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KKnock on wood, but I’ve never had 
one of those nightmares where you’re 
in the middle of taking a test and you 
realize you’re in big trouble because 
you’ve forgotten to go to class all 
semester. 

No, my dreams of tests are far more 
positive, no doubt stemming from 
the fact that I was always reasonably 
good at taking them, helped along by 
my penchant for sitting in the front 
row and taking copious notes. My 
dreams of tests involve me panicking 
momentarily because I’ve read the 
wrong chapter, and then deciding I 
can get through it by looking for clues 
in the test itself, something that I did 
in college more than once. This works 
for things like public relations quizzes, 
where coming up with something suave 
and self-assured is half the battle, and 
not so well for foreign language essay 
questions, where you need to expand 
your suave and self-assured answers 
beyond the realm of English.

When you’re testing in a different 
language, all sorts of things can go 
wrong. Incorrect accent placement, 
incorrect conjugations, the wrong 
word choice, misunderstanding 
idioms. When it comes to errors, the 
possibilities are endless. I recently 
took a few programming workshops 
online, and the same goes for code, 
even more stringently. In coding, one 
little forgotten semicolon can ruin your 
whole layout. Whereas punctuation 
marks can be a matter of debate 
in natural language, and a missed 
one will probably not halt the flow 
of communication (though it may 
lower your grade) in coding it can be 
(figuratively speaking) life or death. In 
a certain way, from an editor’s point of 
view, this is actually deeply gratifying.

In the real world, post-college, the 
testing continues. Linguistic testing, 
software testing, trying to suss out 
the bugs created by things like missed 
semicolons. Only it’s more difficult this 

time around, because at least to start 
with, there are no neat parameters, 
no particular chapter the test is being 
drawn from. Testing is supposed to 
cover every eventuality, every line 
produced. The prospect could give you 
nightmares. 

Or, if you are prepared, testing could 
be just another thing you’re good at. 
We hope the articles in this issue will 
aid your testing and quality assurance 
endeavors. We offer some parameters 
to help you test well, study material 
designed to help you ace these new 
exams, so to speak. We cover testing 
scenarios and best practices, testing for 
agile, quality assurance for localization 
and more. 

Some people tend to think testing 
is boring. It isn’t, of course — it’s 
challenging, and a challenge can be the 
antithesis of boring. Particularly when 
the results are in and you find that you 
did well.  W 

Dreaming of tests

Katie Botkin               Post Editing
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Localization one of many 
discussed topics

Content Marketing World is a 
three-day conference hosted by 
the Content Marketing Institute. 
This year, the event took place in 
Cleveland, Ohio, September 8-11. 
The tracks at the conference 
encompassed a host of topics, 
from content creation to process 
and workflow, with a number 
of panels and keynote speakers 
throughout.

The global content marketing 
track focused on the ways mar-
keters can adapt their message to 
target the right audience when 

doing business globally. For marketers, 
making content culturally relevant, ap-
propriate and accurate is about main-
taining a consistent brand image. Why? 
Because what you say is just as important 
as what you do. 

How do brands accomplish this global 
consistency? Kathleen Pierce, director for 
content operations with Illumina, shared 
in her session “How Global Content 
Marketing Threatens Your Brand” that 
managing global content comes down 
to maintaining people, company pro-
cesses and systems in order to share the 

resource of marketing. Making all three 
work together, she argued, will create a 
clear and uncluttered brand message in 
every foreign office. “Localization always 
improves the whole company, because 
brands are the sum of all touch points,” 
said Pierce.

Localization ensures that all touch 
points are on-brand, Pierce noted. For 
example, 70% of marketing materials are 
not used by sales people, so what happens 
when they make their own? Managing 
brand risk can be done by making some 
information less necessary to salespeople 
and removing rogue content. Another way 
is to ensure the ease with which foreign 
branches can understand and use brand 
guides. Not having enough standards is a 
much smaller problem than having stan-
dards that don’t agree, said Pierce.  

The quick-fire panel “Oh No! Please 
Don’t Do That: Avoiding the Big Mistakes 
When Going Global” consisted of localiza-
tion and translation experts who work on 
the front lines making effective content 
for a particular market and culture. The 
importance of localization and translation 
was clear: if you want to reach people, 
you have to have language on your side. 

Panelist Renato Beninatto, chief mar-
keting officer with Moravia, emphasized 

the importance of managing language 
because the company’s heart and soul 
are in that language. Brands can’t just 
assume  “this is us in the United States” 
and bring that to another nation, noted 
Beninatto. “Consumers no longer have 
to go to a single brand for a particular 
want. When consumers do choose your 
company, you have to be self-aware and 
intentional as you go, making sure your 
content is doing what you want it to do.” 
It’s not just about the right words. It’s 
about the right placement, the right tim-
ing, within a culture. As Beninatto said, “I 
don’t choose my clients by language, but 
I will serve all of them.”

Alan Porter, content marketing man-
ager with Caterpillar Inc. gave a session 
titled “From the Midwest to the World.” 
Porter stated that “It’s not just about 
getting the right words.” The global 
content strategy track at Content Mar-
keting World centered on maintaining a 
global brand image through consistent 
language. Successful global content is 
not just about getting the right words, 
as Porter said. It’s about giving people 
the tools they need to best represent the 
brand, and removing any barriers that 
might keep your company from connect-
ing with your consumers.

N
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A handout giving ten design tips for localizing websites 
from the panelists of “Oh No! Please Don’t Do That: Avoiding 

the Big Mistakes When Going Global.” 
Photos by Taylor Groupmann

Content Marketing World looks at the significance of linguistics in brand strategy

Content strategy experts Cory Haldeman and Gurdeep Dhillon 
with Verizon Wireless and SAP, respectively. Their break-out session 

“How Big Brands Are Scaling Content Marketing” featured 
successes and failures in content marketing.

mailto:news@multilingual.com
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The LIDER project is one of the activities 
in the realm of the linked open data cloud 
that is sponsored by the European Commis-
sion. LIDER is an acronym for “Linked Data 
as an enabler of cross-media and multi-
lingual content analytics for enterprises 
across Europe” and LIDER’s specific objec-
tive is to provide the basis for the creation 
of a linguistic linked data cloud that can 
support content analytics tasks of unstruc-
tured multilingual cross-media content. 
On September 2, 2014, the LIDER project 
conducted an event workshop in Leipzig, 
Germany. The main objective of the event 
was to identify areas and tasks in content 
analytics where linked data and semantic 
technologies can contribute. During a 
September 1 hackathon that preceded the 
workshop, opportunities were provided to 
work hands-on with existing tools, formats 
such as TermBase eXchange (TBX) data sets 
and resources such as DBpedia. 

The LIDER event was embedded into a 
conference week that included subevents on 
Multilingual Linked Open Data for Enterprises, 
the second DBpedia Community Meeting, and 
SEMANTiCS, the tenth international confer-
ence on semantic systems. The SEMANTiCS 
conference on its own saw 230 participants 
from 22 countries attending 45 talks. 

For the LIDER roadmapping workshop, 
over a dozen contributors working in content 
analysis presented their success stories and 
experience. The contributors showed that 
content analysis currently touches fields such 
as search and information retrieval, social me-
dia monitoring (for different purposes such as 
sentiment analysis for opinion mining, identi-
fication of influencers or consumer profiling), 
metadata assignment (such as for bibliograph-
ical works), and mental associations between 
words or ontological relationships (such as to 
assist in crafting a marketing slogan or even 
a brand image). Data sets relevant for these 

application areas are related to lexicography, 
terminology, dictionary science, ontologies, 
taxonomies and more. The speakers did an 
excellent job of keeping the audience of ap-
proximately 80 people interested. The lively 
discussions after the individual presentations 
showed that valuable input for the linked 
linguistic open data cloud can be expected by 
additional networking and with specific areas 
of knowledge management.

The LIDER hackathon, although well-
prepared, required a bit of improvisation since 
critical mass for some of the proposed projects 
was not reached. One project — led by Philipp 
Cimiano, John McCrae, Victor Rodriguez-Don-
cel and Tatiana Gornostay — that succeeded in 
attracting a sufficient number of participants 
looked into roundtripping between traditional 
TBX and TBX according to the Resource De-
scription Framework. In a similar vein, a project 
led by Tiziano Flati related to representing the 
output of Babelfy according to the Resource 
Description Framework. Babelfy is a unified, 
multilingual, graph-based approach to entity 
linking and word sense disambiguation.
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The DoubleTree Hotel-Tower of London 
hosted the second annual Brand2Global 
conference on October 1-2, 2014, and 
brought together experienced global 
marketing practitioners as well as aca-
demics from a broad range of disciplines 
related to international business for an 
interactive event. A mixture of panel ses-
sions, round tables and networking events 
all focused on the global implications of 
marketing across cultures and borders. 

