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I
It seems like everyone in my field 

of vision has been paying just a 
little more attention recently to the 
Middle East and North Africa — from 
lawyer-blogger Yasser Latif Hamdani 
calling 14-year-old Malala Yousafzai 
“Pakistan’s Jeanne d’Arc” in Pakistan’s 
Daily Times, to the televised US 
presidential debates on foreign policy 
that included at least 185 references 
to the Middle East, to a friend of mine 
coming back from hanging art in 
Tunisia and plastering her photos of it 
all over Facebook.

But the region, as with any region, is 
more than its headlines. It is complex, 
diverse, and its history runs much 
deeper than the latest tweet or status 
update about it. 

This issue of the magazine attempts 
to address that, starting out with 
Khaled Islaih’s article on orality and 
Arabic culture — a philosophical article 
that seems strangely appropriate and 

timely for the generation of digital 
natives everywhere. Afaf Steiert, 
Matthais Steiert and Elanna Mariniello 
take on some of these more digital 
trends and describe their implications 
in more detail, aided by a sidebar from 
Rebecca Ray on market entry success 
in the Middle East. Next, Mimi Hills 
channels a few eye-opening lessons 
learned while participating in a cross-
cultural mentoring program involving 
mentees from the Middle East and 
North Africa. Mansour Alghamdi, 
Mohamed Alkanhal and Faisal 
Alshuwaier cover the current language 
technology projects in Saudi Arabia, 
and Amr Zaki details the challenges of 
right-to-left localization for mobile 
devices. 

Continuing from our last issue, David 
Filip looks at how to make localization 
for the long tail of languages feasible. 
Then, Hannah Berthelot studies gender 
and project management cross-

culturally and cross-linguistically. This 
topic was so interesting (and potentially 
controversial) that we have continued 
the discussion on MultiLingual’s blog 
platform, Blogos, and we invite you to 
comment there if you have feedback. 

In the commentary, Lori Thicke 
interviews Gaku Ueda of Twitter, Kate 
Edwards talks about regime change and 
Terena Bell has some very intriguing 
points about exporting, of all things. To 
finish, Arturo Quintero reflects on his 
time in the language industry and the 
lessons he has learned over the 20-plus 
years he has spent in it. 

The language industry by its very 
nature is committed to the pursuit of 
cross-cultural understanding, diplomacy, 
correct word choice and not letting 
preconceptions cloud interpretation. In 
an ideal world, we all would be more 
like this, no matter what region we 
were discussing. But until that day, just 
keep reading. W
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To an executive, the importance of local-

ization is inversely proportional to his or her 

knowledge of a second language, said Bill 

Sullivan, the October 19 keynote speaker at 

Localization World. Sullivan spoke on coping 

with expectations along the localization path. 

“When I think of translators, I think of a com-

bination of Angelina Jolie and Daniel Craig, 

with a little bit of Einstein and Mother Theresa 

thrown in. I have an enormous amount of 

respect for you guys,” said Sullivan.

Jamie Turner, the October 18 keynote, 

launched things with his discussion on mobile 

engagement. Turner pointed out that there 

are currently 4 billion texts sent per day, as 

opposed to 2.9 billion Google searches. The grow-

ing importance of mobile phones in the worldwide 

marketplace for both humanitarian and commercial 

translation was reiterated throughout the confer-

ence, given its focus of “Reaching the Mobile World.”

 

Localization World Seattle 2012 held October 17-19
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Left page, clockwise from top: Jamie Turner talks about mobile; the exhibit hall on a break; conferring in the exhibit hall; preconference attendees 
October 17; Nataly Kelly signs her and Jost Zetzsche’s book Found in Translation. Above, clockwise from top: A reflection of the conference dinner at 

the Columbia Tower Club overlooking the city lights; the keynote audience stretches on October 18; and attendees network in the evening.
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Business

nlg LLC
nlg GmbH, a provider of language 

services, has opened a new office in 
the United States under the name nlg 
LLC. Located in Amana, Iowa, the new 
office will extend globalization ser-
vices to US clients in the life science, 
automotive, manufacturing, energy 
and power generation industries.
nlg GmbH www.nlgworldwide.com

Galindo Publicidad  
expands operations

Galindo Publicidad, Inc., a provider  
of language services, has expanded 
operations and opened an office in 
Miami, its third Florida location. The 
company offers voiceover narration 

for video and audio presentations, localized 
web and e-communications, and real-time 
interpretation services.
Galindo Publicidad, Inc.  

www.translationsandmore.com

Diskusija moves headquarters
Diskusija UAB, a language service provider, 

has moved into new Vilnius, Lithuania, head-
quarters. The company specializes in transla-
tions into all Central, Eastern and Northern 
European languages with a strong focus on 
the languages of the Baltic countries.
Diskusija UAB www.diskusija.lt

Partnertrans adds US location
Partnertrans GmbH, a provider of games 

localization, has announced the opening of 
its second North American office. Located 
in Austin, Texas, it’s the company’s first of-
fice in the United States.
Partnertrans GmbH www.partnertrans.com

Merrill Brink opens 
regional hub in Hong Kong

Merrill Brink International, a provider of 
language services, has opened a regional 
hub in Hong Kong as part of the company’s 
expansion in the Asia-Pacific market.
Merrill Brink International  

www.merrillbrink.com

DADAN Translations  
relocates headquarters

DADAN Translations, specializing in the 
translation of general, technical (including 
computer-related) and marketing content, 
has relocated to Lodz, Poland. The company 
translates in eight languages.
DADAN Translations www.dadan.eu

Localization LLC Translations  
opens Boston offices

Localization LLC Translations, a provider 
of language support solutions in several 
industry sectors such as medical and insur-
ance, industrial and manufacturing, legal 
and personal documents, and safety and 
consumer awareness, has opened an office 

in Boston, Massachusetts. 
Localization LLC Translations  

www.localizationllc.com

translate plus now in Düsseldorf
translate plus, a provider of language 

services including translation, interpreting, 
desktop publishing, transcription, voiceover 
and website localization, has opened a new 
office in Düsseldorf, Germany. 
translate plus www.translateplus.com

Resources

TAUS MT tutorial,  
translation services API

TAUS, the translation innovation think 
tank and platform for industry-shared ser-
vices, has created an online tutorial for the 
open source statistical machine translation 
(MT) toolkit Moses. The tutorial is funded 
through the MosesCore project.

TAUS has also launched a common 
translation services application program-
ming interface (API) to be adopted by the 
industry. The API is complementary to all 
standardization initiatives related to trans-
lation and localization.
TAUS http://translationautomation.com

Unicode 6.2
The Unicode Consortium has posted 

changes included in the October 2012 pub-
lication of Unicode 6.2, a special release 
dedicated to the early publication of the 
newly encoded Turkish lira sign. The version 
also rolls in minor corrections for errata 
and other small updates for the Unicode 
character database. In addition, there are 
some changes to the Unicode algorithms 
for text segmentation and line breaking.
The Unicode Consortium www.unicode.org

Translation pricing reports
Common Sense Advisory, Inc., an in-

dependent market research firm special-
izing in the language service industry, 
has released three new translation pricing 
reports. ”Trends in Translation Pricing” ana-
lyzes the aggregated pricing data from the 
firm’s 2012 survey. It presents the changes 
in rates since 2008 and 2010 for the top 
30 online languages and deconstructs 
translation rates into the component parts. 
It also provides pricing data for various 
translation-related activities. ”Translation 
Pricing by Language Pair” presents the 
rates for 222 language pairs with prices 
listed for freelancer and small, medium 
and large language service providers (LSPs), 

Process
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BusinessManagement 
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along with the average and standard devi-
ation. ”What Translation Suppliers Need to 
Know about Pricing” answers the questions 
related to pricing that LSPs and freelanc-
ers most frequently raise during the firm’s 
briefings, at conferences and in surveys.
Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

Products and Services

App Review Translator,  
Symfonie Task Management System 

Moravia, a globalization solutions pro-
vider,  has created the App Review Translator, 
designed to gather and analyze customer re-
views and comments at app stores across the 
globe. The new offering provides developers 
with feedback in 39 different languages.

Moravia has also developed the Symfonie 
Task Management System. The automated 
workflow system supports ongoing, large-
scale localization processes by making it pos-
sible to translate projects into 120 languages 
within 24 hours.
Moravia www.moravia.com

LTC Worx 2.5
LTC, a provider of language technology 

solutions, has released version 2.5 of LTC 
Worx, its web-based business system for mul-
tilingual information management. The latest 
version features a new user customizable 
dashboard, a Translation Memory Automation 
Module and archiving function.
LTC www.ltcinnovates.com

Translator’s Workbench
One Hour Translation Ltd, a web-based 

translation services provider, has created the 
Translator’s Workbench, a new translation 
environment that supports dozens of file 
types, including localization files, graphic 
design files and others.
One Hour Translation Ltd.  

www.onehourtranslation.com

TERRA TMS
Element Language Technology has intro-

duced the web-based system TERRA TMS. 
The technology is designed to simplify the 
process of a translation order, all within a 
single system.
Element Language Technology  

www.terra-tms.com

Acrolinx 2.10
Acrolinx GmbH, a developer of content 

quality software, has released version 2.10 
of its linguistic analytics engine-driven tech-

nology. The new version includes new sup-
port for the oXygen XML editor, enhanced 
support for user authentication and termi-
nology contribution, and MySQL database 
for terminology.
Acrolinx GmbH www.acrolinx.com

XTRF redesigns customer portal
XTRF Translation Management Systems 

sp. z o.o. has redesigned its built-in portal 
for customers. The new portal features a 
transparent and modern interface allowing 
clients to place and receive quotes, down-
load or upload files, and check the status of 
their projects and payments.
XTRF Translation Management  

Systems sp. z o.o., www.xtrf.eu

Business analytics module
Wordbee S.A, a provider of translation 

software, has designed a new business ana-
lytics module for its translation manage-
ment system. The new technology provides 
a dashboard where over 100 real-time 
reports are generated for every aspect of 

the localization process.
Wordbee S.A www.wordbee.com

XTM 7.0, XTM Xchange
XTM International, a developer of XML 

authoring and translation tools, has released 
XTM Suite 7.0 and a new XTM Xchange 
module intended to increase the supply 
chain. Version 7.0 includes project manage-
ment enhancements allowing users to group 
files, assign translators to specific groups or 
languages and create different workflows 
for different languages.
XTM International www.xtm-intl.com

Linguify.Mobile, Linguify.Cloud
LinguaNext, Inc., a localization solutions 

provider, has announced the availability of 
its Linguify.Mobile language translation/lo-
calization solution for mobile applications.

LinguaNext has also made available its 
Linguify.Cloud solution for the localization 
of cloud and software-as-a-service-based 
applications. The technology is intended for 
cloud-based applications such as customer 
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relationship management, enterprise re-
source planning and business automation.
LinguaNext, Inc. www.linguanext.net

Clients and Partners

Nikon Precision  
chooses Wordbee software

Nikon Precision Inc., has chosen the trans-
lation and project management software as 
a service system by Wordbee S.A, a transla-
tion software company. The decision was in-
fluenced by the Japanese language support 
that the system provides.
Wordbee S.A www.wordbee.com

Divergent Language Solutions 
selects XTRF

Divergent Language Solutions, a language 
service provider, has selected the translation 
management system by XTRF for language 
projects within the legal, financial and mar-
keting sectors.
XTRF Translation Management  

Systems sp. z o.o. www.xtrf.eu

In Every Language partners  
with ODVN, ApexTra

In Every Language, a language service 
provider, will partner with the Ohio Domestic 
Violence Network (ODVN) to provide tele-
phone interpreting in over 170 languages to 
participating programs. Statewide implemen-
tation of the telephone interpreting line will 

help limited-English-speaking victims in Ohio 
to better communicate with those providing 
them assistance.

In Every Language has also teamed up 
with ApexTra to teach WordFast technology 
to translators on a global scale. Courses will 
cover WordFast Pro workflow approaches; 
creation and use of glossaries and translation 
memories (TMs); real-time sharing of TMs 
and collaboration with other translators; and 
alignment and TM management and settings.
In Every Language www.ineverylanguage.com

LinguaSys teams with Salesforce.com
LinguaSys, Inc., a provider of text ana-

lytics software solutions and translation 
services, has teamed with Salesforce.com, a 
cloud computing and customer relationship 
management company. LinguaSys will extend 
the capabilities of Salesforce’s Radian6 Social 
Marketing Cloud by analyzing non-English 
social network content in its native language.
LinguaSys, Inc. www.linguasys.com

euroscript chooses  
Interverbum Technology

euroscript International S.A., a provider 
of solutions in content life cycle manage-
ment, has chosen TermWeb from Interver-
bum Technology, a provider of terminology 
management solutions, as a component of 
its global content management solution.
euroscript International S.A.  

www.euroscript.com

Interverbum Technology  

www.interverbumtech.com

People

Recent industry hires
 ■ Anzu Global LLC, a globalization staffing 

services company, has hired Jeanne Sharpe to 
help with the recruiting and finance teams.

 ■ Netwire, a provider of language solu-
tions, has hired Lilian Feldmann as a project 
manager. Nathalia Abreu has joined Netwire’s 
quality assurance team.

 ■ The Centre for Next Generation Lo-
calisation has appointed Qun Liu as profes-
sor of machine translation at Dublin City 
University. 

 ■ The Globalization and Localization 
Assoc iation has appointed Hans Fenster-
macher as its chief executive officer. Laura 
Brandon will become chief operating officer.

 ■ Arancho Doc S.r.l., a provider of lan-
guage services, has hired Danilo Monaco as 
director of strategic suppliers. 

 ■ Ocean Translations has hired Sebas-
tian Montesinos as the new human resource 
and vendor manager.

 ■ 1-Stop Translation USA, LLC, a provider 
of Asian language services, has hired Hiroe 
Kawamura as an in-house Japanese transla-
tor, Catherine Ann as West Coast account 
manager, Alice Yu as accounting manager, 
and Justin Bynum as accounting specialist.
Anzu Global LLC www.anzuglobal.com

Netwire www.netwire.com.br

Centre for Next Generation Localisation 

www.cngl.ie

Globalization and Localization Association 

www.gala-global.org

Arancho Doc S.r.l. www.aranchodoc.com

Ocean Translations  

www.oceantranslations.com

1-Stop Translation USA, LLC www.1stoptr.com

Announcements

iDISC celebrates 25 years
iDISC Information Technologies, S.L., a pro-

vider of multilingual communication solutions, 
has reached its 25th anniversary in business.
iDISC Information Technologies, S.L. 

www.idisc.es

Certifications

translate plus ISO 14001 certified
translate plus, a language service provider, 

has been awarded the ISO 14001 Environmen-
tal Management System certificate.
translate plus www.translateplus.com

STARt from pole position!

Documentation – Translation – Publication
STAR – your single-source partner for corporate product communication

star-group.net
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November

Languages & The Media
November 21-23, 2012, Berlin, Germany.

ICWE GmbH, www.languages-media.com/index.php

NTIF 2012
November 22-23, 2012, Copenhagen, Denmark.

Nordic Translation Industry Forum, www.ntif.se

Gilbane Boston 2012
November 27-29, 2012, Boston, Massachusetts USA.

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

22nd JTF Translation Festival
November 28, 2012, Tokyo, Japan.

Japan Translation Federation, www.jtf.jp/jp/festival/festival_top.html

Translating and the Computer 34
November 29-30, 2012, London, UK.

ASLIB — the Association for Information Management  
www.aslib.co.uk/conferences/tc_2012/index.htm

December

AUSIT Conference
December 1-3, 2012, Sydney, Australia.

Australian Institute of Interpreters and Translators 
www.ausitconference.org

Sochi 2014: Translating the Games
December 7-8, 2012, Sochi, Russia.

Sochi 2014, Janus Worldwide  
www.sochi2014.com/en/team/translation/program-forum

January

Computer-Assisted Translation Course
January 17-20, 2013, Monterey, California USA.

Monterey Institute of International Studies 
www.miis.edu/academics/programs/translationinterpretationshort

2013 International Medical Interpreters Conference
January 18-20, 2013, Miami Beach, Florida USA.

International Medical Interpreters Association 
www.imiaweb.org/conferences/2013callforpapers.asp 

memoQfest USA
January 31-February 1, 2013, San Antonio, Texas USA.

Kilgray Translation Technologies, www.memoqfest.org

February

Intelligent Content 2013
February 7-8, 2013, San Francisco, California USA.

ICC, www.intelligentcontentconference.com

ALC Unconference
February 7-9, 2013, Palm Beach Gardens, Florida USA.

Association of Language Companies 
www.alcus.org/education/unconference/unconference.cfm

March

2013 Internationalization Conference
March 13-14, 2013, Santa Clara, California USA.

Lingoport, Inc., http://i18nblog.com/events/ 
#2013-i18n-conference

GALA 2013
March 17-20, 2013, Miami, Florida USA.

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

The Translation and Localization Conference
March 23-24, 2013, Warsaw, Poland.

LOCALIZE.PL, TexteM, www.translation-conference.com

Confab London
March 25-27, 2013, London, UK.

Brain Traffic,  http://confabevents.com

April

Nordic Translation Conference
April 4-6, 2013, Norwich, UK.

NTC, www.nordictranslation.net/welcome.html

MadWorld 2013
April 7-9, 2013, San Diego, California USA.

MadCap Software, Inc., www.madcapsoftware.com/events/madworld

Localization World Singapore
April 10-12, 2013, Singapore.

Localization World, Ltd., www.localizationworld.com

TAUS Executive Forum
April 11-12, 2013, Tokyo, Japan.

TAUS, www.translationautomation.com/events/events

TMS Inspiration Days
April 18-19, 2013, Krakow, Poland.

XTRF, www.inspirationdays.eu//index.php

International Conference, Building Cultural Bridges 
April 25-27, 2013, Almaty, Kazakhstan.

ICBCB, http://sdu.edu.kz/en/news-and-events/248-2013-icbcb- 
annual-international-conference-

May

ELIA Networking Days Munich
May 2-4, 2013, Munich, Germany.

ELIA (European Language Industry Association) 
www.elia-association.org/index.php?id=12

memoQfest
May 8-10, 2013, Budapest, Hungary.

Kilgray Translation Technologies, www.memoqfest.org
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Thicke: How do you define success?
Ueda: We define success in three ways. First of 

all, there is the translation quality. Because our 
volunteers are avid Twitter users, they understand 
the product before translating the string. They tend 
to come up with good translations. The turnaround 
time is also good: when we introduce a new feature, 
the volunteers respond quickly. Then there is the 
language coverage. It would be difficult to sup-
port a large number of languages if we were doing 
traditional translation. With volunteers we can cover 
more exotic languages. 

Thicke: How does it affect your users when Twitter 
becomes available in their language?

Ueda: We started supporting Arabic-speaking countries in 
March of this year. Since then the user growth of Arabic users 
has been accelerating rapidly. Each month more people are 
using it, and I haven’t seen any sign of it slowing down. Before 
March the growth curve was very different. Language support is 
dramatically changing the landscape for these countries. Before 
localizing in right-to-left languages, Twitter was not that big 
in Saudi Arabia. People are using Twitter more as a result of 
localization.

Thicke: How do you decide on the “official” Twitter lan-
guages? Do you make a distinction between top tier languages, 
and second tier?

Ueda: We came up with a plan a while back to support 28 
core languages. That was based on how much of the internet 
population we could cover. Now we are going beyond that — 
we are already supporting 33 and going toward 50 or so soon. 
We are switching to a self-service model to scale this up. If 
enough people want their own language version of Twitter, 
they can make it happen. Recent languages such as Basque 
and Catalan had enough volunteers who wanted it, so they 
made it happen. 

Founded in March 2006 and launched 
in July 2006, Twitter is a real-time 
information service on which people 
post ideas, comments and news in 140 
characters or less. Twitter brings users 
closer to the topics, events and people 
they care most about around the world. 
Twitter is available globally in 33 lan-
guages, with 140 million active users 
and 400 million tweets per day. Based 
in San Francisco, Gaku Ueda is Twitter’s 
engineering manager in charge of making Twitter 
an even more global product by translating it into 
more of the world’s languages.

Thicke: You are the manager of the international engineering 
team. How did you come to this role? 

Ueda: I have been working on globalization for more than 12 
years. In my last job, I was the technical lead/manager for the 
Japanese market adoption of Google Maps and before that I was 
at Yahoo! I came to Twitter in November 2011 to start leading the 
engineering efforts around internationalization.

Thicke: How does language fit into Twitter’s vision?
Ueda: One of our core values is to reach every person on the 

planet. We care about everyone on earth; this is why we are also 
supporting minor languages. We recently covered Catalan and 
Basque. Again, we care about these languages. 

Thicke: How many languages is Twitter offered in today?
Ueda: Twitter is offered in 33 languages today, and another 13 

or so are coming. More than half of our traffic has been coming 
from outside the United States. And it’s growing. International is 
an important part of our growth.

Thicke: How do you manage so many languages? Are they all 
handled by volunteers?

Ueda: Yes, we are doubling down on community-based trans-
lation. Basically, we are relying on working with a community of 
volunteers. It’s been very successful.

Lori Thicke is cofounder and general manager of LexWorks, 

cofounder of Translators without Borders and a member  

of the MultiLingual editorial board.

Enterprise Innovators   Lori Thicke

Twitter’s 400,000 

Translators

Gaku Ueda, Twitter. 
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Thicke: You have over 400,000 transla-
tion volunteers. That’s an amazing number. 
Do they all contribute the same amount?

Ueda: There is a low bar in terms of how 
much time is required to contribute. For 
example, when I see that some transla-
tions aren’t done, I can spend a couple of 
minutes and contribute to the Japanese 
version of Twitter. When we have a major 
launch, in the communities that are really 
active, thousands will respond. We also 
have a large number of translators helping 
with a steady flow of translations. They 
can contribute more and engage deeper 
by becoming moderators or participating 
in forums.

