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A
As many of our writers in this issue 

point out, Central and Eastern Europe 
(CEE) is an interesting localization 
market — and it’s possibly for that 
reason that it feels trendy in spite of 
the fact that we’ve been covering it 
for years. 

Part of it, as they say, is location, 
location, location: the collective CEE 
geography has landed its countries in 
political upheaval over the decades, 
and currently, their wealthier 
neighbors to the west have an 
emerging business relationship with 
them.

Jerzy Nedoma begins the focus with 
an overview of the region’s economy 
and industry, covering everything 
from currency to bureaucracy to 
corruption. Don DePalma aids the 
piece with a sidebar on CEE’s most-
needed languages. Elena Rudeshko, 

Maryna Babich, Lyuba Lazarenko and 
Katia Kosovan provide further insight 
into Slavic localization, and Alfred 
Hellstern, Katerina Gasova and Libor 
Safar offer some notes from their 
experience with updating Microsoft’s 
terminology and tone for the region. 
Then Serge Gladkoff makes the 
argument that CEE’s visible market is 
just that: the visible part, with more 
hidden and more on the way. In short, 
CEE may still be trendy for a while. 

In our columns, Kate Edwards takes 
a geographer’s look at Apple Maps, 
John Freivalds talks about invented 
languages and Terena Bell discusses 
beer. Or rather, how language service 
providers are like beer, and what 
they can learn from that particular 
industry. Lori Thicke interviews 
Ghassan Haddad about Facebook’s 
crowdsourcing efforts, and Marek 

Makosiej covers three reasons for 
choosing a single language vendor: 
control, consolidation and cost. In 
our Takeaway, Sonia Monahan details 
the results from ForeignExchange’s 
industry straw poll about translation 
quality, which generated some heated 
discussion among participants. 

Elsewhere, Hannah Berthelot reviews 
MemSource Cloud, noting that cloud 
servers such as this are “the future 
— not to mention the present — of 
data storage.” Ultan Ó Broin writes 
about improving user experience 
through context of use and locale-
specific information gathering. Finally, 
Lori Thicke gives us an article about 
machine translation and customer 
support. 

We trust that you will find the issue 
as trendy as it is interesting.W

Trending CEE

Katie Botkin              Post Editing
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The Australian Insti-
tute of Interpreters and 
Translators (AUSIT) is 
the national association 
for the translating and 
interpreting profession. 
It was founded in 1987, 
and on December 1-3, 
2012, in Sydney, it cel-
ebrated 25 years of rep-
resenting the translation 
and interpretation in-
dustry in Australia. For 
the occasion, more than 
300 delegates gathered 
from every part of Aus-

tralia. International guests and 
speakers also joined, turning this event into 
an international meeting place. 

And AUSIT indeed proved to be a meet-
ing place for all professionals involved in 
the industry, gathering an eclectic crowd 
of people with diverse experiences and in-
terests. Many facets of the translation and 
interpreting world were covered during the 
conference.

Although not traditionally involved in 
the field, the keynote speaker proved an 
opportune choice as a preamble to the 

conference. Don Watson, an Australian na-
tional figure known for being former Prime 
Minister Paul Keating’s speechwriter and 
adviser, talked about the decay of public 
language and set the tone for the whole 
conference by highlighting some of the 
more abused words of today’s management 
lingo. He pointed out that language can 
have terrible consequences when turned 
into abstraction, which was illustrated by 
a dramatic incident in the Australian state 
of Victoria in 2009. While a dangerous 

bushfire was develop-
ing, the authorities used 
ambiguous descriptions 
that failed to convey 
the level of danger the 
population was in. Many 
deaths could have been 
prevented if the warnings 
had been made in plain, 
understandable language.

The eclectic mix of pre-
sentations, ranging from 
community interpreting, 
to translation education, 
Australian Sign Language, 
translation technology, 
subtitling, literary trans-

lation and crowdsourcing, meant that there 
was something for everyone. While some 
attended a session on the translation of 
Russian addresses in English, their Japanese 
colleagues were simultaneously learning 
about Japanese complex sentences. Jost 
Zetzsche also joined in remotely to en-
courage translators to claim the machine 
translation (MT) territory. Due to an ever-
increasing production of content we will 
soon be facing a shortage of translators. 
Therefore, unless translators embrace tech-
nology, they will not be able to cope with 
the high demand. In short, there is only one 
impossible response to MT: ignore it! Some 
of the main presentations were consecu-
tively interpreted into Spanish, German 
and Chinese by volunteer interpreters and 
students.

The final plenary sessions looked into the 
future of our industry. While Renato Beni-
natto gave us his forecast for the next 25 
years to come, Aline Remael from Artesis 
University College introduced an absorbed 
audience to audiovisual translation and 
“media accessibility” or translating movies 
for the blind and visually impaired.

What to remember about the Australian 
translation and interpreting community 
is that it is made of amazing people who 
make cross-cultural communication pos-
sible. With 2% market size in Oceania, it is 
a small community, but “small is beautiful” 
to quote Sam Berner. 

A mix of thought-provoking presenta-
tions and language-based jokes, the AUSIT 
Conference was a success. The next confer-
ence will be held in December 2014.

— Sarah Forget

Translation and interpreting conference in Australia hits 25-year mark

Attendees gathered for the biennial AUSIT conference in December 2012.
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Lingo24 opens new UK office
Lingo24 Ltd., a translation service pro-

vider, has opened a new machine translation 
(MT) development office in Manchester, UK. 
Andy Way will head the new location as 
director of MT.
Lingo24 Ltd. www.lingo24us.com

ES Localization Services
ES Ltd., a software localization company, 

and STEP Translation have merged to form 
one company under the name ES Localiza-
tion Services Ltd. 
ES Localization Services Ltd www.estr.com

Language Line Services  
acquires Pacific Interpreters

Language Line Services, Inc., a provider 
of interpreting services, has acquired Pa-
cific Interpreters, a provider of language 
services to the health care industry.
Language Line Services, Inc.  

www.languageline.com

Translation Plus now CQ fluency
Translation Plus, Inc., a multicultural solu-

tions provider, has rebranded itself as CQ 
fluency (cultural intelligence).
CQ fluency www.cqfluency.com

CLS Communication  
acquires 4-Text GmbH

CLS Communication AG, a provider of 
multilingual communication services, has 
acquired 4-Text Software-Lokalisierung und 
technische Übersetzungen GmbH, a provider 
of technical documentation. Marie-Laure 
Vinckx will continue to head the company 
operating under the name CLS 4-Text GmbH.
CLS Communication AG  

www.cls-communication.com

TranslateMedia acquires  
McElroy Translation Company

TranslateMedia, developer of the transla-
tion management workflow system STREAM, 
has completed the acquisition of McElroy 
Translation. The McElroy office in Austin, 
Texas, will continue to be a hub for transla-
tion services in the southern and western 
regions of North America.
TranslateMedia www.translatemedia.com

McElroy Translation Company  

www.mcelroytranslation.com

Synergium moves headquarters
Synergium, a translation and localization 

service provider in the Baltics, has moved 
its headquarters to a new business center 
in Vilnius, Lithuania. 
Synergium www.synergium.eu

EQHO opens Laos subsidiary
EQHO Communications, a provider of local-

ized communications solutions, has opened a 
subsidiary in Vientiane, Laos.
EQHO Communications www.eqho.com

RSI Content Solutions  
expands operations

RSI Content Solutions, a content manage-
ment system software provider, has expanded 
its engineering operations in South America. 
RSI Content Solutions www.rsicms.com

Resources

T-Index study update
Translated S.r.l., a multilanguage service 

provider, has updated the T-Index study 
with new data and projections through 
2016. The statistical T-Index combines the 
internet population of each country and 
its estimated GDP per person, thereby de-
termining the market share of each market 

and each language on the internet.
Translated S.r.l. www.translated.net

Reports cover cloud translation, 
freelance translators, certifications

Common Sense Advisory, Inc., an inde-
pendent market research firm specializing 
in the language service industry, has pub-
lished several new reports. “Translation in 
the Cloud” covers the results of a survey 
with buyers and suppliers of language tech-
nology and services about experiences with 
translation offerings not installed on their 
own computers or networks.

The report “Voices from the Freelance 
Translator Community” describes concerns 
and reviews critical issues affecting the 
work of freelance translators. 

Another report explores the reasons lan-
guage service providers consider ISO 9001 
certification, top issues to review before 
seeking certification, and the potential re-
turn on investment.
Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

LORG natural language parser
The Centre for Next Generation Localisa-

tion and the National Centre for Language 
Technology have announced the release 
of LORG, a natural language parser tested 
on English, Arabic and French. It is imple-
mented in C++ and has also been tested 
on Linux (Suse and Ubuntu), Windows and 
Mac OS platforms. It is an open-source 
release for noncommercial use only.
Centre for Next Generation Localisation 

www.cngl.ie

Chinese-English dictionary database
The CJK Dictionary Institute, Inc., has 

made available a Chinese-English bilingual, 
bidirectional dictionary database comprised 
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of general vocabulary, example sentences, 

high frequency technical terms and proper 

nouns. The dictionary is also available as an 

iOS application that runs on iPhones, iPads 

and iPod touches.

The CJK Dictionary Institute, Inc. www.cjk.org

People

Recent industry hires
 ■ Netwire, a language service provider, has 

hired Kamila Aoki to its national sales team 

and promoted Mariana Lomas to team leader 

of the project management department.

 ■ CONTRAD, a language service pro-

vider, has hired Thomas Dimmer as business 

development manager.

 ■ LinguaSys, Inc., a provider of text 

analytics software solutions and transla-

tion services, has hired Carla Johnston as 

director of sales.

 ■ Win & Winnow Communications, a  

language service provider, has hired David 

Glen as customer engagement manager 

and Florencia Rabinovich as project man-

ager for the company’s Buenos Aires office.

 ■ translate plus, a provider of language 

services, has hired Michael Carøe as business 

development manager and Julia Andersen 

as project manager.

 ■ Advanced Language Translation, Inc., 

a provider of language services, has hired 

Molly Ancello as marketing coordinator 

and customer relationship specialist.

 ■ Acrolinx GmbH, a developer of con-

tent quality software, has hired Tom Aldous 

as senior vice president of global operations.

 ■ Kilgray Translation Technologies, a 

productivity tools developer, has hired Florian 

Sachse as a senior developer and Monika An-

tunovics to design new product features and 

manage some accounts.

 ■ CETRA, Inc., a provider of customized 

language solutions, has hired Robin Smith 

as a project manager in the interpretation 

department. William Gao has been hired as a 

project manager for the translation depart-

ment. Gabriela Luta has been hired as  project 

manager and Hans Breuer as business devel-

opment manager for CETRA Ireland, Ltd.

Netwire www.netwire.com.br

CONTRAD www.contrad.com.pl

LinguaSys, Inc. www.linguasys.com

Win & Winnow Communications  

www.winandwinnow.com

translate plus http://translateplus.com

Advanced Language Translation, Inc.  

www.advancedlanguage.com

Acrolinx GmbH www.acrolinx.com

Kilgray Translation Technologies  

www.kilgray.com

CETRA, Inc. www.cetra.com

Clients and Partners

EXFO chooses SDL
EXFO Inc., a provider of test and service 

assurance solutions, has chosen technol-

ogy by SDL to provide a variety of global 

information management solutions.

SDL www.sdl.com

Ashford.com selects Translations.com
Translations.com, a provider of language 

services and translation-related technology 

8-11 News/Calendar #134.indd   9 2/21/13   10:28 AM

http://www.cjk.org
http://www.netwire.com.br
http://www.contrad.com.pl
http://www.linguasys.com
http://www.winandwinnow.com
http://translateplus.com
http://www.advancedlanguage.com
http://www.acrolinx.com
http://www.kilgray.com
http://www.cetra.com
http://www.sdl.com
http://www.multilingual.com
http://www.EQHO.com
mailto:info@EQHO.com


News

|  MultiLingual  March 2013 news@multilingual.com10  

products, has been selected to provide the 
Chinese localization of the e-commerce 
website Ashford.com, an online retailer of 
luxury watches.
Translations.com www.translations.com

Moravia chosen by Clarion
Moravia, a globalization solutions pro-

vider, has been chosen by Clarion Co. Ltd., 
a Japanese manufacturer of luxury auto-
motive sound and electronics systems, to 
localize Clarion’s Facebook communications 
in multiple European markets.
Moravia www.moravia.com

E4NET partners with National 
Institute of Korean History

E4NET, a language service provider, is 
working in partnership with the National 
Institute of Korean History on translating 
the Annals of the Joseon Dynasty, histori-
cal documents that bring to life the inner 
workings of Korea’s royal family. UNESCO 
has added these detailed accounts to their 
Memory of the World Register.
E4NET www.e4net.net

TEMIS, Bloomberg BNA  
enter service agreement

TEMIS S.A., a provider of enterprise text 
mining and text analytics solutions, has en-
tered into a service agreement with Bloom-
berg BNA, a source of legal, regulatory and 
business information. TEMIS’s flagship plat-

form, Luxid, identifies and extracts targeted 
information to semantically enrich content 
with domain-specific metadata.
TEMIS S.A. www.temis.com

MultiCorpora enters  
agreement with KBC

MultiCorpora, a provider of multilingual 
asset management solutions, has signed an 
agreement with KBC Global Services NV, a 
bank insurer. KBC will use MultiTrans Prism 
for its translation activities.
MultiCorpora www.multicorpora.com

Flarus Translation Agency  
chosen by Auchan Russia

Flarus Translation Agency has entered 
into a partnership with Auchan Russia, the 
Russian branch of the French international 
retail group and multinational corporation.
Flarus Translation Agency  

http://in-russian-translation.com

Products and Services

Video Remote Interpreting service
1-Stop Translation USA, LLC, a provider of 

Asian language services, has launched a new 
video remote interpretation service called 
vicki. The new technology operates with a 
direct link to the company’s video call center, 
thereby allowing face-to-face interaction 
with a qualified interpreter on demand. 
1-Stop Translation USA, LLC www.1stoptr.com

Plunet BusinessManager 5.4
Plunet GmbH, a provider of business man-

agement software for translation services 
and agencies, has released Plunet Business-
Manager 5.4. The latest version includes new 
automatic workflow routines, individual user-
specific queries and introduces the option of a 
standardized multiperson review policy.
Plunet GmbH www.plunet.com

Financial

Moravia reports record revenue
Moravia, a globalization solutions provider, 

has announced a preliminary revenue total 
of $67.7 million for the 2012 fiscal year. The 
record high revenue is a 52% increase over its 
2011 total of $44.4 million.
Moravia www.moravia.com

Announcements

Industry milestones
 ■ TOIN Corporation, a provider of Asian 

language solutions, is celebrating 50 years 
of language service.

 ■ Foreign Translations, Inc., a provider 
of language services, is celebrating its fif-
teenth anniversary. The company’s division, 
Foreign Staffing, Inc., is celebrating its first 
anniversary.

 ■ TermNet, an international network for 
terminology, is celebrating 25 years of serving 
the language and terminology community.

 ■ Akorbi Language Consulting, an infor-
mation technology company, is celebrating 
ten years in business.
TOIN Corporation www.to-in.com

Foreign Translations, Inc. 

www.foreigntranslations.com

TermNet www.termnet.org

Akorbi Language Consulting www.akorbi.com

Certifications

Standard Certifications
 ■ Trusted Translations, Inc., a translation 

service company, has received ISO 9001:2008 
certification for its Miami, Florida, facilities.

 ■ Idem Translations, Inc., a localization 
company, has achieved ISO 13485:2003 and 
EN 15038:2006 certifications.

 ■ LEXMAN, s.r.o., a language services 
company, has achieved certification for ISO 
9001:2008.
Trusted Translations, Inc.  

www.trustedtranslations.com

Idem Translations, Inc.  

www.idemtranslations.com

LEXMAN, s.r.o. www.lexman.biz
STAR – your single-source partner for corporate product communication

www.star-group.net
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W3C Workshop — Making the Multilingual Web Work
March 12-13, 2013, Rome, Italy.

MultilingualWeb, www.multilingualweb.eu/register

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

Lingoport, Inc., www.lingoport.com/training-events/ 
2013-internationalization-localization-conference

TAUS Translation Quality Evaluation Summit
March 14-15, 2013, Dublin, Ireland.

TAUS, http://bit.ly/YroRPn

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

Game Localization Summit at GDC
March 25-26, 2013, San Francisco, California USA.

IGDA Game Localization SIG,  
http://gdconf.com/conference/gls.html

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

Think Latin America
April 17-18, 2013, Dublin, Ireland.

Ccaps, SpeakLatam, CNGL, http://thinklatinamerica.com

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

XTRF, LIDO-LANG, www.inspirationdays.eu/index.php

Multilingual Videoconferencing in Legal Proceedings
April 19-20, 2013, Antwerp, Belgium.

EU project AVIDICUS 2, University of Surrey 
www.videoconference-interpreting.net/Symposium2013.html

May

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

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

Technical Communication Summit 2013
May 5-8, 2013, Atlanta, Georgia USA.

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

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

Kilgray Translation Technologies, www.memoqfest.org

ALC Annual Conference
May 15-18, 2013, Boston, Massachusetts USA.

Association of Language Companies 
http://alcus.org/education/conference.cfm

ITI Conference 2013
May 17-19, 2013, Gatwick, UK.

Institute of Translation & Interpreting  
www.iti.org.uk/professional-development-events/conference

LRC Summer School
May 20-24, 2013, Limerick, Ireland.

Localisation Research Centre (LRC), CNGL, www.localisation.ie

Nida School of Translation Studies
May 20-31, 2013, Misano Adriatico, Italy.

Nida Institute, http://nsts.fusp.it/nida-schools/nsts-2013

Advanced Techniques for Court Interpreters
May 28-June 1, 2013, Monterey, California USA.

Monterey Institute of International Studies, http://bit.ly/QCvfPb

eLearning Africa (eLA) 2013
May 29-31, 2013, Windhoek, Namibia.

ICWE GmbH, www.elearning-africa.com

Translation and Modernization in East Asia  
in the 19th and Early 20th Century

May 29-31, 2013, Shatin, Hong Kong.

The Chinese University of Hong Kong  
www.cuhk.edu.hk/rct/ts/modern

June

24th Japanese-English Translation Conference
June 1-2, 2013, Honolulu, Hawaii.

Japan Association of Translators, http://ijet.jat.org/ja/site/index24

Localization World London
June 12-14, 2013, London, UK.

Localization World, Ltd., www.localizationworld.com

4th Interpret America Summit
June 14-15, 2013, Reston, Virginia USA.

InterpretAmerica, LLC, www.interpretamerica.net/summit4

8-11 News/Calendar #134.indd   11 2/21/13   10:28 AM

http://www.multilingualweb.eu/register
http://www.lingoport.com/training-events/2013-internationalization-localization-conference
http://bit.ly/YroRPn
http://www.gala-global.org/conference
http://www.translation-conference.com
http://gdconf.com/conference/gls.html
http://www.nordictranslation.net/welcome.html
http://www.madcapsoftware.com/events/madworld
http://www.localizationworld.com
http://www.translationautomation.com/events/events
http://thinklatinamerica.com
http://www.inspirationdays.eu/index.php
http://www.videoconference-interpreting.net/Symposium2013.html
http://www.elia-association.org/index.php?id=12
http://summit.stc.org
http://www.memoqfest.org
http://alcus.org/education/conference.cfm
http://www.iti.org.uk/professional-development-events/conference
http://www.localisation.ie
http://nsts.fusp.it/nida-schools/nsts-2013
http://bit.ly/QCvfPb
http://www.elearning-africa.com
http://www.cuhk.edu.hk/rct/ts/modern
http://ijet.jat.org/ja/site/index24
http://www.localizationworld.com
http://www.interpretamerica.net/summit4
http://www.multilingual.com
http://www.lingoport.com/training-events/2013-internationalization-localization-conference


R
e

vi
e

w
s

12 |  MultiLingual  March 2013 editor@multilingual.com

N
Not quite two years old, MemSource 

Cloud is already developing into a com-
plete and user-friendly online translation 
environment. The developers were origi-
nally attached to a Charles University re-
search project that resulted in a server and 
code editor plug-ins destined to solve the 
problem of inconsistency when translat-
ing text strings. Based in Prague, Mem-
Source is proving to be a useful resource 
for project managers and linguists alike.

MemSource is essentially a cloud-based translation environment in 
which one is able to handle projects from start to finish. In MemSource 
Cloud you have the tools to create and manage projects, translation 
memories (TMs) and term bases, as well as to analyze documents for 
leverage, assign tasks to linguists and monitor progress. The recently 
added in-browser editor now allows translation to take place directly 
in the cloud as well, meaning that MemSource Cloud now truly offers 
a complete and self-contained workflow. Though this has been done 
before, for example by XTM, it has not been done with such dedica-
tion to user-friendliness and, as I will discuss further in this review, to 
the machine translation (MT) post-editing experiment.  

Your MemSource Cloud account is a private server on which you 
can create projects, TMs and term bases, all in a self-contained sys-
tem complete with its own free editor. Project managers can use 
the system to organize their projects as well as maintain a library 
of TMs and term bases. Translators can use it to download bilingual 
files meant for the MemSource Desktop Editor and then to upload 
their completed translations to the server. It is all rather elegant, if 
a tad overly simplistic on certain fronts.  When you sign in to your 
MemSource account, what you see is very straightforward (Figure 1): 

three tabs reading “Projects,” “Translation Memories” 
and “Term Bases.” You can create a new project, TM 
or term base by clicking on the corresponding tab 
and then clicking “New,” or you can use the handy 
drop-down menu in the sidebar that reads “Create 
New.” Projects on MemSource (Figure 2) enjoy a 
variety of options including MT, multiple TM and 
term base assignments, reference files and analyses. A 
recently added button to the individual Project page 
is “Clone,” which does just that, creating a new proj-
ect using the same parameters. As you can see, each 
project’s page contains useful information such as the 
percentage of confirmed segments, the status of the 
project, the target language, the linguist and the due 

date. You can also manage your TMs and term bases right there in 
the project.  