Some highlights from the event in-
cluded a keynote presentation from Ajit 
Sivadasan, VP/GM of Lenovo.com. Siv-
adasan spoke about Lenovo’s path to the 
current number-one spot in the global 
PC market. Sivadasan emphasized that, 
even with a technical product like PCs, 
“The key as a global brand is, how can you 
create a lasting emotional connection?”

Viktoria Tchoudakov, head of Search 
and Maps Marketing, EMEA at Google, 
began her presentation “How A Global 
Culture Helps Google Connect With Lo-
cal Consumers” by quoting Google’s co-
founder Larry Page, who encourages the 
innovative, risk-taking side of his com-
pany when he proclaims “If you aren’t 
doing some things that are crazy, then 
you aren’t doing the right things.” Us-
ing that as a mission statement, Google 
tries to engage its users with “magic” 
in the form of its home page doodles 
and its television advertising campaigns 
worldwide, following a simple strategy to 
“delight one real user, get out of the way, 
and make it matter.” 

For Laurence Foucher, Evian global 
digital manager at Danone, the emphasis 
of global marketers should be on “sto-
rymaking” instead of “storytelling.” In a 
session dealing with the science behind 
emotions, she told audience members 
that for consumers to feel connected 
to a brand requires interactive and per-
sonalized storytelling that they can take 
ownership of. This way, they feel like the 
story belongs to them.

Brand2Global also featured research 
on the effectiveness of global marketing 
efforts around the world. In one session, 
Bruno Herrmann of the Nielson Group 
described how business performance 
globally is rooted in effective customer 
experience locally. In another session, Don 
DePalma from Common Sense Advisory 
explained the results of his company’s 

ten-country survey testing the hypothesis 
that “companies can increase their sales 
by localizing their products and websites.”

The Brand2Global conference was 
live tweeted by LEWIS PR, official social 

media partner for the event, and #brand-
2global saw over 1,700 tweets during 
the two-day event, a tribute to the lively 
discussions that it created among global 
marketers in the industry.

Second Brand2Global hosted in London

Top: Lars Silberbauer Andersen of LEGO explains how LEGO’s social media strategy is designed to “cre-
ate and build connections and relationships. There are no tricks or shortcuts. You cannot fake it. It’s 

about hard work: be timely, be relevant and be personal.” Middle: Keynote speaker Ajit Sivadasan lays 
out his engagement marketing principles. Bottom left: Accenture’s Kevin Carl tells the audience that 

“being intellectually curious combined with metrics-based measurement is key to innovation.” Bottom 
right: Christian Weih of Across Systems participates in Q and A.                    Photos by Frank Herrmann

mailto:news@multilingual.com
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Lionbridge acquires Clay Tablet
Lionbridge, a provider of translation 

and marketing services, has acquired 
Clay Tablet Technologies, a developer of 
integration software that connects con-
tent management systems with transla-
tion processes and technologies.
Lionbridge www.lionbridge.com
Clay Tablet Technologies  
www.clay-tablet.com

New website for  
STAR Servicios Lingüísticos

STAR Servicios Lingüísticos S.L., the 
Spanish branch of the STAR Group fo-
cused on translation services and the 
development of linguistic technology, 
has launched a new website introducing 
a second blog aimed at communicators 
within exporting companies.
STAR Servicios Lingüísticos, S.L.  
www.star-spain.com

Skrivanek opens office in Austria
Skrivanek Group, a provider of local-

ization solutions, has opened an office in 
Vienna, Austria. The new location brings 
the company’s network total to 45 of-
fices in 17 countries throughout Europe, 
Asia and the Americas.
Skrivanek Group www.skrivanek.com

SpeakLatam launches new website
SpeakLatam, a provider of solutions 

for language translation and software/
website localization in English, Spanish 
and Brazilian Portuguese, has launched a 
new website to simplify navigation and 
content access.
SpeakLatam www.speaklatam.com

Resources

White paper on localizing  
into the languages of India

Andovar Pte Ltd, a provider of language-
related services in over 80 languages, has 
released a white paper on localizing into 
the languages of India. The paper covers 
linguistic, ethnic, social, cultural and geo-
graphical diversities along with a growing 
economy.
Andovar Pte Ltd www.andovar.com

Report on the evolving  
translation supply chain

Common Sense Advisory, Inc., an inde-
pendent market research firm specializing 

in the language service industry, has cre-
ated the report “Translation Supply Chain 
Management.” The report is intended to 
help buyers with the evolving translation 
supply chain and to help vendors bench-
mark operations against industry norms, 
scale practices to meet internal require-
ments and measure success. 
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

TAUS Review
TAUS, the translation innovation think 

tank and platform for industry-shared 
services, has launched TAUS Review, an 
online language business and technology 
magazine. The magazine is intended to 
raise awareness by describing the rapidly 
changing landscape, highlighting how 
language and translation technologies 
are converging with the tools, apps and 
utilities being used every day, and ex-
plaining how everything works behind 
the screens.
TAUS http://taus.net

Speech and written resources 
added to ELRA catalogue

The European Language Resources As-
sociation (ELRA) has added new speech 
and written corpora resources to its 
catalogue. The PortMedia French and 
Italian corpus contains 700 transcribed 
dialogues from about 140 French speak-

ers and 604 transcribed dialogues from 
about 150 Italian speakers.

The Arabic corpus contains 103,363 
words coming from articles extracted 
from Le Monde Diplomatique and focuses 
on the categories Time and Amount. The 
Chinese corpus contains 79,302 words 
coming from articles extracted from Le 
Monde Diplomatique and focuses on the 
categories Person, Place and Organiza-
tion. The Russian corpus contains 75,784 
words coming from articles extracted 
from Izvestia and focuses on the catego-
ries Time and Amount.
European Language Resources Association 
www.elra.info

People

Recent industry hires
 ■ Common Sense Advisory, Inc., an 

independent market research firm spe-
cializing in the language service industry, 
has hired Fred Hollowood as a contribut-
ing analyst. His primary focus areas will 
be automation, vendor management and 
large-scale translation systems.

 ■ XTRF Translation Management Sys-
tems sp. z o.o. has hired Anna Pietruszka to 
manage its new customer care department. 
The new department was created by a sales 
and support department restructure.

 ■ CONTRAD, a provider of language 
services specializing in translation into 
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• State-of-the-art technology and QA procedures
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Eastern European languages, has hired 
Joanna Smólczyn’ska as project manager 
and Karolina Sarul as business develop-
ment manager.

 ■ One Hour Translation, a web-based 
translation services provider, has hired 
Adam Blau as vice president of sales, 
North America. Blau has more than 14 
years of experience advising localization 
service providers on business development 
strategies and marketing implementation.
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com
XTRF Translation Management  
Systems sp. z o.o., www.xtrf.eu
CONTRAD www.contrad.com.pl
One Hour Translation  
www.onehourtranslation.com

Clients and Partners

Schneider Electric selects SDL
Schneider Electric, a global specialist 

in energy management, has selected the 
Customer Experience Cloud by SDL, a 
provider of global customer experience 
management, to create a global, cross-
channel content management strategy 
to personalize global communications.
SDL www.sdl.com

GlaxoSmithKline chooses Lionbridge
Lionbridge, a provider of translation and 

marketing services, has been contracted 

by GlaxoSmithKline PLC to provide global 
content support, including clinical and 
regulatory materials and training, de-
velopment, legal and human resources 
documents.
Lionbridge www.lionbridge.com

Vasont Systems partners  
with Ingeniux Corporation

Vasont Systems, a component content 
management solutions company, has 
partnered technology with Ingeniux Cor-
poration, a web and social content man-
agement software company. The combined 
technology provides a structured content 
and web experience management solution.
Vasont Systems www.vasont.com

Products and Services

Passolo 2015
SDL, a provider of global customer expe-

rience management, has released Passolo 
2015. The new version features connectiv-
ity to other SDL products and additional 
support for more than 25 new languages, 
including support for Indic languages.
SDL www.sdl.com