Thicke: How do you manage so many 
volunteers?

Ueda: One way we manage is our trans-
lation interface. http://translate.twttr.com 
has a dashboard of translation comple-
tion so you can see where translations 
are needed. Another way is that we have 
community managers who communicate 
with moderators about upcoming work. 
These are our two main communication 
channels. Also, we tweet.

Thicke: How is the work delivered back 
to you once it’s translated?

Ueda: It’s done via our website, and it 
immediately becomes available for the 
engineering team.

Thicke: How do you manage quality? 
I see a voting mechanism on your site. Is 
every sentence put to a vote?

Ueda: There are two ways of managing 
quality. One is moderation. We identified 
a subset of volunteers as moderators, so 
they have the right to approve transla-
tions. They are the gatekeepers of quality. 
Also, volunteer translators can vote for 
translations. They can vote for an existing 
translation or propose a new one.

Originally, when we were supporting 
28 languages, moderators approved all 
the translations. Now, for the self-serve 
languages, the communities tend to be 
smaller and sometimes the string might 
not be approved. In that case, we have 
automatic moderation capabilities. If a 
translated string meets certain criteria, 
it may be automatically approved. It is 
machine based, so an algorithm decides. 

We also have a reputation system for 
translators. The more good work you do, 
the more the system trusts you. If a string 
is not approved by the community within 
a certain amount of time, the system may 
approve the string based on a transla-
tor’s past record. If you are a brand new 

translator, we don’t know if you are good 
at translation, so we wait until we have 
enough confidence to approve the string. 
Voting is one of the inputs for the deci-
sions. Approval goes to the moderator at 
the end. If the moderator doesn’t decide, 
then the algorithm decides. 

Thicke: How long does the approval 
process take?

Ueda: It depends on how much we can 
trust a particular translator. If a string is 
translated by a trustworthy translator, it is 
approved very quickly.

Thicke: How much volume does an 
average translator handle?

Ueda: It varies by volunteer. Some trans-
late a few strings, others come back every 
day — they like spending time to translate, 
review and vote. Some are putting serious 
time into it. 

Thicke: How does the translation center 
distribute work? Is it push or pull, for 
example?

Ueda: In general it’s pull, but sometimes 
we push info to volunteers.

Thicke: What is the role of moderators, 
and how do you select them?

Ueda: We evaluate moderators by look-
ing at past contributions. If volunteers 
have been contributing for a long time 
and are doing a good job of communicat-
ing with managers, we tend to choose 
them. We select the most active volunteers 
as moderators. We ask if they are inter-
ested, and if they are, we provide some 
training.

Thicke: I see you have a leaderboard 
with your top eight translators. But you 
have 400,000! How do you keep the rest of 
the volunteers motivated?

Ueda: There are a couple of additional 
things we do. One is that we have transla-

tor badges. The icon shows up in your pro-
file page if you are a top 20% contributor 
for the translation community. Secondly, 
we have a learning center where you can 
play games about providing good transla-
tions. It’s like an online translation learning 
center. Also, on your translation center 
profile page you can see where you are — 
there is a dashboard for your contribution 
statistics.

Thicke: I see a vote for not only transla-
tions but also for the translator. How does 
this work?

Ueda: With the reputation system, you 
can evaluate the translation string or vote 
for particular translators. If someone is 
providing good translations, you can vote 
for that person too. 

Thicke: How does mobile technology 
impact your plans?

Ueda: This is one of the areas for inter-
national expansion; the effort is mainly for 
users outside of the United States. Twitter 
is seriously supporting feature phones. 
Smartphones can do all the fancy things 
that a browser can do, while a feature 
phone’s browser feature is limited and the 
speed is slower.

Thicke: What languages are in the 
future for Twitter?

Ueda: We are talking about supporting 
100 languages. That’s the next long-term 
goal for our team. We don’t have par-
ticular languages, but we are scaling the 
coverage of languages. We also want to 
improve the quality of translations. We 
want to make the product more local and 
natural for users outside the United States. 
So we are making sure that the Twitter 
product is tailored for individual countries 
for what is natural and useful for people 
in those countries.  M
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the government has a role in regulation but with varying 
degrees of intervention. It’s prudent then to understand what 
that level of intervention might be and how the content being 
produced and distributed will or will not meet local expecta-
tions, which is really the key. This is really where the practice 
of culturalization becomes so critical, to better understand the 
geopolitical and cultural conditions and adapt accordingly.

As a footnote to appealing to the local authority that 
controls distribution, one thing that content developers often 
seem to overlook is that many countries do not share their 
own concept of freedom of speech. While many governments 
around the world have freedom of speech clauses in their 
constitutions and founding documents, almost all countries 
maintain some level of control, some mild and some very 
severe (such as North Korea and Myanmar). So when a regime 
changes, the rules that we’ve come to expect about who 
controls the distribution of content and by what standards will 
potentially change as well. When considered in the context of 
content creation and distribution, this forces us to explore the 
issues around one of the major variables in our globalization 
and localization industry: what happens when the conditions 
of our target markets change rapidly and how do we respond?

The twentieth century saw a great deal of political change 
across the globe, which is often a natural outcome of major 
events such as World War I and II, as well as the effective end 
of colonialism in Africa and elsewhere. One of the more sig-
nificant changes was the so-called fall of communism in 1989, 
a movement that started in Poland and then quickly spread 
to Hungary, Romania, Bulgaria and other eastern European 
countries. So swift were the actions that by the end of 1991, 

We live in very dynamic times across several 
dimensions — cultural, geopolitical, technological 
and so forth. Most content creators and localizers 
maintain a collective awareness that markets do 
change, since culture is ever-evolving and adapt-
ing, particularly in an interconnected world.

Even so, we tend to make assumptions about market condi-
tions, at least for a time, because as businesses we rely on 
some degree of stability in order to create our products and 
plan our distribution strategies. To be honest, a lot of forecast-
ers would love it if the markets stayed relatively consistent — it 
would be far easier to predict consumer interests, whims and 
desires. And it would help content developers to focus their 
craft on the types of content they know people would enjoy 
and predictably consume.

However, we are businesses operating on a global scale and 
not only across many diverse cultures, but across cultures 
that are constantly evolving. In some locales it seems as if 
those changes are so subtle as to be imperceptible, so they’re 
sometimes (perhaps unfairly) viewed as backwards or conser-
vative. Other areas are showing more overt changes, often for 
the betterment of their society, but sometimes not so much. 
Whatever the case, change is inevitable; as the oft-quoted 
Greek philosopher Heraclitus once said, “The only constant is 
change.” 

Let’s first keep in mind a fundamental principle of the global 
distribution of content: whether we like it or not, externally-
created content must find some level of appeal or approval 
with the forces that control distribution in any given market. 
Most often, this force is the national government on some 
level. In heavily restrictive areas such as China, the government 
has nearly absolute control over the influx of content and will 
take excessive means to maintain that level of control, as seen 
by the “Great Firewall of China.” In the majority of markets, 

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

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

Microsoft as a geographer and its senior geopolitical strategist.
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Dealing with regime change
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the Soviet Union itself was dissolved, 
giving way to the creation (or perhaps 
re-creation, since they were once inde-
pendent) of 14 countries. The political 
and cultural changes were extremely 
diverse; for example, the Baltic states of 
Estonia, Latvia and Lithuania embraced 
a societal and administrative structure 
much like western Europe, whereas some 
countries were more like Turkmenistan, 
which ended up being ruled by a severe, 
heavy-handed dictator who called him-
self the “Turkmenbashi” (Leader of the 
Turkmen People) and declared himself 
President for Life (he died in 2006 and 
was replaced by a democratically-
elected president). 

One of the fundamental outcomes of 
the dissolution of the Soviet Union was 
new local requirements and prefer-
ences on language usage, where many 
of the former parts of the USSR quickly 
reverted to their local languages and 
put restrictions on the use of Russian 
despite its persistence as the lingua 
franca. Over time, cultural changes 
ensued with some of the new countries 
embracing a broader definition of free 
speech while others remained cautious 
and controlling. Without a doubt, this 
radically affected content strategy and 
distribution, and required companies to 
ramp up new product development and 
localization efforts.

Recently, one of the more surprising 
upheaval events has been the seemingly 
sudden regime changes throughout the 
Middle East and North Africa (MENA) 
region, a tumultuous time that has since 
been dubbed the “Arab Spring.” This 
wave of revolution across Arab coun-
tries began in December 2010 in Tunisia 
with a local uprising that resulted in 
the complete overthrow of its govern-
ment within a month, following the 
tragic self-immolation of protester 
Mohammed Bouazizi and the escape of 
President Ben Ali to Saudi Arabia. With 
the help of media exposure as well as 
the rampant use of social media (Figure 
1), this incident spurred similar pro-
tests that spread rapidly to other Arab 
countries which had likewise been under 
the rule of perpetual and entrenched 
leadership. By January and February of 
2011, the range of protests, civil disorder 
and demand for government reform 
had spread to Algeria, Lebanon, Jordan, 
Saudi Arabia, Sudan, Bahrain, Morocco 
and several other nations. In addition to 

Tunisia, entire governments were over-
thrown and replaced in Egypt, Yemen 
and Libya; in Syria, the country erupted 
into a major civil war that is ongoing as 
of this writing.

Beyond the serious sociopolitical 
changes, some market strategists might 
shrug at these events from the viewpoint 
that these markets weren’t robust to 
begin with for external content. However, 
this feeds a persistent Western misper-
ception that the MENA region is inacces-
sible or difficult. True, the region presents 
its own unique challenges as all markets 
do, but in some media sectors, such as 
video games, it’s been one of the fastest 
growing locales. It’s not a question of 
viability, but rather of adaptability. Many 
see the Arab Spring as a potential (and 
long-awaited) opening up of the region 
as new democracies promise expanded 
free speech and expression, which in turn 
implies a greater acceptance of external 
content and thus business opportunities. 
We will have to wait and see if that may 
be the outcome.

Another consideration in the wake of 
regime changes is the relatively funda-
mental aspects that must be accounted 
for in content. These include something 
as simple as a change to a country’s 
name or the retirement of a now-histor-

ical name (Yugoslavia, Czechoslovakia), 
the change or introduction of a new 
country flag, national anthems, national 
symbology, emblems and so on. As we 
know, these basic identifiers for coun-
tries are critical fixes as they are usually 
leveraged across many resources such as 
registration forms and country/region 
lists. New governments and countries 
are often proud of their achievement 
and expect to see the correct names and 
symbols in content being distributed in 
their market. And on a competitive note, 
a timely change to this kind of informa-
tion can also show the consumer that 
your company is responsive and agile, 
which may increase the local appeal.

In cases of regime change in target 
markets, it’s important to set aside 
assumptions and not to act too prema-
turely in response. As we saw with the 
fall of communism and now with the 
Arab Spring, the changes are swift and 
at times unpredictable. Our humanity 
hopes the best for the people in these 
markets and that their actions will 
provide them with the positive outcome 
they seek. At the same time, we take 
a cautiously optimistic perspective on 
the situation and carefully gauge what 
the market might want and need as it 
evolves and moves forward.  M

Figure 1: This image is an example of one of the many pieces of content used online to draw 
attention to the events unfolding in the Middle East (Source: TunisUSA.com).
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Here’s what happens: The US government doesn’t want 

innovative information, public or private, sent out of the United 
States and into countries it doesn’t get along with. As translation 
providers, we are constantly sending our clients’ information all 
around the world. If that information gets sent from the United 
States to a country the United States has sanctioned, we and our 
clients could get fined or go to jail. Like real jail. The kind with 
bars and stuff. Got your attention now?

In all seriousness, according to a University of Texas at Austin 
2009 report, “[V]iolations of the EAR [Export Administration 
Regulations] are subject to both criminal and administrative 
penalties. Fines for export violations, including anti-boycott 
violations, can reach up to $1,000,000 per violation in criminal 
cases, and $250,000 per violation in most administrative cases. In 
addition, criminal violators may be sentenced to prison time up 
to 20 years, and administrative penalties may include the denial 
of export privileges.” This affects both translation client and 
translation company, which is why many of In Every Language’s 
manufacturing customers and others are now building deemed 
export clauses into their contracts and purchase orders. Because 
no one wants to go to jail over a translation — or at least I don’t 
— so they make us sign something saying that we won’t break 
deemed exporting regulations and that if we do, they can always 
show where they told us not to. 

As the owner of a translation company, when I first found 
out about this, the whole concept seemed unfathomable to me. 
Personally, I tend to think of translation as a peaceful thing, and 
ideology aside, some languages just aren’t spoken in countries 
that the United States does get along with. For example, as of 
this writing, Myanmar is on the US no-no list. But where else do 
they natively speak Karen, Chin and Burmese? Perhaps we could 
find a professional translator in the United States who speaks 
those languages, but according to federal regulation, giving 
information to a foreign national living in the United States is 
just like giving it to someone still in that country. I’m not an 

War is one heck of a macroforce. Let’s face it, 
there are fewer things on this earth that impact 
more aspects of people’s lives than war. Whether 
or not countries are getting along, and to what 
extent, greatly controls the outcome of almost 
everything it touches: world politics, the economy, 
even translation.

I’m not talking about language services for the defense indus-
try, even though that’s clearly a way in which the macroforce 
of war and peace impacts our work worlds. I’m talking about 
exporting. Exporting, you say? Yes, deemed exporting.

In the United States, the federal definition of a deemed export 
is an export of technological information that is “deemed” to 
take place when it is released to a foreign national who’s within 
the United States or to a foreign national who’s — well, logi-
cally enough — in a foreign country. In other words, if you send 
software code, design specs or similar information abroad for 
translation, the US government considers you to be an exporter, 
and that information to be an export. And there are rules sur-
rounding exporters and exports that change depending on who 
the United States is at war with, used to be at war with, thinks 
it might go to war with — aw, heck, let’s just say it — pretend for 
the moment that countries are people. Now ask yourself if people 
always get along. 

I’ll admit, war is an extreme word to use in these circum-
stances. But our industry’s prior lack of attention to this matter 
could get a lot of companies and their clients in big trouble.

Terena Bell is CEO of In Every Language and recently completed a 
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the Association of Language Companies.
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attorney (and nothing in this article is 
meant as legal advice whatsoever and if 
you think for one minute I’m an attorney 
it’s your own darn fault), but it’s my non-
attorney understanding that the transla-
tor would have to stop being a citizen of 
Myanmar and start being a citizen of the 
United States or of a country we get along 
with. Of course, this being said, Burmese, 
Chin and Karen are most likely not at the 
top of anyone’s most-needed languages 
list. But before you think this is a minor 
issue just affecting languages of limited 
diffusion, think again. They speak Spanish 
in Cuba, another country on the no-no list. 
So where else is on the list? At the time of 
this writing, Iran, the Sudan, Syria, North 
Korea, Belarus, the Ivory Coast, Iraq, Leba-
non, Zimbabwe and Palestine.

Now, let’s take this up a notch, lest 
you think only these countries will be 
affected. In addition to deemed exports, 
you have what are called deemed re-
exports. That’s right: re-exports. Accord-
ing to the US Bureau of Industry and 
Security (BIS), a re-export is when you 
send something to one country, then 
someone in that country sends it to 
another one. For example, an American 
client sends the document for translation 
to a company in England that then sends 
it to a freelance translator in Cuba. In 
other words, going back to our countries-
as-people analogy, you may know better 
than to tell your secrets to Bob, but if you 
tell them to Mary, knowing that Bob and 
Mary are friends, the federal government 
thinks you should have the wherewithal 
to not be surprised when Mary tells Bob. 
This means that exporting information to 
practically any country may be in risk of 
putting you at risk, unless, of course, that 
country has the exact same set of friends 
the United States does.

I don’t know about you, but by this 
point even I am shocked and confused, 
and I’m the one writing the article. 
Basically, as the person sending informa-
tion out of country, the US government 
believes you have the responsibility to 
make sure that information doesn’t fall 
into the wrong hands. Whose hands are 
the wrong ones? Well, that depends on 
what the information’s about and on 
the current political climate. If you really 
want to learn more, “The Deemed Export 
Rule in the Era of Globalization” (www.
fas.org/sgp/library/deemedexports.pdf), 
a US Secretary of Commerce document, 
makes for an especially descriptive night-

time read. I highly recommend it if you’re 
an insomniac who prefers homeopathic 
cures to prescription medication. 

Personally, when my company is in 
doubt, I just pay a trade consultant 
to tell me where we can send materi-
als. According to the BIS, you can also 
apply for special treatment under EAR99, 
seek a license exception or get a special 
exporter’s license.

When I write this column, I try to look 
for larger issues in the bigger world and 
then hone down how they affect us in 
ours. This is one issue I freely admit I will 
never be an expert in. But I don’t have 
to be an export expert to see how clearly 
this can impact the translation industry. 
Translation companies send materials 
where the best professionals are for the 
project. Sometimes the only person who 
speaks Cuban Spanish, specializes in 
technical translation, and can deliver in 
CAD format with translation memory by 
10 a.m. Eastern Time next Tuesday lives 
in Cuba. Our industry is a remarkably 

fine-tuned one and many of us involved 
in it care more about people than we do 
place. But at the same time, we have to 
be aware that the US government cares 
very much about place and I’m willing to 
bet that if we started looking into other 
governments, there are a heap of them 
that care very much about place as well.

This deemed export mess is real. It has 
the potential to affect the availability of 
languages and specializations that we offer 
our clients. It has the potential to affect 
the price of translation itself, as freelance 
translators in okay countries might charge 
more than ones in sanctioned countries. It 
has the potential to affect transparency, 
as due to deemed exporting, clients may 
have a legal incentive to know precisely 
who their translation is being contracted 
out to and where those translators live. It 
has the potential to affect quality, as the 
home country’s language most likely will 
have changed since the native speaker left 
it and became a US citizen. Yes, one heck 
of a macroforce.  M
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Signs define visible and invisible boundar-

ies within cultures and societies, and semiotics 
is the study of these signs and symbols. It is 
used to study people’s perceptions, interpreta-
tions and interactions with symbols and signs. 
As computational software is breaking distant 
boundaries and rewiring cultures and societies, 
human-computer interaction researchers are 
relying on semiotic methods to study the inter-
play between information systems, languages 
and cultures.

To meet the exponential growth in the use of codes and 
software in today’s organizations, linguists and cultural bro-
kers working in the field of localization and broader language 
technology require semiotic perspectives on language and cul-
ture to mediate the development of usable spaces and devices 
for users with different ethnic and cultural backgrounds. This 
approach not only generates new business opportunities but 
also enables intercultural learning. Arabic language and culture 
are highlighted as examples to explain this semiotic approach.   

Orality versus literacy 
According to semioticians, symbolic breakthroughs have led 

to major transformations in human civilization and enabled 
new modes of thinking, sensing, knowing and being. Histori-
cally, symbolic shifts led to cultural transformations and cre-

Understanding the orality

of Arabic culture

Khaled Islaih

ated new economic landscapes with new business and career 
opportunities. For example, oral traditions (known as orality 
among media experts) dominated modes of communications, 
lifestyles, knowledge production and social interactions in pre-
industrial times. As a main symbolic system, orality also shaped 
cultural norms and social structures. For instance, people lived 
in tribal communities, and knowledge was transmitted orally 
among social groups and then onward to the next generation. 
Economic activities were meshed within kinships, family and 
a wider social web. 

Despite accelerated advances in information and communi-
cations technologies, oral cultures are still alive in most parts 
of the world and shape social behaviors and attitudes for the 
majority of world population. Orality doesn’t necessarily imply 
illiteracy. Instead, orality refers to a different way of thinking 
about things, and even a different way of relating to the world. 
For example, while literate people tend to embrace analytical 
knowledge in problem-solving and decision-making, oral peo-
ple use relational knowledge to navigate their lives and make 
everyday decisions and choices. According to orality experts, 
more than 60% of the world’s populations are described as oral 
communicators. Historically, oral modalities shape Arab lan-
guage and culture.   

For Muslims, Arabic is a sacred language. It embodies reli-
gious practices for Arab and non-Arab Muslims. This includes 
five daily prayers, Quran recitation and memorization, and 
weekly Friday prayer. The oral traditions of Arabic culture 
are also deeply rooted in pre-Islamic times. Oral tradition was 
quite important in the Middle East, going back farther than the 
Arabic language and then continuing for thousands of years. 
In fact, pre-Islamic poetry is seen by historians as a register 
of Arabs, meaning that it contains information on their his-
tory, genealogy, world view, cultural values and entire way of 
life. At that time, Arabic poetry was an original ethnography of 
the pre-Islamic period. This orality heritage in the Arab world 
continues to shape attitudes, preferences, decisions and choices. 
For various reasons, Arabic people may not read books as often 

Khaled Islaih is an Arabic linguist with diverse 

experience in the language industry, including 

language technology, Arabic translation and inter-

pretation. He recently joined the PhD 

program in adult education and community 

development at University of Toronto.
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as their Western counterparts. 

Translator Richard Jacquemond 

estimated that somewhere 

between 1,500 and 2,500 books 

are translated into Arabic every 

year — and this count is an 

increase over the Arab Human 

Development Report's estimate 

of 330. The average person in the 

Arab world reads infrequently, 

the Syrian newspaper Tishreen 

claimed in 2008, referencing a 

United Nations survey. Some 

have criticized this study, but the 

fact remains: those in the Arabic 

world tend to be more oral in 

their conceptions than literate. 

Although indeed, the concept 

of reading in our digital era has 

changed somewhat to become 

increasingly post-literate.

Like other oral societies, 

Arabs identify themselves mostly 

within kinship and family ties. 

Ignoring this orality dimension 

might not only limit the success of local-

ization and experience design for Arab 

users, but also might cause offense for 

oral users in the Arab world. In contrast, 

the outbreak of industrial revolution 

in Western societies and the invention 

of a printing machine in the fifteenth 

century by Johannes Gutenberg have 

changed the lives of people and societies 

in industrialized countries. The printing 

press gave birth to printed text as a new 

semiotic system in Europe and eventu-

ally moved to other parts of the world. 

