slovenia, 386-1-513-18-
20, Fax: 386-1513-18-21, E-mail: biro2000@biro2000.com, Web: 
www.birotranslations.com See ad on page 11

  

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 7-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

  

ChinaLinguists
Languages English, Chinese Description Look no further 
than ChinaLinguists when you have an English/Chinese 
project. ChinaLinguists is the largest translation company 
in China. ChinaLinguists handles only one language pair: 
English to Chinese (simplified and traditional). China-
Linguists serves only one type of client: language agencies 
from around the world. ChinaLinguists is real, not a virtual 
platform. ChinaLinguists owns three translation centers. 
ChinaLinguists only uses on-site, full-time translators to en-
sure consistency and quality. Working with ChinaLinguists 
is easy: 24/7 central desk; turnkey deliverables; full compli-
ance with international standards. ChinaLinguists provides 
translation, editing, proofreading and third-party verifica-
tion services. ChinaLinguists supports you as you support 
your clients.
ChinaLinguists 8E, Tower A, The Sky Castle, Jing Tian Road, Fu Tian 
District, Shenzhen, Guangdong 518034, China, 86-755-8289-8115, 
Fax: 86-755-8305-4827, E-mail: cs@chinalinguists.com, Web: 
www.chinalinguists.com See ad on page 37

    

Diskusija – Translation and Localization
Languages Central and Eastern European languages  
Description Founded in 1993, Diskusija specializes in 
technical translation and localization services from West-
ern European languages into all Central and Eastern  
European languages with a strong focus on Baltic lan-
guages (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, 
quality management at all stages of a project, on-time de-
livery, competitive rates and flexibility. We have extensive 
expertise in the following industries: IT, software, hard-
ware, telecommunications, medical equipment, medicine, 

pharmacology, accounting, finance, automotive industry, 
electronics, legislation 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

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description For 22 
years, Follow-Up has been one of the best single-language 
translation companies in Brazil. We’re equipped with a 
large network of professional translators, effectively trained 
project managers and state-of-the-art technology resources. 
We’re capable of working locally and on the cloud. Our 
areas of expertise include IT, finance, medicine and market-
ing, among others. Follow-Up’s main partner and founder, 
Luciana Lavôr, is now a certified localization professional by 
California State University. Another partner at the company, 
Ana Beatriz Fernandes, has recently become an official public 
sworn translator. Therefore, under her supervision, we also 
have a legal translations department.
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 41001 Watertown Street, 3rd Floor, 
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764, E-mail: 
getinfo@fxtrans.com, Web: www.fxtrans.com

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 40 offices worldwide. With more than 40 years 
of experience, our services include translation and inter-
preting in all languages; software, multimedia and website  
localization; terminology management; multilingual desktop 
publishing; and individual and corporate language train-
ing 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, chemi-
cal, IT and financial services industries. To learn more about 
us, please visit www.e-kern.com
KERN Global Language Services 
USA The Helmsley Building, 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 Gold & Silver Commercial Building, Unit 904, 12-18 Mercer 
Street, Sheung Wan, Hong Kong, 852-2850-4455, Fax: 852-2850-
4466, E-mail: info@e-kern.com, Web: www.e-kern.com  
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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:  
office@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 

Mc LEHM Language Services
Languages All European languages Description With over 
12 years’ experience, Mc LEHM Language Services is the 
legal and financial reference point in the Spanish market. We 
render services all over the world, and over 1,500 companies 
place their trust in us. Our core values are client satisfaction, 
quality and fast turnarounds. These form the driving force 
behind our 24/7 service, after-sales attention and personal-
ized approach to our clients. 
Mc LEHM Language Services García de Paredes, 88 Bajo Dcha, 
28010 Madrid, Spain, 34-91-702-27-97, Fax: 34-91-702-31-37,  
E-mail: mc-lehm@mc-lehm.com, Web: www.mc-lehm.com See ad 
on page 39

Medical Translations Only
Languages All European languages and Japanese Description 
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European 
languages (36 today and counting) and Japanese as well as  
translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 

customers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical instru-
ments, 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 medi-
cal 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 51