Most common file types are supported as source documents, though 
InDesign files must be exported as IDMLs in order to be uploaded to 
the cloud, a bit of a cumbersome extra step. The analysis, which can 
be downloaded as a LOG file (but not as, say, a .text or a Word docu-
ment, which I do find a bit inconvenient as well), has already proven 
extremely useful to me as a project manager, most particularly when 
calculating leverage. An option is available in “Setup” to create one’s 
own discount scheme which, when applied, produces a word count 
including the desired TM leverage. The TMs are searchable and edit-
able (Figure 3), though one minor setback is the fact that they must 
be in TMX format in order to be imported (which is simple enough to 
achieve, though occasionally adding an extra step, depending on your 
software tool of choice).  

When using MemSource as a project manager, you can create up 
to ten linguist accounts per license under the Team Start Edition, and 
they will have the ability to sign in to your server in order to down-
load the source file. These linguists are able to access the TMs and 
term bases relevant to the projects to which they are assigned, thus 
safeguarding the security of your clients’ information while allow-
ing your contractors free reign of the information they will need to 
complete their translation. The Team Edition enjoys unlimited users 
of different types (guest, linguist, reviser, terminologist), along with 
a more complex workflow system and an interesting linguist recom-
mendation feature in which linguists are suggested for new projects 
based on their past work in MemSource. Once you have uploaded the 

MemSource Cloud

Hannah Berthelot

User-friendly cloud-based translation tool  

useful for project managers and translators 

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.

MemSource Cloud
Price: From $25 per month for 
professional translators. From 
$130 per month for project 
managers.
Recent versions of Google 
Chrome, Firefox, Safari, 
and Internet Explorer 
are supported. Personal, 
Freelancer, Team Start, Team 
and Ultimate Editions provide 
variable user options.
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source file to be translated, you can send out 
an e-mail to the relevant user (the translator 
or proofreader, for instance) from the project 
page, letting them know that there is new 
work to be done. The status of the project can 
then be changed accordingly — for example 
from “New” to “Assigned.”  

The desktop editor is just as simple to use 
as the browser environment. In order for it to 
be fully operational, you must remember to 
log in and establish a connection with your 
server, thus also creating a link between the 
TMs and term bases assigned to the project 
being translated. This way, unlike working 
in an entirely browser-based environment, 
translation can continue despite an unsure 
connection to the internet. This, coupled 
with the fact that this editor can be down-
loaded for free, makes MemSource ideal for 
working with linguists in regions where inter-
net may be spotty. It is a bit of a shame that 
in an industry putting increasing focus on 
interoperability the editor cannot process nor 
produce bilingual files in any format other 
than MXLIFF (MemSource’s own internal 
bilingual format), though you can download 
a bilingual .docx that conveniently marks 
repetitions for you.  

Early this year MemSource will release its 
new browser-based editor (Figure 4). It is a 
kind of pared-down version of the already 
rather simple desktop editor (Figure 5), 
perfect for the straightforward translation 
project that does not require the multitude 
of bells and whistles that many other, stand-
alone computer-assisted translation tools 
offer. There are very few buttons cluttering 
the screen; one can find standard options 
such as “Split and Join,” “Copy Source to 
Target” and “Insert Tag.” There is also a 
nice filtering option that essentially serves 

Figure 1: Signing in to MemSource Cloud.

Figure 2: Projects showing status, linguist and due date.

Figure 3: Searching the translation memory.
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as a search that leaves only relevant seg-
ments visible. I do question the utility of 
the taskbar at the top that seems mostly to 
contain options available in the very visually 
self-explanatory buttons, especially since in 
the MemSource system less is often more. 
It is rather nice, however, that this same 
taskbar contains a link (under “Help”) to 
the User Manual, MemSource’s extensive 
yet eminently approachable Wiki. Both edi-
tors, browser and desktop, offer minimal 
quality assurance (QA) tools, perhaps due 
to the double-edged sword of the pared-
down, user-friendly interface. At any rate, 
these days one can find a good amount of 
external QA software, some for free.  

MemSource’s dedication to the Glo-
balization and Localization Association’s 
(GALA’s) MT Post-editing Experiment has 
been admirable; by way of a series of webi-
nars and a page on their Wiki, they have 
conducted an open conversation about 
the ways in which MT can boost produc-
tivity if post-editing is properly managed. 
It is delightfully simple to run your MT 
engine through MemSource; you activate 
a link between your MT service and the 
cloud using MT settings unique to each 
project, which then establishes a link to 
the editor in concert with any TMs and 
term bases. This interface makes it simple 
for your post-editing team to control the 
process from start to finish, enhancing 
productivity even further. Whether you are 
a proponent of MT or not, MemSource 
Cloud’s approach to MT and post-editing 

certainly takes some of the anxiety out of 
the process, giving linguists more control 
by allowing them access to the tool directly 
as opposed to simply sending them a block 
of machine-translated text to edit, a task 
which can appear herculean. It is simply 
like having an enhanced TM. For this 
review I have mostly been using our own 
Team Start edition of MemSource Cloud, 
but it should be said that companies that 
wish to move their entire translation work-
flow to MemSource would best be served 
by either the Team or the Ultimate editions. 

Not only are you allowed unlimited users, 
but you can specify the role of each user 
in your system. The Ultimate edition allows 
you to interface MemSource with third-
party applications, which could be a boon 
to those who wish to augment their project 
and/or content management software, 
or to create their own using MemSource 
as a base. I find that for our needs, the 
Team Start edition provides an elegant 
and simple solution to problems previously 
encountered in translation workflow, such 
as monitoring a project’s evolution, TM 

Figure 4: New browser-based editor.
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and term base storage and management, 
and rapid analysis for leverage. I particu-
larly enjoy the self-explanatory nature of 
nearly every aspect of the system. I almost 
feel that it could be used as a training tool 
for project managers new to the field, or 
perhaps simply new to computer-assisted 
translation. One other problem with any 
system like MemSource is that veteran 
translators may not be easily convinced to 
put their preferred CAT tools aside in favor 
of a new one, even (or perhaps especially) 
just for one project, but once people famil-
iar with more complex software encoun-
ter MemSource Editor’s user interface, I 
believe they will be pleasantly surprised. In 
particular, users of more complicated tools 
like MemoQ or Trados would not only find 
it simple and rapid to learn, but perhaps 
they might find it refreshing to work with 
so pared down a program. Or perhaps they 
might find it irritating and miss many of the 
features offered by those other products.

For a relatively brand-new product, I 
must admit that I personally find Mem-
Source Cloud to be an impressive, carefully-
considered system on both the linguist and 
project management sides of the transla-
tion equation. As you may have already 
noticed from this review, “user-friendly” is 
certainly the term on the tip of the tongue 
of almost everyone who has already used 
it. Admittedly, I would not recommend you 
replace your preferred CAT tool with their 
desktop editor, however it has proven par-
ticularly useful where MT was concerned. 
If you already pay for Google API’s profes-
sional engine you can opt to link it to your 

translation project and pipe it directly into 
editor as if it were part of your TM. I have 
also found MemSource Cloud makes a very 

good TM repository, wherein a project man-
ager can easily and effectively curate their 
company’s library.  I know that some lan-
guage service companies may worry about 
the security of their information in the 
cloud, which is certainly a genuine concern. 
All I can say to this is that cloud servers are 
the future — not to mention the present — 
of data storage and so we must learn to 
live with them. I would also argue that, in 
terms of the physical safety of your data 
inasmuch as it depends on your hardware’s 
functioning, duplicating data into a cloud 
could prove an intelligent long-term choice.  
In terms of pricing, MemSource proves to 
be relatively reasonable when considering 
other similar systems, as well as the poten-
tial cost of software licenses for freelancers 
who could not otherwise afford them. In 
fact, there is a free version of MemSource 
Cloud for the occasional translator. For pro-
fessional translators the monthly rate can 
be as low as $25 per month, and for the 
project manager there are options varying 
between $130 to $230 per month.  M

Figure 5: Desktop editor.
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need for every consumer. Apple built on this with its integration 
of Google Maps in the iPhone, which then tied a robust spatial 
data foundation with a slick mobile platform to which all kinds 
of locale-specific advertising, directions, deals, offers and sales 
pitches could be seamlessly attached for on-the-fly consump-
tion. Along with this came new ways to have fun with your 
phone’s GPS capabilities, such as the Foursquare app that lets 
you virtually “check in” to locations and score points for more 
check-ins, as well as become “mayor” of a place to which you 
check in frequently. 

Spatial data has a bright future on the mobile platform, so 
what could have happened with Apple’s Maps? Let’s first think 
about the importance of spatial data quality and our faith in 
such data. Long before the more recent advances in cartographic 
and mobile technology, maps had been ascribed through-
out history with a high degree of objective accuracy by map 
consumers. However, all well-trained cartographers realize that 
maps and spatial data are in actuality the by-products of a long 
process of empirical data acquisition, both on the ground and 
remotely sensed, and this data passes through several stages of 
subjective human interpretations based on the technology avail-
able, specific purpose, the intended audience and the organiza-
tional and/or cultural context in which the whole process takes 
place. Despite this, most map viewers persistently believe that 
maps are an honest reflection of “ground truth” — that the map 
shows exactly the way things are.

The idea of maps being the result of a complex process of gen-
eralization from real-world observations is very relevant to spatial 
data. The traditional paper maps already contain a certain degree 
of inaccuracy, but many spatial data sets of streets and highways 
were initially captured from the paper maps. The task of digitiza-
tion, whether performed manually or digitally, is tedious and rife 
with various types of spatial data errors. Fortunately, more and 

On September 19, 2012, Apple Inc. released a 
new app for its iOS 6 operating system that was 
meant to unleash the company from the shackles 
of an increasingly competitive relationship with 
Google.

The app in question was Apple Maps, an entirely new mobile 
mapping resource that displaced Google’s long-revered Google 
Maps app that had gained ubiquity across the iOS and Android 
platforms. With all the requisite pomp and circumstance, Apple 
hailed its new mapping capabilities as the most advanced to 
date, and promised to deliver a whole new way of viewing the 
world. And yet within a mere few hours, media outlets, users and 
businesses quickly discovered that Apple’s maps were fraught 
with spatial data errors, such as misplaced streets and points of 
interest, incorrect labels and abysmal driving directions. What 
could have gone wrong?

Let’s take a quick look at an overly simplified history of mobile 
information resources. For most people, the most basic mobile 
device is a watch for telling the time; this has actually been 
the case for a couple of centuries. Eventually, as technology 
advanced, we had more mobile tools that were job-specific, 
but most people didn’t carry things like slide rules or surveying 
transits on a daily basis. But along came small portable calcula-
tors that became all the rage, and then cell phones and now 
smartphones emerged as “must have” pieces of personal tech-
nology. And because many individuals are now walking around 
with a functioning GPS unit (not just for outdoor enthusiasts 
anymore), location has suddenly become a critical aspect of the 
fundamental knowledge set we all expect to have at any given 
time — which we also have through our smartphone, maintained 
automatically for us.

From a content standpoint, we are in a renaissance of all 
things spatial as the need for location-based information has 
become high demand. This is the driving force behind all these 
map apps on our phones and tablets. For the longest time, 
Google maintained dominance (and still does) because it was 
one of the first to actualize mapping technologies as a common 

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

and content strategy. She is also the executive director of the 

International Game Developers Association. 
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The challenge of map apps
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more spatial data is being obtained digitally 
and without the interim generalization 
steps — such as being derived purely from 
digital sources such as satellite imagery 
and on-the-ground GPS capture of street 
data — or a combination of both, such as 
Google’s sometimes controversial Street 
View cars that roam cities and photograph, 
well, everything (Figure 1). The pure digital 
approach can still introduce a variety of 
errors, based on the technology being used 
to capture the data. But for the GPS units, 
the problem really doesn’t lie in the tech-
nology and devices, but rather in the data 
being deployed on such devices.

From my own estimation as a cartog-
rapher, Apple grossly underestimated the 
monumental task of managing spatial 
data and delivering reliable spatial data 
quality. Regardless of how the data was 
captured, or from which data vendor 
it was purchased, there is a content 
integration task involved that requires an 
enormous amount of effort. Digital map 
producers such as Google and Microsoft 
have been at it for years (in fact, I was 
involved in the latter’s mapping efforts, 
which date all the way back to 1993), 
and these entrenched firms are still 
working to get it right.

Given the plethora of data sets in 
existence, how many do you think have 
been thoroughly checked against the 
real-world location for accuracy? This 
isn’t a new issue for spatial data, as it’s 
always been an issue with cartographers. 
During the Age of Exploration, California 
was infamously displayed for decades as 
an island on the basis of maps from one 
voyage, which sailed around the Baja 
peninsula and concluded that it must be 
an island. Years ago when I was work-
ing as a cartographer at Thomas Brothers 
Maps (now part of Rand McNally), I was 
responsible for updating several areas in 

the Seattle area street atlas. I did the best 
update possible with sources on hand, 
but when I moved to Seattle for graduate 
school, I field checked my own work and 
discovered many errors on the paper map.

Similarly, spatial data accuracy has a lot 
of aspects; it’s not just about the proper 
location of a street or other object, but 
also the proper attribution, making sure 
a name is correct or that an area is given 
the right state or country identity. Even 
worse, in areas of geopolitical dispute, if 
the data is incorrect, it could potentially 
exacerbate an already tense situation. 
Looking at the Apple Maps example (Fig-
ure 2), the Senkaku/Diaoyu Islands, which 
are hotly contested between China and 
Japan, look to be rubber-stamped onto 
the map with duplicate islands. Needless 
to say, this is not how the real islands 
appear.

And this raises a larger issue pertain-
ing to maps and localization. Generally 
speaking, North America, Europe and 
parts of Asia are known for having very 
good spatial data and there are a few key 
companies which have dominated the 

street data market and work diligently to 
ever-improve their data. But as location-
based technology becomes more wide-
spread globally, interesting challenges lie 
ahead. Data capture in developing areas 
of the world is improving but still lags 
behind. Some companies like Google are 
finding ways to improve the situation 
through crowdsourcing (as in the Google 
Map Maker program) while others invest 
in new data capture and technologies 
for satellite image processing. Still, there 
will be local roadblocks in some cases. For 
example, China remains sensitive about 
its spatial data resources which can make 
it difficult for foreign data providers to 
verify location accuracy or attribution 
within China.

Companies will undoubtedly arise to 
compete with Apple, Google and others 
in the mobile mapping space. But such 
competitors need to fully understand 
the content implications; it’s not just 
about map geometry and delivering a 
new app to a mobile device, it’s about 
all the other content that is associated 
with the map. They might believe that 
localization of such apps is only limited 
to the user interface, but what about the 
place names themselves? What about 
local cartographic conventions when it 
comes to symbology? Yes, maps contain a 
cartographic language of their own that 
must sometimes be “translated” between 
locales in order to ensure user compre-
hension.

The issue of spatial data quality across 
locales is only going to increase as 
new and better ways are developed for 
incorporating spatial data in our lives, 
and as more and more people travel 
extensively.  M

Figure 1, left: Google Street View car. Figure 2, right: The Senkaku/Diaoyu Islands
in the Apple Maps app.
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We all have probably traveled and worked where 

people have invented their own language, or at 
least their own words. I had dealings once with a 
very religious Jewish family in Spain who had emi-
grated from Morocco. In their office they spoke 
this amalgamation of Arabic, Hebrew, French, 
Spanish and English with a hint of Yiddish thrown 
in. I could only understand a few words of all this, 
but they knew what everything meant; it was a 
perfect language for that office, as each snippet 
of spoken word had some characteristic not found 
in another language.

In the same way that people in the localization industry are 
striving to create the perfect way to localize, linguists have been 
hard at work to create the perfect international language. Thus 
wiping out the need to localize altogether. Not!

Even if this is not true, no individual language is as precise as 
the sum total of human languages, and you frequently have to 
borrow from another language to get the precise meaning you 
want to convey. One Latvian poem points this out:

Cik tukš ir pilnums
Cik pilns ir tukšums
This means “how empty is fullness (wealth), and how full 

(wealthy) is emptiness.” But that’s a pretty clunky translation. To 
overcome the chunkiness from one language to the next, many 
linguists over the years have sought to invent a new language. 
And remarkably, in the current world, a fellow by the name of 
John Quijada, instead of having hobbies like electric trains or 
classic cars like I have, decided to invent a whole new language, 
Ithkuil, over a span of three decades. The language is designed 
to express human cognition very briefly, striving to minimize 
the ambiguities and semantic vagueness found in natural hu-
man languages. The sentence “On the contrary, I think it may 
turn out that this rugged mountain range trails off at some 
point” becomes Tram-ml, öi hhâsmař pt,  ukt ôx. It accomplishes 

this through grammatical complexity and extensive phoneme 
inventory. No person, including Quijada, so far is known to be 
able to speak Ithkuil fluently, although it has a strong following 
in Russia.

In a recent interview, Quijada said “I had this realization that 
every individual language does at least one thing better than 
every other language.” For example, among the Wakashan 
Indians of the Pacific Northwest, a sentence can’t be formed 
without first inflecting the verb to indicate whether the person 
speaks from direct experience, inference, conjecture or hearsay. 
This is what linguists call evidentiality, building in the evi-
dence inherent in a claim. Wouldn’t it be refreshing to put this 
condition on everything political commentators such as Rush 
Limbaugh say?

Inspired by all the languages he learned about as a student 
linguist, Quijada began constructing his own grammar. This 
would go on to include evidentiality and many other complex 
grammatical structures. Ithkuil has 11 cases with case endings 
for nouns — among them ergative case, identifying the agent 
of a sentence (such as John in John threw the ball and the ball 
was thrown by John), and the derivative case, identifying some 
causal inanimate force of nature (such as the wind in the wind 
blew the ball across the yard).

Even though the Oxford English dictionary has some one 
million words in English, Quijada says there are words by the 
millions to describe concepts that he has never encountered 
and that have probably never existed in any language. He was 
asked by an interviewer if he could “come up with an entirely 
new concept on the spot, one for which there was no word in 
any existing language.” He responded that “no language, as far 
as I know, has a single word for that chin-stroking moment you 
get, often accompanied by a frown on your face, when someone 
expresses an idea that you’ve never thought of and you have a 
moment of suddenly seeing possibilities you never saw before.” 

John Freivalds is managing director of the marketing communications 

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

What we can learn 
from invented languages

World Savvy John Freivalds
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After a pause in which he reflected on 
the philosophical shades of meaning he 
would need for this word, he added “In 
Ithkuil, it’s ašt,  al.”

There are over 6,000 natural spoken 
languages today and most are pretty 
quirky. However, in his book Physics of 
the Future, Michio Kaku notes that most 
of them are expected to become extinct. 
He notes that a handful of languages, 
among them English and Chinese, will be 
the languages of the future.

All of these natural languages have 
philosophical shortcomings and ambigui-
ties, so a passion over the centuries has 
been to invent a “perfect” language. One 
of the first recorded was the Lingua Ig-
nota, which was created by the twelfth-
century German nun Hildegard von 
Bingen. Since then more than 900 lan-
guages have been “invented.” However, 
Arika Okrent, the author of In the Land 
of Invented Languages, notes that the 
history of invented languages is mostly a 
history of failure.

But the real spurt to develop a 
language came in the 1500s when 
Jesuit missionaries to China came back 
to Europe with the first accounts of how 
the Chinese language was structured. 
In “Utopian for Beginners” Joshua Foer, 
writing in the December 24, 2012 New 
Yorker about invented languages, noted 
that during the Enlightenment, many 
philosophers were taken with the no-
tion that Chinese characters “signified 
concepts rather than sounds, and that 
a single ideogram could have the same 
meaning to people all over East Asia, 
despite sounding completely different 
in each tongue. What if, they wondered, 
you could create a universal written 
language that could be understood by 
anyone,” that expressed what Arabic 
numerals expressed in counting? “This 

writing will be a kind of general algebra 
and calculus of reason, so that, instead of 
disputing, we can say that ‘we calculate,’ ” 
philosopher and mathematician Gottfried 
Leibniz wrote in 1679.

One of the most creative invented 
languages was Soresol, invented by Jean-
François Sudre, which had only seven 
syllables: Do, Re, Mi, Fa, So, La and Si. The 
words could be spoken or played with 
a violin, and the language could also 
be translated into the seven colors of a 
rainbow and a sentence could be woven 
in fabric using these colors. Now that’s 
creative!

The one invented language that rapidly 
took off in the late 1880s and is still 
around, and even has annual conferences, 
is of course Esperanto, developed by 
opthalmologist Ludwig Lazarus Zamenhof. 

It is the most widely spoken constructed 
language in the world, and was created 
to be politically neutral and easy to learn, 
thus fostering worldwide peace. Zamen-
hof stated in a letter that he got the idea 
from where he grew up: “The place where 
I was born and spent my childhood 
gave direction to all my future struggles 
. . . the inhabitants were divided into 
four distinct elements: Russians, Poles, 
Germans and Jews; each of these spoke 
their own language and looked on all the 
others as enemies.” At its peak, Esperanto 
was spoken by some two million people 
and today can be found on Google Trans-
late (Figure 1).

We can learn a lot from the invented 
languages of idealists, not least of which 
is that language does not have to be 
dividing.  M

Figure 1: Esperanto boasts highly regular grammar, making it relatively easy to learn.
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management process. Not just government agencies, but now 
many private corporations make 100% of their translation pur-
chasing decisions based off of request for proposals or reverse 
auctions that take absolutely nothing into consideration but 
price. Where once upon a time these agencies and companies 
would at least pretend to look at information regarding qual-
ity and performance of deliverables, the trend is now moving 
toward not even bothering to ask for it. The end result is that 
some translation winds up being nothing more than good old 
fashioned — you guessed it — piss water.

In a world, though, where quality is in the eye of the beholder, 
is that altogether a bad thing? Maybe if we can keep the low 
quality LSPs distracted by the dazzling lights of clients who just 
don’t care, that minimizes the noise for the rest of us when 
we compete for clients with more discriminating tastes. In the 
world of beer, what I call “The Lites,” meaning Bud Light, Coors 
Light and Miller Lite, all have their loyal followings. On my last 
birthday, a cousin of mine asked me what I even saw in “that 
expensive stuff” while he stood there with a Coors Light in 
his hand. This is the American South after all, where the drink 
defines the (wo)man. But there are plenty of other places in the 
Union where the commoditized, hoppy ale prevails. Through-
out America, the Lites line gas station shelves, sit proudly on 
tailgates, and star in backyard barbecues. One of my best friends 
— a Brit, not American — likes her beer as pale as I do mine dark. 
It just goes to show that regardless of background, different 
people have different preferences and as the French would say, 
to each his taste (à chacun son gout).