The new textual order gave rise to wide-

spread literacy, and this became the new 

way of thinking, knowing and doing. 

In social terms, literacy shift facilitated 

deep societal changes. Literacy provided 

societies with new means to store, orga-

nize, retrieve and pass knowledge to next 

generations.   

According to Walter J. Ong in his 

book Orality and Literacy, print literacy 

encouraged individualization, distance 

and objectivity because reading is an 

individual activity. Thus, it created 

a split between knower and known, 

distance between writer and reader, 

and eventually separated thought from 

action. “Writing fosters abstractions that 

disengage knowledge from the arena 

where human beings struggle with one 

another,” Ong writes. “By keeping knowl-

edge embedded in the human lifeworld, 

orality situates knowledge within a 

context of struggle. Proverbs and riddles 

are not used simply to store knowledge 

but to engage others in verbal and intel-

lectual combat: utterance of one proverb 

or riddle challenges hearers to top it with 

a more apposite or a contradictory one.”

Within literate societies, this literacy 

shift also replaced oral subjectivity among 

oral people with literate objectivity, and 

situational knowledge of oral cul-

tures with analytical knowledge. 

Over time, print literacy shaped 

cultural norms such as rational-

ity and institutional hierarchies 

within societies, especially within 

Western industrialized societies. 

Under literacy order, attitudes of 

independence and free choice pre-

vailed among people in the West.   

Ethnocomputing 
for all users 
Currently, post-industrial ad- 

vances in mobile and media 

technologies are bringing the 

literate dualistic order to its end. 

More importantly, it is converging 

orality and literacy modes into a 

new post-literacy order driven 

by hypertext and hypermedia. 

Unlike printed text, hypertext is 

multimodal, with attributes from 

literacy and orality modes. For 

example, hypertext is both sub-

jective and objective and supports both 

relational knowledge of oral people and 

analytical knowledge of literate users. 

Nevertheless, human-computer interac-

tion researchers report that literate and 

oral cultures conceive and interact with 

technology including this new post-

literate order differently. They propose 

ethnocomputing as a new paradigm for 

ALLAH in Arabic calligraphy. The Arabic language is sacred to 
Muslims, and their art often incorporates linguistic elements.
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inclusive user experience. Unlike con-
ventional computing mainly evolved in 
Western literate contexts, ethnocomput-
ing incorporates cultural dimensions of 
computing into the design of computa-
tional devices, interfaces and practices. 
Ethnocomputing is the study of the inter-
actions between computing and culture. It 
includes research on the impact of com-
puting on society, as well as the reverse. 

The ethnocomputing shift eventually 
might facilitate economic opportunities 
within the emergent Arab information 
technology economy. Statistics issued 
by the International Telecommunica-
tion Union at the beginning of this year 
reveals that Arab States had reached an 
estimated internet penetration of 29.1%, 
compared to 34.7% globally. This places 
the Arab world ahead of Africa (12.8%) 
and Asia and the Pacific, where internet 
penetration was estimated at 27.2%. 
There are major differences within the 
Arab States, with internet penetration 
varying from below 5% in Mauritania 
and Somalia, around 50% in Morocco, to 
around 80% in Qatar and the United Arab 
Emirates — a level comparable to many 
European countries. For mobile technol-
ogy, the Arab States overall had some 
estimated 97 mobile cellular subscrip-
tions per 100 inhabitants, putting the 
region ahead of Asia Pacific and Africa. 
Mobile penetration rates vary greatly 

within Arab countries, from below 10% 
in Somalia to 188% in Saudi Arabia.   

Using the semiotics of literate users 
might be inadequate in oral Arabic cul-
tures. Indeed, it might lead to opposite 
results as experienced currently in oral 
cultures. In contrast, ethnocomputing is 
positioned to meet the needs of both lit-
erate and oral users by mediating better 
interactions between users and informa-
tion technology devices and interfaces.

Coding Arabic orality  
Ong explains that certain modern 

cultures have known writing for cen-
turies “but have never fully interiorized 
it, such as Arabic culture and certain 
other Mediterranean cultures.” Ong 
claims they rely heavily on “formulaic 
thought and expression,” by which he 
means a certain set way of expressing 
oneself verbally. “Oral habits of thought 
and expression, including massive use 
of formulaic elements, sustained in use 
largely by the teaching of the old clas-
sical rhetoric, still marked prose style 
of almost every sort in Tudor England 
some two thousand years after Plato’s 
campaign against oral poets.” 

As explained previously, orality theory 
emphasizes that oral users need to be 
understood within their cultures, rather 
than by semiotic biases of literate users. 
Human-computer interaction research-

ers have developed insights to enhance 
the effectiveness of localization and 
experience design for oral cultures. For 
example, information for oral users needs 
to be communicated through examples. 
Abstract statements, such as “breastfeed-
ing should be continued even when the 
child has diarrhea,” is not as effective as 
describing a precise example of a mother 
who is faced with this particular issue. 
In general, new information should be 
described in terms of familiar cultural 
norms. Oral people may give more impor-
tance to the source of information than 
literate people, especially, perhaps, in 
the case of divine revelation. In literate 
societies, information is shared through 
writing, and scant attention may be paid 
to the source of the information. For oral 
people, however, information is social 
and traceable, with what is supposed to 
be an obvious source. The epics of Homer, 
for example, are supposed to have been 
constructed by a man called Homer, 
though others might recite them for pub-
lic amusement. Therefore, content for oral 
users is expected to encompass sources 
to make it credible and trustworthy. It is 
known in Arabic culture that narrators of 
Hadith (the Arabic word for the sayings 
of the Prophet Mohammad) have traveled 
to many countries to verify their sources 
and insure their credibility. 

Moreover, each and every word 
written for oral users needs to be eas-
ily understood. Oral users never face 
unknown words in daily life — spoken 
language is clear and obvious. Thus, 
even one unfamiliar word can confuse 
the user completely, and thus care should 
be taken to ensure that no such words 
exist in any content for oral users. In the 
final analysis, the incorporation of such 
ethnographic insights in localization and 
experience design is advised to enhance 
usability among Arab users. 

The post-literacy order is changing 
linguistic paradigms. It put an end to 
the monolingual paradigm and opened 
doors for a new translingual one. In 
the old paradigm, languages were seen 
as separated from each other, but the 
translingual order is enabling people 
and ideas to move between languages 
seamlessly. People working in the lan-
guage technology industry are advised 
to enhance their translingual and trans-
cultural paradigms to stay relevant in 
today’s converging world of cultures and 
languages, including Arabic.  M
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Translation and social media

in the Middle East

Afaf Steiert, Matthias Steiert & Elanna Mariniello

O
Over the first few months of 2011, the Arab 

Spring started in Tunisia, shortly followed by 
revolutions in Egypt, Libya and Yemen. Other 
countries are still struggling with further uprisings 
around the Arab world. Dominant regimes con-
tinue to be challenged due to the snowball effect 
in the Middle East, spurred by a potent combina-
tion of economic, social and political grievances 
in opposition to their autocratic political systems. 

Most of the English-speaking world followed the unfolding 
news by checking their Twitter feeds in line at the grocery store, 
sitting on their dorm room beds scrolling through Facebook on 
their laptops and reading translated articles on Al Jazeera from 
their home offices or cubicles at work. No one was patiently 
waiting for the newspaper to arrive on his or her doorstep the 
next morning. A large part of what made this event so radical 
was the way it was relayed to the rest of the world. For the first 
time, people had immediate access to translated information, 
disseminated by ordinary citizens, directly from the field. Social 
media and the presence of the internet transformed the role of 
reporters and the type of information that the general public 
had access to. Translation was the medium through which this 
information passed from Tahrir Square to Times Square and 
everywhere else in the world. Viewers could reach out and 
connect with protesters even if there was a language barrier. 
This revolution was influenced by the raw information that was 

directly translated from the people of the Arab Spring to the 
people abroad.

The role of translation in the media has transformed global 
communication and has allowed for a more comprehensive 
contribution of ideas and opinions. Translation has been key in 
this revolutionary style of reporting and international commu-
nication. For over three decades, translators have been involved 
in current events revolving around the Middle East.

Translation of content and historical events in the Middle 
East, however, has not been isolated to this one instance in the 
Middle East. While this is currently and arguably the most note-
worthy of historical occurrences of the role of translation in this 
region, there has been great translation work done on stories 
from the Middle East since the 1980s. One of the organizations 
at the forefront of Middle East translation and representation 
has been the Middle East Media Research Institute (MEMRI). 
Established in 1988, MEMRI is a nonprofit organization that 
provides translations to television, print and web media news 
from the Middle East. MEMRI translates articles into English 
from more than six different languages. On their website, they 
describe themselves as an organization that “bridges the lan-
guage gap which exists between the West and the Middle East, 
providing timely translations of Arabic, Farsi, Urdu, Pashtu, 
Dari, Hindi and Turkish media, as well as original analysis of 
political, ideological, intellectual, social, cultural and religious 
trends in the Middle East.” 

The nonprofit is headquartered in Washington, D.C., and 
comprises 80 employees all over the globe. The board of direc-
tors consists of an array of esteemed members, from former FBI 

Afaf Steiert (left), president and cofounder of Afaf Translations, works as a conference  
Arabic interpreter and translator. She holds an MS in molecular biology from the  

University of Basel. Matthias Steiert (center), cofounder of Afaf Translations, specializes in 
German pharmaceutical translations. He holds a PhD in biochemistry  

from the University of Basel. Elanna Mariniello (right) is the projects coordinator  
for Afaf Translations, based out of the San Francisco Bay Area.
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members to UN ambassadors, to profes-

sors and Nobel Peace Prize winners. 

MEMRI is notable because of the impres-

sive work that it does and the informa-

tion that it allows the public access to. 

The organization is particularly impres-

sive because of the varied viewpoints and 

diversity of topics it reports on and trans-

lates. As the mission statement outlines, 

not only does MEMRI provide informa-

tion on events and media stories, it pro-

vides cultural, religious and ideological 

insight — MEMRI gives an inside look 

into the lives of individuals, in addition 

to the overarching themes and ideas that 

dominate the Middle East. The organiza-

tion attempts to present the Middle East 

as a mosaic of complex, interpersonal 

events and stories to combat the gener-

alizations and common misconceptions 

that exist due to the previous lack of this 

information. 

This is precisely why the media cover-

age of the revolution in the Middle East 

was so striking. This event was fueled 

and then sustained by a sudden surge 

in social media reporting by individu-

als. Individual reporting dominated in 

comparison to stories delivered by larger 

newspapers and mass journalism efforts, 

providing an interesting and objective 

view of the events as they unfolded, 

second by second on YouTube, Twitter, 

Facebook and other social media outlets. 

Even more impressive was the role that 

translation played in this event, as citi-

zens needed access to instant computer 

and human-generated translations to 

spread their stories. Arabic language 

translators around the globe were busy 

translating articles and information with 

tight deadlines for TV channels, radio 

stations and websites. The quality of the 

translation was essential in order to pre-

serve the messages being delivered. Dur-

ing the revolution it was as important as 

ever to rely on qualified translators and 

interpreters who understood the various 

dialects of videos on YouTube, and it was 

important to keep personal biases out of 

the interpretation.

The ever-present conundrum in trans-

lation is that of traduttore, traditore — the 

Italian phrase meaning translator, traitor — 

the challenge of manipulating something 

linguistically while still trying to stay 

faithful to the original meaning of the text. 

This is particularly interesting in the case 

of media translation, where words carry 

so much weight in the representation of a 

story or an event. In the Middle East, the 

situation was so controversial that even 

the slightest variation in media translation 

could alter a reader’s viewpoint. 

In “Translating the News: Refram-

ing Constructed Realities” written for 

Translation Watch Quarterly, Ali Dar-

wish states that all news and reporting 

is a form of translation itself. Reporters 

and individuals, when telling their sto-

ries, are relaying a personal account of 

their observed reality, thus translating 

the situation from their perspective. Dar-

wish argues that “translation-mediated 

news reporting is largely a reframing 

process of already framed text, which 

entails a reconstruction of an already 

constructed reality.” In the case of the 

protests in the Middle East, the civilian 

reporting via Twitter from a cell phone is 

constructing one reality of the situation, 

while the CNN reporter is constructing 

his or her own separate reality of the 

same situation. This results in varying 

primary translations of the same event. 

Inaccurate media translation is inevi-

table and “is a serious problem that is 

increasingly causing misrepresentations, 

misunderstandings and communication 

breakdown across nations and cultures 
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in globalized news media” says Darwish. 
In the simplest of terms, a media trans-
lator must tread carefully. To that same 
extent, a reader of translated media must 
read carefully and critically.

Although these issues are present and 
important to recognize, they exist out of 
a necessity to share information in this 
increasingly globalized society. It is quite 
amazing that we have witnessed a his-
torical event that was translated through 
millions of constructed realities and 
varied viewpoints rather than a select 
few. The world reacted strongly and was 
glued to social media as a result. 

What does this mean for the future of 
social media and news reporting? Social 
media outlets are only continuing to grow, 
and the main lesson learned from this 
event (aside from all political implications) 
was that people want to listen to people. 
Those on the receiving end of reporting 
want to hear their news directly and per-
sonally. They want constant updates from 
a plethora of people, and they want these 
updates at their fingertips — their cell 
phones, their computers and their televi-
sions. Social media is on a move to center 
stage in the grand scheme of information 
sharing, and, as a result, media translation 
is as well.

Meedan, which describes itself as a 
“digital town square,” is an organiza-
tion dedicated to the translation of social 
media content, particularly from Arabic 
to English. Everything that gets posted on 
the site is mirrored in Arabic and Eng-
lish, from the headlines to the comments. 
Meedan’s main goal is to harness the 
momentum from the social media frenzy 
that was the Arab Spring to propel media 
translation tools into the web market. In 
his July 2012 article “Translating Tweets 
from the Arab Spring: Towards a Transla-
tion Workbench for Twitter” on Meedan’s 
website, senior program officer George 
Weyman describes the impact and growth 
of the media in the Arab-speaking world, 
noting that there are already 60 million 
Arabic speakers online in the Middle East, 
and internet penetration growth is one of 
the highest rates in the world. “Google is 
predicting the number of Arabic-speaking 
web users to grow by 50% by 2013,” 
writes Weyman. “That means more con-
tent, more commerce and more knowl-
edge exchange. For example, there were 
30,000 tweets published per day in Arabic 
in July 2010 compared to a staggering 2 
million per day by October 2011.” 

Meedan currently runs a social media 
translation site and is in the midst of 
developing a platform through which 
twitter users themselves can translate 
tweets from Arabic into English. This is a 
departure from the more utilized machine-
generated translations, and a response to 
the growing number of Arabic-speaking 
twitter users. Meedan even facilitates the 
use of a site called Yamli, where Arabic 
speakers can type a word phonetically 
in Arabic, and the site will convert it to 
Arabic text. Hence, Meedan is the first 
social network explicitly built to facilitate 
collaborations across languages.

Weyman discusses the presence of a 
new generation of young bilinguals in 
the Middle East who have the potential 
to transform the Arabic-speaking online 
world. He speaks of current efforts to 
develop numerous sites in Arabic and 
expands on the growing popularity of 
internet services within the Middle East. 
While general knowledge may be that 
the web is expanding all over the globe, 
it is interesting to see this expansion 
through the lens of a single culture and 
community and the political implica-
tions that this technology has offered.

Translation has always been an 
extraordinary tool used to bridge lan-
guages, cultures and the sharing of infor-
mation. In the case of the Middle East, it 
has allowed for a new form of connec-

tion with the rest of the world and has 
provided a platform for the innovative 
use of new technology and social media 
tools. What’s more, however, it has helped 
to bridge the large gap in understanding, 
trust and cultural conceptions created 
by distance and language. Beyond basic 
reporting, translation-based media in the 
Middle East has enabled cross-cultural 
conversation surrounding controversial 
topics and previous misunderstandings. 
Meedan’s mission is “to create a better 
understanding between the peoples of the 
Arab Region and the West through dia-
logue online.” The organization notes in 
its About section that the emergence of the 
social web marks an opportunity to “con-
nect people from different places, faiths, 
languages and cultural backgrounds.” 

As we’ve seen in this turbulent Arab 
Spring, translation in the Middle East is 
ever changing, as it is across the world. 
Translation provides what the people 
need, and during the past Arab Spring, 
the people needed fast, up-to-date news. 
We saw a shift toward internet transla-
tion, and in order to support the rapid 
changes underway, much translated 
information was provided freely in order 
to deliver the news as quickly as possible. 
We will probably be seeing more of these 
same translation methods employed 
across the media as the world struggles 
to get its news as it happens.  M
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As political transformation continues 
to be the focal point for several countries 
in the Middle East, business people would 
still be wise to keep the region on their 
radar. Why? Because approximately 65% 
of the region’s population is estimated to 
be under the age of 30. As a result, these 
demographics catapult Arabic into the top 
11 languages in the world as measured 
by Common Sense Advisory in terms of 
e-GDP. Along with Simplified Chinese and 
Russian, our research shows that Arabic is 
also among the fastest growing languages 
on the web.  

However, the Middle East, no matter 
how you define it, is not a homogeneous 
market. The English term Middle East is 
Eurocentric and means different things 
to different people, depending on their 
own history and geographic location. 
In addition, not all prospects speak 
Arabic, there is a high diversity in income 
levels and local business conventions vary 
according to each country’s colonial history. 
For example, the Russians refer to the region 
as Ближний Восток (Blizhny Vostok or 
Near East) and include countries like Iran, 
Israel and Turkey in the group. The Chinese 
also call it the Near East, but they don’t 
include Turkey. The bottom line for business 
people? You must conduct local market 
research instead of acting on assumptions. 
When you’re ready to make your move into 
this region, we suggest that you consider 
the following six pieces of advice.   

Find out which Middle Eastern countries 
are emerging in your industry. Perhaps 
your company has addressed markets 
in the United Arab Emirates and Saudi 
Arabia, but not throughout the region. Are 
there young customers clamoring for your 

product or service in Egypt, or infrastructure 
requirements to be met in Tunisia? Find out 
the projections for your industry, and then 
review the plans you have in place to meet 
this demand, with the goal of cultivating 
repeat customers over the long term.

Become familiar with the local flavor. 
It’s not enough anymore to trust foreign 
nationals in your home office — things 
are changing too fast on the ground. Go 
beyond your ad agencies and third-party 
market entry specialists, and instead head 
for the internet cafés to talk to prospective 
customers of all ages. Language service 
providers can be one of your best sources for 
up-to-the-minute market research and can 
express what they see locally in terms you 
can understand. Study the localized mobile 
and web content of local and regional 
competitors for language use, presentation, 

images, amount of content and so on.  

Choose your top three markets in 
the region. What works for one Middle 
Eastern market segment may flop in 
another. Select your top markets and 
then drill down to focus on two or 
three possible customer profiles and 
how to reach them. What products 
are upwardly mobile families in urban 
areas buying for themselves and 
their children — home furnishings, 
toys, medicines? What markets are 
investing in health care and apartment 
construction? Don’t make any 
assumptions. Just look and listen.  

Customize the user experience for 
your selected markets. In addition 
to product or service adaptation, you 
must provide a good quality experience 
and, when required, build a responsive 
customer care infrastructure in each 

market where you do business. You may be 
tempted to follow in the footsteps of big 
companies like Bosch and Tata that reduced 
quality in order to provide attractive pricing. 
However, this strategy failed dismally 
because prospective consumers in this area 
are keenly attuned to what high quality 
means for a given product or service. That’s 
because they usually have to spend a greater 
percentage of their income to obtain it. Do 
not try to fool them, unless you want to cede 
market share that will be almost impossible 
to regain.  

Create a translation and localization 
strategy to support your market entry 
strategy. Potential customers in this 
region tend to spend more time on social 
networking sites and to share more content 
when they do. To be successful, you must 
truly engage through local language content 
using blogs, tweets and Facebook pages. 
Translated press releases for other markets 
that don’t apply are a no-no.  

The various markets in the Middle East 
are not static. Ensure that your marketing 
strategy evolves to stay in synch by moving 
beyond your usual sources of market 
research into internet cafés and discussions 
with local staff from your language service 
providers. And if you’re from North America 
or Northern Europe, don’t rush into your 
talking points. Instead, focus on building a 
network through conversation accompanied 
by one glass of tea at a time.

— Rebecca Ray

Common Sense Advisory Staff

Six tips for market entry success in the Middle East

Strategies for market entry success in the Middle East.
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I
It could have been the start of a multicultural 

take on a classic joke premise: an American, 
a Moroccan, an Algerian and a Yemeni were 
riding in a car — and it did end up a joke of 
sorts. Not understanding Arabic, I listened to 
the cadences of language among my passen-
gers, until they burst into laughter and then into 
English. It turns out they could not understand 
each other, and were laughingly accusing each 
other of not speaking Arabic.

For the second year, I’ve had the privilege of volunteering 
as a cultural mentor for technical women visiting Silicon Val-
ley under TechWomen, sponsored by the US Department of 
State's Bureau of Educational and Cultural Affairs. The pro-
gram brings emerging leaders from the Middle East and North 
Africa (MENA) region to work in a professional mentorship and 
exchange at companies in the Silicon Valley, where they work 
with a professional mentor on a three-week project, and are 
paired with a cultural mentor to help navigate through cultural 
differences and exploration. The Department of State partners 
with the Institute of International Education (also known for 
implementing the Fulbright scholarships) and the Anita Borg 
Institute for Women and Technology. 

All the participants are women. The emerging leaders go 
through a rigorous selection process: their applications are 
reviewed and narrowed by panels of technical women and pro-
gram administrators, then they are interviewed at the US embas-
sies in their countries. The mentors are chosen and matched to 
these emerging leaders according to their fields and interests.