VeriFast
Elanex, Inc., a language service pro-

vider, has launched VeriFast, a translation 
service using a combination of machine 
translation technology and professional 

native-language translators. 
Elanex, Inc. www.elanex.com

Keyman Desktop 9.0
Tavultesoft Pty Ltd., a developer of 

keyboard mapping software, has released 
Keyman Desktop 9.0. The latest ver-
sion integrates Windows’ Text Services 
Framework and presents itself as a key-
board through all Windows language in-
terfaces. Font Helper in the professional 
edition lists all fonts on a system that are 
compatible with the selected keyboard.
Tavultesoft Pty Ltd. www.tavultesoft.com

KantanAutoScale
KantanMT, a subscription-based ma-

chine translation service, has added Kan-
tanAutoScale, a new capability designed 
to automatically distribute incoming ma-
chine translation requests across multiple 
KantanMT server instances in the cloud.
KantanMT http://kantanmt.com

LTC Worx 3.2
LTC, a provider of language technology 

solutions, has released version 3.2 of LTC 
Worx, its web-based business system for 
multilingual information management. 
The latest version features new reporting 
facilities for client-side users and im-
provements in security and  registration 
pages for suppliers and vendors.
LTC www.ltcinnovates.com
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http://www.lionbridge.com
http://www.vasont.com
http://www.sdl.com
http://www.star-group.net
mailto:news@multilingual.com
http://www.twitter.com/multilingualmag
http://www.facebook.com/multilingualmagazine
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C
alendar

November

tcworld 2014 - tekom
November 11-13, 2014, Stuttgart, Germany.

tekom, http://ow.ly/B0LlT

ALTA 2014
November 12-15, 2014, Milwaukee, Wisconsin USA.

American Literary Translators Association, www.alta2014.org

Swedish Language Technology Conference
November 13-14, 2014, Uppsala, Sweden.

Uppsala University -Dept of Linguistics and Philology  
www2.lingfil.uu.se/SLTC2014/index.html

Content Strategy Applied
November 17-19, 2014, San Jose, California USA.

The Content Wrangler, eBay 
https://eiseverywhere.com/ehome/93210

think! India
November 21, 2014, Bangalore, India.

Globalization and Localization Association 
www.gala-global.org/think-india

24th JTF Translation Festival
November 26, 2014, Tokyo, Japan.

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

Translating and the Computer 36
November 27-28, 2014, London, UK.

Asling, www.translatingandthecomputer.com

Nordic Translation Industry Forum
November 27-28, 2014, Helsingør, Denmark.

Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

December

Gilbane 2014
December 2-4, 2014, Boston, Massachusetts USA.

Bluebill Advisors Inc., Information Today, Inc., http://ow.ly/B0LBV

LT-Accelerate
December 4-5, 2014, Brussels, Belgium.

LT-Innovate, Alta Plana Corporation, http://bit.ly/1rfm7fz

CLiC-it
December 8-10, 2014, Pisa, Italy.

Computational Linguistics Laboratory, University of Pisa 
http://clic.humnet.unipi.it/en/index.html

Game QA & Localization 2014
December 9-10, 2014, San Francisco, California USA.

IQPC, www.gameqaloc.com/sanfran

Going East: New and Alternative Traditions in Translation
December 12-13, 2014, Vienna, Austria.

Center for Translation Studies, University of Vienna 
http://translationtraditions.univie.ac.at/welcome

On Translated Meaning
December 15-16, 2014, Geneva, Switzerland.

University of Geneva Faculty of Translation and Interpreting, 
New Zealand Centre for Literary Translation 
http://bit.ly/1yKe3NS

       January

Translation in Transition
January 29-30, 2015, Germersheim, Germany.

Johannes Gutenberg-Universität Mainz 
www.tt2015.fb06.uni-mainz.de

7th International Conference of AIETI
January 29-31, 2015, Málaga, Spain.

Iberian Association of Translation and Interpreting Studies 
www.aieti7.es/web/index.php/en

         February

MIAM 2015
February 19-20, 2015, Ghent, Belgium.

University of Ghent, www.miam.ugent.be

March

GALA 2015
March 22-25, 2015, Sevilla, Spain.

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

Sixth Annual Translation Conference
March 23-24, 2015, Doha, Qatar.

Translation and Interpreting Institute, www.tii.qa/conference

Intelligent Content 2015
March 23-25, 2015, San Francisco, California USA.

Content Marketing Institute 
www.intelligentcontentconference.com

The Translation and Localization Conference
March 27-28, 2015, Warsaw, Poland.

Localize.pl, TexteM, logostrada.pl 
www.translation-conference.com

MONTEREY FORUM 2015
March 28-29, 2015, Monterey, California USA.

Monterey Institute of International Studies, www.miis.edu/ 
academics/programs/conferenceinterpretation/montereyforum/2014

April

MadWorld 2015
April 12-14, 2015, San Diego, California USA.

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

Localization World Shanghai
April 13-15, 2015, Shanghai, China.

Localization World Ltd., www.localizationworld.com

http://ow.ly/B0LlT
http://www.alta2014.org
https://eiseverywhere.com/ehome/93210
http://www.gala-global.org/think-india
http://www.jtf.jp/jp/festival/festival_top.html
http://www.translatingandthecomputer.com
http://ntif.se
http://ow.ly/B0LBV
http://bit.ly/1rfm7fz
http://clic.humnet.unipi.it/en/index.html
http://www.gameqaloc.com/sanfran
http://translationtraditions.univie.ac.at/welcome
http://bit.ly/1yKe3NS
http://www.tt2015.fb06.uni-mainz.de
http://www.aieti7.es/web/index.php/en
http://www.miam.ugent.be
http://www.gala-global.org/conference
http://www.tii.qa/conference
http://www.intelligentcontentconference.com
http://www.translation-conference.com
http://www.miis.edu/
http://www.madcapsoftware.com/events/madworld
http://www.localizationworld.com
http://www.multilingual.com
http://www2.lingfil.uu.se/SLTC2014/index.html
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In their attempts to get the intended messages across to 
their international customers, companies increasingly 
discover the importance of terminology. However, they 

often struggle to introduce lasting processes to establish a 
general consensus on their terminology, and to enable the 
users to benefit from these approved language resources. 

Reaching a common terminology requires centrally con-
trolled corporate language processes. “Solutions” like Wikis 
or Excel files either lack manageability or quality or both. 
Only a centralized process provides accurately researched 
terminological information that is developed and ultimately 
approved by all participants and is always up to date. 
Furthermore, it is vital to increase user involvement and 
engagement: Experience has shown that users will agree 
with and actually use “their” terminology more often if they 
feel involved, can actively participate and help define it in 
the first place. Also, the quality of the data significantly 
improves with the participation of a larger user base of sub-
ject matter or linguistic specialists. 

ROI and Terminology
No terminology process will survive in a corporation 

without proving a return on investment (ROI). In terms of 
terminology cost, two major factors influence ROI: 

• The amount of users benefitting from terminology is the 
most effective lever to increase ROI, because the benefits of 
terminology are largely transactional cost savings in small 
but very frequent transactions. So, the reduction of research 
time and misunderstandings can be added to the credit side as 

well as a more efficient use of database-oriented systems and 
translation savings, etc. Logically, the more people who use the 
terminology system, the more these benefits pay off! At the 
same time, a larger user count decreases the “cost per user.” 

• The process cost of terminology is determined largely by 
the research and the approval phases. By virtualizing these 
processes in a collaborative web platform, these costs can be 
reduced to a minimum.

Showing Terminology ROI
If you want your users to actually start working on and 

with your terminology and if you want your terminology 
process to be lasting and sustainable, it needs to meet three 
critical success factors:

• It must reach a large user base in a pragmatic, fast 
and intuitive way with clever search features everyone can 
understand and use.

• It needs to enable collaboration and participation in 
order to ensure correctness and acceptance of the data. 

• It should be sustained by sound analytics to clearly 
demonstrate the value it brings to the organization.

Getting the Word Out
To reach a “critical mass” user base, SDL MultiTerm 

Workflow allows the terminology team to easily roll out 
the data in just the way the target audience needs it. This 
includes a highly customizable web front-end that can per-
fectly fit in your intranet, but also a mobile version of the 
website for use on mobile devices like smartphones. A real 
client for Windows Desktops enables the seamless integra-
tion of any windows applications by assigning a system-
wide hotkey for term searching. Of course, fuzzy and full 
text search are fully supported. Additional search strate-
gies include the graphical display of a hierarchical concept 
system or classification tree, similar to an ontology, via the 
so-called filter tree.