But loyal as my cousin and others may be, 2011 sales for 
the stereotypical American beer were down 1.3% accord-
ing to the August/September 2012 issue of Global Trade. It’s 
because the US beer industry is not without its own threats. 
As Mike Esterl reported to the Wall Street Journal, there’s 
been a fight to win the new generation of drinkers over to 
beer. In an internet video interview, Esterl pointed out that “a 
lot of people have been shifting over to liquor and wine, so 
beer’s actually been losing what you call ‘throat share’ over 
the last few years.” Not only has commoditization hurt indi-
vidual sales for The Lites, but it’s hurt the industry as a whole 

I first discovered my love for beer while living in 
Strasbourg, France. I was 20, studying abroad and 
had never been much of a beer girl before. But if 
there’s one thing your first true foreign travel does 
for you, it opens your horizons. And one of the 
horizons it opened for me was beer.

Being an American, I had thought beer was the light yellow 
stuff my uncle drank out of a silver can. But being in France — 
not a beer capital, I know, but still not the States — I started to 
learn more options were out there. Heineken and Kronenbourg 
became my brands of choice. I could see the Kro factory outside 
my bedroom window, so at the time drinking Kronenbourg was 
kind of obligatory. But I won’t really touch it or Heineken now. 
As an adult, I’m a bit more grown up with my tastes, prefer-
ring a porter, and the darker the better. Guinness was my beer 
of choice for several years, but thanks to the vibrant microbrew 
scene in Louisville, Kentucky, where I now live, I’ve found even 
darker, thicker stouts to satisfy my tastes. We actually have 
bourbon barrel stouts in Kentucky — something I’ve not found 
elsewhere — and they make Guinness taste a little thin. 

It’s not just translation for the food and drink industry (believe 
me, exports and imports in this market flow like distilling water) 
that we in localization can learn from beer today. It’s the existence 
of the craft brew itself — that ever-developing, hipster-enthrall-
ing, growing-market phenomenon. Microbrewing is all about 
quality, and the yellow stuff, more affectionately known as “good 
old fashioned American piss water,” has become a mere commodity.

Commodity. It’s the word the American Translators Association 
is most afraid of. And it’s what translation, for the most part, 
has become. There are multiple translation management systems 
(TMS) now that pit language service providers (LSPs) against one 
another in bidding wars as part of a client’s standard project 

Terena Bell is CEO of In Every Language, secretary for the board 

of GALA and recently completed a two-year term on the national 

leadership council for  the Association of Language Companies.
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as well, leaving room for bourbon, 
whiskey and other alcohols to come 
in. See, that’s what happens when you 
allow something to become a commod-
ity. When the words Bud, Miller and 
Coors become interchangeable, you’re 
only left with a light, light world.

Indeed, the beer world knows its best 
interests are to course-correct. For the 
first time since opening exports to the 
United States in 1933, Heineken — that 
college beer of choice and a brand with 
declining US sales for the last four years 
in a row — has changed its iconoclastic 
bottle, putting a taller, sleeker model on 
store shelves. And they’re not the only 
ones trying to use packaging to stand out 
lately. Miller refurbished bottles to make 
them resealable and Coors issued “cold-
activated” cans that turn blue when the 
beer’s temperature changes, just like a 
Hypercolor t-shirt from the 1990s. So 
that’s one step toward the solution, and 
the most readily done: if you can’t keep 
selling the same you-know-what, just 

make ‘em think they’re buying something 
new. Or in other words, differentiation 
via brand marketing. 

To truly compete in a commoditized 
industry, of course, it’s not just enough 
to say you’re different. You must actually 
be different. Enter the craft beer. At the 
same time that many American beers 
have become commoditized, crafts like 
the bourbon barrel stout I now drink are 
becoming all the rage. From borderline 
microbreweries like Sam Adams to truer 
ones such as Rogue Ales, US craft brew-
ers are sending much higher quality beer 
across the pond than what America has 
been known for since colonial days, and 
it’s both dark and light. As quoted by 
Global Trade, the US Brewer’s Association 
reports that in 2011 the American craft 
brewing industry grew 13% by volume 
and 15% in dollars earned. The year 
2010 saw a 12% volume increase and a 
15% financial one. When you compare 
this consistent double-digit growth to 
a steady decrease in the sale of com-

moditized beer, I’d say there’s definitely 
something for our industry to learn here. 
It isn’t just enough to change the can. In 
order to stand out, you have to brew a 
better beer. While I applaud our indus-
try’s recent efforts to create differentia-
tion through marketing, people aren’t 
stupid. At some point, your customers 
will figure out that they’re drinking the 
same American piss water sold by all 
the other Lites. Again, there’s a place for 
this in our industry since not everything 
needs to be translated at the top of the 
line. But those of us on my side of the 
game do have to decide what kind of 
businesses we run and what kind of mar-
ket we want to compete in. Buyers have 
to decide what they really need and what 
they really want — what their tastes are, 
so to speak. Here’s the question for all of 
us, though: what kind of translation do 
we want at the forefront of our collec-
tive industry? A finely-crafted bourbon 
barrel stout or the same Coors Light in a 
fancier can?  M
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Control 

Let’s be honest, good freelancers work a lot — nasty people 
say that poor freelancers work even more because they are 
popular among LSPs due to the low cost. They work a lot more 
than eight hours a day and produce much more than the 
standard turnaround of 2,500 words a day. It’s like a merry-
go-round: once you’re on, you can’t hop off or else you lose 
your clients. The word counts and deadlines piling up each day 
are not the best environment for proper quality procedures. 
In most cases, and it is also true for the most experienced and 
valued linguists, a freelancer finishes a project, delivers it and 
then starts another project. The project manager is lucky if the 
translator did an automated spell check. Xbench or QA Dis-
tiller? Well, sometimes, when they have less work. How about 
at least reading their own work in the target language before 
delivery? Forget it!

That’s where control comes in. Someone has to control the 
process that freelancers follow and the output they deliver. 
This is very hard to achieve at multilanguage vendor compa-
nies. There are examples of top freelancers who were absolute 
leaders in their languages when they worked for local transla-
tion companies where the quality of their work was controlled, 
where they received scores and regular feedback. Once they 
started working for LSPs outside their countries, their qual-
ity slowly deteriorated since they received no feedback. Why? 
Because there was no control over their performance. It’s pos-
sible, too, that there was no process at all.

Most companies work with the same pool of freelanc-
ers, that’s the truth about the language industry. Apart from 
proper sourcing (that usually means that one to five translators 
out of 100 qualify for collaboration; let’s be honest, anything 
different than that sooner or later leads to disaster) the key is 
control and a well-defined process of checking the translator’s 
work, assigning scores and, if need be, applying penalties for 
poor quality. Even if they wanted to, freelancers cannot check 
their own work objectively. Having a good SLV on your side 
means not only access to carefully chosen linguistic resources 

W
“We prefer to work with freelancers” is what 

vendor managers, procurement managers, project 
managers or production managers usually answer 
to single language vendor (SLV) representatives 
offering them language services. But is it a good 
approach? 

The pros and cons of working with freelancers are well 
known to language service provider (LSP) executives and 
employees. SLVs are often perceived as a type of freelancer, 
just bigger and more costly, with no additional value. Is this a 
correct view of SLVs? Using freelancers for projects has become 
a habit in the localization industry and is a true driving force 
behind this business. 500,000 translators in 6,000 languages 
work hard each day in order to bridge the gap between 
manufacturers and their clients globally with the help of LSP 
companies that secure the peace of mind of executives in 
global markets. But is it really an efficient approach? Are the 
risks behind sourcing and managing multiple freelancers during 
complex projects really worth it? Can you afford to ignore the 
benefits of collaboration with an SLV?

You may say: “I don’t know any of those benefits, unless you 
consider the higher price a benefit.” But in fact, the benefits of 
working with an SLV are the same that you offer to your own 
clients. They are the reasons your clients don’t go to freelancers 
directly with their tasks, but go to you instead. This is the same 
added value that you offer your customers when closing a deal: 
greater control over the process and quality, as well as supplier 
consolidation that results in cost savings.

Marek Makosiej is managing director with CONTRAD,  

a single language vendor for Polish. For 15 years he has  

held various functions in the language industry,  

from freelancer through project and vendor manager.
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in numbers that guarantee the proper 
completion of even the largest or the 
most complex projects, but also full 
control over the output. Just like your 
multilanguage vendor company.

Consolidation and cost 
Consolidation and cost go very closely 

together. You may say: “I have already 
consolidated the team by removing the 
weak links with time. This gave me the 
opportunity to offer greater volumes 
to a smaller number of linguists and 
receive discounts from them in return.” 
Right you are. That’s how it works. But 
unfortunately, it seems to be the end 
of possible cost savings. Let’s think 
whether you could save more. Of course. 
That’s how consolidation works.

First of all, by hiring an SLV, you 
instantly consolidate resources. You 
work with one point of responsibility 
(usually a dedicated project manager on 
the SLV side) and have access to dozens 
or even hundreds of carefully selected 
and controlled language profession-
als. A freelancer delivers a project that 
has not been checked properly to the 
SLV that works for you? It’s not your 
problem. This issue will be discovered 
and eradicated before you receive deliv-
ery. If you worked with the freelancer 
directly, you would have a real prob-
lem — freelancers usually don’t have 
any backup plans in case of failure and 
accidents happen — and you would lose  
a lot of time. Time is another factor 
that is closely connected with con-
solidation. After all, time is money. But 
more on that later.

Let’s get back to consolidation and 
how it can affect your cost. There’s no 
doubt that consolidation saves money. 
With several conditions, though. First of 
all, you need to reduce the headcount. 
Your freelancers are supported by an 
army of people on your side: vendor 
managers, project managers, accounts 
payable and other staff. When you 
reduce the number of suppliers, your 
headcount falls, too. Lower headcount 
means lower employee cost. Simple.

Second of all, you need to leverage 
the consolidated spend, which means 
you have to negotiate lower prices. 
That’s where we can talk about the 
perceived and real cost of hiring an SLV 
versus hiring a freelancer. Of course, 
SLVs apply margins and of course, free-
lancers do not. But the truth is that in 

the reality described at the beginning of 
this article, the SLV’s margin is probably 
the lowest possible cost you can pay for 
your client being happy and not losing 
them due to the poor performance of a 
freelancer. The risk in hiring a freelancer 
is much bigger than the SLV’s margin 
value. But going back to leveraging the 
spend, what’s the whole buzz about 
consolidation? It’s easy: you will receive 
lower prices from one supplier that 
receives higher volumes — the same 
volume that would otherwise be sent to 
many providers turns into higher volume 
for that one provider.

Third, you need to reduce the number 
of tasks, and this is connected to reduc-
ing headcount. More suppliers mean 
more tasks either carried out by your 
employees or outsourced. For instance, 
splitting a project into many parts for 
many freelancers means many tasks, 
and this needs a lot of time. You can 
easily cut this cost by sending a project 
to an SLV. The rates they offer usually 
have project management fees included; 
hence you move a big part of this cost 
to the SLV supplier. An example of 
lowering the external cost is pending US 
legislation that would require businesses 
to file a 1099 form for every provider 
with whom they spend $600 or more 
per year. Most businesses will outsource 
this task and it would be completed 

for each supplier, using one SLV results 
in a potential outsourcing cost that is 
multiple times lower than in the case of 
multiple providers.

Implications
People are accustomed to their pro-

fessional habits and we don’t want to 
change something that works, there’s no 
doubt about it. The question is whether 
there’s anything that works better. In an 
ever-changing world, we are challenged 
to seek new and more efficient solu-
tions each day to meet our objectives. 
It’s better to foresee the upcoming need 
for a change and act proactively rather 
than react to new circumstances. Usu-
ally, it is too late then. It is particularly 
true with the language industry where 
LSPs need to be very responsive to the 
quickly changing reality of their clients 
on the one hand, while on the other 
hand, the belief that time-proven pro-
cedures and solutions will work forever 
prevents localization service suppliers 
from taking new, better approaches. 
With the current business environ-
ment and global economic climate, it 
seems reasonable to change the story 
from “We prefer to work with freelanc-
ers” to “We welcome SLVs,” especially 
with the machine translation boom and 
enormous volumes to be processed just 
around the corner.  M
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“Go ahead and break things.” We still have that 
sign. It emphasizes to everyone in the company 
that they shouldn’t be afraid to break things, that 
they shouldn’t ever not try things because they are 
afraid to fail. Even in translation, there were several 
occasions where we did break things that we fixed, 
adjusted our environment to prevent further recur-
rence, and moved on. At other companies where 
I worked, such occurrences were treated as emer-
gencies, and the focus was on managing up, down 
and sideways mainly to satisfy people that action 
was being taken rather than focusing on the action 
itself.

Thicke: As director of internationalization at Facebook, you 
were the first to implement large-scale crowdsourcing. 

Haddad: We didn’t invent crowdsourcing. It existed in differ-
ent formats. Google had even tried its hand at it then gave it 
up. We were the first people who validated the crowdsourcing 
model on a massive scale. In social media, you have the audi-
ence. Couple that with the will to make it work and you have a 
winning formula. 

Thicke: Why did it work for Facebook? 
Haddad: Facebook had a community. At the same time, it 

had a very strong technical culture, and still does. You need 
both. When you talk to people, they are either on the technical 
side or the linguistic/project management side. Some compa-
nies are driven completely by engineers who believe the world 
could be programmed in a certain way. We now know that 
when it comes to languages and to engaging people, it’s not 
as simple as that. I told the engineers from the very beginning 
that this was not strictly an engineering project. I don’t believe 
crowdsourcing can function in a simple algorithmic way. By 
simply engaging a large number of people, you won’t get the 
result. A few times during my first year at Facebook, I had the 

If Facebook were a country, it would 
be the third largest, behind China 
and India. The social networking site, 
which announced its one billionth 
user in October, leads the social media 
movement. 

Ghassan Haddad, director of internationaliza-
tion for five years at Facebook, was himself at the 
forefront of another great movement, translation 
crowdsourcing through engaging user com-
munities. Prior to joining Facebook, Ghassan was director of 
software engineering and localization at PayPal. With a PhD 
in linguistics from the University of Illinois, Ghassan has over 
20 years of experience in language research and technology, 
management and software development. He was interviewed 
from his office in Palo Alto, California, during his last week at 
Facebook.

Thicke: Ghassan, you’ve decided to take a well-deserved 
break after five years as director of internationalization at 
Facebook. This seems like a good time to reflect on your con-
tribution to both Facebook and to the localization industry in 
general. What inspired you to join Facebook in the first place?  

Haddad: Five years ago, during my interview with the com-
pany’s 23-year-old CTO, he indicated that under no circum-
stances did he want internationalization/localization to delay 
product development. The challenge was tough but exciting 
because it was the trigger to open the door for innovation and 
that is why I actually decided to join Facebook. Not only are 
they willing to accommodate certain things like going out of 
the box, they actually encourage it. The overall culture encour-
ages innovation.

Thicke: Tell me more about this culture of innovation at Facebook.
Haddad: At Facebook there are two statements you hear a 

lot. One is that at Facebook the work is never done — we are 
just starting. You could go to the bathroom and there would 
be a sign saying, “This toilet is 1% done.” Another sign says, 

Lori Thicke is cofounder and general manager of LexWorks, 
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temptation to kill crowdsourcing, but I 
kept reminding myself that a big part 
of my mission was to find ways to make 
it work, rather than reasons to abandon 
the model. It did not survive on its own. 
It did because of the combination of 
community, technology, engagement, a 
different vendor relationship model and 
the willingness to try crazy things. There 
is a psychological aspect to it, as well. 
It’s about engaging your users. When 
you put it out, it should be voluntary 
and it should be fun, rewarding and 
engaging. Most of the comments from 
the community said this is one of the 
most fun things to do on Facebook.

Thicke: How did you make it fun? 
Haddad: I would say it was both fun 

and rewarding. Translation is itself a fun 
activity, as we heard from our audience. 
We make it easy, we make it rewarding. 
Inline translation and the ability to have 
your translation be visible to everyone 
in the world instantaneously are part 
of what made it fun and rewarding. I 
remember hiring a German linguistic 
contractor in the early days to check the 
quality of community translations and 
fix obvious errors. She called me one day 
to tell me that she couldn’t believe that 
I was paying her to do this work!

Thicke: Dotsub, which manages the 
crowdsourced subtitling of the TED 
Talks, uses a variety of techniques to 
engage translators, such as recognizing 
contributions. How do you reward your 
translators? 

Haddad: Financial rewards are a 
no-no. Instead, we give translators clas-
sifications and a leader board that shows 
the top translators. We also established 
Facebook groups for them to inter-
act, where discussions can actually go 
beyond just translations, and we held 
numerous face-to-face engagements 
where we invited some people to coffee 
or dinner, or gave simple gifts. 

Thicke: Why are financial rewards in 
crowdsourcing a no-no? Do you agree 
with Dan Pink’s finding that financial 
incentives can actually be a disincentive? 

Haddad: Giving financial rewards is 
like opening a Pandora’s Box. For one 
thing, I believe that they can add unnec-
essary and unneeded legal complexity 
to the process. Additionally, you will 
naturally not pay every contributor, so 
how do you decide who to pay and who 
to exclude, and are you willing to put 
the time and effort to engage in discus-

sions and justifications for making these 
decisions when dealing with hundreds of 
thousands of people? Remember that in 
many cases, people ask us to add their 
languages to the mix and some form 
groups to convince us that if we do, they 
would jump in and do the translation.

Thicke: What languages were done 
using crowdsourcing?

Haddad: Every language was initially 
done with crowdsourcing. Back in 2008, 
only three were not. So far 76 languages 
have been released, and around 30 are 
still in progress. When there is a passion-
ate community, like with Welsh, Catalan 
and Basque, the community jumps in 
and translates very quickly.

Thicke: That’s impressive. Is the trans-
lation work finished?

Haddad: There isn’t a single language 
at Facebook that is “complete.” We 
have a weekly push, but the UI changes 
happen daily. There are currently about 
120,000 strings (five years ago, it was 
20,000), and we modify a couple of 
thousand each week. If you don’t have a 
robust technology to manage that, or a 
highly engaged community, there is no 
way you can catch up with the changes 
on our site.

Thicke: With so much content to trans-
late, how do you decide where to start?

Haddad: I asked the engineers how to 
track the traffic so I could decide what 

to prioritize. We now have metrics on 
which pages are most visible and which 
strings appear on the most visited pages. 
I can see which of the 120,000 were the 
most visible in the last three days. But it 
changes all the time. 20,000 to 30,000 
will have captured most of what people 
see. If you think about it, 99% of what 
people see is about 10% of what’s there, 
and that’s true about almost every web 
or software application. If we are engag-
ing professionals, we can send them the 
most important stuff to work on.

Thicke: So how do you find com-
munity members who might want to 
translate? 

Haddad: When we started back in 
2008, we showed a “rooster” story to 
20,000 people at random who live in the 
country, and said, for example, “Help us 
make Facebook available in France: click 
here to continue.” Today, translation is 
open to everyone, and the only time 
we do an invitation is when we notice 
that the engagement has slowed down 
and we need help to move things faster. 
One of the most recent languages we 
released was Khmer and the users were 
the ones who found us — they asked us 
to include their language, rallied their 
friends, and the translation was released 
a month later because of their activity.

Thicke: It seems nowadays that every-
thing around crowdsourcing is rosy. Is 
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there a downside to it?
Haddad: When you engage a random 

number of people, your ultimate respon-
sibility is to protect your brand. A lot can 
go wrong. You are exposing yourself to a 
lot of risk.

Thicke: So how do you manage 
crowdsourcing without damaging the 
Facebook brand with poor translations, 
even sabotage?

Haddad: We give people different 
levels of authority. There is the average 
user, someone who just started trans-
lating. Then there is the user who has 
contributed a lot and has had others 
voting positively or even negatively on 
their translations. We programmati-
cally evaluate which ones are most 
reliable and they become “whitelisted” 
users. As soon as whitelisted users con-
tribute a translation it goes on the site 
live. The third category is professionals. 
They translate confidential material 
and review contributed translations. 
Guidelines for the review are that 
unless the translation is wrong, don’t 
change it. Nowadays it’s a little looser, 
but at the beginning the instructions 
were to just fix mechanical or glossary 
issues — we have a limited number 
of words in the glossary, only those 
needed for consistency. If they wanted 
to change anything else, they had to 
justify it to me.

Thicke: That’s interesting that you don’t 
like the professionals to change much of 
what the crowd has done. Why is that?

Haddad: Translation quality is not 
a black-and-white issue. I’ve been 
working in this field for over 20 
years and in my experience the only 
feedback you get typically comes 
from one internal employee, usually 
a marketing person. Then the person 
leaves and all of a sudden everything 
that was said becomes wrong and the 
next person has his or her own ideas. 
The great thing is that when I have 
150 positive votes on a translation, 
why would I want to change that to 
something someone else decides is a 
better translation? One of the most 
interesting experiments to me was 
performed in the early days. I took a 
sample of Chinese translations voted 
on and approved by the community. I 
put the ones already approved by the 
community in a table with transla-
tions modified by professionals. Then I 
asked people to pick which they liked 
best, and to explain why. In 45% of the 
cases, the community translations were 
judged as better or equivalent; in 55% 
of the cases the professionals’ transla-
tions were better, but not significantly: 
either could have been selected. In 
another study, I asked professionals 
to score community translations in 

several languages with an A, B or F for 
fail. A full 93% were either A or B. In 
addition, we’ve run quality surveys on 
about 30 languages over several phases 
and received anywhere between 600 
and more than 6,000 responses from 
our users. We continue to do so, and in 
almost all cases, the satisfaction rate 
among users is very high and that’s 
really what matters most to me.

Thicke: So that proved to you the 
validity of translations that come directly 
from the community using them.

Haddad: Yes. And the results also 
showed us how to tweak the program. 
Looking at the fails, we figured out what 
went wrong, so we modified the glossa-
ries or programmed automatic feedback 
to the user. To give greater weight to 
trusted translators, one of the tweaks 
we did was to adjust the scoring based 
on the different levels of user trust. For 
example, if a positive vote by an average 
contributor adds one point to the score, 
that of a whitelisted user adds three or 
four or whatever.