Last year, I was a cultural mentor for two women from Algeria: 
Assia, an IT manager, and Hania, a lead software developer work-
ing on geolocation solutions. My role was to support their personal 
and professional growth and help them take advantage of the 
opportunities presented by the program, as a sort of map reader, 
tour guide, cultural interpreter and, in the end, friend. This year, 
I’m the cultural mentor for Hind, a network administrator from 
Yemen. She’s the first female in her company’s IT department.

Localization lessons from

intercultural mentoring

Mimi Hills

The program’s role of “smart power diplomacy” makes sense, 
creating opportunities for greater understanding across cultures 
and nations where a bit more understanding could go a long 
way in furthering discourse and negotiations. And that under-
standing works in many directions. 

In “Comparative cultural values,” in this year’s January/
February issue of MultiLingual, Kate Edwards stated, “Our 
keen ability to observe and compare is the same force that can 
really open doors to localized and culturalized content or very 
quickly close them.” I find that my colleagues in the localiza-
tion industry, like myself, are fascinated by cultural issues along 
with the language issues that challenge our work. In last year’s 
TechWomen program, two mentors participated from the local-
ization industry. This year, the word got out, and there are, 
not surprisingly, nine professional and cultural mentors from 
localization fields.

Why would we participate, giving our own time and 
resources? Giving comes full circle. I’ve grown and advanced in 
my own career with the support of some remarkable mentors, 
and I find it enriching to give back to others. And I’ve found 
that in every mentoring relationship I’ve participated in, I’ve 
learned about my mentee and about myself, about communica-
tion and, in particular, about the activities and challenges that 
my mentee is interested in. 

For example, in that car ride, the TechWomen were trying 
to come to consensus on an activity when they burst into Eng-
lish. The good-natured accusations flew: the Algerian woman 
peppered her Arabic with French, the Moroccan spoke too 
fast, the Yemeni used too many words that the others thought 
could not possibly be Arabic. The Moroccan laughed and said 
she could understand almost everything the others said, but 
couldn’t seem to be understood by the others. I’ve known that 
Arabic dialects vary across the MENA region, but I now know 

Mimi Hills is the director of software localization 

at Research in Motion. She has over 20 

years of experience in the software industry in 

localization and engineering management.
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just how much. One of the TechWomen 
explained that each country has intro-
duced its own words or variants to the 

Arabic language. Sometimes they could 
understand the gist of conversations 
with those from geographically adjacent 

countries, but not from those further 
away, with the biggest differences found 
between the North African countries and 
Middle Eastern countries. One language, 
major variations to address.

Christine Duran, senior manager of 
translation technology at Adobe, is the 
other second-time TechWomen mentor 
from the localization industry. Duran 
addressed the difficulties of finding the 
right Arabic for localization: “Last year, 
I had a conversation with a mentee from 
Jordan. We talked about trying to find 
a common Arabic, since we can't afford 
a specific version of Arabic for every 
country; as it is, for some companies the 
return on investment for Arabic is not 
enough to justify the translation, much 
less many versions of Arabic. If you're 
planning to localize to Arabic in the 
MENA region, you have to be judicious in 
your choice of Arabic because you can't 
localize to all the variants. Even people 
in the region struggle with that — it’s 
a compromise similar to ‘mid-Atlantic' 
Spanish used by many companies. You 
need to make choices. Years ago Adobe 
chose to go with Emirates Arabic, but 
we might easily have chosen Egyptian 
Arabic. The language choice has to have 
some ability to endure over time.” 

Part of the project Duran worked on 
with last year’s mentee explored gestures, 
looking out for cultural differences. “We 
were working on touch applications from 
the point of view of Arabic users. How 
would gestures, for example, be different 
to an Arabic user? Would your gestures 
be different? They weren't. So enlarging 
something by putting fingers together 
and then spreading them apart, moving 
something from right to left, or in their 
case left to right, was the same. I was 
surprised there weren't more differences. 
I wondered if this was because they grew 
up using Western technology.”

Along with coming to grips with the 
nuances within a language, I’ve learned 
that these emerging leaders from the 
MENA region shatter the stereotypes. 
They are passionate about technology, 
outspoken about their roles as women 
in the workplace, and eager to learn 
about American culture. I talked with 
them about technology and working in 
technology companies. We also talked 
openly about work/life balance, religion, 
current events, cultural activities, and 
our lives and families. And while my 
personal understanding about them has 

From left to right: Christine Duran, Ouafa Benterki and Seungmin Lee review Benterki's slides 
before her presentation. Duran is a senior manager and Lee is a senior technical program 

manager at Adobe, and both are mentors for TechWomen. Benterki is a mentee from Algeria.
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changed, I have grown in my profes-
sional understanding: the products that 
we build for the MENA markets must 
meet the needs of people as diverse as 
those here at home. For many of the 
TechWomen participants, the political 
changes of the Arab Spring have opened 
up further opportunities and promise. 
They are leading the way to greater gen-
der diversity in the region and in high-
tech fields in particular. 

Bringing together a diverse workforce 
can lead to a team that better under-
stands its customers and participates 
more effectively in problem solving for 
them. It is easier to develop products that 
meet the needs of both men and women 
if you have both men and women on 
the development team, and technology 
teams throughout the MENA region are 
therefore becoming more effective.

Studies by the National Center for 
Women & Information Technology sup-
port arguments for gender diversity. One 
such example deals with innovation, as 
tracked by patent citations. In the United 
States, teams that included both men and 
women produced the patents that were 

the most frequently cited patents within 
the IT industry.

Gender diversity is apparently grow-
ing in the MENA region, but still remains 
hard to achieve in US technical companies. 
Studies show that fewer women than men 
are entering fields in science, technology, 
engineering and mathematics. Yet salaries 
in technical fields are often higher than 
other fields, and are thus a promising 
way for women to reach economic parity. 
Hence, supporting women in technical 
fields supports whole families. That, too, is 
part of the vision of TechWomen, and of 
the emerging leaders who are involved. The 
mentees I’ve worked with are not in their 
technical fields for the short-term; they 
envision long-term careers in technology, 
along with families and a full life. Many 
of them recognize their role as pioneers for 
women in technical fields in their countries. 

But getting back to localization — it 
has its technical fields, too. This year the 
TechWomen program comes even closer 
to the hearts of technical localization 
professionals. Duran’s specific field at 
Adobe is machine translation (MT), and 
she is hosting Ouafa Benterki of Algeria. 

Benterki has been pioneering research in 
the field of statistical MT. 

Benterki has also worked as a trans-
lator. “When I translate, I use the old 
monolingual dictionaries as well as 
bilingual dictionaries,” said Benterki. 
“The old monolingual dictionaries allow 
me to choose the right word with great 
accuracy. As for the difference between 
the words used in the Middle East and 
those used by Algerians (North Africans) 
— they are all Arabic words and you can 
use both. It is like British English and US 
English. In British English they use the 
word handbag; in American English they 
use the word purse. What is the right 
one? I’d say both are right.”

Benterki explained that the cultural 
context of the translator is influenced 
by his or her social environment, and his 
or her personal beliefs also have a great 
impact on the translation. Sometimes, 
different words in Arabic are needed for 
a single word in English. For instance, the 
word information is translated in Algeria 
using the word , but you can find 
in other Arab countries, especially in the 
Middle East, the word .
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I asked Benterki about the conversa-
tion in my car and the differences in the 
language. “I partially agree,” she said. 
“In fact, the Arabic they refer to is the 
dialect and not the Arabic language. Dia-
lects are different even within the same 
country. Since I came to San Francisco, I 
met people pronouncing words in differ-
ent ways. Does it mean that they do not 
speak the same English? Of course not. It 
just means that they come from different 
parts of the United States. In the same 
way, you can find many kinds of Arabic 
dialects, but the Arabic language is the 
same, and its grammar remains the same 
in all Arab countries.”

Benterki just finished a master's 
degree in translation technology and 
she had written a paper on building a 
Moses translation engine before she got 
a spot as a mentee at Adobe. For her 
Adobe project, she will do a compari-
son between an Arabic MT system built 
on Moses versus a system built on a 
couple of commercial engines. She will 
also look at individual factors such as 
the methods Adobe uses to prepare the 
corpora and how Adobe cleans the data, 
versus the training methodology, versus 
the technology, and compare the results 
and differences.

I asked Benterki whether, in the 
course of translation, she had noticed 
anything in content, especially technical 

content, that’s been translated from Eng-
lish to Arabic that she would translate 
differently — for example, any frequent 
mistakes. “I will talk about my own 
experience, because I wrote my master's 
thesis in Arabic, in the field of artifi-
cial intelligence or statistical machine 
translation," she said. “There are some 
terms that are specific, and you should 
understand the process to translate them 
accurately. Among the translations that 
I will call not accurate is the translation 
of the term word occurrence frequency. 
It’s widely translated by  
in many books and scientific references, 
but I suggested as a more equivalent 
translation .” 

Benterki had a few recommendations 
about how companies could get better 
results from their Arabic MT efforts. 
She said companies should diversify 
their sources, for example by bringing 
annotated corpora from the Middle East 
as well as from North Africa (Algeria, 
Tunisia, Morocco). This way, they'll be 
able to include and distinguish the words 
used in the Middle East from the words 
used in North Africa.

As for the challenges presented by 
English-to-Arabic MT, Benterki listed 
several. First, it is written from right to 
left. Second, letters in the Arabic lan-
guage are allographic variants, which 
means you find different shapes for the 

same letter depending on its position 
within the word — beginning, middle 
or end. In addition, Arabic script has 
a common ligature script, and the lack 
of diacriticalization and voweliza-
tion increases the ambiguity of Arabic 
language processing. In English, the 
structure of a sentence is typically sub-
ject-verb-object, but in Arabic it is often 
verb-subject-object, though naturally, 
there are other forms of sentences in the 
Arabic language.

So what does this bode for the future 
of English-to-Arabic translation? I had 
the opportunity to travel with a Tech-
Women delegation to Morocco in 2011, 
working on that vision that the US State 
Department calls “21st Century State-
craft,” engaging people across the world 
through ever-changing technology medi-
ums. We spent much of our time meeting 
women and girls in schools and universi-
ties, encouraging them to pursue studies 
and careers in the technology sector. I 
met a group of girls at a school in Rabat, 
and I asked them how they used their 
smartphones. BBM, they answered me — 
BlackBerry Messenger. Arabic or English, 
I asked. It turns out they have their own 
set of acronyms, slang and abbreviations 
for smartphone use, and it mixes Arabic, 
French and English. Perhaps this texting 
language will become one more aspect to 
consider in translation in the future, and 
will bridge the gaps between the Arabic 
dialects and maybe even English. A com-
plex world, simple solutions, driven by 
diversity and empowerment.  M
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Language technology

in Saudi Arabia

Mansour Alghamdi, Mohamed Alkanhal 
& Faisal Alshuwaier

W
With the advancement in communication 

and information technology and their wide-
spread usage, Saudi Arabia is a leading country 
in mobile penetration rates and Arabic appli-
cations, including internet and social networks. 
Arabic is the first language of the 18 million 
Saudis, while English is the second. 

Since Saudis tend to use Arabic in most mobile and PC 
applications, more research and development need to be done 
on human language technology with more focus on Arabic. The 
institution that is in charge of the advancement of Saudi Arabia 
in science and technology is King Abdulaziz City for Science 
and Technology (KACST). It is an independent scientific organi-
zation that is in charge of Saudi Arabian national science labs, 
and is involved in science and technology policy making, data 
collection, funding of external research and providing services 
such as the patent office.  

KACST was directed by its 1986 charter to propose a national 
policy for the development of science and technology, and to 
devise the strategy and plans necessary to implement them. In 
accordance with this charter, KACST launched a comprehensive 
effort in collaboration with the ministry of economy and plan-
ning, and other public and private sectors, to develop a long-
term national policy for science and technology. The policy was 
approved by the council of ministers in July 2002. 

This policy draws up the broad lines of the future general 
directions of science, technology and innovation in Saudi 
Arabia to lay down an integrated guidance framework, which 

will serve as a reference basis to ensure the continuation of the 
system development efforts and the enhancement of its perfor-
mance in the way that achieves the objectives sought by Saudi 
Arabia in the long-term. As a result of this policy, the National 
Plan for Science, Technology and Innovation was developed. 
A crucial part of this national plan was to identify the most 
relevant technologies to Saudi Arabia’s immediate need, one of 
which is information technology (IT).   

IT has been a key driver of productivity and economic growth 
in many countries around the world. IT generates economic 
growth throughout the world by creating new services, aid-
ing education and improving training. IT, especially computer 
modeling, language processing and data analysis, also enables 
advancement in almost all fields of science and technology. The 
competitiveness of Saudi Arabia as it moves into knowledge-
based industries, such as finance, telecommunications, health 
care and education, relies heavily on IT. The subareas of IT 
technology that were identified as important to Saudi Arabia 
include speech and language, and the national plan has defined 
objectives and areas of interest for the speech and language 
technology area. These objectives include conducting research 
and also developing software and databases that can be utilized 
for Arabic language processing. In addition to the fact that 
KACST is supporting many research projects at Saudi universi-
ties related to human language technology, KACST has been 
working on several projects itself.  

Arabic language technology 
One of the research projects in language technology involves 

an Arabic corpus. KACST has gathered more than 700 million 
words from texts found in Arabic publications. These words, 
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which form the core of the Arabic corpus 
and which KACST hopes to see reach 
billions of words in the future, cover a 
period of time commencing with the first 
usage of Arabic script in the pre-Islamic 
era (400 CE), and continue until modern 
times. This corpus takes into account 
religion, medicine, engineering and so on. 
The KACST Arabic corpus defines Arabic 
vocabulary and provides the meaning of 
words as well as the changes that have 
affected them structurally, linguistically 
and semantically with the passage of time. 
The function, structure and meanings of 
words are defined in the corpus, while 
content is indexed according to specialty, 
date of publication, authors and sources. 
In addition to the immediate benefit from 
the available information, the corpus will 
also be used to compose specialized dic-
tionaries in different areas of knowledge 
and include them in various applications, 
including computer-aided translations, 
automated translations, automated analy-
sis of Arabic texts, Arabic search engines 
and Arabic language processing in gen-
eral. Moreover, the corpus can be used in 
the creation of curricula and courses that 
teach Arabic. 

Another project in the language tech-
nology area is the machine translation 
lab which was established with the help 
of IBM. The lab’s target is to build state-
of-the-art Arabic translation systems 

for regional languages such as Hebrew, 
Turkish, Urdu, Hausa and Pierson. Early 
efforts in the lab have resulted in build-
ing a very reliable Hebrew-Arabic trans-
lation system and a basic Farsi-Arabic 
translation system. Both systems were 
trained using the open-source statistical 
machine translation system Moses. The 
future plan includes developing several 
parallel corpora and language specific 
processing tools for the target languages. 
This service is currently available online 
at http://translate.kacst.edu.sa/.

Morphological analyzers are consid-
ered an important component of language 
processing. Jointly with regional insti-
tutes, KACST has developed a morpho-
logical analyzer for the Arabic language. 
The algorithm is based on the morpho-
logical and grammatical characteristics 
extracted from a large linguistic corpus. 
To develop it, comprehensive morpho-
logical and grammatical properties were 
first defined to encode the characteristics 
of Arabic vocabularies. A morphologi-
cal and grammatical database was built 
and derived from a corpus of carefully 
selected articles. Next, an expert system 
was developed to assist in encoding 
grammatical and morphological charac-
teristics for Arabic vocabularies. Finally, 
characteristics of vocabularies’ records 
were encoded. This analyzer can be used 
by linguists, researchers in the area of 

language properties and by developers of 
automated systems. 

In addition to this, KACST has devel-
oped an Arabic name Romanizer to 
standardize the method of Romanizing 
Arabic names and make it available to 
others. Today, people travel around the 
world more than they did at any other 
time. Thus, it is necessary that their 
names be written on their travel docu-
ments in the Roman alphabet. Proper 
names are written in the Roman alphabet 
on passports, airline tickets, credit cards, 
driving licenses and certificates. Trans-
literation of Arabic names has not been 
consistent because Arabic orthography is 
different from that of the Roman alpha-
bet. The result is that the same name is 
Romanized in different ways, and such 
inconsistencies can have negative effects 
in terms of security and property rights. 

Arabic speech technology  
IT is increasingly incorporating speech 

applications in almost all of our daily 
activities. In light of this global trend, 
and given the importance of this technol-
ogy to Arabic speakers, KACST has been 
working on several projects related to this 
concept. One of them is the Saudi Voice 
Bank on which Arabic speech recognition 
systems are trained. The Saudi Voice Bank 
contains speech data that is phonetically 
rich and balanced to empower speech 
recognition systems to recognize Arabic 
speech regardless of the speaker’s gender, 
dialect and age. The Saudi Voice Bank is 
available at KACST and can be licensed 
to research centers and companies that 
develop computer speech systems and to 
researchers interested in speech recogni-
tion and speaker verification. IBM signed 
an agreement with KACST in 2002 to use 
the Saudi Voice Bank to develop a tele-
phony human machine communication 
system for Arabic.     

The use of speech recognition systems 
over fixed-line and mobile networks has 
significantly increased lately. With speech 
technology, users can, for example, call 
airlines or travel agents and make reser-
vations, or check flight details verbally. 
Although speech technology is being 
increasingly applied to a range of lan-
guages, little effort has been devoted to 
Arabic speech recognition. KACST has 
recently worked with IBM to develop a 
speech recognition system for Saudi speak-
ers. This system is based on the Saudi Voice 
Bank. KACST has also built and evaluated 
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a speaker verification system using the 
Saudi Voice Bank. Customer services and 
call centers can benefit from this product.

In the mid-1990s, KACST started to 
build an Arabic phonetic database. By 
the end of the 1990s, the KACST Arabic 
Phonetic Database became available 
for researchers and research centers. 
The most sophisticated equipment and 
tools were used to compile the database 
with data that can easily be utilized by 
researchers and parties interested in 
speech and phonetics. This technology 
could prove useful to speech therapists, 
as well as researchers studying speech 
synthesis, speech recognition and 
speaker identification.

Another component that is important in 
any speech solution is the text-to-speech 
(TTS) system. TTS is a complex system 
that includes programs and algorithms 
designed to produce a sound that can be 
understood by humans, and is as close 
as possible to the human natural voice. 
During the last four decades, significant 

progress has been made in TTS technol-
ogy of European languages. Only recently 
have efforts on Arabic TTS been initi-
ated, however, and the resulting systems 
remain as closed software with limited 
usage and capabilities. Jointly with King 
Fahd University for Petroleum and Miner-
als, KACST has completed the first open 
source Arabic TTS system. The system 
is called KACST Arabic Text-to-Speech, 
and is freely available on the Sourceforge 
source code repository (sourceforge.net).

Modern Arabic writing includes only 
letters representing consonants, which 
means that Arabic vowels and geminates 
are not represented in the daily writing 
of Arabic. The absence of the vocalic and 
geminate symbols does not allow full 
usage of other computational systems 
such as text-to-speech and automatic 
speech recognition systems and search 
engines. Therefore, KACST has started 
working on automatic Arabic diacriti-
zation to develop a system that can be 
integrated into other related computer 

systems. The result is KACST Arabic 
diacritizer, which is available at the Com-
puter Research Institute at KACST.

Arabic document 
processing technology  
Arabic document recognition is one 

of the projects currently supported by 
KACST, which supports different appli-
cations of the Arabic language. The main 
objective of the project is to recognize a 
scanned printed Arabic text and produce 
a corresponding editable text. This pro- 
ject will present a cursive Arabic script 
recognition system. After acquiring the 
document, the system decomposes the 
document image into text line images 
and divides each text line image into 
smaller overlapped frames. The system 
extracts a set of simple statistical fea-
tures from each frame and then injects 
the sequence of the feature vectors to the 
Hidden Markov Model Toolkit.

In the document processing area, 
Braille recognition has drawn the attention 
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of KACST. The Braille system has enabled 
the blind to read and write, a luxury they 
were deprived of before the invention of 
the Braille system. With the Braille system, 
blind people are able to acquire knowl-
edge and communicate with others. The 
growing use of the Braille system, almost 
all over the world, has created a need to 
develop an automated system for Braille. 
Many languages have produced optical 
systems to recognize Braille documents.  
KACST has developed an Arabic Optical 
Braille Recognition system. The function 
of this system is to translate Braille codes 
into readable Arabic text.    

Data mining technology
Since Arabic internet search engines 

are rare, and since existing ones do not 
process the Arabic language properly, 
KACST has developed an experimental 
open-source Arabic search engine called 
Naba Search Engine. Techniques employed 
in constructing global search engines were 
identified. Various tools to identify Arabic 

websites were also developed. A huge 
database of Arabic websites was then 
constructed, in order to automate their 
categorization, as well as the building of 
a database of Arabic synonyms.  You can 
visit Naba at http://naba.kacst.edu.sa/.

KACST has utilized data mining tech-
niques to develop an autoscoring system, 

called Abbir, for scoring Arabic essays. 
Manual evaluation of essay writing faces 
several obstacles including the time and 
effort it takes and the inconsistency 
among the human raters. Autoscoring is a 
method of educational assessment and an 
application of natural language process-
ing. Its objective is to classify a large set 

Figure 1: The Wikiarabi website encourages volunteers 
to contribute Arabic translations to Wikipedia.
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of textual entities into a small number of 
discrete categories, corresponding to the 
possible grades.

Enriching Arabic Wikipedia 
Wikipedia, the free encyclopedia, is the 

most extensively used encyclopedia in the 
world and is ranked by alexa.com as the 
sixth most popular site on the internet. Its 
English version contains almost four mil-
lion articles and is used by 15 million reg-
istered members. As for its Arabic version, 
it contains about 190,000 articles and is 
used by 500,000 registered members. In 
terms of the number of articles, it ranks 
twenty-fifth in comparison to other lan-
guages. This is relatively low when taking 
into account the number of Arabic speak-
ers in the world. Some languages with a 
total number of speakers not exceeding 
the number of residents in an Arab capital 
rank higher. Catalan, for example, which 
is spoken by approximately 11 million 
people, is rated fifteenth. 