  

Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas of 
expertise are in the oil and gas industries, auto manufacturing, 
medical, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: sales@neotech.ru, Web: www 
.neotech.ru See ad on page 47 

PTSGI 
Languages English, Traditional Chinese, Simplified Chinese, 
Japanese, Korean, Thai, Malay, Indonesian, Tagalog, Vietnam-
ese, Arabic, Farsi, Russian, German, French, Italian, Spanish, 
Dutch, Czech, Polish, Hungarian, Turkish, Greek, Norwegian, 
Danish, Hebrew, Irish, Finnish, Swedish, Luxembourgish, 
Romanian, Urdu, Ukrainian, Nepali, Latin, Latvian, Slovak, 
Slovenian, Bengali, Hindi, Pashto, Tamil, Punjabi, Singhalese, 
Marathi, Hmong, Khmer, Lao, Burmese, Mongolian, Somali, 
Afrikaans, Armenian Description One of the largest inte-
grated language service providers in Asia and the first multi-
lingual translation company in Taiwan, with over 45 years of 
experience covering 101 languages, from the commonly used 
to less frequently demanded languages and dialects. Together 
with our in-house translators and over 6,000 highly qualified 
and experienced translators worldwide, we adhere to strin-
gent quality control through our standardized operating pro-
cedures to ensure the best quality translation. We view our 
projects from the customer’s perspective and, in turn, gain 
respect and trust, steering our commitment to provide not 
just translation services but complete professional solutions.

PTSGI 6F, #23 Section 6, Min-Chuan East Road, Taipei City, 114,  
Taiwan, 886-2-8791-6688, Fax: 886-2-8791-7884, E-mail: market 
@ptsgi.com, Web: www.ptsgi.com

Rheinschrift Übersetzungen, Ursula Steigerwald
Language German to/from major European languages 
Description Professional globalization requires experi-
ence. Over the past two decades, we have developed into a 
top international company specializing in the precise tun-
ing 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 manu-
facturers. Furthermore, we also offer traditional translation 
services for the business, technology, legal and medical sec-
tors. 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 51

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is 
an established provider of Polish translation, localization, 
marketing copy adaptation, and DTP services. We focus 
primarily on life sciences, IT, automotive, refrigeration and 
other technology sectors. Our in-house team is comprised 
of experienced linguists with medical, engineering and IT 
backgrounds. We guarantee a high standard of quality while 
maintaining flexibility, unparalleled responsiveness and 
reliability. Our services are certified to EN 15038:2006. 
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wrocław,  
Poland, 48-601-228332, E-mail: info@jarza.com.pl, Web: www 
.jarza.com.pl See ad on page 51

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in providing a wide 
range of language services, specifically translations span-
ning a multitude of languages and the effective localization 
of products on international markets. Established in 1994,  
Skrivanek has managed to dominate the European transla-
tion market, creating a network of 53 branches covering 14 
countries. Its well-stocked staff of professional translators, 
experienced project managers and dedicated software engi-
neers and DTP specialists has enabled Skrivanek to provide 
outstanding quality translation and localization services in 
any conceivable language and volume, creating an enviable 
clientele representing major leading corporations in various 
industries. Skrivanek’s quality of service is backed by EN ISO 
9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na 
Dolinách 22, CZ 147 00 Prague 4, 420-233-320-560, Fax: 420-241-
090-946, E-mail: info@skrivanek.com, Web: www.skrivanek.com 
See ad on page 41

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 machinery and 
automotive, legal and financial, oil and gas, corporate train-
ing and educational materials. Our comprehensive service 
portfolio also includes unparalleled desktop publishing and 
multimedia localization engineering support for e-learning 
materials. Our in-house staff of 25 includes project manag-
ers, senior linguists, desktop publishers, software engineers 
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 
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GROW WITH GLS
Immediate openings for bilingual project managers

Southern California-based translation and interpreting firm  

Global Language Solutions has immediate openings for bilingual Project Managers. 