Thicke: But you do use professional 
translators at times. What is your experi-
ence engaging with translation vendors?

Haddad: We’ve had a fairly posi-
tive experience with our vendors, but 
much can be improved. Many people 
ask which vendor is best. That’s not the 
right question. All have capabilities. Just 
as important as vendor selection is the 
method by which you work with your 
vendors. The most unfortunate things 
about most vendors is that they want 
to be treated like partners but don’t act 
like it. To be a partner, you need to be 
part of the solution. I can’t tell you how 
many times I’ve approached vendors 
to go beyond the basic translation ser-
vices, but they don’t.

Thicke: Some people believe that crowd-
sourcing is about not paying for transla-
tions so you can save money. Is this true?

Haddad: You can save money and 
effort with crowdsourcing. If you have an 
engaged community and good support 
mechanism, you can achieve significant 
savings. More importantly, though, crowd-
sourcing allows you to expand your reach 
beyond the standard language; it is the 
main reason why translations into many 
languages happen at all.

Thicke: Could the costs of managing 
crowdsourcing actually run higher than 
paying a vendor for their translations?

Haddad: Although this can occasionally 
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be the case, that’s generally not true for 
Facebook.

Thicke: There’s a lot of interest in 
crowdsourcing right now. A number of 
new players in the market are offer-
ing platforms to manage translation 
crowdsourcing. Do you think some 
sites could have a problem getting the 
critical mass needed to crowdsource?

Haddad: I am sure that this can be 
a problem in some cases. However, 
even though we’ve had hundreds of 
thousands of contributors, most of the 
translations are typically done by a 
handful of people in each language. The 
trick is not in getting hundreds to trans-
late, but in ensuring that when the top 
contributors move on, you find ways to 
fill the void.

Thicke: What advice would you give 
an organization wanting to set up 
translation crowdsourcing?

Haddad: Crowdsourcing will require 
an initial investment, especially in 
technology. I released 35 languages dur-
ing my first year at Facebook, and had 
only 1.5 people working with me on 
the nonengineering side, so you don’t 
need dozens of people to make it work. 
Be open to questioning everything you 
know including notions of quality, and, 
most importantly, transform your mis-
takes into opportunities.

 Thicke: Ghassan, I appreciate you 
taking time out to talk to me during 
your last week at Facebook. What’s next 
for you?

Haddad: First of all, I’m going to 
take a break and spend time with my 
family.

Thicke: If you had stayed at Face-
book, what would your next project 
have been?

Haddad: My next focus would have 
been machine translation. It’s not fea-
sible to translate everything that needs 
translating, for example to translate 
for all the developers. We’ve partnered 
today with Bing. It’s a no-brainer. I had 
to work hard to convince people that it 
was a good idea, that we should allocate 
engineering resources to do it, but in the 
end it was implemented. The Microsoft 
team helped a lot.

Thicke: What advice would you give 
someone wanting to follow in your foot-
steps?

Haddad: Don’t be too comfortable; 
don’t be afraid to experiment; think dif-
ferently. Be more tactical.  M
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Central and Eastern Europe (CEE) should 

include all countries of Central Europe, plus 
these belonging to Eastern Europe. Several def-
initions of both regions exist today, but they 
often lack precision or are extremely general. 
These definitions vary both across cultures and 
among experts, even political scientists, recently 
becoming more and more imprecise.

The Central Europe region should not be confused with the 
area of the Central European Time Zone, stretching from Spain 
up to Poland. In the most limited sense, the CEE region is reduced 
to the four member states of the Visegrád Group (Czech Republic, 
Hungary, Poland and Slovakia). In our opinion, for both political 
and economic reasons, the Balkan states should be treated as a 
part of the CEE region. The term Central Europe resurfaced by 
the end of the Cold War, which had divided the Old Continent 
politically into East and West, splitting Central Europe in half. 
Keeping in mind this ambiguity, let’s adopt the classification by 
German sources, presented graphically in Figure 1.

Economic situation 
When comparing recent accessible (2011) data on nominal 

gross domestic product (GDP) per capita in CEE countries, a 
tremendous gap is observed between Austria and Germany 
($45,000 and $40,600, respectively) and Moldova ($1,400), 
while the European Union (EU) average is $32,400. A similar 
picture shows the comparison of monthly average wages: 
again, the highest values are reported for Germany and Austria 
($2,865 and $2,484, respectively), and the lowest for Moldova 
and Ukraine ($237 and $309, respectively).

CEE economics and 

the language industry 

Jerzy Nedoma

Such significant differences are caused by political condi-
tions throughout this region mainly during the second half of 
the twentieth century. It is crucial to remember that the CEE 
area is approximately 4.5 million square kilometers (about half 
of the United States), inhabited by some 470 million people, 
where about 30 official languages are spoken. From the point 
of view of the translation industry this is a very promising 
situation, as at present CEE countries (with the exception of 
Germany and Austria) are developing extremely fast. 

The growing import of high-tech goods in these countries, 
the relatively strong economy of the Visegrád Group, the size of 
Russian and Ukrainian markets, as well as the emerging markets 
of Central Asian and Transcaucasian members of the Common-
wealth of Independent States, where the Russian language still 
plays a very significant role in heavy industry, are the main 
factors of the quickly growing demand in translations into the 
languages of the CEE region. The main language combination 
demanded is still English into Russian. First of all, there are 145 
million inhabitants in Russia, and Russian is the main official 
language in the territory of the Russian Federation. In addition, 
an overwhelming part of eastern Ukraine speaks Russian.

Moreover, the recent investment projects in the neighboring 
Kazakhstan, especially in the energy sector, are impressive. Dur-
ing the period of 2000-2010 the gross EU investment was about 
$56 billion. According to the National Bank of Kazakhstan in 
2011, the total EU direct investment inflow was $11.9 billion. 
It should be stressed that a majority of related documentation 
should be delivered in Russian (not in Kazakh).

It should also be taken into account that translations into other 
CEE languages should grow with the increase of CEE economies. 
The GDP rate in this region is much higher than in Western Europe 
and in the EU in general. The data on GDP growth within the period 
2005-2011 (Figure 2) confirms that almost all CEE countries are 
leading in this ranking, significantly above the EU and eurozone 
average. It is worth remembering that in the worst crisis year (2009) 
Poland was the only country of the EU that achieved a positive 
value of GDP growth. Currently, Slovakia and Poland are leading 
(more than 35% GDP growth in six years, crisis period included) 
and only Hungary reports a growth slower than the EU average.

CEE countries, and in particular Poland, are also well known 
as a main location of business process outsourcing centers in 
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Europe. At present in Poland, more than 
300 large companies employ around 
80,000 in-house staff. A quarter of them 
(almost 20,000) work in the Krakow 
area, listed as eleventh among the best 
locations for investment in the modern 
sector of business services worldwide. In 
this ranking, Krakow and Dublin are the 
only representatives of Europe included 
in the top ten. Such a significant number 
of outsourcers also generates a demand 
in translation and interpreting.

Prospects and menaces
As mentioned in 2012 by Common 

Sense Advisory, the CEE region is one 
of the smallest in terms of market share 
worldwide, but it plays a longstanding 
role in the language service industry. Two 
translation companies headquartered in 
CEE (both having their seats in the Czech 
Republic) are listed in Common Sense 
Advisory’s annual ranking of the top 50 
language service providers (LSPs).

The CEE region, growing so fast eco-
nomically, is a polyglot area. Therefore, 
there are many examples of companies, 
even middle-size ones, which regularly 
handle multilingual projects, with 10-15 

target languages as an average. Such 
“one-stop-shops” are very convenient 
for large LSP players, because it helps 
them to overcome the numerous disad-
vantages connected with direct coopera-
tion with freelancers in CEE countries.

In the CEE region there are only six 
countries belonging to the eurozone 
(Austria, Estonia, Germany, Greece, 
Slovenia and Slovakia). All the other 
countries have their own currencies.

Only in three cases (the Bulgarian lev, 
Lithuanian litas and Latvian lat) are the 
exchange rates kept almost constant. 
All other currencies in the CEE region 
have very unstable exchange rates to the 
euro.

In Table 1, results of the comparison of 
exchange rates to the euro for four impor-
tant CEE currencies illustrate the scale of 
risk in cooperation with CEE freelancers. 
The 30%-40% span of the exchange rate 
within two or three years must be taken 
into consideration when negotiating 
the rates with local freelancers. Another 
problem is related to the costs of wire 
transfers from banks located in EU coun-
tries to beneficiaries in non-EU Eastern 
Europe. As an example, in the case of wire 

Figure 1: Regions in Europe following cultural proximities.

Figure 2: Gross domestic product 
growth from 2005-2011 as a percentage.
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Many of the companies that Common 
Sense Advisory consults for or interviews 
ask, “Which markets matter the most?” and 
“Where should we invest?” as they plan their 
globalization strategies. How do Central and 
Eastern European (CEE) countries fare when 
it comes to these investment decisions? Our 
annual study of global websites provides 
data that can help companies decide where 
in the CEE region to invest their website 
development budget. Our annual study focuses 
on languages rather than countries. After all, 
some languages are spoken in more than one 
country. For example, Russian’s role in imperial 
Russia and the Soviet Union spread the 
language across two continents. Its economic 
importance transcends today’s Russian 
Federation. When companies such as John 
Deere or Johnson & Johnson support Russian 
on their sites, they make product information 
available to Russophones from Lithuania to 
Kazakhstan to Vladivostok in the Far East. 
However, other languages from the region tend 
to be spoken in a single country, thus limiting 
their audience and economic value.

Therefore, we measure the value of a 
language in two ways: the percentage of the 
world’s population that each tongue represents 
and how much money is associated with it. Why do we focus on these 
two variables? It’s a question of online availability and potential revenue.

From an availability perspective, each language that a website 
supports opens it up to speakers of that tongue. The more languages 
it supports, the more people can see it. For example, the top three 
languages in terms of online populations are Chinese, English and 
Spanish. Russian is eight, Polish 17 and Czech 32 (see “Online 
Population” in Table 1). Our algorithm expresses online population as a 
fraction of the world’s online population (with the total equaling 1,000), 
so companies can take our data and determine the incremental value of 
adding each of those languages to their websites — Russian gives them 
33 points toward that 1,000, Polish 11 and Czech three. Contrast that 
with bigger global populations — 227 for Chinese, 216 for English and 
90 for Spanish.

The second variable is the economic potential associated with every 
language (see “Online Spending” in Table 1). Not surprisingly, the online 
revenue opportunity tracks the economic power of the countries where 
those languages are spoken. Thus, multinational English leads the online 
spending race with 36% of the world’s online spending, followed by 11% 
for Japanese (spoken mainly in Japan) and 8% for German (used mostly 
in Germany, Austria and Switzerland). Multi-country Russian punches in 
at twelve, Polish (mostly Poland) at 16 and Czech (mainly Czech Republic 
and Slovakia) at 23. Companies will see more revenue opportunity with 
each language they offer, so many will focus on the heavier-hitting 
ones. That’s the hard data companies can use in their decision-making 
process. They choose which languages to add to their websites based on a 
calculus that’s unique to each company, but typically includes marketing 
drivers such as revenue potential, demand for the product or service, and 
competition for whatever it is they’re selling.

Common Sense Advisory decides which websites to review in its 
annual globalization survey based on input from Alexa (most popular 
websites by visitation), Forbes Global 2000 (the largest companies 

worldwide), the Fortune 500 (largest US companies) and the Interbrand 
100 (best global brands). This year we reviewed 2,409 websites and 
catalogued the languages supported at each. The labeled columns in 
the table show the percentage of sites in those lists that support the 
specific language.

Common Sense Advisory’s study found that Russian and Polish are 
the most frequently supported languages among the companies on 
these various lists, while Belarusan and Macedonian lag in the CEE 
pack. Given corporations’ interest in maximizing their website return 
on investment, the status of these four languages should not come as 
a surprise — consider their rankings: Russian eight and 12 for online 
population and spending, Polish at 17 and 16, Belarusan at 59 and 
51, and Macedonian at 67 and 63. Companies that support these 
languages on their websites have made rational decisions about which 
to invest in, based on the potential increase in visitation and revenue 
they could achieve from adding these languages.

In reviewing the lists, we found that companies on the Interbrand 
list of best global brands tend to be the most aggressive in supporting 
CEE languages. When the variance between the online populations and 
spending by speakers of these languages was calculated, our analysts 
found that they don’t currently justify support for Bulgarian, Czech, 
Estonian, Hungarian, Latvian, Lithuanian, Macedonian, Romanian and 
Slovenian. Nonetheless, upwards of 20% of the world’s best brands — 
such as BlackBerry, Heinz and Philips — support Czech. Maybe it’s their 
focus on what will be a great opportunity, rather that what everyone 
agrees is already a good one, that distinguishes these brands from the 
companies that haven’t made the world’s best list.

What can you learn from this data? Keep an eye on what’s happening 
with CEE languages on the web — you just might benefit from the same 
growth that the world’s strongest global brands expect from the region. 

— Don DePalma, Common Sense Advisory 

Languages that matter most in CEE countries

Ranking by Alexa 
50 (%)

Interbrand 
50 (%)

Forbes 
50 (%)

Fortune 
50 (%)

Average 
Popularity

Online 
Population

Online 
Spending

Russian 47.2 62.8 52.0 40.0 9 8 12 

Polish 44.4 60.5 48.0 32.0 13 17 16 

Ukrainian 25.0 25.6 20.0 14.0 32 24 36 

Romanian 33.3 41.9 42.0 24.0 21 26 31 

BCMS 25.0 30.2 22.0 10.0 29 27 29 

Hungarian 38.9 46.5 42.0 24.0 19 29 26 

Czech 41.7 53.5 48.0 28.0 15 32 23 

Slovak 30.6 32.6 32.0 18.0 24 43 30 

Bulgarian 27.8 34.9 26.0 14.0 25 48 41 

Lithuanian 25.0 20.9 20.0 16.0 33 58 42 

Belarusan 13.9 2.3 2.0 2.0 46 59 51 

Slovenian 25.0 25.6 26.0 10.0 30 61 38 

Latvian 22.2 27.9 20.0 16.0 31 65 47 

Macedonian 19.4 14.0 6.0 6.0 36 67 63 

Estonian 22.2 23.3 20.0 14.0 34 68 48 

Table 1: CEE languages supported at global websites. Source: Common Sense Advisory.
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transfers in the euro currency within the 
EU, the majority of Polish banks charge 
€1.20-1.50. The same banks (together 
with the correspondent bank) can charge 
more than €50 for a transfer of €3,000-
€5,000 to a bank in Russian or Serbia.

One should also keep in mind the 
extra requirements of Ukrainian and 
Russian banks regarding the acceptance 
of wire transfers. For Western European 
clients it is quite difficult to understand 
why the invoice must be obligatorily 
accompanied with a “Completion Act,” 
which must be signed, stamped and sent 
back to the provider. However, without 
the original of this document (signed and 
stamped), the provider cannot receive 
money from his or her local bank in 
Ukraine or Russia.

The average level of corruption in CEE 
countries is much higher than in Western 
Europe or the United States. Transparency 
International (TI) ranked 183 countries in 
the world using the so-called Corruption 
Perception Index (CPI). The CPI measures 
perception of corruption due to the diffi-
culty of measuring absolute levels of cor-
ruption (Table 2). 

According to TI investigations, the least 
corrupted ex-Soviet country is Estonia with 
a rank of twenty-ninth worldwide. On the 
other hand, in the Ukraine, bribes are given 
to ensure that public services are delivered 
either on time or at all. TI reports that 
Ukrainians stated they give bribes because 
they think it is customary and expected.

Taxes are another challenge. The level 
of complication and ambiguity in tax regu-
lations in Poland, for example, is awful. An 
interesting observation was reported by an 
American citizen managing a translation 
company in Poland:  “in Poland, everyone 
is deadly afraid of the taxman. Unfortu-
nately, there is good reason for this. There 
have been some well-documented cases 
of the Polish tax authorities bankrupting 

Table 1: Analysis of exchange rate span (example 
of four CEE currencies) in the last few years.

Currency 1€ Span

Russian 
ruble

min

max

33.3360

46.7135
32.9%

Polish 
zloty

min

max

3.2053

4.8999
41.1%

Hungarian 
forint

min

max

228.1600

320.7800
32.8%

Romanian 
lei

min

max

3.1130

4.6470
33.8%
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companies and then admitting, oops, we 
made a mistake. One of the most famous 
cases was of a publicly traded IT company. 
The tax people fined this company and 

put the CEO in jail because of the way 
he interpreted the VAT regulations (which 
are terribly unclear). Then, after a consid-
erable amount of time and damage, both 

personal and commercial, the authori-
ties admitted that he had been doing it 
correctly and they just said, sorry about 
that . . . clerks yield huge power without 
consequences if they err.”

It often happens that the interpreta-
tion of unclear tax regulations can vary 
between treasury office branches, even 
in the same town in Poland. The lack of 
stability of tax regulations in Poland 
can be illustrated by the example of the 
Polish VAT code. The first edition of this 
law (1993) was amended 42 times by the 
year 2004. This means an average of four 
amendments a year. Polish accession to 
the EU caused a signification modification 
of VAT law (since May 1, 2004). However, 
during the next seven years, a total of 507 
items were modified, and as a result, a uni-
fied text was published in 2012. Numer-
ous modifications valid in 2013 were 
announced in October 2012. The situation 
in other CEE countries is rather similar.

The future in CEE
The previously-described peculiarities 

of CEE, although they are important, can-
not obscure the region's economic benefits, 
which are the most important from the 
point of view of the translation market 
and the broader business market. A period 
of increased investment continues in the 
region due to huge funds from the EU. This 
translates directly into the number of orders 
for translation services. Large translation 
offices specialized in handling multilingual 
projects with a particular emphasis on the 
languages of CEE have operated for years in 
this area. They have a wealth of experience 
and invaluable know-how. Their access to 
specialists with a good knowledge of for-
eign languages in combination with solid, 
high-level education provides the ability 
to implement complex projects in various 
language combinations. In addition, the 
extremely beneficial demographic structure 
of the region, with a large proportion of 
young people who know the world and are 
proficient in using the world's most recent 
technology, permits an optimistic perception 
of the CEE's future. Thus, the CEE region is 
a promising translation services market. The 
CEE share in terms of the translation industry 
worldwide, reported as 2.8% or less than $1 
billion in 2011, will grow much faster than 
the economy average. Keeping in mind the 
obstacles and disadvantages discussed previ-
ously, it is recommended to establish busi-
ness relationships with larger local players 
whose knowledge might come in handy.  M

Table 2: Corruption Perception Index (CPI) by country in the CEE region.

Country CPI Rank Country CPI Rank

Germany 8.0 14
Macedonia 
(FYROM)

3.9 69

Austria 7.8 16 Romania 3.6 75

Estonia 6.4 29 Greece 3.4 80

Slovenia 5.9 35 Bulgaria 3.3 86

Poland 5.5 41 Serbia 3.3 86

Lithuania 4.8 50
Bosnia & 

Herzegovina
3.2 91

Hungary 4.6 54 Albania 3.1 95

Czech 
Republic

4.4 57 Moldova 2.9 112

Latvia 4.2 61 Belarus 2.4 143

Slovakia 4.0 66 Russia 2.4 143

Croatia 4.0 66 Ukraine 2.3 152
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T
The globalization era is not coming, it is 

already here. We are eating products from Brazil, 
drinking the best tea from Vietnam and wearing 
jeans made in China from Turkish cotton. Our 
era is really one of the most exciting and most 
unifying ever. There has never been such a need 
for intercultural understanding between differ-
ent nations as there is now.  

But what is this so-called intercultural understanding? What 
are the main components of it, and how far should we go while 
preparing our product for new markets? To answer these ques-
tions we consider the former Soviet Bloc, basically formed from 
the Slavic countries. This largest part of Europe was isolated 
from the rest of the world for over 50 years. Additionally, the 
Soviet countries were closed off from the outer states for almost 
a century. But let us first give you some general traits of Slavic 
localization from different points of view.  

The first and probably the most notable fact is that the mar-
ket volume of language services in Central and Eastern Europe 
(CEE) is constantly increasing. According to the research pub-
lished by Common Sense Advisory, the market share of Eastern 
Europe grew from $1.312 million in 2011 to $1.472 million in 
2012. This is partially explained by the developing economy 
of the Eastern European countries: the exchange between the 
Commonwealth of Independent States (CIS) countries and the 
rest of the world grows from year to year. Local companies 
enter the global market, where language support plays a vital 

Locale and culture 

in Slavic localization 

Elena Rudeshko, Maryna Babich, 
Lyuba Lazarenko & Katia Kosovan

role. Additionally, companies based in Central Europe, which 
long ago entered the European Union, remain attractive desti-
nations for doing business due to lower costs and, at the same 
time, geographical proximity to Western Europe. This benefit, 
however, is true for Eastern Europe as well, where the cost of 
living is the lowest in Europe — the region is still close to eco-
nomically well-developed countries. Not only has the market 
share of Eastern European companies grown, but the market 
itself has become more diversified. In Common Sense Advi-
sory’s list of the top 100 language service providers (LSPs) for 
2012, Czech-based companies continue to be toward the top of 
the list of the major LSPs, but now only two of them are found 
in the top 30 positions, followed thereafter by a dispersement of 
five Russian companies. Polish LSPs are on the list as well, and 
are found together with Ukrainian, Slovakian and Hungarian 
ones for the first time ever.

So we see good potential in the region for further develop-
ment in the language industry, which could mean the boost of 
Slavic languages’ popularity as the target languages for localiza-
tion — but one cannot deny the role economics will also play in 
localization. The financial reality of Slavic localization is that 
the rates for language services are comparatively lower than for 
languages used in the other parts of Europe. It might be worth 
considering this when planning globalization strategies.

Linguistics in Slavic languages
Now let us turn to the linguistic features of the Slavic group. 

Noteworthy from a linguistic point of view is the similarity among 
the languages within the Slavic language group, which includes 
Belarusian, Ukrainian, Czech, Slovak, Polish and, further south, 

Elena Rudeshko is strategic account manager at ELEKS with 12 years of experience 

in the IT industry and a background in software development and applied linguistics. 