Taking these statistics into consider-
ation, the growing importance of Wikipe-
dia as a vital source of knowledge in all 
fields is indisputable. So, too, is the neces-
sity to enrich the Arabic version of this 
encyclopedia to enable the Arab reader to 
access the sources of knowledge with ease. 

The first stage of this project includes 
translation from the English version of 
Wikipedia into Arabic, varying in topics 
from biotechnology and nanotechnology 
to public health and medicine. KACST has 
launched a website (www.wikiarabi.org) 
to encourage volunteers across the Arab 
world to contribute to this project (Figure 
1). More than 2,100 articles have already 
been translated, with KACST contributing 
half of the translations, while the other 
half was carried out by Saudi universities. 
In addition to increasing the scientific 
Arabic content, the project also contrib-
utes to the development of a community 
of Arab Wikipedia volunteers and writers 
who will increase the opportunities of 
enriching the Arabic version of the ency-
clopedia. The translated articles have been 
welcomed by Arab readers, and more than 
one million users have consulted them. 
Some of these articles have been read by 
more than 100,000 readers within two 
months. KACST is currently working on 
the second phase of the project with the 
aim of translating articles from 12 foreign 
languages into Arabic. Universities from 
the Arab world are competing to take part 
in this task.  M
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During the past few years, mobile device 

applications boomed and the need to get these 
applications localized into right-to-left lan-
guages became crucial. The question is, why is 
localization into these languages important? 

In fact, there are a number of reasons. For one thing, there is 
a big market share to be had in this area in general. Secondly, 
there is huge potential in new categories specifically, such as 
banking and health care. But social and news applications still 
have a long way to go.

But perhaps we should first explain what right-to-left lan-
guages are in the first place. Right-to-left languages involve one of 
the oldest written scripts — they started with engraving on stones 
and wood from right to left, as most people are right handed and 
this seemed logical to them. There are three ways of writing scripts 
worldwide: left-to-right, right-to-left and vertical. Arabic script 
languages (which include Urdu and Farsi) and Hebrew are the only 
living right-to-left languages worldwide, and their scripts are often 
called bidirectional (bidi), because they can involve left-to-right 
text as well. Although some readers may think that Arabic and 
Hebrew scripts are similar as they are both right-to-left, there are 
major differences between them as may be seen in Figure 1.

Many people may think this is somewhat limiting, and that 
Arabic script is used only in Middle East and Arab regions. How-
ever, in actuality, it is used in many other non-Arab regions, such 
as Urdu Pakistan, Panjabi Pakistan, Dari Afghanistan, Uygur 
China, Persian Iran and Sindhi Pakistan. Like Hebrew, Arabic is 
also used worldwide by a subsegment of the population.

While localizing mobile devices into Arabic and Hebrew, there 
are four major areas that need full attention. The first of these is 

Right-to-left localization

for mobile devices

Amr Zaki

bidi software enabling. Keep in mind that besides the fact that 
these languages are bidi, they also involve complex scripts. Ara-
bic, Hebrew, Thai and Hindi all fall into the complex script lan-
guage category because they have different representation forms 
for characters according to the position of the glyph  or character.

During the 1980s, many applications were written in the Latin 
alphabet and hence did not support those complex script lan-
guages on DOS. However, this opened the way for local software 
companies to support using those languages on DOS — they used 
memory resident programs, generating supported fonts using 
different code pages. At this point, displaying a string in Arabic 
wasn’t easy, and developers had to go through different stages 
such as dividing the string into segments. Each subdivided seg-
ment consisted of a similar script. If E stands for English charac-
ter, ES stands for European Separator (like plus and minus signs) 
and A stands for Arabic character, a string consisting of E, E, E, 
E, ES, ES, A, A had to be divided into three segments: E, E, E, 
E and ES, ES and A, A. Each segment would then go through 
a layout process. For example, an Arabic string that appeared 
in the memory as 1, 2, 3, 4 would need to go through a layout 
process to become 4, 3, 2, 1. The last stage was forming the shape 

After 20 years of experience in computer engineer-

ing, programming and quality engineering, Amr Zaki 

joined Saudisoft as technical account manager in 

January 2011. He started his career as a software 

developer in 1991, joining Microsoft in 1999 as a 

software development engineer in testing. 
Figure 1: Differences in English, Arabic and Hebrew. Arabic 

acronyms might also include mapped Arabic characters.

Area English Arabic Hebrew
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of each glyph according to its position 

inside the string.

These previous stages are now called 

bidi engine or uniscrib in Windows, 

and this engine should be supported or 

enabled to be able to read those lan-

guages correctly.

If bidi is not enabled, all the text will 

be displayed in empty boxes or without 

shaping due to missing font or other 

information, which might include Arabic 

or Hebrew glyphs and the shaping engine 

that is responsible for the contextualiza-

tion, enabling software to work from right 

to left. This was previously a complicated 

task, but now with the new software devel-

opment kit and tools, it has become easier. 

There are two ways to enable applications 

to switch their beginning point from left 

to right: code and resources.

Code enabling requires some develop-

ment to modify any application program-

ming interface, while resource enabling 

works on the resource level using differ-

ent resource editors provided by different 

companies. Using those tools, a user can 

create a mirrored window or dialog, in 

which the window or dialog appears as if 

you are looking at it in a mirror. Figure 2 

shows the differences between the west-

ern dialog on the left and the right-to-left 

one on the right. One of the challenges is 

that many of these mobile devices don’t 

have Arabic or Hebrew script support 

besides the slowness and performance of 

the device when enabling bidi.

 

Shaping
Shaping in Arabic is one of the tricky 

issues that nonnative developers might 

face. The characters can look like Arabic 

script, but they will not be readable. Ara-

bic characters should appear differently 

depending on their position in a word, 

and will often be linked together. There 

is a way for nonnative speakers to detect 

that the shaping is not correct, which 

is that the Arabic characters should be 

concatenated in about 90% of the lines. 

If the reader sees that all the glyphs are 

separated, with space between them like 

English characters as in Figure 3, then 

this means that there was some problem 

and shaping is not working. 

The reason behind this problem is the 

lack of bidi engine support, with sup-

ported font.

Another problem that appears in many 

device manuals currently and is not easy 

to spot at all for nonnative speakers is 

the reversed string. The string consists 

of many words, but they appear from 

Figure 2: Mirrored dialogues on the application programming interface.

Figure 3: No shaping versus shaping.

34-38 Zaki #132.indd   35 10/31/12   11:07 AM

http://www.multilingual.com
http://www.xlated.com


Region Focus

|  MultiLingual  December 2012 editor@multilingual.com36

left to right, staying in correct sequence 
but displaying backwards. For example 
“The quick brown fox jumps over the 
lazy dog” appears as “dog lazy the over 
jumps fox brown quick The.” The logic 
behind this problem comes from certain 
localization tools that automate local-
ization from the source language to the 
target language — Arabic, in this case. To 
avoid those problems, the strings should 
be reviewed by a native speaker before 
final delivery.

Reading order
The second issue that readers can 

face is the reading order. Reading order 
can become a problem when the text 
has mixed characters like English and 
Arabic, English and Hebrew, or Arabic 
or Hebrew with neutrals such as question 
marks, spaces or any similar characters. 
This issue can’t be detected by nonnative 
speakers in most cases; however, it is pos-
sible for nonnative speakers to be able to 
detect some of the problems.

To fix the issue of the reading order 
we have to go deeper to understand 
something called bidi Unicode markers. 
Unicode is a computing industry stan-
dard for the consistent encoding, repre-
sentation and handling of text expressed 
in most of the world's writing systems.

Unicode markers provide special, 
invisible formatting codes as in Figure 4 
to set the base direction for or to override 
the bidirectional algorithm in plain text. 

For example, the marker (LRE) U+202A 
will create left-to-right embedding. 

One of the common problems when 
localizing to any right-to-left language 
is the location of the full stop or period. 
The problem appears when the reading 
order of the field is not set to right-to-left 
or the localizer can’t set it. In this case, 
using the Unicode right-to-left marker at 
the end of the string will force the full 
stop to be positioned in the correct place. 
A sample of right-to-left marker (RLM) 

behavior to fix the place of the full stop 
is shown in Figure 5. 

The second issue in common reading 
order problems is the location of the 
parentheses. A common display problem 
is to find that the two parentheses are 
displayed at the same direction (both 
are closed or both are open), or as in the 
case shown in Figure 6, mixing right-to-
left languages with English causes the 
word in parentheses to be positioned in 
the wrong place. This causes incorrect 
understanding of the string, and hence 
the string will not be readable. Using the 
Unicode RLE and PDF markers combined 
together will fix the problem — the RLE 
marker will be used to force the direc-
tion of the string to be right while the 
marker PDF is used to stop the reading 
order force.

A third problem is the location of 
European number separators such as 
plus, minus and so on. When using 
it with numbers within right-to-left 
strings, the location of the sign can be 
wrong and misleading. 

Unicode marker Description

(LRE) U+202A Left-to-right embedding

(RLE) U+202B Right-to-left embedding

(LRO) U+202D Left-to-right override

(RLO) U+202E Right-to-left override

(PDF) U+202A POP directional formatting

Figure 4: Unicode markers.

Figure 5: Fixing the full stop.

Figure 6: English word in parentheses 
placed correctly using Unicode markers.
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Another sample for one of the prob-

lems is the concatenated strings, such 

as the Arabic string roughly translated 

as “Updated %S which expired %S” in 

Figure 7. The “%S” part of the strings will 

be replaced by a string-like date, and this 

will cause a reading order problem that 

needs to be solved on a case by case basis. 

These examples are common problems 

that happen due to reading order. Some 

problems are easy to fix, while others will 

require complete understanding of the 

markers in question.

Controls
Controls are difficult to manage on 

mobile devices, as some of them are drawn 

manually to provide different effects, such 

as the glow behind a text, fading colors 

and so on, while others need redesigning to 

work on a right-to-left environment. This 

is besides the fact that sometimes there are 

hardware limitations preventing designers 

from changing the postition of text that is 

mapped to physical hardware buttons. Figure 7: Concatenated string problem.

String and date reading order should be

Translation and date reading order should be
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Those types of controls also need to 

be analyzed on a case-by-case basis. 

Some cases will need graphic designers 

to flip images or change shadowing for 

a button. In Figure 8, each button has a 

background image, while the horizontal 

selection line completes the effect behind 

the icon. In our case the mail icon has 

the wrong image background direction, 

and the horizontal selection also has a 

flipped background. The effect as seen in 

the correct case appears in Figure 9. 

Another issue is the concatenation of 

images to avoid icon shadow location. 

In the Figure 10 screenshot, the confer-

ence icon has a left rectangle to show 

whether the status of the user is busy, 

free or something else. In right-to-left 

languages, the icon should be displayed 

on the other side of the user interface, 

and the gray shadow should be displayed 

in the other direction.

Takeaways
There are several takeaway points 

here. The good part is that the market 

is huge, as Arabic alone covers about 21 

different Arab countries and then some 

non-Arab countries that use Arabic 

script as described previously. Because 

the market is not saturated yet, there are 

many opportunities and potential expec-

tations for high revenue.

The difficult part is that localizing 

to one of the right-to-left languages 

involves a lot of constraints, as outlined, 

and therefore there is a need for both 

manual checks and automated test-

ing tools that can detect some of these 

bidi issues. Certainly, high technical 

experience is required to get the best 

quality.  M

Figure 10: Incorrect placement of graphical and textual elements on the screen.

Figure 8: Incorrect effect on graphic.

Figure 9: Correct effect on graphic.
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This is Part 2 of a series focusing on long tail 

localization.

Traditionally, translation management sys-
tems (TMS) have been able to effectively address 
their customers’ needs by radically simplifying 
the admissible choice of workflow patterns. 

This was a viable solution in the past, where each of the 
relatively small producers had to cover the whole localization 
cycle not being able to effectively rely on standardized inter-
change with their competitor’s tools. This worked as long as 
there was at least one major tools provider independent of any 
single language service provider. However, the comprehensive 
TMS of the past is not able to address the generalized workflow 
needs of next-generation localization.

In next-generation localization, the traditional bulk localiza-
tion model is one of many, and moreover one of steadily dropping 
importance. The bulk localization scenario kept losing significance 
even in the originating corporate buyer sphere where it first origi-
nated, most importantly due to the sheer efficiency of the advanced 
leveraging methods. Basically, translation memory was driven to 
the utmost limits of its usefulness through features such as struc-
tural and ID-based guaranteed leveraging, sub-segment lookups 
and candidate recomposition. Finally, even the bulk that is and will 
be necessary to translate from time to time can be addressed better 
by the generalized methods developed to address the new scenarios. 
After all, the traditional methods used to address bulk needs based 
on a unique combination of price/time/quality constraints is not 
necessarily up to date.

Localization for 

the long tail: Part 2

David Filip

Generalized chunking
Chunking and reassembling are localization proxies of token 

splitting and merging of the general workflow theory. Present day 
chunking capabilities in computer aided translation toolsets and 
TMS stacks are driven by the bulk localization scenario and are 
hence outdated. Standardization on structured and modular mes-
sage formats (such as DITA or XLIFF) is a must for generalized 
chunking that will be able to address the needs of the long tail 
and social localization, which are the chief traits of next-generation 
localization.

However big the chunk of translation work you are sourcing, 
you (or your outsourcers) will end up sourcing it in pieces that 
can be completed by one translator in a reasonable timeframe. 
Now the issue is obviously the word reasonable, and in differ-
ent industries, on different projects and in different cultures, a 
reasonable timeframe will vary wildly. In industrial localization, 
stakeholders are as a rule of thumb happy to wait five business 
days for completion of a bulky translation job. So it happens that 
translation jobs requiring five days of work (or less) from a full 
time professional translator are usually not subdivided. In pro-
fessional services, effort is often referred to in man-days, man-
weeks, man-months and so on. Let us call a piece of translation 
work that can be completed by a dedicated, qualified resource in 
five business days the man-week chunk.

Figure 1 shows how the man-week chunk of work, which is so 
common in the full-time industry setting, cannot really be used 
with volunteers, who can typically dedicate about a fifth of the 
full-time equivalent. In our example, two simple projects run upon 
the same chunk of work but obviously, the work takes five times 
longer with a volunteer. Not because the volunteer is not qualified, 
but simply because she is a volunteer, and however dedicated she 
is, she has her day job to attend to.

Figure 2 shows how flexible chunking could be used to source 
the same job (subdivided into one man-day chunks) from the previ-
ous example with five volunteers instead of one, to bring the project 
duration back to scale. However, common industry tools usually do 
not allow for lower than file-level chunking, and if they do, rarely 
can the chunking happen on the fly, without previous knowledge 
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of numbers and without error-prone and 
effort-intensive engineering preparation 
and manual coordination efforts.

The generalized chunking we are 
looking for must be able to present a 
job of an arbitrary size as an implicitly 
structured and chunkable whole. The 
chunking must be possible at all logi-
cal and hierarchical levels and it must 
be doable at any time by business users 
based on business constraints only. In 
other words, it must be user transparent. 
To that end, metadata must flow without 
obstacles from the content authors to 
content owners, coordinators, managers 
and translators. People who understand 
the content should be able to indicate 
effortlessly at what levels the content 
can be subdivided and reassembled if 
needed throughout its life cycle. All 
included or linked resources that are rel-
evant for more than one automatically 
created chunk must be duplicated or 
referenced. These chunking requirements 
cannot be fulfilled without standardizing 
on a canonical bitext message format 
such as XLIFF. The next incarnation of 
XLIFF must explicitly address the above 
specified chunking and reassembling 
requirements. In contrast, splitting a 
now common TMS “translation kit” is 
generally a nontrivial engineering task 
that is being actively avoided by project 
managers, translators and reviewers 
unless absolutely necessary due to sheer 
volume and killer time constraint. The 
current bitext standard (XLIFF 1.2) pro-
vides enough structural elements (file, 
group, trans-unit, seg-source) to support 

generalized chunking, even though the 
processing requirements have not been 
specifically addressed; the real reason 
why generalized chunking is not widely 
supported is the absence or exceptional-
ity of the need in traditional scenarios.

Figure 3 shows the high level pro-
cesses of chunking and reassembling 
in a multilingual translation workflow; 
they are quite clearly the same for the 
traditional bulk scenario and next gen-
eration, long tail coverage scenario. The 
profound difference is in the frequency 
with which one-man chunks need to be 
created via actual subdivision of work 
presented and the resulting functional 
requirements. Where the actual subdivi-

sion need is rare enough, the workflow 
can and should be instantiated by 
manual splitting and coordination; this 
is, however, not the case if you want to 
successfully address the long tail.

Generalized workflows of next-gen-
eration localization that are capable 
of supporting the long tail (and hence 
volunteerism) must be able to chunk 
on runtime into a previously unknown 
number of sub-job tokens (chunks). The 
reassembly step must be able to merge all 
the transformed chunks back and more-
over it must be able to degrade gracefully 
if a human decision maker decides not to 
wait for all sub-job tokens. Not waiting, 
protracted and partial merging including 

Figure 1 (top): Industry chunking won’t work for volunteers. Figure 2: Therefore, flexible (user transparent) chunking is a must.

Figure 3: Chunking and reassembling process brackets.
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preliminary publishing should in fact 
become the main success scenario.

Multisource setting
Simship was once revolutionary, but 

it is no longer a practical idea. Let me 
qualify this. Simpship is still great if 
you are a big software publisher whose 
development is in one source language 
only. But there are several trends that 
play against the general usefulness of 
this scenario.

Content permeates software. Software 
tends to be tied to a specific technical plat-
form, and apps (client web applications, 
increasingly mobile based, with small 
scope and very specifically targeted func-
tionality) are needed to effectively con-
sume content. The content/user interface 
boundary tends to blur on content plat-
forms, particularly content management 
systems (CMS), as democratization on the 
web drives another convergence, that of 
CMS and wiki. Clearly multilingualism 
of social networking is not resolved by 
crowdsourcing the user interface.

Innovation no longer happens in 
Silicon Valley, as Sarah Lacey revealed 
in her book Brilliant, Crazy, Cocky: How 

the Top 1% of Entrepreneurs Profit from 

Global Chaos. Market growth and inno-
vation happen instead in the emerging 
markets, and the old fashioned US-based 
multinationals’ teach-them-all-English 
solution does not cut it any longer. 
There are some notorious paradoxes 
of innovation; in particular it is well 
known that there are limits to the inno-
vation that can be bought by throwing 
money at research and development 
centers. True radical innovation is not 
just developing cool new technology 
without a particular purpose, but com-
bining it with new business models and 
previously unknown delivery methods. 
This kind of innovation more often than 
not originates where the rubber hits the 
road, which rarely is in the Silicon Valley 
headquarters. Therefore it is critical for 
multinationals that the knowledge flow 
in their organizations are multidirec-
tional and even multidimensional. Any 
center that is not capable of processing 
innovation originating in the periphery 
will degrade. The Western world is no 
longer the center, but if it does not 
ignore the developments in new cen-
ters (once peripheries) and peripheries, 
it stands a chance to remain globally 
influential.

Service providers with limited or 
no intellectual property (IP) portfolios 
often entrench themselves in rampant 
incrementalism. A perfect example of an 
IP-poor startup that refused to stick with 
rampant incrementalism is Google. Despite 
the colossal success of its core search 
service, the company built an innovation 
machine that takes frontline ideas rapidly 

to prototype, labs and beta stages with 
monetization instruments ready to kick in 
as soon as they're mature enough. Google 
recently proved to be the big challenger 
in the area of mobile land grab, as it bet 
everything on the purchase of Motorola 
(with its vast patent portfolio) to protect 
the Android platform and ecosystem. The 
Android ecosystem seems a good example 
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of a future-proof platform that is capable of 
assimilating innovation coming from mul-
tiple centers and peripheries. Paraphrasing 
Common Sense Advisory, we are leaving 
the US zone. As a result, the Western based 
multinationals need to face the challenge 
of how to let their indigenous resources 
contribute to their success, or slowly perish.

Multilingual content management
In any multilingual content manage-

ment, you need to consider the options of 
parallel content development, direct trans-
lation or translation over a pivot language. 
In practice, going over a pivot works as 
a sequence of two direct translations; the 
pivot language result might be relevant 
on its own, or just a perishable by-product 
behind the scenes.

In the following, we use the terminol-
ogy of central and peripheral languages 
coined by Abram de Swaan in his book 
Words of the World (2001), as it is influ-
ential and illustrative; although we do not 
agree with many specific classifications 
of languages he made, partially because 
he made them more than ten years ago. 
Looking at the web statistics, we will 
agree that English is still the only hyper-
central language, but Chinese will reach 
comparable status in less than a decade, 
looking at the run for resources in the 
developing world that the “rich” developed 
world is losing, ridden by its prolonged 
recession and unmanageable public debt 
crisis. We will be using the terms super-

central, central and peripheral merely for 
describing some sort of hierarchy (with 
some significant horizontal relationships) 
without paying too much attention to the 
actual de Swaanian classification. Figure 
4 illustrates the traditional pivot language 
use. In de Swaan’s terms, German does not 
play a sufficiently central role to reach the 
majority of target market languages via 
direct translation, so the German based 
multinationals need to address their com-
munication and translation needs through 
the hyper-central language as a pivot.

With the increasingly prominent role of 
Germany within Europe and the weakening 
economic role of the United States, German 
gains centrality through building direct ties 
with advanced Asian economies, so that 
in the future we should see more direct 
translations between German and Asian 
languages such as Japanese and Chinese.