The collaborative approach of SDL MultiTerm Workflow 
will:

• Motivate colleagues to search for terminology and pro-
vide feedback to the data, or even request new terms alto-
gether.

• Enable subject matter experts to work together in virtual 
workgroups to come up with the exact definition of new 
terminology or necessary changes to existing data.

• Actively involve country subsidiaries, external or inter-
nal partners, and translators in making the terminology data 
multilingual.

• Include decision-makers to finalize new terminology by 
voting for or against assigned entries.

• Engage end users through feedback and participation, 
thus helping the termbase grow and keeping it up to date.

Get Your Words Right! 
Collaborative Corporate Terminology improves ROI and Data Quality



13www.multilingual.com/whitepapers December 2014  MultiLingual  |

Terminology Marketing
Another key element of any successful terminology 

project is the constant self-marketing by the company’s 
terminology team. An innovative web platform can serve 
as a perfect instrument for this: it offers simple terminology 
access and enables all users to actively participate in the 
workflow. Social web-like features such as a Term quiz, a 
Term of the Week,  and features such as “liking“ entries cre-
ate an edutainment fun factor. Studies at early adopters of 
this “gamification” of terminology evidence an impressive 
increase in terminology participation.

Processes and Workflows
Once you have attracted your user base, it is important 

to manage requests and tasks in a systematic workflow. 
For example, requests filed by the users go to the termi-
nologists who act as central moderators between all the 
stakeholders in the “term creation” process. Typically, the 
creation of a term or an entry goes through three phases: 

• A requesting phase identifying and refining the need 
for something new or a change in the data

• An edit phase defining the content of the entry with all 
the required data

• An approval phase making sure that the new entry is 
correct in all involved divisions, including — if required — 
even the international subsidiaries

To-Do Lists and Communication
All users receive their tasks per mail but also in a virtual 

“to-do list“ on the web platform. When the user selects one of 
these tasks, the corresponding entry is displayed and clearly 
indicates what the user has to do (change, translate, define, 
approve...). 

All users who are assigned to the respective task can com-
municate through an “online” chat platform. For instance, 
a user can ask a colleague or the terminologists a question, 
which will then pop up in that user’s to-do list. The reply, 
in turn, is shown in the original user’s task list, making sure 
questions and answers are not missed. 

That way, all users assigned to a task can agree “virtually” 
on a certain entry before approving or rejecting it, reducing 
physical meetings to a minimum.

Workflows that Work and Flow
All workflows in SDL MultiTerm Workflow are language-

specific. So, an entry might already be approved in one lan-
guage but still be in edit phase in another language. Access 
to the languages can of course be restricted based on the 
workflow status. All workflow participants are organized in 
groups, and all workflows can be parallel or sequential.

Users can “subscribe” to individual workflow types or entry 
status changes to make sure they are informed about important 
developments and changes in the termbase (“pull”). Groups 
can also be automatically notified about changes (“push”). This 
further strengthens the involvement of users with the termbase.

Analytics
A final critical success factor for maintaining a lasting, sus-

tainable terminology process is to continually demonstrate its 
value through meaningful analytics. For this, SDL MultiTerm 

Workflow offers several reporting features, such as:
• Access statistics based on group, language, termbase 

level, covering chronological reporting periods but also a 
“total” access report over time. This includes searches, hits, 
unsuccessful searches, displayed entries, etc. Unsuccessful 
searches are also logged, counted and can be scanned peri-
odically for new term candidates. 

• Task statistics showing the collaboration of the users and 
the status of all the workflows. These are also important to 
maintain a bird´s eye view of all processes.

• Termbase growth over time to demonstrate the develop-
ment of the data quantity.

• Customizable data quality reports indicating, for instance, 
the completeness or the current status of the records or the 
data, etc.

• Clear change tracking and version control reports allow 
the terminologists and also the users to always know what is 
going on in the termbase, show document changes over time 
and even roll back to certain states if things have gone wrong.

Summary
SDL MultiTerm Workflow powered by Kaleidoscope 

quickTerm is the tool of choice for corporate or organi-
zational terminology teams, addressing three of the most 
critical success factors of a successful terminology project:

• Rollout
• Collaboration
• Analytics
Curious? Trial it at http://testserver.kaleidoscope.at/quickterm, 

check out our videos at http://bit.ly/MultiTermWorkflow or 
send us an email to set up a web presentation. 

SDL Language Solutions provides innovative market-leading 
translation software solutions to the entire translation supply 
chain, including freelance translators, language service 
providers, corporate language departments and academic 
institutions. As an integral part of SDL plc’s vision for 
customer experience management, SDL Language Solutions 
is the world leader in translation software with over 200,000 
product licenses, hundreds of server installations and billions 
of translated words through its innovative Language Cloud.

Kaleidoscope Solutions for Language Workers — our motto 
since 1996! With our software, international companies, 
LSPs and freelancers improve translation, review and 
terminology processes. Our clever web front-ends for SDL 
Trados are designed to extend the scope to occasional users, 
such as in-country reviewers or terminology approvers and 
enable project managers to concentrate on their main tasks. 
Expert tool plug-ins help the professional language worker 
to simplify SDL Trados Studio and MultiTerm usage for the 
less experienced user.

http://testserver.kaleidoscope.at/quickterm
http://bit.ly/MultiTermWorkflow
http://www.sdl.com
http://www.multilingual.com/whitepapers
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It only takes one bug to make a software application fail, 
in any language. According to research conducted by 
Cambridge University, software developers spend 50% of 

their programming time finding and fixing bugs.  
Bugs can be very expensive. The same research found that 

the annual cost of fixing bugs is over $300 billion. Last year, 
a software bug in the securities order system of an Asian 
brokerage firm led to errant orders in the system valued at $3.8 
billion. The incident was reputed to have caused losses totaling 
$32 million to the brokerage, which was also fined $90 million 
by Chinese regulators.

When any software product or update is released to the 
global market, it must be adapted to the linguistic, cultural, 
legal and technical requirements of each target locale. Bugs 
and defects cause programs to crash whether in the source or 
local language versions. Localization software testing evalu-
ates and assesses the quality of the product – measuring given 
input against expected output. 

This process includes testing for bugs occurring during the 
localization phase and eliminating them before any global 
product launch. There are three goals associated with localiza-
tion testing:

• First, to make sure that the translated user interface looks 
right.

• Second, to make sure that the translation and localization 
process has not broken any core functionality.

• Third, to make sure that locale-specific functionality is 
working. For example, naming and addressing functions, order 
processing, finance and taxation compliance, currency and 
date format.

There are many potential challenges for global teams when 
getting new products, features and documentation ready 
for simultaneous launch in all language markets. It is often 
recognized within the software industry that management and 
development teams frequently underestimate the level of effort, 
resources and market-specific detail required to produce quality 
multilingual versions of software applications and systems.

Moving Software Localization 
& Testing Upstream
Modern development environments provide great flexibility 

in the creation of user interfaces (UI) that can be adapted with 
relative ease to support most locales. 

The best way to avoid bugs is to eliminate them before they 
arise. The process of localization should begin early in the 
development cycle. Using an upstream testing model, it is pos-
sible to eliminate many localization bugs (up to 80%) before 
any real investment in translation begins. 

The concept of upstream testing in a localization context 
is one of simulation. Using an early and stable source build, 
typically containing English-based UI and with a set of 
purpose-built tools, it is possible to generate a pseudo-localized 
application. This can then be tested as if it were a localized 
build. This prevents usability, functional and linguistic bugs 
occurring before formal localization starts.   

Another concept used in software testing is Analytical 
Testing or Smart Testing, which uses ongoing analysis of 
completed test cycles to identify and prioritize where to test 
in future cycles.  

After each test cycle, with the number and type of bugs 
found, the test cases and scenarios that yielded the most bugs 
and the areas of the system where bugs were found are all 
analyzed. It is possible to produce metrics on the cost, in terms 
of effort, of finding a bug. This data can be used to introduce 
efficiencies in all language versions and focus effort in the 
areas and languages that are yielding the most bugs.