Maryna Babich has almost 20 years of overall working experience, mostly in the field 
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Bulgarian, Macedonian and Serbo-
Croatian. Ukrainians in the western part 
of Ukraine have no difficulties under-
standing Polish. Russian tourists in Bul-
garia point to the fact that they do not 
encounter any major difficulties under-
standing Bulgarians. Czechs and Poles 
will most likely understand each other, 
too. This will in no way mean, of course, 
that native Ukrainians will be as good in 
translation into Polish as a native Polish 
translator. However, this could mean that 
the average Ukrainian would rather read 
the instructions for a domestic appliance 
in Russian or Polish than in English. Most 
Slavic languages are highly inflected, 
meaning the words are mostly modi-
fied depending upon the tense, number, 
person and other grammatical categories. 
Localization project managers should be 
aware that the implementation of global 
changes in such languages will not be as 

straightforward as it could be for English, 
for example.

A lack of proper terminology is 
another difficulty that translators and 
localization professionals often encoun-
ter. For fast-paced technology industries, 
terminology has become an issue for 
Slavic languages. For example, many 
English IT terms are “Slavicized” in pro-
fessional software developer’s jargon. It 
means that new terms are created based 
on the scheme: the English word is given 
as a root, and a traditional ending for the 
corresponding part of speech is added. 
For instance, the majority of young Pol-
ish people will say upgrade'ować soft-

ware instead of wprowadzać nową wersję 
oprogramowania for the English phrase 
upgrade software.

Widespread use of the internet has 
influenced everyday life with the huge 
amount of information exchanged 

between users of different communities. 
Language lags behind in adjusting and 
creating a new terminology, especially 
for such a dynamic and innovative indus-
try like IT. This causes difficulties for 
technical translators, who are forced to 
create their own terms based on literary 
language standards. Nevertheless, these 
neologisms usually do not survive, giv-
ing place instead to the words borrowed 
from the English language. For example, 
the term computer was once translated 
in Russian as ЭВМ (EVM, abbreviation 
of electronic calculating machine) and it 
was very widespread in the 1980s. How-
ever, over the next ten to 15 years, the 
term компьютер (which sounds a lot like 
computer) won the battle and replaced 
ЭВМ in everyday usage in Russian.

Assimilation of English IT terms has 
become typical for Slavic languages; it 
does not matter whether it is the West-
ern, Eastern or Southern Slavic language 
group. For example, in 2010, Polish 
Scientific Publishers PWN, which is one 
of the major and most renowned Central 
European publishers of scientific, edu-
cational and professional titles, advised 
us to use an apostrophe combined with 
Polish case endings for the declen-
sion of the term pendrive: pendrive'a, 

pendrive'owi, pendrive'em. However, in 
2012 they established the fact that the 
English IT term pendrive can be writ-
ten in Polish as pendrajw according to 
the language norm. This means that 
the term can be declined as a common 
Polish word: pendrajwa, pendrajwowi, 
pendrajwem.

For young countries like Ukraine 
and Belarus, the largest IT corporations 
become a prime mover in the industry 
language development terminology. 
Thus, Microsoft Language Portal has 
become one of the basic Ukrainian 
software-related terminology sources. 
They have done a great job consolidat-
ing Ukrainian IT terminology into one 
location. However, at the beginning they 
had a problem of whether the used terms 
were translated correctly into Ukrainian. 
If you ask an ordinary Ukrainian what 
застосунок (zastosunok) means you 
will hear a long pause in response. The 
term actually refers to the word-to-
word Застосунок application used in 
Windows OS, and means software pro-

gram. However, there is no such word in 
Ukrainian. The term application should 
be correctly translated as програма 

Figure 1: An example of the word програма (programa) from the Windows control panel.
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(programa) as in Figure 1 — similarly, 
this is how it is translated in Russian 
(программа) — or аплікація as in Pol-
ish (aplikacja). As Ukrainian language 
spelling standards were created during 
Soviet times (more Russian-oriented), it 
is still widely used and a new one has yet 
to be developed. Such difficulties actu-
ally hampered the release of the retail 
version of the Ukrainian Windows oper-
ating system to the market, which hap-
pened during the period of the Orange 
Revolution, when the level of national 
self-consciousness was very high. Thus, 
Ukrainian end-users received a localized 
OS as a part of Language Interface Packs 
after several rounds of precise linguistic 
review and with a slight delay.

From the technical side of the matter, 
it is worth noting that many Slavic lan-
guages use the Cyrillic alphabet, namely 
Ukrainian, Russian, Bulgarian, Belarusian, 
Macedonian, Serbian and several others. 
Other Slavic languages whose alphabet is 
based on the Latin script feature diacriti-
cal signs. This trait of the Slavic languages 
needs to be taken into account when 
encoding matters or when font sets are 
chosen.

From a cultural point of view, let’s 
take a look at some language peculiari-
ties developed quite recently as a result 
of cultural and political transformations 
in the countries of the former Soviet Bloc, 
usually defined as the former communist 
states of CEE, generally the Soviet Union 
and the countries of the Warsaw Pact. The 
post-Soviet states are Armenia, Azerbai-
jan, Belarus, Estonia, Georgia, Kazakh-
stan, Kyrgyzstan, Latvia, Lithuania, 
Moldova, Russia, Tajikistan, Turkmeni-

stan, Ukraine and Uzbekistan. 
The post-communist states 
that were not part of the Soviet 
Union are East Germany (now 
Germany), Poland, Hungary, 
Bulgaria, Czechoslovakia (cur-
rently the Czech Republic and 
Slovakia), Romania, Albania 
and Yugoslavia (currently 
Slovenia, Croatia, Bosnia and 
Herzegovina, the Republic of 
Macedonia, Montenegro and 
Serbia and two autonomous 
regions within Serbia, Vojvo-
dina and Kosovo).

Considering the fact that 
language closely interconnects 
with its respective society, its 
development directly depends 

on political, economic and social 
changes. Sometimes drastic political 
changes in the country give birth to a 
specific lexicon, which makes linguists 
suffer when trying to translate texts 
into foreign languages. Such a lexicon 
is widely used in the Slavic countries of 
Eastern Europe of the post-Soviet Bloc, 
particularly in countries such as Russia, 
Ukraine and Belarus.

There is an entire set of jargon that 
reflects the social, economic or politi-
cal regime of Soviet time. For example, 
a hruschovka (Figure 2) is known to be 
a type of apartment building that was 
constructed on a massive scale during the 
administration of Nikita Hruschov, and is 
understood to be poorly constructed, with 
little comfort provided in living there. 
Another term is kommunalka (community 

house), meaning an apartment for several 
families with many rooms but a shared 
bathroom and a kitchen. These were 

widely used after the October Revolution 
and during the Soviet regime. 

One can also observe the interesting 
phenomenon of a proliferation of prison 
jargon in everyday spoken language. This 
comes from the political tactics of the 
Soviet administration that resulted in the 
massive imprisonment of a large number 
of people of all social tiers, including 
representatives of the social elite — sci-
entists, writers, artists and poets. The 
examples of prison jargon particularly 
used in Ukrainian and Russian languages 
are ponty and fraer, just to name a few. 
A fraer means an alien among the crimi-
nals; it is also someone with an uncon-
ventional look. Ponty means showing 
off; it also describes pomposity and rude 
behavior.

The term newspeak describes the 
language trends that were developed in 
the countries of the former Soviet Bloc 
and are still being used today. The term 
is borrowed from 1984, a novel written 
by George Orwell, and refers to the cre-
ated language of a totalitarian society, 
distorted by the ideology of the ruling 
party with the focus of losing the initial 
meaning of the words. For instance, the 
word free in newspeak means vacant, 
thus avoiding the meaning of freedom. 
Such language adaptations to social 
and cultural transformations cannot be 
overlooked when doing localization for 
these markets, although there is probably 
nothing as extreme as in 1984.

Although we have not covered the 
cultural and linguistic aspects of localiza-
tion in depth, we hope that the challenges 
outlined previously will help global cor-
porations avoid some of the critical local-
ization mistakes possible in this region.  M

Figure 2: A hruschovka, an apartment built 
during the administration of Nikita Hruschov.
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Bringing a new tone to

CEE product localization

Alfred Hellstern, Katerina Gasova & Libor Safar

L
Let’s face it. There has always been a difference 

between the language used in software applications 
(user interface, help and all the associated content), 
and the language actually spoken every day by 
users. Not just in the case of the source-language 
versions (typically English), but even more so in 
the case of the localized versions used globally.

Yet there is a major shift happening in the style, tone and 
terminology used in recent software such as the new Microsoft 
Windows 8 platform, Office 2013 or Windows Phone 8. Micro-
soft looked specifically at the situation with Central European 
languages — how these are developing, and what translation 
strategies they may have to adopt to stay current.

That was then, this is now
The language — terminology, style and tone — used in soft-

ware products is constantly evolving; some of the changes are 
gradual and some are more radical with major new releases. It is 
probably fair to say that the language used in localized products 
always lags a little bit behind. There are multiple reasons, but two 
are probably the most significant.

First, localization introduces new terminology, concepts and 
often communication style to the target language. Some may 
be right on target and some may turn out to be not the right 
choice, but it will take some time before the common parlance in 
the given language passes a final verdict. Local languages adapt 
to the influx of new terminology coming from English, in their 
own way, style and speed. Second, product localization tends to 
conserve the language, pretty much like translations of religious 
or philosophical texts used to in the past. There is a natural ten-

dency to leverage and recycle translations between releases, and 
changes to codified terms or stylistic guidelines require special 
effort and, of course, extra cost to implement.

Resistance to change is not uncommon, and radical changes 
also call for new approaches from translators, reviewers, in-
country experts or even marketing and field people. As a result, 
there may be little willingness or reason to make such changes in 
localized products, or only in a very limited way.

CEE languages and Russian are a good case in point, and here 
the situation is even more pronounced. The opening up of their 
markets in the early 1990s brought with it an influx of (then) new 
technologies, for which many users, not to mention their lan-
guages, were not fully ready. A few years later, this was followed 
by the emergence and rapid expansion of the internet, and the 
changes have never stopped. The major drivers and influences 
over the past 20 years are:

 ■ Early 1990s: PCs, platforms and software
 ■ Mid 1990s: Early internet
 ■ Late 1990s: Mobiles
 ■ Early 2000s: New types of applications
 ■ Late 2000s: Social and a new wave of mobile use
 ■ Early 2010s: Smartphones  

In addition to these developments, the actual demographic 
situation in CEE is now also radically different. Knowledge of 
English was low in the early 1990s, unlike today. That meant 
that most CEE languages chose to use a combination of existing 
words rather than necessarily creating neologisms or adopting 
English terms. E-mail, web or click are some of the examples. 
Many of these did not catch on with the users and had to be 
changed later on.

At the same time, the more IT-savvy users in these coun-
tries preferred to use the English terms, often adapted to their 
languages, and often with a varying degree of grammatical 

and stylistic correctness. Many of 
these Anglicisms have, over time, 
found their way into the estab-
lished way of speaking. 

Today’s users and consumers 
in CEE are much more cosmo-
politan, equally versed in new 
technologies, and much more 

Alfred Hellstern is senior international project engineer 

at Microsoft. Katerina Gasova is linguistic services 

group manager, and Libor Safar is marketing manager 

at Moravia. The authors would like to thank Moravia’s 

in-country linguistic experts for Czech, Polish, Russian 

and Ukrainian for their specific local insights.

36-39 Safar #134.indd   36 2/21/13   11:13 AM

mailto:editor@multilingual.com


Region Focus

37www.multilingual.com March 2013  MultiLingual  |  

consumer oriented. They have caught 
up technologically, but the language that 
goes with the products they use has yet 
to catch up. Producers realize they must 
change their image in these markets. 
Even though they may have updated the 
source English language to stay current 
in every new release, this has not been 
fully reflected in the target languages.

Platforms have always played a special 
role when it comes to establishing localized 
language standards, since other developers 
tried (or had) to be consistent with these 
systems. It was Microsoft, as the dominant 
software producer, that was the first to 
invest heavily in the initial localization of 
their products into the CEE languages in 
the 1990s. As a result, Mircosoft helped to 
establish much of the IT terminology still 
used today in most CEE languages.

Microsoft also made the move early 
on of making glossaries and style guides 
publicly available for the whole range of 
languages they have localized their prod-
ucts into. Its language portal is available at 
www.microsoft.com/language. This open-
source transparent approach has paid off. 
It has become easy and almost the norm 
for producers to ask translation companies 
to use “Microsoft terminology” for their 
own localized products.

But it was not just Microsoft. Other 
local language ecosystems evolved 
around other platforms and products. 
Apple, for example, has always had an 
ardent following and a distinctive voice 
and style. This has only expanded over 
time, and even more so with the popular-
ity of their iOS systems and the devices 
they run on. Later on, Google did some-
thing similar with its web applications 
on the Android system, and the same 
would apply to mobile platforms like 
Nokia’s OS.

In a way, it is not just a battle of 
products and technologies; it is also a 
battle for the accepted terminology in 
individual markets, and by extension 
the mindshare of users and consumers. 
Does it matter to consumers? Yes, it does. 
Arguably, the language your application 
uses may be as important as its actual 
functionality. It’s like someone you have 
a conversation with and, to take this anal-
ogy a bit further, like a trusted sidekick 
you “talk” to during the day a lot more 
than with many of your actual living 
friends and relatives.

If software speaks your language, you 
tend to develop a much tighter, personal 

relationship with it. The trouble is, users 
are not a homogenous group, and work-
ing with Mr. Typical User is always tricky. 
A better (and more complex) approach 
is to develop several target profiles and 
gear your style and usage scenarios to 
them. Yet producers also need to develop 
their core style and language, which have 
clearly become more conversational.

Microsoft’s new voice and tone
In this respect, the new and modern 

language introduced in the recent wave 
of new products from Microsoft — Win-
dows 8, Office 2013 or Windows Phone 
8 — has meant a brand-new ball game, 
and a major shift compared to the lan-
guage used by Microsoft over the past 20 
years. Tied to the new design style, the 
Microsoft Design Language, it sounds 
more personal, using everyday words, 

simpler terminology, and even colloquial 
and playful expressions.

It has also brought an opportunity to 
“unfreeze” the approach to local language 
versions, and make more radical changes, 
which would otherwise be less likely.

In the case of Office, for instance, 
Microsoft organized focus groups, in 
which the participants were asked to write 
down one word describing the application 
today and one word describing it as it 
should be in the future.

These have shown that users wanted 
Office to leverage the reliability and flex-
ibility that is attributed to it, while the 
word friendly showed the biggest differ-
ence between the clouds, and was the big-
gest on the desired cloud. Together with 
simple, helpful, easy and playful, a clear 
trend emerged. Office users wanted Office 
applications to be more approachable and 
helpful.

Achieving the ultimate goal of making 
Office “a friend who speaks my language, 
talks to me, not at me, actually helps me 
when I run into trouble, encourages me to 
explore, and wants me to enjoy creating 
my best work” has not been an easy pro-
cess. But the final product is well worth 
it. Table 1 shows some of the main new 
approaches to style that differentiate the 
new Office from past versions, as well 
as some of the sample terminological 
changes.

While such changes may mean a 
lot for the overall look and feel of the 
English source product, these may not be 
significant for the localized versions, and 
not just for CEE languages, since these 
terms are more or less interchangeable 
synonyms when translated from English.

Sample terms
(before)

New approaches to 
style (after)

modify change

perform do

purchase buy

terminate end

navigate go

toggle switch

obtain get

execute run

resolve fix

enable allow

choose pick

Table 1: Microsoft Office, then and now.
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Instead, the real impact had to do with 
the brand new voice and tone, show-
cased in Figure 1, and the opportunity 
to “unfreeze” past decisions, and take a 
fresh look at some of the existing terms 
and style guides, to see how compatible 
they are with the new voice.

The key consideration was the actual 
differences between English and the 
individual CEE languages. English is still 
much more “relaxed” and personal than 
most of these languages. The big thing in 
this context, of course, is using personal 
pronouns and the formal or informal 
version of you. Software would tradi-
tionally always use the formal voice, 
and this has remained the case here. But 
there is a distinctive move away from 
using the passive voice, with the active 
voice now creating a more personal 

tone. The English source text currently 
uses idioms and jokes. These required 
highly creative translations to retain the 
intended meaning, while still sounding 
credible in the given language. In some 
cases, however, the localized wording 
had to be toned down. In their search to 
adopt the new simple, modern language, 
translators were actually helped by look-
ing for examples of grammatical variants 
or synonyms which were on the list of 
prohibited words in the previous ver-
sions of their style guides, or which were 
“failed” during past quality tests. 

There is a strong prevalence of Eng-
lish in the CEE languages in everyday 
computer-related speak. The challenge, of 
course, was how far to go in incorporat-
ing English into these mostly Slavic lan-
guages, where codification of loan words 

may take longer, while making the prod-
ucts understandable to the young as well 
as the older generations. Table 2 shows 
examples of some high-profile changes in 
Czech and Polish in this regard.

Bringing the new voice and tone into 
the local languages meant going beyond 
the translation and focusing first and 
foremost on the current end users and 
their user experience — as well as the 
actual language they use today compared 
with ten or more years ago. It required 
identifying and understanding the key 
contributors to making the new products 
win the local markets — and the hearts and 
minds of local users. Finally, for anyone 
involved in the process of translation, it 
meant forgetting about prescriptive rules 
and guidelines, and being rather creative 
and always considering oneself account-
able for the translation.

Russian transliterations
Russian is another good example of 

how the IT terminology continues to 
develop. Here, two different IT languages 
exist in parallel in Russian: an “offi-
cial” one used in localized products and 
content, and another which is more col-
loquial yet widely spread and commonly 
understood by advanced users. There are 
currently two trends in this colloquial IT 
language. Part of the lexis is pure trans-
literation or similar adaptation of English 
terms, which are increasingly making 
their way into the “official” variant, and 
another part comprises Russian common 
words that sound like English but are in 
fact mere slang, one that a novice might 
not understand at all.

For example, it’s not unusual to hear 
a conversation between adminstrators or 
advanced users that goes something like: 
“Поставил новую маму, подключил 

винт, накатил дрова, а клава всё равно 
не работает. Скину тебе лог на мыло,” 
where мама literally means mom, derived 
from motherboard; винт literally means 
screw, derived from винчестер; дрова lit-
erally means firewood, derived from driver 
(rough phonetic similarity); and клава 
is the diminutive female name Claudia, 
derived from клавиатура (keyboard).

The above phrase would literally mean 
something like: “I’ve posed a new mom, 
connected a screw, rolled firewood but 
Claudia still doesn’t work. I’ll drop you 
a log onto soap.” This apparent nonsense 
should be understood as “I’ve installed 
a new motherboard, connected an HDD, 

Figure 1: What Office users want products to be like, according to focus groups.
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installed a driver but the keyboard still 

doesn’t work. I’ll e-mail you the log file.”

As in just about the whole CEE region, 

Microsoft was the first company to dedi-

cate huge resources to localization in the 

1990s and in the process setting the de 

facto terminology and style standards for 

the Russian IT domain. At the very begin-

ning, the terminology adopted by Micro-

soft for Russian tended to be as purist as 

possible, avoiding transliterations and 

“inventing” Russian equivalents.

But some terms, such as веб-

обозреватель for browser, were never 

broadly accepted by the Russian IT 

community. Microsoft’s new tone for 

Russian tends to use more translit-

erations that are already absorbed by 

the IT community, and in general is 

much more attuned to the everyday 

language. See some examples in Table 3. 

Ukrainian and beyond
But the trend toward embracing and 

allowing loan words is not universal, and 

Ukrainian is a case in point. Here it has 

often been vice versa, or at least progress 

has been more complicated. Major prod-

ucts came to be localized into Ukrainian 

some ten years after other CEE languages. 

In addition, Russian continues to play a 

significant role as a major influencer, 

rather than just English.

So, for instance, the first localization of 

Windows XP translated browser using the 

phonetically similar loan word браузер. 

Then it was changed into a native Ukrai-

nian word переглядач, but a couple of 

years ago Microsoft products reverted the 

translation to браузер. Mozilla and Apple 

would use the same term but Google and 

Opera products use переглядач.

Localization and multilingual comput-

ing in general are an exciting area for 

myriad reasons, but one of them is cer-

tainly the ability — and responsibility — to 

help devise products that appear perfectly 

local and natural in the target locale. After 

more than 20 years of technobabble, here 

we have a resolute commitment to redefine 

the way software speaks to its users. Given 

the widespread use of the Microsoft prod-

ucts, these changes have a major impact 

globally. 

Today, it is the consumer markets that 

are the main drivers in technology, and 

consumers expect a language they can 

understand immediately. This shift is great 

news for us in the business of localization. 

It may be more challenging to use the 

local user’s experience as the main guiding 

principle, rather than always falling back 

on the existing glossaries or style guides. 

But at the end of the day, it empowers us to 

focus on the localization of a given product 

in its true sense.  M

Table 2: Examples of some recent high-profile changes in Czech and Polish terminology.

English term Old Czech term New Czech term

migration přenesení migrace

chat konverzace chat

edition vydání edice

e-mail elektronická pošta e-mail

web síť www web

cloud shluk cloud

click klepnout kliknout

English term Old Polish term New Polish term

migration przenoszenie migracja

chat rozmowa czat

hibernate uśpienie hibernacja

link łącze link

game pad konsola do gier pad

interface styk, złącze interfejs

compatible zgodny kompatybilny

English term Old Russian term New Russian term

banner рекламное объявление баннер

browser веб-обозреватель браузер

chat разговор чат

content содержимое контент

pixel точка пиксель

script сценарий скрипт

site веб-узел сайт

slide show показ слайдов слайд-шоу

Table 3: Some recent changes to Russian terminology.
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CEE and the tip of the 
global language industry

Serge Gladkoff

H
How big is the language industry, and what 

are the growth forecasts? I bet this question 
pops into our heads often when we hear various 
economic news items that inevitably remind us 
that translation and localization are not only 
art, not only a science, but also a business.