In marketing campaigns of a leading 
UK car brand, Austrian marketers are 
using the cultural closeness of the Czech 

Figure 5: Use of German's central role in marketing localization.
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All remaining  

target languages
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All remaining target  
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Figure 4: German-based multinationals often localize into other languages through English.

Figure 6: Japanese multinationals using double pivoting.

All remaining target languages
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market and customize Austrian copies 
originally written in German (based on 
UK masters) to reach the Czech market 
(Figure 5). The cultural distance is smaller 
and hence the cost and effort lower than 
recreating based on English directly. Also 
due to the relative centrality of German, 
there is a critical mass of Czech profes-
sional resources that can serve this non-
mainstream language pair.

Japanese multinationals often run 
resource and development centers in Tai-
wan. Due to the super-central roles of both 
Japanese and Mandarin, there are enough 
qualified resources that can fully localize 
the product and documentation into Japa-
nese. Part of the information flow may go 
straight to English, but the bulk of con-
tent actually is double pivoted (Figure 6). 
Content is decorated with locale filtering 
metadata either at the stage of the devel-
opment in Chinese or at the stage of the 
translation into Japanese. The point is that 
no languages occurring beyond English 
in the information flow will be localized 
“fully” in the Japanese sense. Admin and 
error messages will remain English in the 
rest of locales, and admin documentation 
will be filtered similarly.

The above are more or less estab-
lished scenarios, and they are not weird 
exceptions as it might seem to a veteran 
Western-based practitioner. Instead, 
next-generation localization develops to 
a fully generalized information flow that 
will support content comparison, filter-
ing and flows upon a generalized hier-
archy of hyper-central, super-central, 
central and peripheral languages. This 
hierarchy may seem to add unnecessary 
complexity, but in fact it does not. The 
role of the hierarchy is to prevent expo-
nential growth of language pairs to be 
covered by language technologies each 
time a new language enters the game.

MT and multiple languages
Whenever a new language is added, 

there are two times more possible pairs 
than the original number of languages. 
This means 9,900 possible language pairs 
at 100 languages, 39,800 at 200 and 
999,000 at 1,000. This is not insignifi-
cant, as Microsoft is currently localizing 
its operating system into more than 200 
languages and Wikipedia is past 1,000.

Pivoting is a well-known practice in 
machine translation (MT). MT providers 
do not tell the end user what language 
pairs their engines actually cover, unless 

they proudly boast about adding a non-
mainstream pair. Instead, they are offer-
ing to perform translation from Dutch 
to Czech, tacitly going over the English 
pivot behind the scenes. There is no need 
to stress that usage of pivots increases 
the likelihood of errors. Therefore having 
a fine-tuned multilingual information 
flow model will be a major competitive 
advantage of the future. Failure to pro-
duce such a model will lead to significant 
losses and sudden deaths of seemingly 

healthy service providers. Such a model 
should automatically result from long 
term usage of a sufficiently open (in both 
the technical and the business sense) 
and generalized translation platform, as 
it must take into account the existence 
of parallel corpora and qualified human 
resources based on hierarchical and 
horizontal relations among many lan-
guages. Such a model and system will 
be characterized by the possibility to 
request content from any language node 

Figure 7: Example of a generalized information flow among languages.
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of a CMS, and it will be able to actively 
facilitate and determine viable scenarios, 
optimizing the pass-through in terms of 
the number of pivots, existence of reli-
able natural language processing and MT  
solutions.

Figure 7 shows a possible way of 
a piece of content originating in one 
peripheral language (marked blue in 
the diagram) to all other languages 
included in the simplified model. It is 
worth noting that the akin peripheral 
language is accessed directly (similar to 
the Austrian-Czech scenario), whereas 
unrelated peripheral languages are 
reached via a varied number of piv-
ots of various degrees of centrality 
(similar to the Japanese multinational 
example).

As in the previous diagram, the 
Figure 8 workflow is kicked off by 
production of a valuable piece of 
knowledge in a peripheral language. 
The diagram shows the mutual inter-
actions between a largely automated 
professional support organization with 
a community support forum. Decision 
making on raw MT, human translation 
(in absence of a suitable MT engine), 
or post-editing and publishing is made 
largely automatically by a multilingual 
web analytics engine that will escalate 
the decision making to a human deci-
sion maker in case of low self-reported 

confidence. The publication workflow 
instances approved by machine or 
human will lead to publishing in new 
languages. The impact of content in 
new languages is in turn analyzed 
and can trigger continuation of the 
workflow.

Takeaways for corporate and 
LSP practitioners
■■ Be prepared for the need of the 

generalized chunking. Even if you are 
prepared and willing to pay for the trans-
lation work, it might be tough or impos-
sible to find suitable human resources 
working in long tail language pairs that 
could dedicate a full-time equivalent at 
either short or long notice. If you can-
not chunk in a smart (user transparent) 
standard-based way, you must calculate 
extra engineering resources (and time) for 
chunking and reassembling or prepare the 
external or internal customer for a very 
long wait.

■■ No matter what the present role 
of a new locale, take time to design its 
connection with other locales in terms of 
business process, metadata and exchange 
formats. Try to set up the information 
flows as at least bidirectional upfront, as 
making them bidirectional post-mortem 
will cost you more.

■■ Do not rely on English as the sole 
pivot. Regional solutions among akin 
languages might be significantly cheaper. 
Try to future-proof your workflow tech-
nology, so that you are not forced into 
a single pivot by hardwired automation. 
This means not relying on special-
ized (and hence limited) TMS workflow 
engines.  M

Figure 8: Example of a generalized multilingual information flow.
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W
When I returned from four years of studying in 

France, everyone back home in the United States 
was quick to ask me the same question: “Did you 
just love Paris?" Unfortunately, if I was being 
honest, my answer was no. I did not love Paris.  

Don't get me wrong; Paris is a gorgeous city brimming with 
culture and delicious food (even for a vegetarian) and, had I 
simply been a tourist, I think I would have returned with nothing 

Gender bias and

project management

Hannah Berthelot

but praise on my lips. So what, everyone invariably asks, was 
my problem with Paris? I was shocked to find that my biggest 
problem was not my being an American; Obama was elected 
shortly after my arrival, and most of France's Bush-era misgiv-
ings seemed to evaporate overnight. My most heinous crime, the 
one that I often felt stripped me of any claim to the respect and 
kindness of those around me, was, simply, being female.  

I have had to deal with catcalling before and even assump-
tions about my intellectual and physical abilities due to my 
gender, but never so directly and from so un-self-conscious a 
source. Many people I have spoken with have assumed I would 
encounter this type of prejudice primarily with immigrants 
from the Maghreb living in Paris, but much to their surprise the 
verbal abuse came in equal parts from both native and nonna-
tive French people. So why was this hurtful, demeaning and 
frankly rather aggressive behavior deemed appropriate in both 
native French and immigrant culture?  

Cognitive scientists such as Daniel C. Dennett have suggested 
that language drives cognition, not the other way around, though 
many are resistant to this claim. For linguist and cognitive sci-
entist Noam Chomsky, language is part of a person’s cognitive 
psychology. In an April 8, 2011 lecture at Carleton University, 
Chomsky described language as “a module of the mind and body, 
mostly the brain." In this same talk, he quoted N.J. Enfield, a Max 
Planck Institute scholar, who asserts that those who take language 
for granted are ignoring the social context when they seek to 
determine the functioning rules relating form and meaning, deter-
mine conditions of language use and so on. Communication is 
beholden to, and often a function of, its social context. Chomsky 
himself claims that society drives language and that our assump-
tions about gender inform language, not the other way around. 

Hannah Berthelot is a translation project 

manager with In Every Language. She previously 

interned with Bender & Partner Language 

Services and recently obtained an MA in French 

literary theory from Paris University VII.

Languages and gender

English: Though a system of grammatical gender did exist in 
Old English, modern English only retains natural gender (the use 
of gender-specific pronouns that refer to persons or animals of 
a distinct sex) except for in some rare traditional cases, such as 
referring to a seagoing vessel as female.

French: As is typical of Romance languages, French exhibits 
natural as well as grammatical gender: all nouns are inherently 
male or female and thus take gendered pronouns. His daughter 
becomes sa fille, where fille determines the gender of the pronoun.

German: Like Russian and Old English, German also contains 
both natural and grammatical gender that is complicated by the 
existence of three genders: male, female and neuter.

Chinese: Grammatically, Chinese, like many Asian languages, 
is largely gender-neutral apart from the characters for man and 
woman, the latter from which a character was invented in the 
twentieth century to represent she due to Western influence. 
However, women and men are typically expected to adopt 
different word patterns or levels of politeness in Chinese, as in 
many Asian languages. 

Arabic: Much like French, written Arabic exhibits both natural 
and grammatical gender, in which adjectives that modify nouns 
must reflect the gender of that noun. Similarly to Hebrew, even 
secondary pronouns are gendered.

Hindi: This is another case of both natural and grammatical gender. 
Knowing the gender of a word is crucial in Hindi, as it will affect 
declension of the noun and other words related to it in a sentence.
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However, that invites the question: what 
is society if not a complex system of com-
munication between individuals? 

Perhaps the French are destined to 
imagine gender as something set in stone 
because that is the way their language 
is constructed. While it is true that the 
French have often led the world in re-
thinking erstwhile inflexible ideas like 
sex and gender, living in France I was 
disappointed by how little these fresh 

ideas had seemed to actually take hold. 
We can only imagine what Simone de 
Beauvoir would say had she known that 
in 2012 the Western world would still be 
struggling to pay women the same wage 
for the same work done by their male 
counterparts. But my problems were not 
career-related, as I was principally liv-
ing there to complete a master's degree 
in French literature. Incidentally, I com-
pleted an internship there as well with 

an all-female language service provider 
(LSP). The real problems I encountered 
were mostly in the streets, an anonymous 
setting in which people seemed to feel 
freer to unleash their personal anxieties 
and preconceptions on others.  

Like French and many other lan-
guages across the world, Arabic is also 
very gender-marked. This makes it 
unsurprising that, like the French, Ara-
bic-speaking peoples might also see the 
world as innately divided between two 
clearly defined genders, with no room 
for flexibility in the definition of either. 
Of course, language does not cause gen-
der roles, but it could perpetuate them. 
David A. Zubin touched on this idea in 
his colloquium lecture “Personification 
and Grammatical Gender." Conversely, 
we have the controversial gender-
neutral preschool that recently opened 
in Sweden. Where in French they are 
still always either masculine or femi-
nine, Swedish pronouns have developed 
an ambiguity that may contribute to 
the Swedes’ ability to think outside the 
gender box. Various languages observe 
gender differences in different ways, and 
some, such as Japanese, have softer or 
more deferential sentence constructions 
and words for female speakers. A similar 
strategy is used in Korean, though one 
does not employ pronouns or gendered 
job titles in everyday language, relying 
primarily on context. Whether or not this 
kind of verbal division does cause a mental 
one, it can be useful in gauging a culture's 
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Ratio of boys to girls (Fast Company, 2011):
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According to MasterCard Worldwide Index of Women's  
Advancement, 2012, in Asia/Pacific and the Middle East, 

per every 100 men owning a business, women own:

At least 2/3 of illiterate adults 
in the world are women (McKinsey 

& Company, 2010).
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increasing gender parity. In English, 
things appear to be moving toward a more 
egalitarian plane. Interestingly enough, a 
study of one million texts spanning 1900 
to 2008 shows that since Betty Friedan's 
Feminine Mystique saw publication in 
1963, the pronoun she is now used with 
the same frequency as the pronoun he in 
English. 

Dealing with the gender gap
The gender divide still exists, however, 

and whatever its origination, it could 
potentially prove to be difficult in my 
position as a translation project manager. 
If my translator is a man, depending on 
his culture and perhaps his language, he 
will be fully aware of my femaleness and 
might respect me less for it. He might try 
to snatch the reins from my hands, assum-
ing that he is more qualified to lead. He 
may not even know how he knows, but 
on some level he just knows that I will be 
too timid, too emotional or perhaps even 
too feeble-minded to complete my job in 
a professional manner. All this without 
even knowing me. After all, a 2002 study 
by the Work Life Law Center at University 
of California Hastings showed that women 
have to work about twice as hard as men 
to receive the same recognition. The study 
found that there were three main biases 
women suffered in the workplace: Attri-
bution Bias (gender stereotyping), Recall 
Bias (people's tendency to remember 
stereotype-confirming information better 
than stereotype-inconsistent behavior) 
and Leniency Bias (when rules are applied 
more rigidly to women than men). Why 
should remote office behavior be any dif-
ferent than in a physical office building? 
It appears that we may not be able to 
escape these biases by virtue of working 
with a translator thousands of miles away.  

Since becoming a project manager in 
the United States, I have heard several 
damning anecdotes about female project 
managers experiencing vastly different 
treatment than male project managers, 
even within the same company. My boss, 
Terena Bell, recounted to me an instance 
in which her female project manager 
could not get an Arabic translator to 
respond to a relatively simple question. 
When Bell stepped in as CEO to get some 
clarity, she found she could not get a 
straight, timely response. On a hunch she 
asked two of her male project managers 
to contact the linguist with the same 
question. Lo and behold, the translator 

got back to them the same day with a 
direct and clear answer. Another time, an 
In Every Language project manager over-
heard a Rwandan man at a party say what 
a pity it was that our female boss was not 
married and had to work for a living.

Because I work in translation, not 
interpreting, I operate out of In Every 
Language's New York office. But in Lou-
isville, Kentucky, where our interpreting 
office is located, there is a relatively 
large population of Somali refugees. 
Naturally, our company works with some 
Somali interpreters in order to ensure 
these refugees' access to information 
and medical care. Contracting Somali 
interpreters who happen to be women 
has occasionally proven problematic: 
traditionally, Somali women do not work 
outside the home, as it is unacceptable 
for the husband to be perceived as not in 
charge of his household. But in a world 
where it is becoming increasingly diffi-
cult for only one member of a household 
to be responsible for a family's survival, 
women have realized that they must also 
seek careers. Many women in Somalia 
now work outside the home.  

But the fact that these women have 
overcome traditional boundaries with 
apparent success seems to indicate that 
sexism, even in communities where men 
and women are so separate, is beginning 
to buckle under the pressure of poverty, 

which has become an unfortunate yet 
undeniable gender equalizer. Perhaps our 
impression of being judged is only partly 
true. The numbers certainly show that 
sexism still exists in abundance, but this 
is also informed by old prejudices we carry 
with us from previous times. Rather than 
decrying every interaction that can be 
theoretically construed as sexist, I'm all 
for pinpointing the direct examples and 
working to correct the assumptions that 
caused them. Granted, some of the most 
dangerous instances can be the most insid-
ious and underhanded; there isn't a lot of 
direct recourse for that kind of deep-seated 
prejudice, other than to do our job to the 
best of our abilities without allowing those 
assumptions to color our view of ourselves.  

There is no better learning experience 
than bumping up against someone else's 
assumptions. Returning to the subject of 
being a female project manager, just the 
other day a Chinese translator sent me an 
e-mail beginning with “Dear Mr. Han-
nah Berthelot." I'll admit that I laughed 
out loud. Even if his English was superb, 
if he had lived his entire life in China it 
was entirely possible that he had never 
encountered the first name Hannah before 
and simply assumed I was a man because 
I am in a managerial position. But there it 
is again — whose assumption is the most 
telling? His assumption that I was male, 
or my assumption that he only considered 
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men capable of managerial work? After 
all, it could have been as harmless as a 
guess with a 50% probability of being 
correct. Although, puzzlingly enough, 
shortly after the “Mr. Hannah" e-mail, I 
received another message from a Chinese 
translator calling me “sir." Go figure.  

In a Smith alumnae group on Linked- 
In, I recently created a poll asking “If 
you feel you are being judged on the 
basis of your gender in your professional 
life, who do you feel is most displaying 
this prejudice?" The poll only saw ten 
respondents, but even with that small 
sample size the numbers proved interest-
ing. Nobody felt demeaned by clients 
and/or colleagues from Latin America 
or Africa, but two respondents indicated 
that contacts in Europe were the source 
of their discomfort. Three women felt the 
prejudice they experienced came mostly 
from contacts in the United States, which 
I did find surprising: more than Europe, 
Africa and Latin America combined! 
Although perhaps Africa and Latin 
America were simply not represented as 
colleagues or clients among those polled. 

The fifth and final option was the “win-
ner" by far: five women indicated that 
contacts in Asia and/or the Middle East 
were the source of sexism in their business 
life. These results seem to corroborate this 
idea that we have about countries that are 
distant both culturally and physically, the 

ones we hear about in the news in a mostly 
negative capacity. But as professionals in 
the localization business, we have access 
to individuals all over the world, be they 
clients, contractors or competitors, all of 
them living their everyday lives, not nec-
essarily the ones we see twisted with suf-
fering every day in our news media. While 
professional relationships are not always 
conducive to more personal cross-cultural 
learning opportunities, it is my opinion 
that we should approach our interactions 
with as open a spirit as possible, mindful of 
all the assumptions we may not have even 
known we carried. This includes, of course, 
our interaction with the opposite gender; 
we all possess a unique world-view and the 
simplest way to harmonize them appears 
to be through mutual respect.  

While mutual respect is a wonderful 
concept, the fact of the matter is that, while 
the Association of Language Companies 
(ALC) reports that 60% of American and 
57% of foreign LSPs are women-owned, 
these tend to be the smaller LSPs, while the 
largest-grossing LSPs are typically owned 
by men. This would seem to indicate that, 
unfortunately, language service clients 
still have a general tendency to entrust 
their business to male-run companies. This 
respect thing is starting to feel rather one-
sided, isn't it? So the question becomes: 
how do we, as female project managers, 
not only maintain control over projects 

involving male linguists, but maintain a 
professional relationship with clients who, 
consciously or not, may fall prey to the 
Attribution Bias and assume we are less 
than capable because of our gender? We 
could become militant and berate those 
who appear to show prejudice toward us, 
but then we only come off as negative 
and brow-beating, throwing fuel onto 
the Recall Bias fire. In my experience, the 
best way to open the door to respect is to 
remind the other party that you are, in fact, 
still a human being. This sentiment may be 
more difficult to convey through e-mail, as 
we humans rely very heavily on facial cues 
to discern each other's emotions and our 
own appropriate reaction to them — this is 
often the mechanism that gets “turned off" 
when one suffers from autism. We need to 
keep the internet from becoming an autis-
tic mechanism. Going forward in a mind-
ful way, then, project management tips for 
the female project manager may include 
increased use of more personal technol-
ogy such as Skype and Apple FaceTime. 
Whatever the technology we use to aid 
in maintaining an atmosphere of mutual 
respect, our ultimate goal should be as 
it ever was: to facilitate communication 
between people. Our industry is unique 
in being able to view the differences that 
can make communication difficult not as 
barriers, but as worthwhile challenges to 
be worked with and not against. Let's work 
with those who suffer from gender bias 
and see to relegating those stereotypes to 
the history books.  M
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BRIC. An acronym that refers to the fast growing and 
developing economies of Brazil, Russia, India and China. 

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 have been 
partnered with globalization management systems.

crowdsourcing. The act of taking a task traditionally 
performed 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.

desktop publishing (DTP). Using computers to lay out 
text and graphics for printing in magazines, newsletters, 
brochures and so on. A good DTP system provides precise 
control over templates, styles, fonts, sizes, color, paragraph 
formatting, images and fitting text into irregular shapes.

diaspora. A dispersion of a people from their original 
homeland or the dispersion of an originally homogeneous 
entity, such as a language or culture.

e-GDP. A cross tabulation of gross domestic product 
(GDP) rates with internet penetration in a given country, 
used in an attempt to measure internet-accessible wealth.

Extensible Markup Language (XML). A programming 
language/specification pared down from SGML, an inter-
national standard for the publication and delivery of elec-
tronic information, designed especially for web documents. 

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

internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it 

can handle multiple languages and cultural conventions 
(currency, number separators, dates) without the need for 
redesign.

localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale.

the long tail. The statistical property that a large share 
of the population rests within the tail of a probability dis-
tribution. In localization, it refers to the large number of 
languages or cultures that taken uniquely would only rep-
resent 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.

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

Maghreb. Usually defined as most of the region of North 
Africa west of Egypt. It is partially isolated from the rest 
of the continent by the Atlas Mountains and the Sahara 
Desert. Berber activists have called the region Tamazgha, 
meaning land of the Berbers, since the second half of the 
twentieth century.

MENA. An acronym for Middle East and North Africa. 
The list of countries and territories has no standard defini-
tion and sometimes spreads as far as Malta, Azerbaijan and 
Somalia. 

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

pseudo-localization. Translates the code strings of a prod-
uct into “pseudo-strings.” The resulting “pseudo-language” is 
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designed to test the impact that differ-
ent aspects of localization have on the 
product’s functionality and appearance.

quality assurance (QA). The activ-
ity of providing evidence needed to 
establish confidence among all con-
cerned that quality-related activities 
are being performed effectively. All 
those planned or systematic actions 
necessary to provide adequate con-
fidence that a product or service will 
satisfy given requirements for quality. 
QA covers all activities from design, 
development, production and installa-
tion to servicing and documentation.

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

rule-based machine translation 
(RBMT). The application of sets of 
linguistic rules that are defined as 
correspondences between the struc-
ture of the source language and that 
of the target language. The first stage 
involves analyzing the input text for 
morphology and syntax — and some-
times semantics — to create an inter-
nal representation. The translation is 
then generated from this represen-
tation using extensive lexicons with 
morphological, syntactic and seman-
tic information, and large sets of rules.

simship. Simultaneous shipment of 
a product to different markets world-
wide, as opposed to releasing in the 
home market first and in other locales 
later. 

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

statistical machine translation 
(SMT). A machine translation para-
digm where translations are gener-
ated 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 trans-
late from vast amounts of translated 
text.