Responsibilities include: 
• Manage translation and localization projects from approval until delivery  

• Provide client communication and support  

• Oversee vendor selection, testing, allocation, contract negotiation, and timeliness of deliverables 

• Assist with expansion of existing database of freelance vendors  

• Input, maintain, and standardize data   

• Prepare budget logs upon completion of projects

Full-time, salaried + benefits positions. Minimum of two years experience required. 

Join our hard-working, fun-loving team. Request the complete job description or submit your qualifications: hr@globallanguages.com. 

No phone calls please.

Double-digit sales growth since 1994  •  ISO 9001:2008, EN15038 certified  •  www.globallanguages.com  

TripleInk Multilingual Communications
Languages All major commercial languages Description As a 
multilingual communications agency, TripleInk has provided 
industrial and consumer products companies with precise 
translation and multilingual production services for audio-
visual, online and print media since 1991. Our experience in 
adapting technical documentation and marketing communi-
cation materials covers a wide range of industries, including 
biomedical and health care; building and construction; finan-
cial services; food and agriculture; high-tech and manufactur-
ing; and hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality management 
process and state-of-the-art software and equipment, our team 
of foreign language professionals delivers the highest quality 
translations in a cost-effective and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com  

trAnslAtion tools

 
MadCap Lingo
Windows

Languages Unicode support for all left-to-right languages 
Description The leaders in technical communication bring 
you MadCap Lingo, an XML-based translation memory 
(TM) tool designed to improve translation efficiency,  
eliminate redundancies and reduce project costs. MadCap 
Lingo offers an easy-to-use interface, Unicode support for all 
left-to-right languages, and a rich list of features for assist-
ing translators throughout the localization process, includ-
ing support for the major industry TM systems. MadCap 
Lingo also includes tracking and organization capabilities to 
support large, single-source, multichannel publishing pro-
jects. Through its strategic partner Microsoft Corporation, 
MadCap delivers solutions optimized for Microsoft Win-
dows, Visual Studio, and the .NET environment. Free trial 
downloads are available at www.madcapsoftware.com 
MadCap Software, Inc. 7777 Fay Avenue, La Jolla, CA 92037, 
858-320-0387, 888-623-2271, Fax: 858-320-0338, E-mail: info 
@madcapsoftware.com, Web: www.madcapsoftware.com See ad 
on page 2

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 lat-
est 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 software 
to any specific domain to achieve cost-effective, publish-
able 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 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 38
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E
means that soon you can converse with others in your language 
of choice, too. Super possibilities! 

Does any of this mean translators or agencies, be they mom-
and-pop or super-sized, will be out of business? Absolutely not. 
If anything, the user experience trend will drive demand for 
translation and open new opportunities for existing translators 
as well as new ones. It will also open opportunities for innova-
tors outside of the core translation industry, people with smart 
ideas about integrating language-based features into mobile 
and other devices. The translation industry needs to engage with 
this and stop being dominated by professional linguistic opinion. 
For example, can the industry meet the technical and people 
needs of a mobile user experience? Can it rise to translate 
user-generated content of all media on a mobile device? Can it 
supply the style guides, terminology repositories and technology 
for the mobile user experience? Are language service provid-
ers (LSPs) capable of offering cultural advice on how language 
technology can be integrated in the mobile space given dif-
ferent ethnographic usage patterns of mobile devices? Why 
haven’t any of the existing large LSPs done what Quest Visual 
and Google have done? Can they identify mobile app language 
opportunities and design an out-of-the-box user experience 
themselves?

Plenty of other evidence about the importance of language 
in the mobile, augmented reality and personalization space 
abounds. Check out the mobile personalization research done by 
Ireland’s Centre for Next Localisation for a start or the presenta-
tion from Lionbridge called “Ubiquity, Mobility, Immediacy, and 
Translation.” Personalization was mentioned at TAUS, too. But 
the language industry is really just starting out on this path.