Looking at the headlines, there’s no lack of pessimism about 
the general economic situation these days. “The world economic 
crisis is deepening,” “Heightened public policy concerns about 
the extent of job loss and foregone employment opportunities 
among US workers,” “The World Bank lowers its growth fore-
cast for China citing weak demand for its exports and lower 
investment growth,” “In a report on Russia released by the 
World Economic Forum this week, investors are reminded of 
three key uncertainties hanging over the country.”

The media is currently full of bad news about every region 
of the world, without exception. With everything going that 
badly, exactly why (and where) is the translation industry able 
to sustain compound annual growth of 12.17%, according to 
Common Sense Advisory’s 2012 report on top language ser-
vice providers (LSPs)? Where is this growth coming from if the 
developed world is in a crisis, and emerging markets are faring 
little better, with “key uncertainties”?

In June 2000, two years after the major economic crash in 
Russia of 1998, few expected the economy to even come back 
within a decade. However, in my article “The Software Market 
in Russia,” published in the June 2000 issue of MultiLingual 
magazine, I predicted annual growth in Russia to be at a level 
of at least 4.5% in the following five years. According to an FBK 

Company press release, “GDP [gross domestic product] growth 
in Russia over the first decade [of the twenty-first century] was 
159.2%,” and within this release from one of the first private 
auditing firms in Russia, we can see that the actual GDP growth 
numbers were up to the promise, proving it to be a conservative 
estimate, since the actuality for the years 2001-2005 was 5.1%, 
4.7%, 7.3%, 7.2% and 6.4%, respectively.

Market size in CEE and elsewhere
How big is the translation and localization market in ex-

USSR territory, and what are the forecasts? What global trends 
affect it and what are the key local trends? This information is 
hardly available anywhere, especially in the form of credible 
economic analysis about any one country. Economic insight 
about Central and Eastern Europe (CEE) is scarce, and even 
more so on the subject of specialized second-tier services, such 
as translation and localization. Statistics on the United States 
and Europe seem to be available. But how much does it actu-
ally reflect if common industry statistics only account for the 
language firms that declare themselves as such, in an industry 
where LSPs may only have about 10% staff as translators? The 
core workforce is in project management, software program-
ming and other highly skilled professions that are also listed in 
other engagements and industries.

The global language industry is typically cited as a $33 bil-
lion industry — for example in Common Sense Advisory’s 2012 
top LSP report. Three years ago, “global” reports were mention-
ing only a couple of translation companies to the east of the 
European Union. But the social media revolution highlighted 
that the size of the industry is much bigger, and September 2012 
was marked by the Translation Forum Russia in Kazan. Guess 
what? The attendance was almost on par with that of Localiza-
tion World — more than 450 people.

All of the sudden, the former Commonwealth of Independent 
States (CIS) market proved to be full of customers, translators 
and LSPs, doing everything from literary translation to railway 
construction, chemistry — every imaginable sector. Inspired by 
the Translation Forum Russia, this year the brand-new Ukrainian 
Translation Industry Conference is planned in Kiev, Ukraine, and 

Serge Gladkoff has been the cofounder and presi-
dent of Logrus International for 20 years, and is the 
GALA standards director. Serge is the creator, owner 
and administrator of the Localization Professional 
group on LinkedIn, the largest gathering of  
localization professionals in the world.
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there’s a big drive for it. And it’s not just 
LSPs who are taking notice of these profes-
sional opportunities. Individual translators 
self-organize themselves, create formal 
and informal groups to exchange informa-
tion and defend their rights, pushing for 
higher rates, and quickly approaching 
the maturity of the German professional 
translators crowd, for example. They also 
are much bigger than one might imagine, 
and many of them charge rates on par 
with higher-than-professional translation 
agencies. Looking at what the report is 
including, it does appear that the $33 bil-
lion number is only the size of the visible 
or measurable part of the global transla-
tion industry as seen from the West, and 
mainly its Western part. It currently does 
not properly include the former CIS, 
China or everything that is beyond reli-
able statistics and financially reported 
data. Also, those parts that are ingrained 
in other industries or adjacent industries 
such as education are totally omitted.

That’s one thing. Then there are other 
factors, other looming inconsistencies. 
For example, world economic crisis or 
not, the global changes affecting the 
industry are not simply large, they are 
tectonic. We now have total connectivity 
and mobility, with a transition to a vari-
ety of hardware platforms and standard 
data formats. The total connectivity is 
like light in a dark room: you start seeing 
things that you did not see before. And 
as it goes on, you can continue watching, 

turning your head and receiving lots of 
new information.

Increasing demand,
increasing data
In 2011, Martin Hilbert and Priscila 

López reported in Science magazine 
that the world's technological per-
capita capacity to store information has 
roughly doubled every 40 months since 
the 1980s, and what this means is that 
at least half of the current information 
stored on the world’s media has been 
created in the most recent three years. 
Not all of the created information is ever 
stored anywhere, and IBM believes that 
the actual information generation rate is 
even higher, with 90% of the data in the 
world today having been created in the 
last two years alone.

Examples of large data for the trans-
lation industry are social networks, 
social data, internet text and docu-
ments, internet search indexing, videos 
and e-commerce. This trend definitely 
affects CEE countries and contributed to 
the revelation of activity and engage-
ment previously mentioned. Russia’s .ru 
domain has always been very active and 
open, but now the big data in social net-
works has come into play and opened it 
up. Washington Post’s January 24, 2013, 
“Big Data and cloud computing empower 
smart machines to do human work, take 
human jobs,” claims that “In the United 
States, half of the 7.5 million jobs lost 

during the Great Recession paid middle-
class wages, and the numbers are even 
more grim in the 17 European countries 
that use the euro as their currency. A total 
of 7.6 million midpay jobs disappeared 
in those countries from January 2008 
through last June. Those jobs are being 
replaced in many cases by machines and 
software that can do the same work better 
and cheaper.”

This may be true, but if you check 
the unemployment numbers in the 
United States and Europe, they keep 
pretty steady — high, but steady. How 
is this possible? This does not correlate 
with public consensus about the pitiful 
state of the industry, or region, for that 
matter. However, rarely do the “official” 
numbers or “publicly accepted opinions” 
capture the reality. There are things that 
are more easily seen on the surface, but 
what’s under the surface is ten times big-
ger than the tip of an iceberg. Millions 
of jobs disappear due to technological 
advancements, but new jobs can appear 
just as quickly. Also, the big data of 
actual economic activity is not captured 
by direct indicators. In reality, the ice-
berg does not report itself.

But we can try judging the size of an 
iceberg by its reflection. Indirect sources, 
such as comparison of the sizes of industry 
communities and the sizes of the industry, 
for example, hint that the size of the LSP 
sector of the former CIS' translation indus-
try is about $500 million. This is roughly 

TRANSLATION
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FOCUSED ON CEE LANGUAGES

40-42 Gladkoff#134.indd   41 2/21/13   11:01 AM

http://www.multilingual.com
http://www.lexman.biz
mailto:localization@lexman.biz


Region Focus

|  MultiLingual  March 2013 editor@multilingual.com42

half of the actual volume of the market; the 
other half is the freelance crowd working 
directly for customers at home and from 
overseas. The total market size is therefore 
about $1 billion.

What are the prospects, then? Is there 
going to be any further progress in such 
countries like Russia and the former CIS, 
or did they run out of steam? Oh yeah, the 
progress is definitely going to be there. 
World Trade Organization succession will 
open the former CIS to the global services 
industry, which will increase activities of 
Western companies in CIS countries. The 
Common Economic Zone will add more 
activity between now separated countries 
of the former USSR. Replacement of capi-
tal investment to replace and modernize 
infrastructure will continue. Average per 
capita income will continue to grow sim-
ply because it was too compressed previ-
ously. But most importantly, of course, 
would be the continued explosion of the 
big data. Global ties will engage multi-
plicity factors in the information flow 

from several central economic powers to 
each other, too. Considering the speed of 
innovation and the blazing deployment 
of new technologies, the world is moving 
forward very fast (despite appearances 
that it does not grow much), and emerg-
ing markets are far from being exhausted 
in their growth potential.

And, if we suspect that the terri-
tory of the CEE market size and growth 
numbers are most likely underestimated, 
what about China? What about the entire 
global estimate of the size of global 
translation, localization and globaliza-
tion industry, the professionals counted 
as “program managers” while they are, 
in fact, workers of language industry? 
What about those economically active 
agents of the industry who keep parts 
of their income outside of any kind of 
reporting? Our industry is, undoubtedly, 
at the very heart of the essence of human 
existence. Language capacity is the only 
thing that every human in this world 
has in common and uses in everyday 

life — for everything. The concluding 
paradox is: the translation industry is so 
fragmented, so ingrained in every aspect 
of regional and global economy, indeed 
in every vertical sector of it, that we may 
not even remotely realize how huge it is. 
The big data factor is in full swing here. 
The object is so large that we can’t see the 
big picture solely with  “tactile” methods. 
Big data analytical methods are required, 
along with serious economic research.

Too big to see clearly
I would estimate that the global lan-

guage industry is several times bigger 
than the estimate of $33 billion. Perhaps 
even five times bigger, if we actually count 
everything. Unrealistic? Just for the record, 
a compound annual rate of 12.5% industry 
growth will nearly double that $33 billion 
estimate in five years. Even if we don’t 
want to include the “gray part” of the 
economy, that kind of growth is not just 
growth, with a world economy compound 
growth rate of only 3% according to the 
World Bank 2012 assessment. It is the 
speed of light. Now we have social revolu-
tion and big data revealing what is actually 
in this dark room. The global localization 
industry will continue growing faster than 
it is customary to predict, due to the bet-
ter segmentation from vertical industries, 
due to the hyper-exponential growth 
of the number of links and ties between 
multipolar economic centers — the big data 
effect will continue to explode. What an 
opportunity for consolidation, efficiencies, 
growth and innovation! We just need to be 
more informed and more optimistic.

Consequently, there’s a definite need to 
dive in for serious study about the actual 
size of our “small,” “fragmented,” “under-
valued,” “depressed” global industry. We 
should not need to play any or all of the 
blind men trying to describe an elephant, 
as one famous story tells. We need big 
data and serious analysis to understand 
the actual size of the industry.

The call for further, deeper global and 
regional market size research is hanging 
in the air — to see how big the iceberg 
that we live on is. Or the elephant, if 
you prefer animals to fractal objects and 
recall John Godfrey Saxe’s lines: 

It was six men of Indostan 
To learning much inclined, 
Who went to see the Elephant 
(Though all of them were blind), 
That each by observation 
Might satisfy his mind.  M

H I G H E R 
S TA N D A R D S 
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   Focus on Central and Eastern 
European languages

   16 years in the translation and 
localization market

   5 branches in 2 countries  
(Czech Republic and Slovakia)

   Network of strategic partners 
across Central and Eastern Europe

   Worldwide client portfolio

   Comprehensive one-stop 
localization service

   Multimedia/Voice-over 
localization
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EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

Europe’s No. 1 
Greek Localizer

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

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

quality and on-time delivery.MediLingua BV
Leiden, The Netherlands

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

Medical Translations
MediLingua	is	one	of	Europe’s	few	companies	

specializing in medical translation. We provide 
all European languages and the major languages 
of Asia and Africa as well as the usual translation- 
related services.

Our 450-plus translators have a combined 
medical and language background. 

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

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

Omnia Group
 USA • UK • Italy • Germany • France • Norway

info@omnia-group.com • www.omnia-group.com

 Technical Publications

 Full Content Life Cycle 

 At Omniatext we manage every step of the 
content life cycle, from technical writing using 
controlled	English,	to	translation,	DTP	and	
multi-channel publishing. We draw on a tight 
integration of best-of-breed technologies, service, 
and premium language professionals who know 
their industry domain inside out and can clearly 
communicate complex, technical concepts, 
allowing our customers to deploy technically 
accurate and culturally sensitive content in the 
global marketplace.   

Translation Services  
Provider in SEE 

CIKLOPEA	is	one	of	the	leading	translation	and	
localization services providers in the region of 
South East Europe (SEE) specialized in translation 
projects, interpreting and localization into the 
languages of the region (Croatian, Slovenian, 
Serbian,	Bosnian,	Macedonian,	Montenegrin,	
Albanian, Bulgarian and Romanian). Our fields of 
specialization are:
•	Manufacturing,	consumer	products,	engineer-
ing,	industry,	technology,	IT
•	Medical,	pharmaceutical,	health	services,	 

life sciences, law
•	Economics,	business,	finance,	insurance
•	Marketing,	PR,	communication,	tourism
CIKLOPEA	is	certified	in	accordance	with	ISO	

9001:2008 and EN 15038:2006. 

CIKLOPEA d.o.o.
Zagreb/Rijeka, Croatia • Belgrade, Serbia
info@ciklopea.com • www.ciklopea.com

Localization 

Staffing Services

We provide globalization staffing services for 
localization project managers, internationalization 
engineers, bilingual testers and linguists.

With twenty years of localization staffing 
experience, we can help ensure that our technol-
ogy clients and candidates find the right match.

Anzu Global LLC
Boston, New York, San Francisco

mklinger@anzuglobal.com
www.anzuglobal.com 

Your Polish  
Competence Center

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

We have built a brilliant in-house team made 
up of experienced linguists and engineers who 
guarantee a high standard of quality while 
maintaining flexibility, responsiveness and 
accountability. Our services are certified to EN 
15038:2006. 

Ryszard Jarża Translations
Wrocław, Poland

info@jarza.com.pl
www.jarza.com.pl 
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“Tell me more about that” is a standard phrase 

used by usability professionals to elicit informa-
tion from users when gathering requirements 
before designing a solution. The question’s prob-
ing, open-ended nature is the very essence of an 
iterative, user-centered exploration that makes 
for building a great user experience (UX).

For enterprise applications (used for enterprise resource plan-
ning or customer relationship management functions), understand-
ing how workers accomplish tasks distinguishes UX from usability’s 
traditional emphasis on user interface (UI) layout, look and feel. 
At Oracle, we say that applications UX is about how you work, 
not about how you click. Using a range of disciplines, a UX team 
delivers thoughtfully designed solutions that reflect anything of 
importance used to complete a task. This broad consideration we 
can usefully refer to as context of use: the core of successful user 
requirements gathering.

Context of use varies by enterprise location, country, region, 
culture and so on, nuanced by worldwide trends. Business must 
reflect this. Intuit’s founder Scott Cook, explaining Intuit’s failure to 
expand globally, highlighted not taking local UX requirements into 
account in a video on Inc.com: “We didn’t build our products based 
on a deep study of the countries. We built them based on what we 
had in the US. I kicked myself. We should have known better.”

The challenge for makers of enterprise applications is to uncover 
how local users work, and then bring a compelling UX to life in 
a single globalized software application. That means working 
from code meeting internationalization standards; translating the 
application; providing localization capabilities — in the enterprise 
sense of reporting, compliance functionality and so on; facilitating 

Improving UX

through context of use

Ultan Ó Broin

customers to implement applications to reflect their business pro-
cesses; enabling the customization and extension the applications; 
and helping individual workers to personalize their UX.

Context of use demands that no assumptions be made about 
how people work. Instead, UX teams perform research on real 
workers performing real tasks, experiencing real interruptions 
and relying on real assistance, all in real work environments, 
be they at home, in the office or on the go. Generalized best 
practice usability guidance read on the web must be validated for 
enterprise applications suitability by testing with user groups in 
a reliable setting.

UX context of use versus  
conventional localization wisdom
Take the widespread localization guidance about the dangers of 

portraying body parts in icons. That was reasonable as a general 
principle in the past, but years of business globalization, the influ-
ence of the internet and worldwide social media use has changed 
notions of what is acceptable in the stuffy old world of work.   

So, the “thumbs up” icon (Figure 1) often seen in social media 
is now widely accepted as meaning approval in an enterprise 
context too, where many tasks performed are inherently social. 
Using that human-based gesture in the context of the streets of 
Bangladesh, Iran or Thailand is a different matter. 

Some icons may remain associated with actions even when 
the iconic inspiration has long since faded. What remains uni-
versally recognized is the metaphor behind that icon. Scandina-
vian applications customers may be bemused at a 3.5-inch disk 
icon used for the save command and refer to it as the washing 
machine, but they know what that icon means and how to use it.

Exploring the concept of context of use may begin with the 
National Institute of Standards and Technology (NIST) Common 
Industry Specification for Usability — Requirements (CISU-R) 
document. The NIST CISU-R was created to help website develop-
ers, usability professionals and IT implementers to define usability 
requirements for their projects. CISU-R defines context of use as “The 
users, tasks, equipment (hardware, software, and materials), and the 
physical and social environments in which a product is used.”

Context of use provides information on intended use of the 
product or service. CISU-R does not specify product globalization 

Ultan Ó Broin, MultiLingual editorial board member 
and Blogos contributor, works for Oracle in Ireland. 

He has been awarded an MSc from Trinity College 
Dublin for research on social exclusion and social 

networking sites, works in international user 
experience and is a social networking researcher.
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requirements or methods, although it does 
refer to nationality and culture. The CISU-R 
underlying compliance for user require-
ments gathering provides for seven context 
of use areas. Adding local UX examples 
illustrates how context of use varies by 
location.

Stakeholders, for example, are end users 
and all parties who have a legitimate inter-
est in the product throughout its life cycle. 
For a financial accounting application, the 
stakeholders might include the external 
auditors, taxation authorities and other 
functional departments in the company, as 
well as the accountants. 

Naturally, the list of stakeholders 
varies even for the same application in 
the same enterprise, if located in dif-
ferent parts of the world. Labor unions, 
employee forums and work councils 
(such as the German Betriebsrats) may 
need to be involved in the design and 
deployment of new technology. How 
people are organized in work determines 
what features may be used, and when. 
Requirements stakeholders for global-

ized applications might include internal 
localization departments or external 
translation vendors too. The error of 
omitting a key stakeholder is costly. For 
instance, applications requiring hotel 
maintenance teams to scan bar codes 
in rooms need the housekeeping depart-
ment stakeholder involved in case they 
clean such codes away.

The main user groups critical to the 
business or those who use the application 
most often are the intended user groups. 
This aspect to context of uses most use-
fully covers the globalization aspects for 
applications. What languages do work-
ers use, but also what is the language 
of the business? Are users working in 
an international company with regional 
offices or country-based subsidiaries? A 
multinational operation may use many 
local languages, with English or French 
as its core business of language. The UI 
too must be localized to reflect locale for-
mats and business information. Consider 
what information in what format is to be 
exchanged between parts of globalized 
operations and other external parties.

Be wary of the claim that “everyone 
speaks English.” Workers understand 
domain-based applications terminology 
more easily in their native languages, 
even if they can converse in English. 
Public sector procurement would require 
translations or certain terminology be 
used, for example, by the Office québécois 
de la langue française. Starbucks in Qué-

bec is known as Café Starbucks Coffee. 
KFC is PFK (Poulet Frit Kentucky). The 
Australian state of Victoria recommends 
creating a language profile for workforces 
to facilitate compliance with health and 
safety requirements.

Look at the main goals for each user 
group. Again, this may vary locally as 
people do not all work or behave the same 
way, even within the same corporation, 
and business processes and rules may 
impact goals. Accounts payable clerks 
may have a goal of avoiding data entry 
errors, but expenses policies and how 
expenses are processed vary by country 
and business process. In some countries, 
hard copies of receipts must be submit-
ted, and in other places scanned files are 
permissible. In others, itemized receipts 
must include named individuals at busi-
ness meals and so on.

It’s also important to study the intended 
computing or other technical environ-
ment. This might cover everything from 
the national broadband provision or wire-
less connectivity to availability of par-
ticular devices, applications or services in 
a country to identifying the locale-based 
paper printing sizes (US letter versus A4 
in the United Kingdom, for example). 

Mobile solutions based on expensive 
devices, native apps and heavy data 
consumption may not be appropriate in 
some countries or regions. The BBC World 
Service uses applications for Nokia feature 
phones, not smart phones, to provide 

Figure 1: Thumbs 
up "Like" icon, 
accepted by 

enterprise apps 
users world-
wide because 

of globalization 
and social media 

adoption.
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localized news content for listeners in 
emerging markets. In some countries, users 
may prefer to send SMS text messages 
instead of making expensive phone calls 
or sending images because of cost. Techni-
cal requirements may include availability 
of language technology-related features 
such as translated versions and tool sup-
port. Is there natural language processing 
support for your voice or avatar-based 
application?   

The worldwide phenomenon of Bring 
Your Own Device (BYOD) represents a 
classic context of use exploration. Con-
sumerization of information technology, 
largely driven by mobilization, sets new 
expectations about what devices and 
apps are used to perform business tasks 
and when, driving a very high quality of 
enterprise UX overall. Workers might per-
sonally enable corporate-owned mobile 

devices with their own apps used in a pri-
vate capacity (LinkedIn, Twitter, Facebook 
and so on) as well as work-provisioned 
apps to complete business tasks, for 
example. BYOD is subject to requirements 
that vary by enterprise but also by coun-
try or region, reflecting cultural, social, 
and political factors. Workers may value 
leisure time differently by culture and 
need to “switch off” in different ways.

Intended physical and social environ-
ments covers physical location (remote 
or office-based work, for example); ergo-
nomic factors such as lighting and temper-
ature; organizational aspects concerning 
how workers are managed or supervised; 
health and safety issues; financial or secu-
rity risks; and so on.

An insightful video from Human 
Factors International (HFI) about cross-
cultural design illustrates how medical 

device design may be influenced by atti-
tude of the local caregivers, their literacy 
levels, water quality and even climate. 
“The only solution is to design for the 
local customer’s ecosystem and the local 
customer’s feelings!” says HFI’s Apala 
Lahiri Chavan, explaining how the design 
for a banking solution in India’s hierar-
chical, caste-based society led to user 
rejection when applied to less stratified 
African markets. Local health and safety 
regulations in some jobs may require 
use of gloves so think about those pinch 
features on mobile devices. Very secure 
enterprises or public sector or govern-
ment agencies may prohibit the carrying 
or use of personal devices or applications 
or any integration with cloud or third-
party applications. Remember, using 
mobile phones while driving is against 
the law in many places, so designing 
for headset and audio notifications, and 
other multimodal usage is required for 
mobile workers.