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

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

translation management system 
(TMS). Sometimes also known as a 
globalization management system, 
a TMS automates localization work-
flow to reduce the time and money 
employed by manpower. It typically 
includes process management tech-
nology to automate the flow of work 
and linguistic technology to aid the 
translator.

translation memory (TM). A spe-
cial 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). Based on XML, an open stan-
dard that has been designed to sim-
plify and automate 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 purpose 
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 (Unicode) is a 
character encoding standard used to 
represent text for computer process-
ing. Originally designed to support 
65,000 characters, it now has encod-
ing forms to support more than one 
million characters. 

XML Localization Interchange 
File Format (XLIFF). An XML-based 

format for exchanging localization 
data. Standardized by OASIS in April 
2002 and aimed at the localization 
industry, XLIFF specifies elements 
and attributes to aid in localization. 
XLIFF could be used to exchange data 
between companies, such as a soft-
ware publisher and a localization 
vendor, or between localization tools, 
such as translation 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 
(16th edition), M. Paul Lewis:  
www.ethnologue.com/print.asp

The Guide to Translation and Localization,  
published by Language Line:  
www.llts.com

Index of Chinese Characters With Attri-
butes, George E. Bell, 2006: www.
multilingual.com/books/welcome 
OtherResources.php

Globalization Handbook for the Micro-
soft .NET Platform, Parts I - IV, Bill Hall, 
2002-2006: www.multilingual.com/
books/welcomeOtherResources.php

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: www.cia.gov/
library/publications/the-world-fact-
book/index.html

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 

See ad on page 41 

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 Oudeschans 85III, 1011KW Amsterdam, The Netherlands,  
31-299-672028, E-mail: info@translationautomation.com,  
Web: www.translationautomation.com 

conferences

  

Localization World 
Description Localization World conferences are dedicated 
to the language and localization industries. Our constitu-
ents are the people responsible for communicating across 
the boundaries of language and culture in the global mar-
ketplace. International product and marketing managers 
participate in Localization World from all sectors and all 
geographies to meet language service and technology pro-
viders and to network with their peers. Hands-on practitio-
ners come to share their knowledge and experience and to 
learn from others. See our website for details on upcoming 
and past conferences. 
Localization World, Ltd. 319 North 1st Avenue, Sandpoint, ID 83864, 
208-263-8178, Fax: 208-263-6310,  
E-mail: info@localizationworld.com, Web: www.localizationworld.com 
See ad on page 2

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  
terminology 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 cus-
tomers include Volkswagen, HypoVereinsbank, SMA Solar 
Technology and hundreds of other leading companies.
Across Systems GmbH 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 31

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is exclusively 
dedicated to providing language technology software solu-
tions to enterprises, language service providers and gov-
ernments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server 
application that consists of four core components which 
together, or individually, enable communications 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 transla-
tion 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 4

  

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: informa-
tion management, translation, localization, publishing, 
on-demand printing and consulting. Core technologies: 
Transit (translation memory), TermStar/WebTerm (ter-
minology management), GRIPS (product information 
management), MindReader (context-sensitive authoring 
assistance), STAR CLM (corporate language management), 
STAR CPM (corporate process management), i-KNOW 
(competence management) and SPIDER (Interactive Elec-
tronic 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

  

Big solutions for small languages
Multiple Platforms

Languages Estonian, Latvian, Lithuanian, Russian, German 
as well as Nordic and Eastern European languages Descrip-
tion Tilde is a leading European technology developer and 
language service provider. Tilde offers machine and human 
translation services in addition to spelling and grammar 
checkers, and voice technologies for minor languages. Tilde 

is a top localization service provider in our core Estonian, 
Latvian, Lithuanian and Russian languages as well as Nordic 
and other Eastern European languages. Tilde LetsMT! is 
an innovative, unique, easy to use build your own custom 
machine translation portal. Tilde is also known for the  
EuroTermBank, the largest free online term database for  
industry professionals. Tilde — innovations, professionalism 
and high quality. 
Tilde Vienibas gatve 75A, LV-1004 Riga, Latvia
371-67605001, Fax: 371-67605750
E-mail: tilde@tilde.com, Web: www.tilde.com 

locAlizAtion services

 
ADAPT Localization Services 
Languages More than 50 Description ADAPT Localization 
Services offers the full range of services that enables clients 
to be successful in international markets, from documen-
tation design through translation, linguistic and technical 
localization services, prepress and publication management. 
Serving both Fortune 500 and small companies, ADAPT 
has gained a reputation for quality, reliability, technological  
competence and a commitment to customer service. Fields 
of specialization include diagnostic and medical devices, IT/
telecom and web content. With offices in Bonn, Germany; 
Stockholm, Sweden; and Barcelona, Spain, and a number of 
certified partner companies, ADAPT is well suited to help 
clients achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18,  
53115 Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, 
E-mail: adapt@adapt-localization.com,  
Web: www.adapt-localization.com See ad on page 9

Alliance Localization China (ALC)
Languages Major Asian and European languages Description 
ALC offers document, website and software translation and 
localization, desktop publishing and interpreter services. We 
focus on English, German and other European languages 
to and from Chinese, Japanese, Korean and other Asian 
languages. We use TRADOS, CATALYST, SDLX, Transit, 
Wordfast, memoQ and other CAT tools, as well as DTP tools 
including CorelDRAW, FrameMaker, FreeHand, Illustrator, 
InDesign, PageMaker, Photoshop and QuarkXPress. Our 
customer-oriented approach is supported by strong project 
management, a team of specialists, a large knowledge base 
and advanced methodologies. We always provide service 
beyond our customers’ expectations at a low cost and with 
high quality, speed, dependability and flexibility.
Alliance Localization China Suite 526, Building B, No.10, Xing 
Huo Road, Fengtai Science Park, Beijing 100070, P.R. China,  
86-10-8368-2169, Fax: 86-10-8368-2884, E-mail:  
customer_care@allocalization.com, Web: www.allocalization.com 
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Binari Sonori
Description Binari Sonori is a leading provider of interna-
tional media localization services since 1994, with a unique 
team of project managers, studios, engineers and selected 
linguists spread over 30 countries worldwide. Solid proce-
dures and transparent relationships with clients guarantee 
high quality of text, audio and video, timeliness and flex-
ibility. We are accustomed to working for global compa-
nies that need to reach a broad range of markets with their 
media and entertainment products. Specialized support 
available for any media localization activity, from effective 
audio localization to international content creation. Highly 
professionalized one-stop shop supporting today’s media 
localization projects. 
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313,  
E-mail: translate@binarisonori.com, Web: www.binarisonori.com 
See ad on page 47

E-C Translation Ltd. is now EC Innovations, Inc.
Languages All Description E-C Translation Ltd., the 
technology-driven language services company with a 
mission to provide high-quality localization solutions, is 
pleased to announce the rebranding of its business to EC 
Innovations, Inc. Over the past 14 years, EC Innovations, 
an ISO 9001:2008 certified organization, has grown to 
over 200 full-time employees, providing multilingual 
and interdisciplinary services worldwide. The new name 
and image are a reflection of our completeness as a full-
fledged localization solutions provider. Hereafter, EC 
Innovations will continue to focus on providing our cus-
tomers with the highest quality of language and technol-
ogy solutions while maintaining our reputation for being 
a customer-centric organization.
EC Innovations, Inc. 501 Silverside Road, Suite 105,  
Wilmington, DE 19809, 617-775-3506, Fax: 508-762-5304, 
E-mail: info@ecinnovations.com, Web: www.ecinnovations.com 
See ad on page 19 

 

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompassing 
a whole range of client needs, from plain translation to desk-
top/web publishing to localization development and testing. 
Over the years, EuroGreek’s services have been extended 
to cover most subject areas, including German and French 
into Greek localization services. All of EuroGreek’s work is  
produced in-house by a team of 25 highly qualified special-
ists and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG United Kingdom 
Athens EuroGreek House, 93 Karagiorga Street, Athens, 166 75 
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production 
@eurogreek.gr, Web: www.eurogreek.com See ad on page 33

  

hiSoft — End-to-End Localization Services
Languages All Description hiSoft offers full end-to-end 
globalization services, which include software localization, 
localization testing, community translation, multimedia lo-
calization, agile localization, software engineering, desktop 
publishing, multilingual web production and consulting 
services. We can provide follow-the-sun capabilities with 
21 offices in the US, Spain, Sweden, China, Singapore and 
Japan, for true global reach combined with loca l expertise. 
With hiSoft, you’ll gain a technically proficient outsourcing 
partner to maximize your return on investment. We have 
been recognized both by our partners and industry special-
ists for helping our clients win in today’s versatile global 
marketplace.

hiSoft Technology International Limited 33 Lixian Street,  
Qixianling Industrial Base, Hi-Tech Zone Dalian, China 116023 
+86-411-8455-6666, +1-866-777-6104, Fax: +86 411 8479 1350 
E-mail: info@hisoft.com, Web: www.hisoft.com See ad on page 28

  

Honyaku Center – Asian Language Solutions
Languages Japanese, Traditional and Simplified Chinese,  
Korean and other Asian languages Description Honyaku 
Center is Japan’s translation industry leader, with over 25 
years of experience providing specialized technical transla-
tion services in the life sciences, patent, industry, finance and 
legal fields, and in all text types, including automotive, IT,  
e-learning, games and websites. From translation to DTP 
and printing, Honyaku Center has the large scale project 
management capabilities, specialized resources and exper-
tise to handle all of your translation and localization needs! 
Honyaku Center Inc. 
Japan San Marino Shiodome Bldg. 6F, 2-4-1 Higashi Shinbashi, 
Minato-ku, Tokyo 105-0021, Japan, +81-3-6403-9588, 
E-mail: localize@honyakuctr.co.jp, Web: www.honyakuctr.com
USA (HC Language Solutions, Inc.) 949 Sherwood Avenue,  
Suite 200, Los Altos, CA 94022, +1-650-312-1239,  
E-mail: info@hcls.com, Web: www.hcls.com

 

iDISC Information Technologies
Languages Spanish (all variants), Portuguese (European and 
Brazilian), Catalan, Basque, Galician, Valencian Description 
iDISC, established in 1987, is an ISO-9001 and EN-15038 
certified company based in Barcelona with branches in  
Argentina, Mexico and Brazil that focuses on localization 
into all variants of Spanish (European, Latin American, USA 
and Neutral), Portuguese (European and Brazilian) and the 
other languages spoken in Spain (Catalan, Basque, Galician 
and Valencian). Specialization fields are websites, software 
localization, technical documentation, business, automotive 
and marketing materials. All commercial tools are available. 
Internal tools help reduce management costs and increase 
quality, consistency and on-time deliveries. Continuous sup-
port to the client achieves the best project results and estab-
lishes long-term, honest partnerships.

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

 New markets for your
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Janus Worldwide Inc.
Languages 80 and growing Description Janus is a leading 
provider of language solutions to the world’s most global 
companies. Our flexible, scalable and proven approach 
enables our team to deliver services with top-quality results 
both on-time and on-budget. Industries we serve include 
IT, telecom, life sciences, energy, financial and automotive. 
Some of the services we offer are: functional and linguis-
tic testing; software, website and multimedia localization; 
and technical, e-learning and marketing translation. Our 
processes are backed by the ISO 9001:2008 quality certifica-
tion and our clients include Microsoft, IBM, Siemens and 
Volkswagen. We have nine offices in Asia, Europe and the 
US to facilitate communication globally.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Office B208, 
Moscow 115114, Russia, +7-495-913-66-53, US 855-526-8799, 
Fax: +7-495-913-66-53, E-mail: info@janusww.com,  
Web: www.janusww.com  

    L10N@e4net .ne t  •  www.e4net .ne t

     Tel: 822-3465-8500 • Fax: 822-3465-8502

Gateway to Asia – TOTAL SOLUTIONS FOR YOUR BUSINESS

Languages: Major Asian languages, including Korean, Japanese, S-Chinese, T-Chinese, 
Thai, Malay, Indonesian and Vietnamese
Established in 1995, E4NET is a leading provider of high-quality localization and global-
ization services. We also provide the full scope of linguistic testing services in Windows, 
Macintosh, Linux and Unix, DTP services, and audio recording/video script translation. 
Our accumulated experience and know-how have allowed us to successfully accom-
plish many major projects for clients such as Microsoft, IBM, Oracle, Hewlett-Packard,  
LG Electronics, SAP, Digi-key, Panasonic and more. We specialize in the fields of IT such 
as ERP/CRM/DBMS, consumer software, hardware/equipment, OS, server application, 
management and storage. In addition, our service expands to other industries such as  
medical/healthcare, travel, fashion, game, automation and automotive.

WHY ?
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Moravia
Languages All Description Moravia is a leading global-
ization solution provider, enabling companies in the infor-
mation technology, e-learning, life sciences, consumer 
electronics and telecommunications industries to enter 
global markets with high-quality multilingual products. 
Moravia’s solutions include localization, product testing, 
multilingual publishing, technical translation, content 
creation, machine translation and workflow consulting. 
Adobe®, IBM, Microsoft, Oracle and Toshiba are among 
some of the leading companies that depend on Moravia 
for accurate, on-time and economical localization. With 
global headquarters in Brno, Czech Republic, Moravia 
has local offices in Europe, the United States, Japan, 
China and Latin America. To learn more, please visit us at  
www.moravia.com.
Moravia 
USA 810 Lawrence Drive, Suite 210, Newbury Park, CA 91320,  
805-262-0055, Fax: 805-375-8292,  
E-mail: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, E-mail: europe@moravia.com 
Ireland 353-1-709-9822, E-mail: ireland@moravia.com 
Asia 86-25-8689-6500, E-mail: asia@moravia.com 
Japan 81-3-3354-3320, E-mail: japan@moravia.com
Argentina 54-341-481-2992, E-mail: argentina@moravia.com 

See ad on page 60

Your Vision. Worldwide.

Full-service Translation, Localization and 
Multilingual Testing
Languages Over 60 Description Net-Translators provides 
turnkey translation, localization and multilingual testing 
services and customized strategy-to-deployment localiza-
tion solutions. For over ten years, they’ve helped technol-
ogy companies and medical device manufacturers prepare 
their products and services for global markets. For soft-
ware applications (GUI, online help and documentation), 
marketing materials, websites and more, Net-Translators’ 
customer-focused, professional teams deliver consistent, 
accurate results in compliance to international regulations. 
Their one-of-a-kind Multilingual Testing Center is specially 
equipped and staffed to offer the ultimate testing envi-
ronment for localized products. ISO 9001:2008 and ISO 
13485:2003 certifications and a long-standing reputation 
for quality have earned Net-Translators the trust of indus-
try leaders worldwide. 
Net-Translators 
USA Cupertino, CA, 800-320-1020,  
E-mail: salesusca@net-translators.com 
USA Marlborough, MA, 617-275-8128,  
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385,  
E-mail: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633,  
E-mail: salesil@net-translators.com 
South America Posadas - Misiones, Argentina, +54-3764-487029, 
E-mail: salessoutham@net-translators.com 
Web: www.net-translators.com See ad on page 59

 

Greek Localization Experts Since 1983
Language 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 institutions. We offer a wide range of GILT services 
always adhering to stringent quality standard procedures 
— EN 15038 and ISO 9001. Pangeanic has an experienced 
team devoted to MTPE (post-editing of machine transla-
tion 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 be-
come 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 

 

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 dedication to personal service, responsiveness, 
high-quality output and sensitivity to  clients’ cost goals and 
timelines. Backed by over 35 years of experience in tech-
nical translation, PTIGlobal provides turnkey localization 
services in 30 languages simultaneously for software, web 
applications, embedded devices, mobile applications and 
gaming technology. Projects employ our expertise in end-
to-end project management; internationalization consul-
tation; glossary development; native language translation; 
multilingual web content management; translation mem-
ory maintenance; localization engineering; linguistic and 
functional testing and desktop publishing. PTIGlobal also 
offers in-house state of the art voiceover and video 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 Korean, Traditional and Simplified Chinese, 
Japanese and other Asian languages, European languages 
Description. Saltlux was founded in 1979 as the first 
Korean technical translation company. Our services en-
compass translation, localization engineering, DTP, MT 
post-editing, planning and writing of technical manuals. 
We have extensive experience in medical and pharma-
ceutical products and equipment, IT, software, electrical, 
automotive and technical industry, and so on. With 32 
years accumulated know-how, Saltlux will be your ideal 
global communication partner. To learn more, please visit  
www.saltlux.com.
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

Buyer’s Guide
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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-edit-
ing, workflow/process consulting and project management. 
TOIN offers global reach and exceptional strength in Asia, 
with headquarters in Tokyo and additional operations in 
the United States, Europe, China and Korea. The company 
has been helping Global 1000 companies in industries such 
as automotive, IT, telecommunications, life sciences, e-
learning, computer software/gaming, semiconductors and 
consumer products.
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo  
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514,  
E-mail: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Dallas, Texas, 214-810-5106 ,  
E-mail: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-20-8644-8685,  
E-mail: michael-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012,  
E-mail: shen-yi@to-in.co.jp, Web: www.to-in.com 

 
Ushuaia Solutions 
Languages Spanish (all varieties), Portuguese (Brazil) 
Description Ushuaia Solutions is a fast-growing Latin 
American company providing solutions for translation, 
localization and globalization needs. Ushuaia Solutions is 
focused on being creative and proactive to meet tight time 
frames with a high level of quality and a cost-effective bud-
get. Customizing its processes, Ushuaia assures project con-
sistency and technical and linguistic accuracy, thus reducing 
clients’ time-to-market. Ushuaia combines state-of-the-art 
technology with top-notch experienced native translators, 
editors and software engineers. Our mission is to work 
together with our clients, thereby creating a flexible, reliable 
and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 
54-341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia 
solutions.com, Web: www.ushuaiasolutions.com See ad on page 30

 
VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, engi-
neering and testing, language review, transcreation and 
brand integrity services during the design, development and 
marketing cycles of client’s products.
VistaTEC 
Europe VistaTEC House, 700 South Circular Road, Kilmainham,  
Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099 
USA East 2706 Loma Street, Silver Spring, MD 20902,  
301-649-3012, Fax: 301-649-3032
USA West 1800 West El Camino Real, Suite 108,  
Mountain View, CA 94040, 408-898-2357 Fax: 408-898-2362
E-mail: info@vistatec.com, Web: www.vistatec.com
See ad on page 13

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 
technologic solutions, dedicated to each client’s needs. WhP 
has become a renowned actor in the translation and local-
ization world. By placing clients’ needs at the forefront and 
by carrying out huge efforts and best practices for each indi-
vidual client, WhP has gained the loyalty of international 
accounts such as Oracle, Dell, IBM, Crossknowledge, Total, 
Amadeus and HP in the fields of software, online applica-
tions, 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 

Xlated Ltd.
Languages Italian, French, Spanish, Portuguese, German, 
Russian Description Xlated is a young and dynamic local-
ization service provider, founded and managed by transla-
tors with 15+ years of specialization in software localization. 
Thanks to a proven knowledge of internationalization and 
localization processes, a team of highly skilled and motivated 
professionals, and an intelligent use of the most recent trans-
lation technologies, we offer a wide range of multilingual 
services for small to large and complex software localization 
projects. Services include terminology management, transla-
tion of GUI and user documentation, linguistic and func-
tional quality assurance, engineering, multiplatform DTP 
and consulting. 
Xlated Ltd. Riverbank, Kells Business Park, Kells, Co. Meath, Ireland, 
+353-(0)46-9250005, E-mail: info@xlated.com,  
Web: www.xlated.com See ad on page 35

locAlizAtion tools

 

Alchemy Software Development
Multiple Platforms

Languages All Description Alchemy Software Develop-
ment is the leading provider of software localization tools. 
Alchemy technologies are the world’s most recognized 
software localization solutions with 80% of the world’s 
largest software companies using Alchemy CATALYST to 
accelerate entry into international markets, improve rev-
enue growth opportunities and reduce their costs. With 
over 25,000 licenses worldwide, Alchemy CATALYST is the 
dominant choice among professional development com-
panies, localization service providers, professional transla-
tors and global technology leaders such as Siemens, Corel,  
Philips and Canon. 
 Alchemy Software Development Block 2 Harcourt Business Centre, 
Harcourt Street, Dublin D2, Ireland, +353 1 7082800,  
Fax: +353 1 7082801, E-mail: info@alchemysoftware.com,  
Web: www.alchemysoftware.com See ad on page 20

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 
economic 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@therosettafoundation.org,  
Web: www.therosettafoundation.org

 

Translators without Borders
Languages English, French, Spanish, German, Italian, 
Portuguese, Dutch, Russian, Arabic, Chinese, Swedish  
Description Translators without Borders is an indepen-
dent 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 pro-
vided 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  

trAnslAtion  

MAnAgeMent systeMs 

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is exclusively 
dedicated to providing language technology software solu-
tions to enterprises, language service providers and gov-
ernments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server 
application that consists of four core components which, 
together or individually, enable communications 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 transla-
tion 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 4
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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 account-
ing and quality management 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, D-10405 Berlin, Germany,  
49-30-322971340, Fax: 49-30-322971359,  

E-mail: info@plunet.com, Web: www.plunet.com  See ad on page 8

Wordbee
Enterprise Version, Multiple Platforms

Languages All Unicode languages Description Wordbee 
provides you with all the features and functionality found 
in traditional enterprise TMS products, combined with 
real-time team collaboration and flexible, intuitive work-
flows, project management environment and an intuitive 
user interface. Implementation is remarkably straightfor-
ward, with no servers to purchase, complex migration steps 
or consultants needed for implementation. No need to in-
tegrate and pay licensing for multiple translation and work-
flow tools! If you need to improve control and efficiency or 
want to support collaboration within your teams – consider 
Wordbee.  
Wordbee S.A. 9, avenue des Hauts-Fourneaux, 

L-4362 Esch-sur-Alzette, Luxembourg, +352 54 55 80 875,

E-mail: info@wordbee.com, Web: www.wordbee.com 
See ad on page 26

XTM: Better Translation Technology
Multiple Platforms

Languages All Unicode languages Description XTM is a 
fully featured online CAT tool and translation manage-
ment system available as a pay-as-you-go SaaS or for 
installation on your server. Built for collaboration and 
ease of use, XTM provides a complete, secure and scal-
able translation solution. Implementation of XTM Cloud 
is quick and easy, with no installation, hardware costs or 
maintenance required. Rapidly create new projects from 
all common file types using the templates provided and 
allocate your resources to the automated workflow. XTM 
enables you to share linguistic assets in real time between 
translators. Discover XTM today. Sign up for a free 30-day 
trial at www.xtm-intl.com/trial.