We don’t hear enough about the role of language in enabling 
the user experience, but I predict that in 2011 innovations in the 
mobile space will help change that. Within three to five years 
the idea that language is part of the user experience will be 
taken for granted.  M

Every December I threaten to publish my industry 
predictions for the following year. I read everyone 
else’s thoughts, sure. Reviewing this year’s predictions, 
far and wide, what struck me was a marked absence 
of any clear user experience dimension to the direc-
tion of the translation industry.  

It always seems that analysts don’t tell you about the future at 
all. They tell you about the recent past. Well, two recent innova-
tions come to mind, both in the mobile space and both coming 
from outside the translation industry itself — points that are 
telling in themselves. The arrival of Quest Visual’s Word Lens and 
Google Translate’s Conversation Mode on Android reminded me 
of how language really has become central to the mobile user 
experience.

Launched in December 2010, Word Lens combined the super-
hot user experience topic of augmented reality with instant 
translation. The app allowed iPhone users to use the device’s 
camera to translate text to and from Spanish and English. 
The translation can be done off-line and in real time, and the 
translation generated is placed back on the image itself, shown 
on the phone — almost sci-fi stuff. Most comments about the 
app were about the linguistic quality — limitations graciously 
acknowledged by the creators — and issues handling diacritics, 
fonts, positioning and so on. So what? These comments miss the 
point about where the technology generally could go in terms of 
innovation and opportunity.

Google Translate’s Conversation Mode was first disclosed in 
2010, but in January 2011 it received usability updates. This fea-
ture (English to and from Spanish only now) allows users to talk 
in one language and the phone translates their input into the 
other language for the person at the other end in almost real 
time. Come on, even if the quality is off at times, you don’t have 
to be a fan of Ensign Hoshi Sato with the Star Trek Universal 
Translator to be impressed!

Again, most industry comments were about poor linguistic 
quality, churlishly asking if you would want to use Conversation 
Mode as your interpreter in court. One person, for example, 
objected that the translation for “My friend drank too many 
pints of Guinness, he needs to go to hospital” [sic] wasn’t quite 
right. Again, the real significance is missed. Court interpreters 
will not be out of work. Language quality can be addressed. But 
Conversation Mode offers a very personal experience described 
as “augmented humanity.” The personalization of your own voice 

Ultan Ó Broin, MultiLingual editorial board member and Blogos 
contributor, works for Oracle in Ireland. He has been awarded an 
MSc from Trinity College Dublin for research on social exclusion and 
social networking sites.
 
To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com

Ultan Ó Broin 

Language, translation  
and user experience
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EXPAND YOUR MARKETS

Global Software Strategies

New Technologies, Proven Practices:
Strategies for  
Successful Internationalization
Who should attend? 

Anyone responsible for setting the strategic direction of product 

development such as

l technically inclined strategic decision-makers

l product and marketing managers

l development directors 

l globalization managers

l software architects

l CTOs

Why attend? 

People who attend Worldware Conference will

l understand the benefits and challenges of proactive 

 internationalization

l learn from subject matter experts and interact with peer 

 high-level decision-makers

l gain insight into the strategies for success implemented by 

 leading international software companies

l see how internationalization bridges the gap between 

 globalization and localization

l acquire a better understanding of the business strategy  

 for internationalization

l benefit 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 15-17, 2011

Advisory Board

Adam Asnes, Lingoport Inc.

Loïc Dufresne de Virel, Intel Corporation

Mike Hedley, Microsoft

Gary Lefman, Cisco Systems, Inc.

Mike McKenna, Yahoo! Inc.

Dirk Meyer, Adobe Systems Incorporated

Nico Posner, LinkedIn Corporation

Bill Sullivan, IBM

63 Worldware #118.indd   63 2/23/11   8:35 AM
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www.localizationworld.com  n  info@localizationworld.com

n  14-16 June 2011     

n  Gran Hotel Princesa Sofia     

n  Barcelona, Spain

n  October 10-12, 2011

n  Santa Clara Convention Center

n  Santa Clara, California 

Sponsorship and exhibit information available on request: 

sponsors@localizationworld.com • exhibits@localizationworld.com

Sponsored by:  

Upcoming EvEnts

Sponsored by:  
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