Localization of Mobile Apps
The localization of mobile applications presents a num-

ber of additional, unique challenges. Mobile platforms and 
devices present new areas for bugs to be introduced. 

Limitations of Screen Size
Screen real estate is limited and assuming that the source 

language is English, many other languages require between 
10% and 25% more space. In other cases, text expansion is 
not always the issue; sometimes larger fonts are required 
to display a complex character, which is common in some 
Asian languages. If these requirements are not factored into 
the planning at the development stage, costly bugs can pres-
ent themselves during the localization process.

Beware of Abbreviations 
Due to the limited screen size, user interface terminology is 

often shortened in the source application. This scenario can 
result in the localized version being incomprehensible and it 
becomes a source of bugs across the target languages for the 
application. 

Style Guide
The upfront creation and distribution of a style guide that 

covers key terms will ensure consistency and flag potential 
translation bugs earlier.

Agreed Matrix of Platforms and Devices
Essential to successful localization is the understanding of 

which mobile devices and platforms are used, such as iPhone 
or Android, as well as the testing requirements of each.

A Bug is a Bug in Every Language 
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Which Software Development Approach: 
Agile or Waterfall?
Many software developers and manufacturers are under 

increasing pressure to reduce the time-to-market and cost 
when introducing new products and features.  Compressing 
software development cycles and accelerating new product 
launches are critical. To speed up the development process, 
many software developers are switching methodology from 
the traditional waterfall approach to an agile model. A key 
driver for implementing agile is to bring software products 
and updates to market faster. Waterfall development follows 
a linear approach in terms of planning, budgets and time-
lines and can be rigid and inflexible. 

Agile is a group of software development methods, prin-
ciples and tools based on iterative and incremental devel-
opment.  Agile anticipates the need for flexibility, takes a 
practical approach to development and the process becomes 
continuous. As a consequence, the notion of how bugs are 
understood and handled must be re-evaluated in an agile con-
text, even the approach to application or system localization 
must be reconsidered in an agile context. 

A bug in an agile context is often defined as an option to 
change the application or system. It is added to a queue and 
prioritized appropriately. In the agile world, a bug is catego-
rized and actioned based on how critical it is. Agile runs on a 
concept of regular releases, which alters how bugs are filtered 
into the development environment. Each bug must be consid-
ered on its own merits and a decision made about if and how 
it will impact the current release cycle. 

Agile Development Requires Agile Localization
With agile replacing waterfall in many development teams, 

the concept of traditional localization test cycles has been 
turned on its head. Agile runs on a concept of regular releases 
so agile localization must follow suit.  The localization 
workflow must be adapted to fit the agile development cycle, 
including the test phases and the expectations. 

In many ways, agile forces the localization effort and the 
development effort to become meshed. It also changes the 
philosophy on how a quality deliverable is defined. Put sim-
ply, there is a window to test, a window to report and action 
bug fixes, and everything that falls outside this window 
joins a queue. When this meshing is not fully understood or 
followed, it can place considerable pressure on the overall 
success of the model. If the team is releasing a new update to 

market every month, identifying all localization bugs needs 
to be prioritized as part of the process.  Bugs join a list that is 
regularly reviewed and updated.

Global anti-virus and computer security company, 
F-Secure, introduced agile localization in 2005. Welocalize 
and F-Secure have worked together to introduce an agile 
localization process for software, online and help documen-
tation, FAQs and logs. An advanced number of set hours 
per week are agreed and content for translation is issued by 
F-Secure in weekly “kits” to Welocalize. The Welocalize team 
are pre-booked and regularly engage with F-Secure, meaning 
good knowledge of the F-Secure business and product range, 
fast turnaround time and any linguistic bugs in the language 
variants are identified and fixed earlier. 

This approach results in a cohesive team, made up of 
experts from the client and language service provider (LSP). 
Because the team works together on a regular basis with 
good communications, the software localization process is 
timely, consistent and predictable. Expectations are clear. 
This in turn means localization becomes an integral part of 
the overall development cycle and is moved upstream.

There is often great pressure to reduce testing time and 
effort without compromising quality. Hunting and test-
ing for software bugs is crucial to the success or failure of 
any global technology launch. Concepts such as upstream 
testing and smart testing are gaining much more trac-
tion. Instead of just navigating the product, the value lies 
in applying logic and probability to the decision-making 
process on how best to use a compressed testing window 
for identifying software bugs. This must be integrated into 
the overall business strategy for any software manufacturer 
and global technology company.

Welocalize Software Localization and Testing Services
Welocalize has a global testing team, based at two key 

locations, Jinan, China, and Portland, Oregon. Both testing 
laboratories have the relevant skills and expertise to perform 
user acceptance, functional and localization UI testing for a 
wide range of platforms and devices. 24/7 testing for operat-
ing systems, mobile devices and applications, browsers, 
web solutions, virtual, desktops and servers, e-learning and 
cloud-based solutions.

Welocalize, Inc., founded in 1997, offers innovative trans-
lation and localization solutions helping global brands to 
grow and reach audiences around the world in more than 
125 languages. Our solutions include global localization 
management, translation, supply chain management, 
people sourcing, language services and automation tools 
including MT, testing and staffing solutions and enter-
prise translation management technologies. With over 600 
employees worldwide, Welocalize maintains offices in the 
United States, UK, Germany, Ireland, Japan and China.

http://www.welocalize.com
http://www.multilingual.com/whitepapers
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Unclear instructions cause accidents
Human failures cause accidents. “Typical examples of 

immediate causes and contributing factors for human fail-
ures are… missing or unclear instructions” (www.hse.gov.uk/
humanfactors/topics/core2.pdf).

Think about this sentence: “Find the person on the hill with 
a telescope.” These interpretations are possible:

• A telescope and a person are on a hill. Find the person.
• A person is on a hill. Use a telescope to find the person.
Think about this sentence: “Replace the bolt in the cover.” 

These interpretations are possible:
• Put the bolt back in the cover.
• Remove the bolt and put a new bolt in the cover.

STE helps to make text clear
Possibly, the context helps a reader to know the correct 

meaning of text. However, a safer option is to make sure that 
text has only one meaning. STE helps to make text as clear as 
possible.

The specification for STE is ASD-STE100 (www.asd-ste100.
org). ASD-STE100 is an international specification for the 
preparation of maintenance documentation in a controlled 
language. The specification has these parts:

• A dictionary of words and their meanings
• A set of rules for writing
Many maintenance engineers use English as a second lan-

guage. They are intelligent people, but they do not all know 
English well. STE uses simple words and simple sentence 
structures.

The dictionary contains a list of words that a writer can use. 
For example, a writer can use ‘make sure’, but not synonyms 
such as ‘verify’, ‘check’, ‘confirm’ or ‘ensure’.

Usually, each word is permitted for only one part of speech. 
For example, the word ‘oil’ is specified as a noun:

• “Oil the valve” is not permitted, because in this sentence 
‘oil’ is a verb.

• “The oil is dirty” is permitted, because in this sentence ‘oil’ 
is a noun.

Each word has only one meaning. For example, the verb ‘to 
follow’ means ‘to come after’. ‘To follow’ does not mean ‘to 
obey’. Instead of “Follow the safety instructions,” write, “Obey 
the safety instructions.”

The rules for writing specify the structure of the text. For 
example, an instruction must have no more than 20 words. 
(This rule puts a number on the plain English guideline to keep 
sentences short.)

Tenses are restricted. For example, a writer must not use the 
present perfect tense. As an alternative, write the sentence in 
the simple past tense:

• “We have received the technical reports from HQ” is not 
permitted, because the tense is the present perfect tense.

• “We received the technical reports from HQ” is permitted, 

because the tense is the simple past tense.
Each organization has its own special vocabulary. Therefore, 

STE lets an organization create a dictionary of approved verbs 
and approved nouns.

STE in your organization
If management decides to use STE, a possible problem is 

resistance from writers. Many writers do not want to use a 
controlled language, because a controlled language restricts 
their creativity. At the Technical Communication UK Confer-
ence in 2010 (http://technicalcommunicationuk.com), Mike 
Unwalla asked 39 technical writers whether they use a con-
trolled language such as STE. One person lifted his hand. 
Then, Mike asked who wanted to use a controlled language. 
The person lowered his hand. Not one person wanted to use a 
controlled language.