XTM International PO Box 2167, Gerrards Cross, Bucks, SL9 8XF  

United Kingdom, +44-1753-480-469, Fax: +44-1753-480-465, 

E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com  
See ad on page 48

  

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 administrative 
costs. Project management, invoicing, quotations, ISO 9001 
reports and CRM are the main fields covered by the system. 
Designed by translation and localization professionals and 
created by the best IT team, this powerful tool will reduce 
the time spent on repetitive tasks and increase a company’s 
effectiveness.

XTRF ul. Kamieńskiego 51, 30-644 Kraków, Poland  
48-12-255-14-80, Fax: 48-12-255-14-77,  
E-mail: info@xtrf.eu, Web: www.xtrf.eu See ad on page 44

trAnslAtion services

 

BENEXtra Korea 
Languages Chinese, Japanese, Korean Description BENEXtra 
Korea, one of the top quality localization/translation vendors 
in Asia, enjoys an excellent reputation and wide recogni-
tion among world-class players such as Dell, IBM, Micro-
soft, 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 au-
dio translation, we are ready to work together with you, help-
ing 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 24

  

Translation Services Provider in SEE
Languages English, German, Italian, Croatian, Slovenian, 
Serbian, Bosnian, Macedonian, Montenegrin, Albanian, 
Bulgarian and Romanian Description CIKLOPEA is one 
of the leading translation and localization services provid-
ers in the region of South East Europe (SEE) specialized in 
translation projects, interpreting and localization into the 
languages of the South region (Croatian, Slovenian, Serbian, 
Bosnian, Macedonian, Montenegrin, Albanian, Bulgarian 
and Romanian). Our fields of specialization are manufactur-
ing, consumer products, engineering, industry, technology, 
IT, medical, pharmaceutical, health services, life sciences, 
law, economics, business, finance, insurance, marketing, 
PR, communication and tourism. CIKLOPEA is certified in  
accordance with ISO 9001:2008 and EN 15038:2006. 
CIKLOPEA Medimurska 21, Zagreb10000 Croatia +385-1-3751736, 

E-mail: info@ciklopea.com, Web: www.ciklopea.com
See ad on page 33

 

When it comes to translation, we hear you 
Languages English and FIGS languages into Polish  
Description Vendor managers, project managers, directors 
and CEOs of LSPs have worked with CONTRAD since 2005. 
A common concern of MLV executives is difficulty finding  
appropriate vendors for Polish. Appropriate means not only  
focusing on Polish language, culture, subject matter being 
translated/localized, sticking to project instructions, termi-
nology, deadlines or covering turnaround demands, because 
these are obvious. Appropriate means more. It means hav-
ing certain qualities that reach further, like listening to clients 
and truly hearing them, asking the right questions, respond-
ing promptly, properly reacting to feedback and maintaining 
good communication with clients’ staff. You will receive it 
here, day in and day out. 
CONTRAD ul. Dolna 16, 10-699 Olsztyn, Poland, +48-89-527-07-14, 

Fax: +48-89-527-07-32, E-mail: info@contrad.com.pl,  

Web: www.contrad.com.pl See ad on page 22

Diskusija – Translation and Localization
Languages Central and Eastern European languages Descrip- 
tion Founded in 1993, Diskusija specializes in technical 
translation and localization services from Western Euro-
pean languages into all Central and Eastern European lan-
guages with a strong focus on Baltic languages (Lithuanian, 
Latvian, Estonian). Our experienced team is able to handle 
projects of any complexity. We guarantee 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 delivery, competitive rates 
and flexibility. We have extensive expertise in the follow-
ing industries: IT, software, hardware, telecommunications, 
medical equipment, medicine, pharmacology, accounting, 
finance, automotive industry, electronics, legislation and 
EU documents.
Diskusija Mindaugo g. 23A-73, Office 8, LT-03231 Vilnius, 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 23 
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, pharmaceutics, medi-
cine and marketing. Follow-Up’s main partner and founder, 
Luciana Lavôr, is a certified localization professional by 
California State University. Another partner at the company, 
Ana Beatriz Fernandes, is an official public sworn translator. 
Therefore, under her supervision, we also have a legal transla-
tions 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 
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idioma Co., Ltd.
Languages All European languages and many Asian lan-
guages Description Established in Japan in 1980, idioma 
initially served Japanese manufacturers. Today we work 
worldwide and operate a large production center and world-
wide client server base in the Czech Republic. Geared to and 
specializing in technical documentation, we assist clients to 
develop, translate and publish their documents. We focus on 
streamlining the localization process using innovative solu-
tions to automate processes and lower the cost of language 
procurement. Relying on in-house programmers, we oper-
ate our own server-based translation system against which 
translators, verifiers and QA specialists around the world 
work. This solution features mandatory and customizable 
QA routines on all processed segments.
idioma Co., Ltd. Holečkova 25, 150 00 Prague, Czech Republic

+420 251 565 000, Fax: +420 251 564 000 

E-mail: info@idioma .com, Web: www.idioma.com  See ad on page 17

InText Translation Company
Languages From major European languages into Russian 
and Ukrainian Description InText is one of the leading SLVs 
in Ukraine with ten years of experience and long-term part-
nerships with the world’s top 100 MLVs. We offer a full range 
of services including translation, software localization, DTP 
and voiceover. You can rely on us to help your clients reach 
the Russian and CIS markets in industries such as automo-
tive, IT, telecommunications, life sciences, computer software 
and consumer goods. Our workflow combines tailored TMS, 
state-of-the-art technologies and measurable translation 
quality in proven compliance with ISO 9001 and EN 15038 
standards to ensure your projects are delivered by your dead-
line and to your quality expectations.
InText Translation Company PO Box 1041, 49006 Dnipropetrovsk, 
Ukraine, +380 505 66 70 42 , Fax: +380 562 36 64 08,
E-mail: crm@intext.ru, Web: www.intext.ru

Lexika Translation Services
Languages Czech, Slovak and Eastern European Description 
Lexika has been providing translation services since 1993. 
Our clients come from various business areas, however, for 
the past several years we have been focused on translation of 
legal and financial as well as technical documentation. Our 
major working languages are Czech and Slovak along with 
other CEE languages. Lexika is ISO 9001:2009 certified and 
utilizes SDL Trados and memoQ server.
LEXIKA s.r.o. Dobrovi-cova 10, Bratislava 811 09, Slovakia
421-2-5010-6700, Fax: 421-2 2-595-5965
E-mail: info@lexika.sk, Web: www.lexika.sk See ad on page 43

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a leading provider 
of global content and language intelligence to organizations 
around the world. The content experts at LinguaLinx help 
manage and localize messaging to enhance efficiency and 
provide consistency across all forms of communication. With 
offices around the world, LinguaLinx provides organizations 
with localization solutions that fit their needs including: 
translation and interpretation, marketing communications 
and website localization, translation memory deployment, 

multilingual SEO, translation readiness assessment and 
global content management. Unify your global organization 
with a customized content intelligence strategy and ensure 
that your messages resonate across borders with language 
intelligence. To learn more, visit lingualinx.com. 
LinguaLinx Language Solutions, Inc. The LinguaLinx Building, 122 
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-388-
0066, E-mail: info@lingualinx.com, Web: www.lingualinx.com  

Medical Translations Only
Languages 45, including all EU languages Description 
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages and the major languages of Asia and Africa, 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, Rijnsburgerweg 
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 33

Omnia S.r.l.
Languages 150 language combinations including rare and 
obscure languages Description Omnia has been helping 
companies successfully deploy their message in the global 
marketplace for 25 years. Let Omnia partner with you to 
meet your international communication objectives through 
a range of bespoke services, including technical documenta-
tion translation; marketing collateral transcreation; website  
and software localization; multilingual desktop design and 
publishing; content authoring and controlled English; and 
content and term management. 
Omnia Group via Mazzini, 160/B, Sassuolo, 41049 Italy 
+39 0536 881375, Fax: +39 0536 882413 
E-mail: info@omnia-group.com, Web: www.omnia-group.com 
See ad on page 33

PTSGI 
Languages English, Traditional and Simplified Chinese,  
Japanese, Korean, Thai, Malay, Indonesian, Tagalog, Viet-
namese, Arabic, Farsi, Russian, German, French, Italian, 
Spanish, Dutch, Czech, Polish, Hungarian, Turkish, Greek, 
Norwegian, Danish, Hebrew, Irish, Finnish, Swedish, Luxem-
bourgish, Romanian, Urdu, Ukrainian, Nepali, Latin, Latvian, 
Slovak, Slovenian, Bengali, Hindi, Pashto, Tamil, Punjabi, 
Singhalese, Marathi, Hmong, Khmer, Lao, Burmese, Mon-
golian, Somali Afrikaans, Armenian Description For over 
45 years, PTSGI remains the largest language service pro-
vider in Taiwan providing multilingual translation, website 
and software localization, interpretation, desktop publish-
ing, technical writing, game software and online translation 
into more than 100 languages. Our expert teams are skilled 
in a wide range of software that includes Trados, SDLX,  
Transit, CATALYST, RC-WinTrans, Idiom, Across, Multilizer, 
Passolo, RoboHelp, FrameMaker, QuarkXPress, PageMaker, 
InDesign, Photoshop, Adobe Acrobat, CorelDraw, Illustrator, 

Freehand and Dreamweaver. We view our projects from 
the customers’ perspective and in turn gain the trust of our  
clients, steering our commitment to provide not just transla-
tion services but complete solutions.

PTSGI 6F, #23 Section 6, Min-Chuan East Road, Taipei City 11494, 
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 Outstanding localization requires world-class 
experience. Rheinschrift gives your business a native voice 
in the German-speaking world. We offer more than 20 
years’ experience providing translations and localizations 
for software and hardware manufacturers as well as for the 
sectors of business, technology, legal matters and medicine/
medical applications. Our services also range from glossaries, 
post-editing, project management and desktop publishing 
services to many other related services. Rely on Rheinschrift 
to deliver the most competent translations and meet your 
deadline, whatever it takes.
Rheinschrift Übersetzungen, Ursula Steigerwald Rolshover 
Strasse 99, D-51105 Cologne, Germany, +49-(0)221-80-19-28-0, 
Fax: +49-(0)221-80-19-28-50, E-mail: contact@rheinschrift.de, 
Web: www.rheinschrift.de See ad on page 38

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  
spanning a multitude of languages and the effective local-
ization of products on international markets. Established 
in 1994, Skrivanek has managed to dominate the European 
translation market, creating a network of 53 branches cover-
ing 14 countries. Its well-stocked staff of professional trans-
lators, experienced project managers and dedicated software 
engineers and DTP specialists has enabled Skrivanek to  
provide outstanding quality translation and localization ser-
vices 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 22,147 00 Prague, Czech Republic, 420-233-320-560, 
Fax: 420-241-090-946, E-mail: info@skrivanek.com,  
Web: www.skrivanek.com 

SpanSource
Languages Focus on Spanish and Portuguese, other language 
combinations through partners Description SpanSource 
provides translation, localization and related services from 
Western European languages into all regional varieties of 
Spanish as well as other language combinations through our 
network of select SLV partners. Our domain focus is on 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@spansource.com, Web: www.spansource.com 
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Synergium
Languages Eastern European with the focus on Baltic and 
CIS Description Synergium is one of the leading integrated 
language service providers in the Baltics with representa-
tive offices and in-house teams of expert project managers, 
translators, editors and software engineers in Lithuania, 
Latvia, Estonia, Russian Federation and Ukraine. The com-
pany has more than six years of experience in translation 
and localization services covering main technical indus-
tries such as automotive, environmental, EU, financial, IT, 
legal, medical and telecommunications. Due to its cutting- 
edge technologies, individual and thoughtful approach, 
Synergium has been recognized by world-renowned com-
panies such as Google, Microsoft, Philips Healthcare,  
GlaxoSmithKline and many others.
Synergium Žalgirio 88-404, 09303 Vilnius, Lithuania, 370-5-275-
26-56, E-mail: marketing@synergium.lt, Web: www.synergium.eu

 

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 ser-
vices for audio-visual, online and print media since 1991. 
Our experience in adapting technical documentation and 
marketing communication materials covers a wide range of 
industries, including biomedical and health care; building 
and construction; financial services; food and agriculture; 
high-tech and manufacturing; 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 pro-
fessionals 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 

TRSB Inc. Translation Solutions
Languages French Canadian Description  For over 25 years, 
TRSB’s mission has been to provide cost-efficient, reliable 

language solutions addressing each client’s individual needs. 
As Canada’s leading translation and localization firm, TRSB 
offers a complete array of services, including marketing  
adaptation targeted for Quebec, copywriting, interpretation, 
voiceover/subtitling, linguistic consulting and auditing, ter-
minology management and desktop publishing. No job is 
too big or too complex. Our expert teams of native-speak-
ing translators are skilled in a wide variety of industries and 
subjects, most notably finance, banking, life sciences, human  
resources, insurance and regulatory materials. Contact us  
today to find out what we can do for you.
TRSB Inc. 276 Saint-Jacques, Montreal, H2Y 1N3 Canada
514-844-4682, Fax: 514-844-5983
E-mail: info@trsb.com, Web: www.trsb.com

trAnslAtion tools 

 
VisualTran Mate 
Windows

Languages All Description Evertran is a global translation 
company that developed VisualTran Mate, the translation 
support software (CAT tool). VisualTran Mate can be used 
by professional translators, freelance translators and trans-
lation companies that do translation work by add-on to 
MS-Office for quick and constant translations. VisualTran 
Mate enables work including extracting a word from an 
original document, analyzing repeated sentences and im-
proving translation quality. VisualTran Mate is the software 
for translation work and supervision that can manage 
translation memory and terminology files for all languages 
in the world.   
Evertran Co., Ltd. 1310 Hangang Hyundai HYEL,  
2-36 Hangangno 2-ga, Yongsan, Seoul, Republic of Korea 140-871,  
82-2-797-2105, Fax: 82-2-797-2106,  
E-mail: webmaster@evertran.com, Web: www.visualtran.com

 
Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technologies 
is the world’s fastest growing provider of computer-assisted 
translation tools. In 2005 the company launched the first  
version of memoQ, an integrated client-server translation 
environment designed to facilitate interoperability and team-
work. All of Kilgray’s products — memoQ, the memoQ server, 
qTerm and the TM Repository — optimize productivity and 
control of the entire translation process and environment. 
Rated #1 by Common Sense Advisory among translation-
centric TMS systems, and used by thousands of translators, 

language service providers and enterprises throughout the 
world, memoQ and other Kilgray tools are accepted and  
appreciated as premiere translation technologies.
Kilgray Translation Technologies P.O.B. 7, H-1255 Budapest, Hungary 
+36-30-383-9435, Fax: +36-1-312-6019  
E-mail: sales@kilgray.com, Web: www.kilgray.com See ad on page 32

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, elimi-
nate 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 assisting 
translators throughout the localization process, including 
support for the major industry TM systems. MadCap Lingo 
also includes tracking and organization capabilities to sup-
port large, single-source, multichannel publishing projects. 
Through its strategic partner Microsoft Corporation, Mad-
Cap delivers solutions optimized for Microsoft Windows, Vi-
sual 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:  
sales@madcapsoftware.com, Web: www.madcapsoftware.com  
See ad on page 37

SYSTRAN 
Multiple Platforms 

Languages 52 language combinations Description 
SYSTRAN is the market leading provider of machine trans-
lation solutions for the desktop, enterprise and internet. 
Our solutions facilitate multilingual communications in 52+ 
language pairs and in 20 domains. SYSTRAN Enterprise Server 
7, our latest achievement, is powered by our new hybrid MT 
engine which combines the predictability and consistency of 
rule-based MT with the fluency of the statistical approach. The 
self-learning techniques allow users to train the software to any 
specific domain to achieve cost-effective, publishable 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 5 rue Feydeau, 75002 Paris, France, +33 (0)1-44-82-49-00, 
Fax: +33 (0)1-44-82-49-01, E-mail: info@systransoft.com,  
Web: www.systransoft.com See ad on page 46 
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A
schemes and the career focus to look, above all, for solutions. 
To simultaneously create and increase value for both clients 
and employees is a hard undertaking. 

As I mentioned, I have been fortunate to have met some 
very inspiring professionals in sales. However, the sales teams 
in our industry have cost their own companies a significant 
and growing amount of resources, and unfortunately, inflated 
compensation is a major obstacle in the expansion of services 
for many small and mid-size players in localization services. 
Because of this, I think we will move into a more transparent 
model where value creation as well as total costs of delivery 
will point to where long-term gains can be achieved.

Financial discipline is not about having a good accountant; 
it is about a well-managed cash flow when growing your busi-
ness. It’s about earnings before interest payments, tax, depre-
ciation and amortization. It is the responsibility of the owner 
to make sure he or she understands and manages the numbers, 
and this also applies to many clients with their departments 
and units facing the same reality as their counterparts on the 
supply side. 

At this juncture, it might be appropriate to mention project 
managers. Today, just the same as 20 years ago, I think being a 
project manager is the single most difficult, but also the most 
rewarding, profession in our industry. The work of a project 
manager could mean the difference in profitability, quality and 
timely delivery. I also think that for project managers there 
will be growing importance placed on managing people, as op-
posed to managing files and processes. 

Technology, of course, will play an important role in future 
processes and innovation. This topic is to me as exciting as 
supply chains, or what supply chains will evolve into in the 
future, but that is a topic for another day.  M

After almost 21 years of participating in setting 
up and building it into (in my less than strictly 
neutral opinion) one of the most dynamic and 
promising companies in our industry, I departed 
from Moravia this summer. My calendar is now 
free from appointments, goals, plans and dead-
lines related to localization projects and work at 
Moravia. Now, I have the opportunity to reflect 
on everything that has taken place, and this gives 
me the opportunity to share a few of the things I 
have learned over the years. Let me stress, how-
ever, that this is a very personal account. The 
opinions expressed are mine only, and are not 
necessarily those of Moravia or any of its em-
ployees or shareholders.

Hence, please allow me to express my views from the per-
spective of an entrepreneur. I have great respect and admira-
tion for the intellectuals, experts and other professionals in 
our field, such as translators, engineers and the many special-
ists who participate in delivering localization projects. In my 
case, however, my primary responsibility was to build business 
solutions for our clients, and I needed to keep in mind that the 
purpose of any business is to generate wealth for its share-
holders. 

I think this has been a challenge that many business own-
ers face in our industry. Many former linguists and translators 
who have a prospering business struggle to find the balance 
of the three fundamentals to growth and prosperity: financial 
discipline, operational performance and professional sales. 
By professional sales, I mean a well-defined process, a busi-
ness function that is integrated with the clients in mind and is 
executed accordingly.

I have been inspired by many of the sales people in our 
industry, but only a few of those I have met truly embrace 
the responsibility and commitment that this job requires. Only 
a few have had the capability to look beyond commission 

Arturo Quintero is an entrepreneur and the cofounder of Moravia. He 

is currently on a sabbatical year. In his 21 years of working at Moravia, 

he also joined numerous boards in language industry associations. He 

currently lives with his family in Brno, the Czech Republic, and serves 

on the MultiLingual editorial board.

To offer your own Takeaway on a language-industry issue, send a 

contribution to editor@multilingual.com.

Arturo Quintero

Reflections on the  
language industry
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Rated No. 1 in Translation Services by Top Ten Reviews

  
www.net-translators.com  •  North America  •  United Kingdom  •  Israel  •  Argentina 

For over 10 years, Net-Translators has helped technology 

companies and medical-device manufacturers prepare their 

products for global markets. Our comprehensive localization 

services portfolio, experienced customer-focused project 

teams, and unique quality-centered approach help us consis-

tently exceed customer expectations for deadline, budget, 

and accuracy.  We have earned the trust of industry leaders 

worldwide, so you know your products are in good hands.    

• Turnkey localization solutions for software (user interface, 

online help, documentation), websites, and marketing content

• More than 1000 professional translators, proofreaders, 

editors, and software localization specialists

• Cutting-edge language tools and technologies 

• One-of-a-kind Multilingual Testing Center

• ISO 9001:2008 and ISO 13485:2003 certified

full-service

Translation, Localization,

    & Multilingual Testing

in more than 60 languages
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moravia.com

Flexible thinking. Reliable delivery.

Every day  
more than one billion  

people worldwide use 
products localized  

by Moravia

Come join the Moravia 
community today! 

www.moravia.com/careers

www.moravia.com/freelancers

www.moravia.com/partners

60 Moravia #132.indd   60 10/31/12   11:20 AM

http://www.moravia.com/careers
http://www.moravia.com/freelancers
http://www.moravia.com/partners
http://www.moravia.com

	Contents
	Up Front
	www.multilingual.com
	Post Editing

	News
	News
	Calendar

	Columns and Commentary
	Enterprise Innovators
	Off the Map
	Macro/Micro
	Takeaway

	Region Focus
	Understanding the orality of Arabic culture
	Translation and social mediain the Middle East
	Six tips for market entry success in the Middle East
	Localization lessons from intercultural mentoring
	Language technology in Saudi Arabia
	Right-to-left localization for mobile devices

	Localization
	Localization for the long tail: Part 2

	Business
	Gender bias and project management

	Basics
	Buyer's Guide
	Advertiser Index