Scenarios of use illustrate how users 
carry out their tasks in a specified context. 
These scenarios describe how users meet 
their goals. They tell the story about a 
day in the life of workers’ activities, their 
motivations and how they use the product 
to complete work tasks. A mobile applica-
tion for insurance company risk assessors 
based on availability of property owners 
to interview, and optimized for entering 
structured data and minimizing manually 
typed in text suits UK workers. But do all 
risk assessors work the same way inter-
nationally, or by type of property? Could 
voice entry, cameras or scanning in of 
details be a UX solution in other places?

Where required, prerequisite documen-
tation or training materials specifies what 
user assistance materials are provided and 
for whom. Considerations here include 
localized materials and the internation-
alization enabling of delivery technol-
ogy. Learning experiences may also vary. 

Figure 2: Working in cafés in Melbourne, Berlin and San Francisco provide contrasting contexts of use.
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The evidence from the enterprise space  
suggests that expertise level is the key 
learning differentiator for users rather than 
nationality (or other dimensions), though 
some localities might react differently, so 
research is required. Coca-Cola Bottling used 
Angry Birds to move their workforce to an 
iPad-based working environment, but could 
this onboarding strategy transfer to every 
country? Solutions need to reflect what is 
appropriate for the culture and users. Law 
may even enforce training requirements. 
The US Occupational Safety and Health Act 
(1970) requires training to be provided in a 
language that workers understand.

Language professionals and other 
non-UX experts may also gather user 
requirements or contribute to such efforts. 
The task doesn’t require special resources, 
expertise or techniques, and once represen-
tative workers and their work environments 
have been located, the process can begin. 
Gathering requirements and exposing their 
context of use means engaging with users 
where and how they work (Figure 2), and 

observing and recording their activities as 
they go about completing tasks, while ask-
ing users to explain or to tell more about 
their thoughts and actions. 

Observation of even the humblest item’s 
use is a major UX opportunity. A Post-it note 
attached to a PC screen might mean a recall 
failure for a feature, a need for organized 
information or a collaboration requirement 
(the note being used to pass information to 
a colleague). Perhaps it is just a hot date. It 
depends on the context of use. 

Researching mobile workers in different 
parts of the world might reveal variances 
in UX requirements such as headset use 
(a legal or consumer preference); number 
and types of devices carried; preference 
settings (vibration versus audio notifica-
tions); methods of communication (using 
SMS distribution lists instead of e-mail); 
use of device features such as cameras or 
bar codes as determined by laws, techni-
cal environment or cultural convention; 
whether electronic wallet solutions are 
used for payments; and so on.

Real local users
Rely on local knowledge to find real 

representative workers to start the user 
requirements process. In enterprises, 
such workers might be selected through 
works councils, labor unions, depart-
mental managers or human resources. 
Suitable subjects might be approached 
through international user groups and 
user communities, conferences and 
other events. Subsidiaries’ sales, market-
ing and support organizations will also 
know where to find companies and users 
to gather representative requirements. In 
some cases, specialist in-country agen-
cies may be employed to source repre-
sentative worker and role scenarios.

Crowdsourcing for information in the 
enterprise space is not without problems 
as expertise and representative tasks are 
critical to reliable and valid UX research, 
but subjects with the right characteristics 
may be found from the community when 
acknowledged as reputable by other 
members.
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Screening for potential users and 
companies helps focus the context of use. 
Having access to professional UX user 
profiles and personas helps, but relying 
on the source material of real users doing 
real tasks in a real environment is as good 
a start as you need.

Language professional insight into local 
markets, trends, and access to resources 
and information is a rich resource to 
mine. Translators and interpreters are 
sometimes required too when nonlocal 
researchers conduct usability studies with 
local users in the wild. By participat-
ing in UX requirements gathering and 
later stages of the user-centered design 
process, language professionals have an 
ideal opportunity to proactively identify 
translation issues, and to start the termi-

nology development, especially important 
in the enterprise space where specialized 
domains abound. Knowing context of use 
is a powerful insight for language profes-
sionals, enabling the delivery of a quality 
local product reflecting the domain and 
what users really require.

As a best enterprise applications 
practice, it’s important to design flexibly, 
with internationalization, localization, 
customization and personalization in 
mind, enabling multimodal and fallback 
solutions where necessary. Always pro-
vide for scalability, migration of solu-
tions and continuance of business in the 
enterprise, whether workers are in the 
office, on the street or at home. Consider 
these local stories: 

In Germany, Volkswagen agreed with 
the company’s works council to not send 
e-mails to employees’ BlackBerries out-
side of work hours. Henkel agreed to a 
Christmas and New Year period amnesty 
for work-related e-mail. 

Irish mobile users found that SMS texts 
in Gaeilge cost more than in English due 
to the síneadh fada diacritic. Users were 
charged for the equivalent of three English 
text messages if they included a single 
síneadh fada in a text of 160 characters. It 
is cheaper to send a digital image.

In Africa, dual SIM mobile phones 
enabling users to use different SIM cards 
from one device deals with variances in 

network coverage and roaming costs. 
Broadly, the approach is ideal for reducing 
the number of devices carried as well as 
providing separate numbers for regional 
use or user roles.

Apps for Islamic users and locales need 
features to support customs and rituals 
such as those relating to Ramadan. For 
example, Oracle E-Business Suite supports 
the Hijri calendar. The BlackBerry Call to 
Pray app features support prayer times, 
Qibla direction, Athkar and Hijri calendar, 
with real-time prayer timings and sharing 
through BB Messenger, SMS, e-mail and 
Facebook.

A security ban by the Indian govern-
ment on bulk SMS and MMS use at times 
of unrest led to a surge in uptake of mobile 
messaging apps such as WhatsApp and 
Nimbuzz. Telemarketers switched usage 
habits accordingly. 

Knowing local user requirements is 
an investment that yields high return on 
investment not only for language and 
UX professionals and ultimately users, 
but entire businesses. What you find in 
one market may yield major innovations 
and insights for others. Kenya’s M-PESA 
(Figure 3) simplified mobile money 
transfer solution has inspired mobile 
banking innovation to reflect context of 
use in more developed markets.

 Language is part of UX. But cultural 
convention, local business and personal 
practices and technical and other envi-
ronmental factors also need to be taken 
into account. Gathering user require-
ments and exploring context of use is not 
rocket science. Existing tools, resources 
and knowledge make it all very doable 
even for small companies or individuals. 
If you are a language professional, then 
offer your services to UX designers and IT 
implementers for gathering requirements. 
If you are a designer or UX professional, 
then reach out to that language person.  
The “Tell me more about that” type of 
information gathering removes the risk of 
the dreaded “But, all I wanted was . . .” UX 
feedback from the post-application imple-
mentation of the product life cycle. A true 
skill is bringing language and UX expertise 
together to focus on the design problem, 
referring back to the context of use to 
remain focused on the issue. Only when 
the problem is removed for the user can 
design said to be truly done. Ultimately 
that accomplishment must be proven by 
usability testing with real people, perform-
ing real work tasks in real settings.  M

Figure 3: Safaricom M-PESA, a mobile 
money transfer app first used in Kenya, is 
the most used app in the world, recording 

200 transactions per second.
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You just took some great pictures with your 

new camera that you want to share online, but 
you can’t get the transfer function to work so 
that you can get them onto your computer. Later, 
your new productivity software is turning into a 
real time-waster as you try for the third time to 
install it. 

We’ve all been there. For most of us, rather than call cus-
tomer support, we’d like to find answers to our problems online. 
We may consult company-generated content such as knowledge 
bases and frequently asked questions (FAQs), but we may be 
just as happy looking for answers from other users, in forums, 
tweets and blog posts.

Luckily for us, we speak English. But imagine you bought 
your camera in Finland. Or your productivity software in Korea. 
Chances are slim that you’ll find the answer to your problem if 
you are not very comfortable in English, or in one of the main 
commercial languages such as French, Spanish or Japanese.

Customer support has not caught up to the globalization of 
customers. According to Greg Oxton, executive director of the 
Consortium for Service Innovation, a nonprofit industry alliance 
of high-tech customer support organizations, “Growth markets 
for most companies today are not in their home country. Their 
markets are global.” The implications of this for the translation 
and localization industry are clear: “The majority of customer 
support interactions are with content, not people, and that is 
driving demand for fast, economical localization capabilities.”

Today, however, relatively few companies offer online tech-
nical support in the languages of their customers. Even when 
global customers account for more sales than domestic cus-
tomers, support content is often available only in the domestic 
language, or in a limited panel of mainstream languages. This 
leaves out a great, and growing, number of users who also 
purchased products or services but who, unlike their domestic 
counterparts, are not fully supported.

In the past, supporting only one or a few countries was 
understandable. The amount of support material contained in 
companies’ knowledge bases is massive. According to Jaap van 
der Meer, founder of the innovation think tank TAUS, what is cur-
rently being translated is only the tip of the pyramid. The base of 

Revolutionizing customer 

support through MT

Lori Thicke

the pyramid consists of vast stores of knowledge-based content 
around a product or service.

Customer support content represents the lion’s share of what a 
company needs to translate today. A typical company might have 
two to four million words of customer support — or much more. 
Microsoft has over 120 million words in English knowledge base 
articles. Multiply that by the languages of Microsoft’s users and 
you see the problem. The cost of human translation is prohibitive.

But it gets worse. Support content is ever-changing as new 
products and services come out. Around 2,000 of Microsoft’s 
articles are updated every week. Remember, this is just company-
generated content. In fact, user-generated content is where the 
revolution is really happening, and that content is expanding 
exponentially each and every day. Yet it’s not just this mas-
sive volume of content that makes human translation out of the 
question for most if not all languages. It’s the speed with which 
we need to be able to access that content for it to be useful to 
us. No one wants to wait a week to have the fix to a problem. 
As the world goes social, mobile and global via a variety of 
devices (even in the emerging markets), customers are connected 
by social media and looking for answers now. Massive quantities 
of content needing real-time translations means that machine 
translation (MT) is the sine qua non for customer support.

Supporting international customers, especially in countries 
with relatively few customers, has been seen as a “nice to have.” 
But Common Sense Advisory has strong arguments that trans-
lation is a “must have” for companies that want to grow more. 
In its 2006 “Can’t Read, Won’t Buy” report, we see that custom-
ers are up to six times more likely to buy when addressed in 
their own language. Furthermore, many emerging markets are 
English intolerant and can’t or won’t use English websites at all.

Support is also a differentiator, according to Oxton. “In a 
world where business is global, social and mobile, service excel-
lence equals maximizing customer value and minimizing value 
erosion.” Talk to your customers in their language and they will 
like your brand a whole lot more. Customers who can access 

Lori Thicke is cofounder and general manager of 

LexWorks, cofounder of Translators without Borders 

and a member of the MultiLingual editorial board.
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information in their own language report 
greater satisfaction and increased brand 
loyalty.

Here’s one more reason to offer solid 
support in the local languages of your 
international customers: it’ll help you 
stave off homegrown competitors. Con-
sumers in countries such as China and 
India have been quick to vote with their 
renminbi and their rupees for companies 
that offer them products and services — 
and support — in their own languages.

MT for customer support
Global is expensive. Vast online 

knowledge bases contain a wealth of 
problem-solving material, but on that 
quantity, traditional translation could 
run into millions of dollars. On the other 
hand, to paraphrase Maurice Chevalier, 
consider the alternative. If translating 
millions of words of technical support 
content is expensive, the alternative of 
maintaining international help desks 
ain’t cheap either. The cost of providing 
telephone or e-mail customer support 
can run $100 or more per incident.

Companies need to solve their cus-
tomers’ problems before they turn into 
expensive calls to the help desk. The 
good news is that with better knowledge 
management, customer self-service and 
peer-to-peer communities, MT can drive 
customer engagement.

Where the costs of a human transla-
tion are prohibitive, in our experience MT 
works almost as well, and for a fraction 
of the cost. Even imperfect (unedited) 
MT generates higher satisfaction rates 
when the alternative is no translation at 
all. This is related to Oxton’s concept of 
“sufficient to solve.” Support content has 
different quality requirements than sales 
or marketing content. Users are more 
willing to accept language imperfections 
in exchange for useful information.

For example, a study by the Consor-
tium for Service Innovation revealed that 
when customers go onto a support site, 
what’s most important to them is “Infor-
mation that is technically accurate and 
relevant.” This may not accord with what 
many language professionals believe, 
but according to this same study, what is 
least important to customers is punctua-
tion, grammar, complete sentences and 
correct spelling.

Keeping in mind what customers 
really want — understandable content — 
the right question is not “Is this a good 
translation?” but rather “Did this trans-
lation answer your question?” MT may 
not be as “good” as a human translation, 
but for solving customers’ problems, it 
comes darn close.

Just how close has been measured by 
Microsoft, and presented to the AMTA 
2012 conference by Chris Wendt, group 

program manager of MT for Microsoft. 
Martine Smets from Microsoft customer 
support looked at a range of languages 
such as Chinese, Korean, Dutch, German, 
Italian, Turkish, Portuguese, French, 
Spanish, Russian, Polish, Japanese 
and Arabic and concluded that MT 
was only slightly less effective than a 
human translation for solving customer 
problems.

Intriguingly, the average knowledge 
base resolve rate (the percentage of 
customer problems resolved online via 
human translation versus MT) for these 
languages is only slightly lower — just 
8% — than a fully human translation. 
That is, MT solved customer problems 
54% of the time, while a fully human 
translation solved their problems 62% 
of the time. MT is capable of helping 
almost as many customers, and for a 
fraction of the cost.

Customers overwhelmingly support 
MT when the alternative is no trans-
lation. A leading software publisher 
recently found that, depending on the 
language, from 72% to 95% of custom-
ers reported higher satisfaction when 
they were provided with MT support 
information. Intel found that visits to its 
Spanish customer support site since the 
introduction of MT went from 20,000 to 
90,000 in just the first four months.

With regard to professional custom-
ers, Microsoft found that its Japanese 
MVP (Most Valued Professional) custom-
ers overwhelmingly considered MT to be 
worthwhile. Fully 83% found MT help-
ful, and 92% wanted more MT content.

ROI on customer support
Will Burgett, product manager of 

translation innovation and services at 
Intel Corporation, reported as far back 
as 2008 that by using MT for customer 
support, Intel has seen the following 
benefits:

 ■ Empowering customers to find the 
help they need 

 ■ Delivering content to customers faster
 ■ Improving customer loyalty and 

satisfaction
 ■ Reducing the customer-support trans-

lation cycle from ten days to one
 ■ Decreasing localization costs by 95%
 ■ Growing international sales, espe-

cially in emerging markets
But perhaps nowhere is the return on 

investment (ROI) so easy to measure as 
by the reduced burden on help desk/call 

49-52 ThickeArticle134.indd   50 2/21/13   11:08 AM

mailto:editor@multilingual.com
mailto:sales@xtm-intl.com
http://www.xtm-intl.com


Technology

51www.multilingual.com March 2013  MultiLingual  |  

center staff. With the high cost of each 
and every customer incident, maintaining 
international help desks is labor-intensive, 
and therefore cost-intensive. Every call 
that is avoided reduces costs. We’ve seen 
MT result in call deflection rates from as 
low as 10% to as high as 90%, but even at 
a conservative average of 25%, this makes 
MT worth at least considering.

MT, however, is not attractive solely 
on budget. In fact, we have noticed that 
when we help customers save on one or 
more languages, they tend to shift those 
funds to adding new languages. MT helps 
deflect significant costs while at the 
same time increasing international sales, 
customer satisfaction, brand engagement, 
customer loyalty and even employee 
satisfaction.

Employee satisfaction is perhaps one 
of the more surprising benefits of MT for 
customer support, but far from resenting 
MT, many help desk employees appreci-
ate not having to field repetitive calls on 
the same problem. They can leave MT 

to solve the simple issues while they are 
on hand to solve the complex and more 
interesting ones.

Best-of-breed solutions
MT for customer support is not one 

size fits all. The needs of support orga-
nizations vary, and so does the engine 
that can meet those needs. Being com-
fortable with a variety of engines, we 
believe in using the best of breed for the 
individual context.

Some companies want their content 
translated in advance and ready to be 
accessed. Others want a widget to sit on top 
of forums and translate that information 
in real time with 24/7 availability. Oth-
ers want a mixture of both, with perhaps 
post-editing on the top 20% of articles 
that are consulted every day. Still others 
may wish to engage their community in 
crowdsourcing — or crowd-improving — 
their translations. These different use case 
scenarios mean different MT approaches: 
rules-based (RBMT), statistical (SMT) or 

hybrid. The important thing is to use the 
best-of-breed solution for whatever solu-
tion is best for your company.

People often ask us what engines we 
recommend. This is somewhat like asking 
what car you should buy. It all depends on 
what you need it for. If you need a car for 
running around the city, we might make 
a different recommendation than if you 
said you needed to haul two-by-fours.

It’s the same with MT engines. You 
want to look at language pairs, content 
type, file formats and so on, because all 
these have a significant impact on MT 
quality. But for customer support, this 
question is somewhat simpler to answer, 
depending on whether the support needs 
to be real-time widget-based or in a 
searchable database.

The one invariable rule is that train-
ing the engine is essential. There is no 
off-the-shelf solution that we would rec-
ommend without training, whether it’s 
RBMT, SMT or hybrid. Using a generic 
online engine without customization is 
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not advisable for customer-facing imple-
mentation: it’s risky, potentially brand-
eroding behavior.

On the other hand, only an online 
engine can give you 24/7 availability 
without the need for a huge infrastructure 
to support it. If this is your goal, Microsoft 
Translator Hub (also known as Bing) is a 
great solution because it can be trained 
on your data. In Lexcelera’s internal stud-
ies we found that training improved the 
performance of the Microsoft Translator 
Hub by a full 20 BLEU points.

For documentation and online help, 
our studies have shown that a trained 
hybrid system such as SYSTRAN’s 
performs best: quality is higher and 
terminology is respected, which means 
superior post-editing productivity when 
the goal is to reach fully-human quality.

To translate support content that is 
the most consulted — for example, the 
10% to 20% of knowledge base articles 
that are consulted the most — we would 
recommend using a trained RBMT-based 
hybrid engine and post-editing that 
text lightly or fully, depending on qual-
ity needed and how often that content 
is accessed. If you’re creating separate 
support sites in different languages, this 
high-quality documentation is a good 
starting point. If parts of the support site 
are meant to be dynamic, with a real-
time translation widget like Microsoft’s, 

this high-quality post-edited content 
will provide valuable input as training 
material.

User-generated content
After training, the next most critical 

consideration in choosing an engine is the 
provenance of the content. One of the rea-
sons a rules-based hybrid engine works so 
well with documentation and help files is 
that they tend to be correct grammatically. 
But you can’t always say that for user-
generated content.

Spelling mistakes and bad grammar 
aren’t as much of a hindrance for Microsoft 
Translator Hub because it is an SMT engine 
(and doesn’t need to “understand” the text 
as does a rules-based engine) and because 
it has already been trained on the contents 
of the whole web, flaws and all.

When the source text is user-generated, 
it’s essential for an engine to have the 
ability to handle colloquial content, with 
the occasional spelling or grammatical 
error. RBMT engines don’t have it. They 
need correct source language to make 
sense of a sentence. In a study conducted 
in our office by Fabrice Chabot, we found 
that while a trained SYSTRAN hybrid 
engine performed better on documenta-
tion than Microsoft Translator Hub, the 
opposite was true when the content was 
FAQs and forum content: two sentences 
out of three were “fully understandable” 

when translated by Microsoft Translator 
Hub, while fewer than one out of three 
met the same criteria when the SYSTRAN 
hybrid was faced with error-rich content. 
The fact that the Microsoft engine already 
has a rich base training in user content is 
a huge advantage.

In the previously mentioned study, 
the Microsoft Translator Hub had been 
trained in two ways, and this distinction is 
crucial to understanding why it performed 
well. Unlike a generic Moses engine, for 
example, the Microsoft engine was already 
rich with more user-generated content than 
a company would typically have access 
to. The second training was conducted by 
Chabot, who augmented the base engine 
with enough customer-specific data such as 
translation memories to make sure that the 
engine preserved important terminology.

One of the users of the Microsoft 
Translator Hub who shares this dual train-
ing approach is Autodesk. After training, 
a widget was embedded into its customer 
support site. Today this widget offers real-
time translation in 36 languages. They also 
use Microsoft’s collaborative “improve this 
translation” solution; a dashboard behind 
it allows them to evaluate user contribu-
tions and approve them before they go 
live. The existing base training as well as 
the training on Autodesk data allows the 
company to coax higher performances 
from this engine.

According to Mirko Plitt, senior 
manager of language technologies at 
Autodesk, “To go into additional lan-
guages that are being left out, most 
companies can’t turn to Moses because 
they don’t have enough data in those 
languages to train an engine. It’s not a 
technical question but a data question.”

Although Autodesk has one of the 
most sophisticated Moses installations 
in the industry, the need for real-time 
translations also prompted the choice 
of Microsoft Translator Hub. Plitt says: 
“Microsoft understood a market need. 
Another reason we chose Microsoft 
is that it is available all the time. The 
alternative would have been to create 
an infrastructure available 99% of the 
time and we are just not set up for 24/7 
support.”

All of this points to the fact that cus-
tomer support will be the next big wave in 
the translation and localization industry — 
though perhaps a tsunami might be a more 
apt description considering the masses of 
content needing to be translated.  M
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology

Commonwealth of Independent States (CIS). A regional 
organization whose participating countries are former Soviet 
Republics formed during the breakup of the Soviet Union. The 
CIS is a loose association of states and in no way comparable to a 
federation. Its official members are Armenia, Azerbaijan, Belarus, 
Kazakhstan, Kyrgyzstan, Moldova, Russia, Tajikistan and Uzbeki-
stan. Turkmenistan and Ukraine are unofficial member states.

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, sys-
tematize or analyze large amounts of data.

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

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

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

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 structure of the source language and that of the tar-
get language. The first stage involves analyzing the input text for 
morphology and syntax — and sometimes semantics — to create 
an internal representation. The translation is then generated from 
this representation using extensive lexicons with morphological, 
syntactic and semantic information, and large sets of rules.