To write STE correctly, software is not necessary. However, 
software is very useful. Although the STE rules are simple, the 
specification contains many thousands of terms (keywords). 
To remember all the rules for all the terms is difficult. For 
example, is the term ‘fluid’ approved? If ‘fluid’ is approved, is it 
a noun, an adjective, or both? Without software, a writer must 
frequently refer to the specification to make sure that a term is 
used correctly.

Before writers can use software effectively, the software 
must ‘know’ about the technical terms that your organization 
uses. The management of terms is difficult, and can prevent 
an organization from using STE. Ideally, as a minimum, your 
organization must keep a record of these things:

• Approved nouns and approved verbs
• Not-approved synonyms of the approved terms
• Examples of correct text and incorrect text.
A useful ‘Comparison Guide to STE Checker Tools’ is avail-

able from Argos Translations (http://ste.argostranslations.com/
downloads/). The guide compares four language checkers for 
STE. Other software is available. For a list of language checkers 
for STE, refer to www.techscribe.co.uk/techw/asd-simplified-
technical-english.htm#language-checkers.

Increase the clarity of text by using ASD 
Simplified Technical English (STE) 

TechScribe designs and develops user documentation for 
software and IT systems. Documentation from TechScribe 
lets people use software effectively, which decreases 
support costs, increases efficiency, and helps people to 
conform to operational standards. TechScribe uses STE. To 
make sure that text conforms to STE, TechScribe developed 
a term checker for STE.

http://www.hse.gov.uk/humanfactors/topics/core2.pdf
http://www.hse.gov.uk/humanfactors/topics/core2.pdf
http://www.asd-ste100.org
http://www.asd-ste100.org
http://technicalcommunicationuk.com
http://ste.argostranslations.com/downloads/
http://ste.argostranslations.com/downloads/
http://www.techscribe.co.uk/techw/asd-simplified-technical-english.htm#language-checkers
http://www.techscribe.co.uk/techw/asd-simplified-technical-english.htm#language-checkers
http://www.techscribe.co.uk
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Latin America is one of the world’s fastest emerging 
markets. More than half of the region’s 600 million 
people are under 30, the middle class is growing 

rapidly, and 94% speak Spanish or Brazilian Portuguese, 
so localizing into just two languages effectively covers 
the entire continent! Compare it with the European Union, 
which has a smaller population of just over 500 million 
and 24 official languages. No wonder the region is attract-
ing more and more interest from global operators across all 
vertical markets. Brazil has become a key market, making 
Brazilian Portuguese a top priority for translation/localiza-
tion. The same goes for Spanish, whether “neutral Spanish” 
(a single version targeted for use in all Spanish speaking 
locales), “Latin American Spanish” (a single version tar-
geted for Latin America as a whole), or adapted to one or 
more individual target markets. 

Getting it right is not always easy though. Latin America 
is renowned for political and economic instability, and 
this has left its mark on each of its 26 nations in one way 
or another. Significant progress has been made in the 
last decade, but the stark social contrasts between ultra-
modern business centers to the favelas of Brazil and their 
equivalents in other countries, demonstrate that the gap 
between rich and poor remains a key obstacle to over-
come. The language industry has also developed signifi-
cantly over the last decade. In some ways it remains highly 
fragmented with large numbers of freelance resources and 
many small operators with limited infrastructures. How-
ever, we have seen some language service providers (LSPs) 
emerge as regional leaders, with in-house employees (not 
only linguists, but also professionals with complementary 
skills such as project managers and technical specialists), 
modern technology solutions, well defined processes, etc. 
As a way to get a brief overview of regional LSP distribu-
tion, let’s take a look at the number of GALA (Globalization 
and Localization Association) members. Brazil, the largest 
Latin American economic market currently has five GALA 
members headquartered in the country, which doesn’t 
compare favorably with the 13 in Russia, a similar sized 
emerging market. Mexico, the second largest, only has two, 
reflecting the aforementioned fragmentation, as is the fact 
that Argentina is the only other country in Latin America 
with GALA member companies. Argentina does however 
represent a notable exception, as it has no less than 15. 
The reasons for Argentina’s dominance include access to 
qualified resources, courtesy of translation degree courses 
being offered in many national universities; its European 
roots and leading position for linguistic development in 
Latin America making it an ideal location for producing 
“neutral Spanish”; and the emergence of software localiza-
tion companies from the late 1980s and onward, all having 
combined to create a vibrant local language industry.

The broad supply chain spectrum tends to fuel the 
traditionally high price pressure in the language industry, 
especially in combination with the common misperception 
that Latin America remains a low-cost region, and therefore 
often gets undersold in competitive bidding. Although some 
costs still compare favorably to Europe and the US, many 
others do not. When it comes to technology, for example, 
which has become an increasingly significant cost factor for 
LSPs, purchase prices for all types of computer and techni-
cal equipment are much higher. Brazil — the biggest single 
market of the region — is by no means a low-cost country. 
The “Big Mac index” published by the Economist may not 
be strictly a scientific economic indicator, but it is never-
theless a widely recognized indicator for comparing cost 
levels and currency values around the world. According 
to this reference point, Brazil currently has the fifth most 
expensive Big Mac in the world. Only Norway, Switzerland 
and Sweden, alongside neighboring Venezuela (a political 
anomaly rather than a cost metric), are more expensive in 
the list featuring more than 120 countries. Wouldn’t you 
too have expected a Big Mac to be more expensive in Ger-
many, Denmark or Japan than in Brazil?

In order to unlock the undisputable potential of Latin 
America, translation and localization buyers need to ensure 
results are achieved and objectives met. There is no short-
age of “budget” options available due to the market condi-
tions, but smart buyers will: a) look for best overall value, 
rather than lowest price per word, when selecting providers 
— taking into account internal management, administration 
and post-processing costs; and b) find an LSP that not only 
understands translation/localization, but can also relate to 
company objectives and has the know-how to successfully 
convey these to the Latin American market. 

Unlock the potential of Latin America!

RoundTable Studio specializes in translation for the Spanish 
and Brazilian Portuguese language markets and we are 
focused on optimizing client value by offering an unbeatable 
blend of service, quality and cost. With production centers 
in Buenos Aires, Argentina, and Porto Alegre, Brazil, and a 
further business and project management hub in Spain, we 
offer a solid infrastructure with a large team of linguists, 
project managers and technical staff. 
Web: www.roundtableinc.net, Email: info@roundtableinc.net
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M In Every Language, we’ve started television app translation for 
Apple and Amazon Fire TV. We have to think beyond the phone 
when it comes to apps, just like our clients need to think 
beyond English. The fact that some of us are already moving 
beyond that means early adoption, as a phase, is over. On the 
Rogers innovation adoption lifecycle bell curve, this means 
mobile app localization has passed on to the pragmatists and 
will soon hit mass market with the conservatives. So mobile 
app localization is still a wave of the future, but in that Disney 
World Epcot kind of way — imagined, but already now. Think-
ing about what we translate for phones is today and tomorrow, 
but it may not be the day after, and the day after tomorrow is 
what I try to write about in “Macro/Micro,” at least when I can.

The thing is, it’s not the what that matters when we think of 
mobile, but the how. In a world where the cell phone has grown 
so elemental that most Americans are lost without one, both lit-
erally and figuratively, can translation survive stuck on a laptop?

I’m a fan of a big screen. Don’t get me wrong. Heck, there are 
some thought processes — anything involving math, for example 
— where I personally still insist on using pen and paper. And 
as Nataly Kelly’s June 19 HuffingtonPost.com article disclosed, 
there are still far too many translators out there who won’t 
even use translation memory. The idea of getting a translator 
to work on a mobile phone when you can’t even get him or 
her on a computer-aided translation (CAT) tool is like asking a 
man to marry you on the first date — way too much too fast. 
But as many have been swift to point out, not all translators fit 
the persona stereotyped in Kelly’s article. Those of us who do 
realize that the future is now need translation processes to keep 
up. After all, if I can operate my office elevator, make a bank 
deposit, hail a cab or buy a wedding gown all from my phone, 
why shouldn’t I be able to translate on it too? 

By 2016, it’s predicted that 90% of all US college students 
will own a smartphone. By contrast, Ball State University reports 
that roughly only 30% of its students own a tablet. Translation 
students today become translators tomorrow, and our processes 

More Africans have a mobile phone than a 
toothbrush. And 75% of Americans bring their cell 
phone with them into the bathroom. According to 
the International Telecommunication Union, there 
are 6.9 billion cell subscriptions worldwide. Clearly, 
mobile has permeated our lives. 