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

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

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

 
ELIA 
Description ELIA, the European Language Industry Asso- 
ciation, brings together translation, localization and inter-
preting companies that do business in Europe. The association 
provides its members with tools and opportunities to 
improve their businesses such as training and networking 
events, resources for business development and joint mar-
keting efforts. Above all, ELIA is a community of peers. It is 
a place for language companies to learn, grow, socialize and 
share. Join us. Discover ELIA. Share the enthusiasm.
ELIA Cubic Business Centre, 533 Stanningley Road,  
Leeds LS13 4EN, UK, +393458307084 

Email: info@elia-association.org, Web: www.elia-association.org 
See ad on page 37

 

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 inno-
vative solutions, promote the industry and offer clients 
unique, collaborative value.
Globalization and Localization Association 23 Main Street,  
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361,  
E-mail: info@gala-global.org, Web: www.gala-global.org 

TAUS 
Description TAUS is a think tank for the translation industry, 
undertaking research for buyers and providers of translation 
services and technologies. Our mission is to increase the size 
and significance of the translation industry to help the world 
communicate better. To meet this ongoing goal, TAUS sup-
ports entrepreneurs and principals in the translation industry 
to share and define new strategies through a comprehensive 
program of events, publications and communications.

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

AutomAted trAnslAtion

Lucy Software and Services 
Description Lucy Software and Services GmbH is an 
independent company offering language and translation 
technology and services. Lucy Software provides proven 
state-of-the-art products and is involved in continued 
research in the area of language technology. Lucy Software 
is recognized as a leading provider of machine translation 
technology and for its unmatched expertise in the transla-
tion of custom-built SAP applications (both from a tech-
nical and a translation perspective). Lucy's core focus and 
strength lie in the diligent analysis and understanding of 
the customers' multilingual requirements and in the trans-
lation of these needs into effective business solutions.
Lucy Software and Services Daisbachtalstr. 7,  
74915 Waibstadt, Germany, +49-7261-949809-0 
E-mail: info@lucysoftware.com, www.lucysoftware.com  
See ad on page 8

conferences

  

Localization World 
Description Localization World conferences are dedicated 
to the language and localization industries. Our constituents 
are the people responsible for communicating across the 
boundaries of language and culture in the global marketplace. 
International product and marketing managers participate in 
Localization World from all sectors and all geographies to 
meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences. 
Localization World, Ltd. 319 North 1st Avenue, Sandpoint, ID 
83864, 208-263-8178, Fax: 208-263-6310,  
E-mail: info@localizationworld.com, Web: www.localizationworld.com 
See ad on page 7

enterprise solutions

 

Across Systems
Multiple Platforms

Languages All Description Across Language Server is a 
market-leading software platform for all corporate lan-
guage resources and translation processes. Within a very 
short time, the use of Across can increase the translation 
quality and transparency, while reducing the workload 
and process costs. The Translation Management Software 
Across includes a translation memory, a terminology sys-
tem, a powerful PM and workflow control tools. lt allows 
end-to-end processing for a seamless collaboration of 
clients, LSPs and translators. Open interfaces enable the 
direct integration of third-party solutions like CMS, ERP 
or others. Customers include: Allianz Versicherungs AG, 
HypoVereinsbank, SMA Solar Technology, ThyssenKrupp 
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 47

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 
translation operations. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,  
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-0801, 
E-mail: info@multicorpora.com, Web: www.multicorpora.com 
See ad on page 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: information 
management, translation, localization, publishing, on-de-
mand printing and consulting. Core technologies: Transit 
(translation memory), TermStar/WebTerm (terminology 
management), GRIPS (product information manage-
ment), MindReader (context-sensitive authoring assis-
tance), STAR CLM (corporate language management), 
STAR CPM (corporate process management), i-KNOW 
(competence management) and SPIDER (Interactive 
Electronic Technical Manual). 
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland,  
41-52-742-9200, 216-691-7827, E-mail: info@star-group.net, 
Web: www.star-group.net See ad on page 10

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 documentation design through trans-
lation, 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 medi-
cal devices, IT/telecom and web content. With offices 
in Bonn, Germany; Stockholm, Sweden; and Barcelona, 
Spain, and a number of certified partner companies, 
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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 32

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 

  

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 52

E-C Translation Ltd. is now EC Innovations, Inc.
Languages All Description E-C Translation Ltd., the 
technology-driven language services company with a mis-
sion 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 interdisci-
plinary 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 customers with the highest quality 
of language and technology 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 6

High-quality Asian Localization,  

Voiceover and Multimedia 
Languages Translation: All commercial languages, special-
izing in Asian pairs. Voiceover/multimedia: All languages 
Description EQHO Communications — one of Southeast 
Asia’s largest independent localization firms, has over 70 
in-house staff. Building on a well-educated and inexpensive 
labor base in Thailand, EQHO has created an internation-
ally recognized localization firm specializing in the rarer 
Southeast Asian languages, as well as Chinese, Japanese and 
Korean. EQHO operates from a 1,000-square-meter office 
in central Bangkok. With in-house linguists, DTP opera-
tors, localization and multimedia engineers, and on-site re-
cording studios, we offer an unrivaled level of service and 
rapid turnaround. EQHO also has facilities in Vientiane, 
Lao PDR and Brno, Czech Republic. In 2012, EQHO was 
ranked as a Top 20 Asia-based LSP by CSA.
EQHO Communications 152 North Sathorn Road, Bangkok, 
Thailand, 10500, +66 (0)2 637 8060, Fax: +66 (0)2 637 8422, 
E-mail: info@eqho.com, Web: www.eqho.com 
See ad on page 9

 

EuroGreek Translations Limited
Language Greek Description Established in 1986, 
EuroGreek Translations Limited is Europe’s number 
one Greek localizer, specializing in technical and medi-
cal 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 desktop/web publish-
ing 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  
specialists 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 43

  

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
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    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 ?

Find us at www.facebook.com/multilingualmagazine. 

Follow us at twitter.com/multilingualmag.
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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 support to the client achieves the best project 
results and establishes long-term, honest partnerships.

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

New markets for your
products and solutions

 

Janus Worldwide Inc.
Languages 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 linguistic testing; 
software, website and multimedia localization; and techni-
cal, e-learning and marketing translation. Our processes are 
backed by the ISO 9001:2008 quality certification and our 
clients include Microsoft, IBM, Siemens and Volkswagen. We 
have nine offices in Asia, Europe and the US to facilitate com-
munication 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  

 

LEXMAN Translation and Localization 
Languages All European languages Description LEXMAN 
is a well-established MLV providing translation and local-
ization services since 2007. Since establishment, we have 
been building a stable position on the European market as 
a reliable language service provider serving both Fortune 
500 and small companies. We provide services in more than 
50 languages with a focus on CEE languages. Our power-
ful management and great IT potential enable us to pro-
vide our clients high-quality linguistic services delivered on 
time and in compliance with the European Standard EN 
15038:2006. LEXMAN is an ISO 9001:2008 certified lan-
guage service provider and a proud member of ELIA and 
GALA.  LEXMAN – your partner in the world of languages.
LEXMAN Translation and Localization Škultétyho 1,  
83103 Bratislava, Slovak Republic, 
00421-2-45528041, Fax: 00421-2-43330194,  
E-mail: localization@lexman.biz, Web: www.lexman.biz 
See ad on page 41

Moravia
Languages All Description Moravia is a leading globalization 
solution provider, enabling companies in the information 
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 publish-
ing, technical translation, content creation, machine trans-
lation and workflow consulting. Adobe®, IBM, Microsoft, 
Oracle and Toshiba are among some of the leading compa-
nies that depend on Moravia for accurate, on-time and eco-
nomical 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 64

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 localization 
solutions. For over ten years, they’ve helped technology com-
panies and medical device manufacturers prepare their prod-
ucts and services for global markets. For software applications 
(GUI, online help and documentation), marketing materi-
als, 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 environment 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 industry 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 63

 

Greek Localization Experts Since 1983
Language Greek Description Founded in 1983, ORCO 
S.A. is a leading translation and localization service pro-
vider, specializing in software localization and technical 
translations (IT, telecommunication, medical, automotive, 
engineering, marketing, financial). ORCO deals primar-
ily with English-into-Greek projects, although transla-
tion from several other European languages can be taken 

aboard. With its experienced 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 Descrip-
tion Pangeanic is an independent Spanish LSP with 
sister offices in Tokyo and Shanghai working for the 
global enterprise market (major accounts in the elec-
tronics and computing fields) as well as for smaller or-
ganizations, 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 de-
voted to MTPE (post-editing of machine translation 
output). PangeaMT, our customized open-source SMT  
technology, enables us to offer domain-specific MT en-
gines that are fully tailored to the clients’ needs, help-
ing them become more productive cost-effectively and 
rapidly.
Pangeanic Trade Center, Profesor Beltrán Báguena 4, Suite 106, 
46009 Valencia, Spain, 34-96-338-5771, Fax: 34-96-338-5772, 
E-mail: central@pangeanic.com, central@pangea.com.mt, Web: 
www.pangeanic.com, www.pangea.com.mt 

 

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     
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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 encompass 
translation, localization engineering, DTP, MT post-editing, 
planning and writing of technical manuals. We have exten-
sive experience in medical and pharmaceutical 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

 

TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN has achieved a 50-year track record of excel-
lence by, as our clients say, being consistently "present" to meet 
their needs. TOIN offers a spectrum of translation, localization 
and consulting solutions to Global 1000 companies across a 
range of industries including automotive, IT, telecommuni-
cations, life sciences, e-learning, software, gaming, semicon-
ductors and consumer products. TOIN provides exceptional 
strength in Asia as well as a global reach, with offices in Japan, 
China, Korea, the United States and the United Kingdom.
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, TX, 1-612-986-3108,  
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 25

 
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 34

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 45

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 independent 
registered nonprofit association based in France that as-
sists non-governmental organizations (NGOs) by provid-
ing free, professional translations. Founded by Lexcelera in 
1993, Translators without Border s has provided over two 
million dollars worth of free translations. Thanks to the 
funds saved, NGOs are able to extend their humanitarian 
work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la 
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-55-
28-88-09, E-mail: twb@translatorswithoutborders.org,  
Web: www.translatorswithoutborders.com  

recruitment/  

Job mAtching

  

Anzu Global
Languages Over forty languages Description We provide 
globalization staffing services for localization project  man-
agers, internationalization engineers, bilingual testers and 
linguists. With twenty years of localization staffing experi-
ence, we can help our technology clients and candidates find 
the right match.
Anzu Global 132 Great Road, Stow, MA 01775, 

978-897-2990
Email: mklinger@anzuglobal.com, Web: www.anzuglobal.com   
See ad on page 43
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terminology mAnAgement

Kaleidoscope
Languages German, English Description quickTerm man-
ages the entire terminology life cycle. If you would like to 
see your SDL MultiTerm terminology used enterprise-
wide, Kaleidoscope has the ideal add-on: quickTerm. With 
quickTerm, individuals do not need to be terminology-
savvy power users or have their own MultiTerm license to 
quickly and easily access terminology. Users can simply 
search for terminology from within any application or via 
a web browser. This alone significantly raises the level of 
terminology adherence. Additionally, quickTerm enables 
enterprise-wide participation in terminology discovery, 
approval, and revision processes, which further ties in col-
leagues in the terminology process.
Kaleidoscope GmbH Stojanstr. 26a,  
2344 Maria Enzersdorf, Austria, 0043223643498-0,  
E-mail: info@kaleidoscope.at, Web: www.kaleidoscope.at  
See ad on page 19

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

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 23

Smartling, Inc.
Languages Over 100 languages Description Smartling pro-
vides an innovative, cloud-based translation management 
platform that lets companies build a consistent, up-to-date, 
global presence across any number of websites, web and 
mobile applications and languages. By streamlining the 
entire translation management process, Smartling ensures 
confidence with high-quality translations every time and 
reduces time-to-value on globalization and localization 
efforts.
Smartling, Inc. 475 Park Avenue South, Floor 23,  

New York, NY 10016, 1-866-707-6278 
E-mail: hi@smartling.com, Web: www.smartling.com  
See ad on page 27 

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 50

  

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 

trAnslAtion services

 

BENEXtra Korea 
Languages Chinese, Japanese, Korean Description BENEXtra 
Korea, one of the top quality localization/translation ven-
dors in Asia, enjoys an excellent reputation and wide rec-
ognition among world-class players such as Dell, IBM, 
Microsoft, CA, Google, Autodesk, Cisco and the California 
state government. With our hands-on, practical experience 
in IT marketing collateral translation, software localization, 
Asian language localization, and our accumulated expertise 
in audio translation, we are ready to work together with 
you, helping you sustain growth and create and capture 
new value.
BENEXtra Korea Second Floor, Gukdong Building 1163-7,  
Gaepo-Dong, Gangnam-Gu, Seoul 135-960, Korea,  
82-2-572-4987, Fax: 82-2-3462-4987,  
E-mail: info@benextra.com, Web: www.benextra.com  
See ad on page 17

  

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 providers in 
the region of South East Europe (SEE) specialized in trans-
lation projects, interpreting and localization into the lan-
guages 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 43
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Diskusija – Translation and Localization
Languages Central and Eastern European languages Des- 
cription 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 
24 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 and localizers, effectively 
trained project managers and state-of-the-art technol-
ogy resources. We’re capable of working locally and on the 
cloud. Our areas of expertise include IT, finance, pharma-
ceutics, medicine and marketing. Follow-Up’s main partner 
and founder, Luciana Lavôr, is a certified localization profes-
sional by California State University. Another partner at the 
company, Ana Beatriz Fernandes, is an official public sworn 
translator and runs our legal translations department.
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,  
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223,  

E-mail: info@follow-up.com.br, Web: www.follow-up.com.br 

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 
worldwide client server base in the Czech Republic. Geared 
to and specializing in technical documentation, we assist cli-
ents to develop, translate and publish their documents. We 
focus on streamlining the localization process using inno-
vative solutions to automate processes and lower the cost of 
language procurement. Relying on in-house programmers, 
we operate our own server-based translation system against 
which translators, verifiers and QA specialists around the 
world work. This solution features mandatory and custom-
izable 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 15

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 46

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 special-
ists in Europe. We only do medical. We provide all European 
languages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw,  
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 43
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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 documen-
tation translation; marketing collateral transcreation; web-
site  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 43

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 53

 

Translation and localization into Polish 
Language Polish Description Ryszard Jarża Translations is 
an established provider of Polish translation, localization, 
marketing copy adaptation and DTP services. We focus 
primarily on life sciences, IT, automotive, refrigeration and 
other technology sectors. Our in-house team is comprised 
of experienced linguists with medical, engineering and 
IT backgrounds. We guarantee a high standard of quality 
while maintaining flexibility, unparalleled responsiveness 
and reliability. Our services are certified to EN 15038:2006. 
Ryszard Jarża Translations ul. Barlickiego 23/22, 50-324 Wrocław, 
Poland, 48-601-228332, E-mail: info@jarza.com.pl,  
Web: www.jarza.com.pl See ad on page 43

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 cov-
ering 14 countries. Its well-stocked staff of professional  

translators, experienced project managers and dedicated soft-
ware 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  
See ad on page 38

SpanSource
Languages Focus on Spanish and Portuguese, other 
language combinations through partners Description 
SpanSource provides translation, localization and re-
lated services from Western European languages into all 
regional varieties of Spanish as well as other language 
combinations through our network of select SLV part-
ners. Our domain focus is on health care and life sciences, 
software and IT, heavy machinery and automotive, legal 
and financial, oil and gas, corporate training and edu-
cational materials. Our comprehensive service portfolio 
also includes unparalleled desktop publishing and mul-
timedia localization engineering support for e-learning 
materials. Our in-house staff of 25 includes project 
managers, senior linguists, desktop publishers, software 
engineers and graphic designers, which prove to be fun-
damental 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 

Synergium of translations, innovations and trust
Languages Eastern European and CIS Description  
Synergium provides TEP, website and software localiza-
tion, terminology management and linguistic evaluation 
services in the Eastern European and CIS languages. Due to 
high-quality performance and thoughtful approach, Syn-
ergium has been recognized as the Baltic language expert 
by world-renowned companies such as Google, Microsoft, 
Philips Healthcare, GlaxoSmithKline and more. Our Lithu-
anian, Latvian and Estonian in-house teams of expert project 
managers, translators, editors and software engineers have 
vast experience in handling translation projects under tight 
deadlines from major technical industries, such as automo-
tive, electronics, IT, life sciences, machinery,  telecommunica-
tions and tourism. 

Synergium Verkių Str. 25c, 7th Floor, LT 08223, Vilnius Lithuania , 
+370-5-275-29-57, E-mail: translation@synergium.eu,  
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 services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of indus-
tries, 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 professionals 
delivers the highest quality translations in a cost-effective and 
time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745,  
E-mail: info@tripleink.com, Web: www.tripleink.com 

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 

 
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 transla-
tion environment designed to facilitate interoperability 
and teamwork. All of Kilgray’s products — memoQ, the 
memoQ server, qTerm and the TM Repository — op-
timize productivity and control of the entire trans-
lation process and environment. Rated #1 by Com-
mon Sense Advisory among translation-centric TMS 
systems, and used by thousands of translators, lan-
guage 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 21
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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 51

SDL Language Technologies
Windows 
Languages All Description SDL Language Technologies is 
the leading provider of translation software to the trans-
lation industry and recognized globally as the preferred 
computer-assisted translation tool of government, enter-
prise, language service providers and freelance transla-
tors. Its product portfolio includes the market-leading 
translation tool, SDL Trados Studio 2011, which offers a 
complete translation environment including translation 
memory, terminology and powerful project management 
tools. With support for the largest number of file formats, 
an open API and growing app market place, Studio 2011 
is the right choice for professionals serious about the busi- 
ness of translation.
SDL Language Technologies Globe House, Clivemont Road, 
Maidenhead SL6 7DY, United Kingdom, +44-1628-417227,  
E-mail: info@sdllangtech.com, Web: www.translationzone.com 
See ad on page 2 

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+ lan-
guage 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 48
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MultiLingual can help your students better understand the intersection of language, technology 
and culture via timely articles written by experts around the world. We can do this by providing  
you with print and digital subscriptions plus other resources on www.multilingual.com.

Your students can learn about:
 • Building a business in a new country  • Globalization
 • Internationalization    • Managing virtual teams
 • Project management    • Translation
 • Web design      • Localization

Contact us at subscriptions@multilingual.com to learn more about using MultiLingual 
in your classroom and preparing your students for their careers.

MultiLingual  has a special message for educators
    – we want to help you in the classroom.

www.multilingual.com

Stay informed. www.multilingual.com/news
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T
several people, namely that the traditional steps of translate, 
edit, proof might be overkill in some cases depending on 
clients’ needs and content types. For “soft” marketing docu-
ments, quality was identified as not as high a priority as tech-
nical manuals. In fact, some stated that they were directed to 
“skip” the proofreading step altogether for certain materials. If 
certain documents will not be published, then only performing 
the translation step might be “good enough.”

Still other respondents felt that translation quality is affect-
ed by a lack of standards when selecting the translation team 
— from the initial translator all the way to in-country review-
ers. Assume an assignment is handled by an experienced trans-
lation team that knows the material well and uses standard 
glossary terms, leverages their past work and produces what 
most would call a quality translation. However, their work is 
evaluated by an in-country review team that, due to vacation 
schedules, has no background in the style or agreed-upon ter-
minology. The in-country group may not be particularly strong 
in grammar and language conventions either. That in-country 
team might make significant changes to the translation, giving 
the client the false impression that it was a poor translation.

The discussion overall was regularly diverted to the struggle 
of producing quality in a world where “fast and cheap” have 
become king. The frustration with the cost-time-quality trinity 
clearly generated the most comments. Some even labeled the 
desire to get high-quality translation fast and cheap as schizo-
phrenic in the sense that it was an impossible task. Others 
lamented about the “old days” when people really cared about 
quality. Still more commented that quality should never be 
compromised, and if a customer demands quality but demands 
it for too low a price or too fast a turnaround, then that cus-
tomer should be dropped.

Thus, the idea of an unambiguous definition of translation 
quality still eludes us. But thanks to the help of all those who 
participated in our straw poll, it at least does not appear that 
translation buyers are abandoning their quality standards.  M

The idea of translation quality is, shall we say, a 
bit elusive. To one translation buyer, the definition 
of a quality delivery is a translation that is ortho-
graphically perfect and grammatically correct. To 
another, a quality delivery is one that arrives on 
schedule; if the project is delivered late, then by 
that definition, it is not a quality delivery.

Not only is there no exact definition of quality, but that ill-
defined designation is also a moving target. The same trans-
lation buyer will, for separate assignments and at different 
points in time, have varying quality expectations. All transla-
tion service providers understand this.

However, anecdotal evidence has recently pointed to a more 
sustained shift. In speaking with end clients, other translation 
companies and individual linguists, we have observed a trend 
toward changing quality expectations.

To assess whether or not translation buyers were willing to 
forgo quality to achieve reductions in cost and/or turnaround 
times, ForeignExchange recently conducted a simple straw poll 
that asked: Are quality expectations declining among translation 
buyers? While the results were unscientific, the almost 1,000 
anonymous respondents voted 47%-53% that quality expecta-
tions are not declining among translation buyers.

Beyond simplistic yes/no votes, the question generated a tre-
mendous amount of feedback and discussion on our blog and 
to the LinkedIn Medical Translators and Editors group. Some 
respondents shared that quality is not so much determined by 
the industry as it is dictated by the quality standards of the 
translation agency itself, which is then communicated to the 
translation teams. Quality expectations are first driven by the 
customer, although clients would never say that they want a 
translation “as fast as possible and as cheap as possible; and 
by the way, don’t worry about the quality.” Quality is usually 
assumed on the customer side, but should it be?

Another interesting point raised the question of availabil-
ity. Translation has become a multi-billion dollar worldwide 
industry, and the business community is drawing from a very 
finite number of qualified translators. In other words, there are 
simply not enough qualified linguists in the world to supply 
quality translations for every single translation project.

The topic of “publishable” quality was commented on by 

Sonia Monahan is executive vice president of quality systems for 

ForeignExchange Translations. She is an industry veteran of 15 years, 

with an extensive background in the medical localization sector as 

well as a Six Sigma blackbelt.

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

contribution to editor@multilingual.com.

Sonia Monahan

Translation  

quality expectations
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Rated No. 1 in Translation Services by TopTenREVIEWS 
for Three Years in a Row

  
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; 

EN 15038:2006 and CAN/CGSB-131.10-2008 compliant

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
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