If you think about how mobile impacts us here in the world 
of translation, it’s easy to realize the cell phone’s growing prev-
alence impacts the type of translations we perform — client 
assignments should become increasingly more for mobile apps 
and less for long user manuals, more for mobile-optimized 
websites and less for PDF printed brochures. But mobile as a 
medium doesn’t mean that translation needs for traditional 
document translation will go completely away and, while the 
acceleration of the app introduces a new assignment type, the 
cell phone’s greatest impact on localization has little to do 
with the type of assignments we receive.

In this column, I actually try to forecast trends before they 
hit translation and guess which way they will go, kind of 
like watching the hard-to-predict Plinko gameboard after a 
contestant has just dropped a chip at the top of this board on 
the TV gameshow “The Price Is Right.” The chip on mobile was 
dropped long ago. Smartling’s been around for four years, long 
enough to see competitors such as Applingua, Ackuna and 
others hit the scene as translation management platforms for 
apps. When a trend has been around long enough to be copied, 
suffice to say it’s become commonplace, if not passé. While not 
every language service provider is yet with the program, mobile 
app translation has now become common enough that we’re 
looking for a new boundary to push, a new chip to fall. Here at 

Terena Bell is CEO of In Every Language. She formerly served on the GALA 
board and currently serves on the White House Business Roundtable.

Macro/Micro        Terena Bell

The how of mobile 
localization
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will either be ready for their technology 
expectations or they won’t.

Of all the CAT tools on the market, 
WordFast is really the only one that saw 
this coming. Headquartered in Paris, 
France, the translation memory maker 
debuted WordFast Anywhere in May 
2010. Before translation can come off the 
laptop, translators have to stop saving all 
their data on a laptop. Designed to help 
translators quite literally work anywhere, 
WordFast’s tool was the first to notably 
push translation into the cloud. And 
making the cloud possible means making 
cellular processes possible.

That was 2010. Since then, though, 
there’s been relatively little by way 
of smartphone translation workflow 
development. If we go back to the Rogers 
curve, WordFast would therefore be a very 
early adopter, so early that others in the 
field still have a chance to be early too.

The Rosetta Foundation is one of 

those others. In July, the Irish-based 
nonprofit released Kanjingo, its own 
iPhone app designed specifically for 
translator post-editing. Developed in 
partnership with the Center for Next 
Generation Localisation (CNGL), the app 
is “intended to enable and assist with 
volunteer translation projects, particu-
larly in crisis situations and in economies 
where people generally do not have 
access to computers but may have access 
to a smartphone,” according to CNGL’s 
Joss Moorkens. This move makes perfect 
sense. The Rosetta Foundation’s whole 
mission is to make use of translation as 
a way to provide health and educational 
information to those in impoverished 
and under-developed areas. If a transla-
tor in Africa does not have a laptop, only 
a smartphone, he or she must therefore 
translate upon that phone.

Through making the translation pro-
cess available to this subset of transla-

tors, The Rosetta Foundation is not only 
making it easier for their translators to 
operate, but is economically enabling a 
continent and is pushing the rest of us 
to innovate. If they, who make or charge 
no money, are able to do this, what 
is taking those of us in the for-profit 
world so long?

Don’t get me wrong. My own com-
pany is jumping on the app localization 
bandwagon and translating the heck 
out of those things. And there’s still a 
lot of dialogue there to be had — devel-
oping best practices and whatnot — 
when it comes to translating for mobile. 
But I really would like to challenge the 
localization industry to stop thinking 
about what we do so much as how we 
do it. If we had to start translation all 
over, and the only place we could do it 
was on a phone, how would workflow 
look? How would CAT tools change? How 
would we do it?   M
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The linguistic quality paradox

Rebecca Ray

MMany products and services are now deliv-
ered in 11 to 20 languages at first release. 
The list of languages often includes not only 
Chinese, Japanese and Korean, but also Indo-
nesian, Russian and Turkish. It can be a real 
challenge for both translation buyers and lan-
guage service providers (LSPs) to guarantee an 
acceptable level of quality. 

Surprisingly, large quality assurance budgets don’t always 
equate to meeting customer quality preferences. Language 
teams, whether on the buyer or supplier side, tend to spend 
a lot of time and money on linguistic quality. That’s in spite 
of the fact that data demonstrates that no one-to-one link 
exists between price and translation quality. Instead, par-
ticipants describe a much larger web of critical business and 
process variables that affect translation deliverables.

Worst of all, the investment in quality is often made with 
no input from real prospects and customers. It takes place at 
the end of the process through linguistic quality assurance 
programs in the form of multiple in-country reviews. How 
can teams let go of this downstream process in order to 
have a much greater impact on quality upstream?

Beware of conflicting views of quality. Unfortunately, 
a translation team’s definition of high quality — even if 
it's vetted through service providers, local partners and in-
country reviewers — does not always match the prevalent 
view held by their prospects and customers in a given mar-

ket. If you maintain a large stable of internal or external 
reviewers who apply more or less the same quality filters 
regardless of content type to most local markets, you can be 
sure that you are spending more money than you should on 
quality reviews. At the same time, your company is prob-
ably failing to meet local market expectations worldwide.

Keep in mind that adding external resources and money 
won’t solve it. Some companies think they can solve the 
quality problem by simply hiring more outside reviewers 
or throwing more money at the issue. Avoid waiting until 
your budget grows to a point that it attracts the attention of 
your chief financial officer. The last thing you want is for 
someone else to mandate cuts that will affect your ability to 
scale linguistic quality assurance.

Reconsider your organization’s real goals in the realm of 
quality. What phrases do you choose to describe how you 
handle linguistic quality when speaking with colleagues and 
executives? If you say, “highest quality possible within bud-
get” or “we’ve solved that issue with outsourced review teams,” 
then it’s time to take a step back to focus on who should be 
setting your quality specifications. It should be your prospects 
and customers who ultimately determine the appropriate level 
of quality for delivery, not third-party review teams or in-
country staff delivering their version of the best quality.

To do this, tune in to customer expectations at the local 
level. Far too many organizations implement linguistic 
quality assurance programs in a cloistered mode, limit-
ing their ability to reach out to the real people who use 
their products and services. In some places, it may be more 
important to have a higher volume of content translated 
into the local language with a few errors, rather than to 
deliver small volumes, albeit perfectly translated. In other 
markets, additional or more advanced features of your 
product or a premium level of customer service may be 
what the customer really wants.

Make sure you reach out to your prospects and customers 
directly. They have found you, so you should be able to find 
them. They are out there and willing to talk, once you find 

Rebecca Ray is a senior analyst at the market 
research firm Common Sense Advisory. Her 
primary research focus includes enterprise 
globalization, social media, multilingual 
SEO and global product development.
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ways to engage with them on their own 
turf and ask questions. Consider social 
media platforms, conferences, transla-
tion crowds, user groups, buyer coun-
cils or even internet cafés, which are 
still very popular in many parts of the 
world. If you haven’t done so already, 
employ your translation and localiza-
tion partners to help you obtain feed-
back from consumers on the ground.

Additionally, ask what market-
ing has done for you lately. Product 

managers and in-country marketing 
managers may be able to provide valu-
able insight regarding local views on 
linguistic quality. They may even con-
nect you to customers willing to share 
their opinions. If your marketing team 
is not tracking the websites, advertis-
ing and social media of your strongest 
local competitors, push them to do 
so by sharing a few critical questions 
related to linguistic quality. In the end, 
the language service team should not 

be blamed for low product sales due to 
linguistic quality, when the real issue 
is a lack of proper adaptation of the 
product or content for the local market 
in question.

Make it a priority to decrease 
your participation in linguistic qual-
ity assurance over time. Buyers of 
language services are already scaling 
back their involvement in linguistic 
quality assurance processes, and you 
can, too. They are reaching this goal 
by making it clear to their partners 
that final quality is their responsibil-
ity and setting up metrics dashboards 
to track this area. At the same time, 
they are making sure that style guides, 
glossaries and translation memories 
are strictly maintained on a timely 
basis and made available to all stake-
holders when needed.

Linguistic quality should not be a 
straitjacket, applied to all content and 
all markets in the same way. Throwing 
money and external resources at the 
overabundance of content required 
on numerous delivery platforms just 
won’t scale over time. Rather than 
emphasizing the downstream role 
of an in-country review team and 
expecting them to “save the day,” lan-
guage teams need to build processes 
that allow their prospects and custom-
ers to be the ultimate gatekeepers of 
quality.  M

A large web of variables affects translation quality.
Source: Common Sense Advisory, Inc.

Translation & Localization

Outstandi
ng

Localizat
ion

Itranslation and localization 

Iproofreading 

Icompany-specifi c glossaries 

Ipost-editing services

Iproject management 

Idesktop publishing 

Your German Language 
Specialist

Cologne, Germany                 Tel +49(0)221 801 928-0                 www.rheinschrift.de

http://www.rheinschrift.de
http://www.multilingual.com
http://www.rheinschrift.de


22

In
du

st
ry

 F
oc

us

|  MultiLingual  December 2014 editor@multilingual.com

Evaluating quality in translation

Attila Görög 

T“The proof of the pudding is in the eating." 
This old saying dates back to the seventeenth 
century and is widely attributed to the Spanish 
author Miguel de Cervantes in his world-famous 
novel The Ingenious Gentleman Don Quixote of 
la Mancha. It can be paraphrased as “you can 
only say that something is a success after it has 
been tried out." Applying it to translations you 
could say: “the test of a translation is in its use." 

The changing perception of translation quality has 
received much attention in both academia and industry 
in recent years. In the past, human or publication quality 
was the only target for translation buyers and vendors. 
One translator said on a translation forum a couple of 
years ago: “When I translate, my main aim is to produce 
a document which reads as if it were originally written in 
English." Though high quality is the target for most transla-
tors, some of today’s customers may want something else. 
Also, a translator's work might be excellent in terms of 
fluency (meaning it sounds natural or intuitive), but how 
about the adequacy of the translation (and its fidelity to 
the source text) or errors made based on an error typology 
(such as terminology, country standards and formatting)? 
The translation can be of a very high quality according to 
some standards and be a bad translation according to others. 
In other words, fluency is just one side of a coin that comes 
with multiple sides.

Compliance versus acceptance
Today, there is an increasing appetite for a new approach 

to quality within the industry. Quality occurs when the cus-
tomer is satisfied. As a result, translation quality evaluation 
needs to refocus on a number of cost-effective, practical 
issues. First of all, a translation is expected to fulfill certain 
basic criteria in order to satisfy the average user. For this 
reason, each evaluation project should measure the degree 
of compliance between translated content and a benchmark 
that is based on predefined — and hopefully in the future 
standardized — quality levels.  These could vary based on 
publication quality, expert quality, human quality, tran-
screation, full post-editing, light post-editing, raw machine 
translation (MT) output and so on. These quality levels, or 
quality types, if you will, should be specified beforehand by 
the customer. It adds to the confusion that many of these 
quality levels are undefined, vague and hard to measure. 

Note that I’m now focusing only on compliance and 
not on acceptance. Compliance does not necessarily mean 
acceptance by the customer or the user. A pudding can be 
a perfect pudding according to certain standards, but if the 
person eating the pudding is not satisfied with the taste, the 
smell, the packaging, the price or anything else because of 
some personal preference, the product I deliver is simply not 
satisfactory. It's a good pudding according to some criteria 
but it's not according to others. In order for it to be accepted, 
it also needs to fulfill additional user specific requirements. 

In the past, compliance wasn't really a problem. Buyers 
paid for (and expected to receive) translations that “read as 
if they were originally written in the target language.” As a 
result, vendors could mainly focus on acceptance or special 
requests: deliver faster, use short sentences, use the client 
specific glossary, avoid negations and so on. Today, even 
compliance becomes an issue. How can we make sure we 
provide the right quality? A one-taste-fits-all approach to 
puddings or a one-quality-fits-all approach to translations 
is not a satisfactory model any longer due to changing user 
needs, purposes, technology and budgets.

Attila Görög specializes in post-editing 
machine translation, terminology, quality 
evaluation, standardization and the reuse 
of translation material. He is currently a
product manager at TAUS. 
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One way of accounting for this is to 
ask the consumers what they like. Let 
them taste the pudding first before we 
go on producing it in large volumes. 
The question is: who are they? The 
answer could be the customer (cus-
tomer feedback is certainly valuable), 
an undefined crowd (large and ad hoc 
group of users and nonusers), a com-
munity (more specific group of users) 
or a selected user-group (even more 
specific and smaller). People, however, 
differ in their taste and you can only 

satisfy the majority. You need to find 
out about the taste of the “average” 
end-users visiting your website, buy-
ing your product, reading your market-
ing text and using your software. We 
live in a personalized world. Now that 
we've mentioned puddings, through 
cookies, web content is packaged to 
our personal needs and preferences.

Living in the country of tulips, I’ve 
learned one thing. The bulb of a tulip 
is very important. It provides the stor-
age where nutrients are retained and 

kept safe for the future. Just like the 
plants themselves, bulbs differ in form, 
size and quality: usually, the bigger 
the bulb, the more nutrients it contains 
and the larger the plant and the flower 
it produces. If you want to augment 
your chances of growing a nice tulip, 
get a big bulb. Size does matter — at 
least when it comes to tulips. And 
there is a minimum bulb size that can 
be sold on the market. This is measured 
in zift (Figure 1). This measurement is 
used internationally to determine the 
quality and the price of each bulb. 
And, of course, there is also an average 
size. An average zift size for tulips, for 
instance, is 11-12, which means that 
the circumference of the bulb is 11-12 
centimeters. 

There are two types of translation 
vendors today. The first type has a 
traditional view on quality. They 
advertise the quality level of their 
services with superlatives. They make 
sure that you know they always pro-
vide top quality translations and their 
services conform to all existing qual-
ity standards. They are like the flower 
shop selling only the biggest and most 
expensive bulbs. There is now a sec-
ond, emerging group of translation 
service providers offering a progres-
sive view on quality. They provide 
multiple levels or types of quality and 
related pricing. Very often, they use 
various processes and even different 
personnel to ensure that the targeted 
quality is reached in the most effec-
tive way and, consequently, within the 
budgetary restrictions of the client. 
Translations are just like tulip bulbs, 
aren’t they? The problem is, common 
standards for measuring translation 
quality in a reliable way are missing. 
There are no international metrics or 
benchmarks to compare different lev-
els of quality. However, the Dynamic 
Quality Framework (DQF) industry 
standard, launched in 2011 by TAUS 
and co-created with over 50 compa-
nies and organizations, is definitely 
a candidate for becoming an inter-
national standard. Chances are that 
this initiative will be internationally 
recognized in the near future.

To draw a parallel with the zift 
method applied in the flower industry, 
we could define the minimum require-
ments for a translation (compliance) 
and add user preferences (acceptance).  

Figure 1: A tulip bulb is measured in zift.
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We could also specify an average 
score for translations by calculating 
industry averages for quality evalua-
tion (QE) on translations passing the 
minimum threshold. This way, we 
would be able to deliver superb, aver-
age, good-enough quality and every-
thing in between. With puddings, user 
preferences are expressed in the form 
of specifications, such as that it should 
be sweeter than the norm, darker or 
thicker. When speaking about trans-
lations, we can specify the necessary 
criteria for compliance by calling it 
an “average." But a better way is to 
apply a metric — perhaps a mixture of 
adequacy, fluency and error typology 
— and specify a minimum threshold as 
well as an average score for that type 
of content. Everything above the aver-
age score is personal preference, and 
should be paid extra for. Everything 
below qualifies for a discount. But how 
do we come up with the right metrics 
and the right benchmarking? And how 
do we provide thresholds for the dif-
ferent levels of quality, from MT raw 
output to publishable translation?

Translation as a five-star hotel
Let's forget about puddings and 

tulips and consider another example, 
now from the hospitality industry: 

hotel rating. A national body defines 
the requirements a hotel needs to 
fulfill in order to obtain a number of 
stars. Under one star, we talk about a 
bed and breakfast, a hostel or a camp 
ground, but not about a hotel. Why 
not do the same with translations? The 
budget or basic quality translation is 
one star. Comprehensibility would be 
a right criterion for this basic level. 
Gisting is another word that comes to 
mind in this context. There are differ-
ent evaluation types that can be useful 
here such as readability or usability. 
Under one star, the translation is not a 
translation anymore since a large part 
of the text is incomprehensible. To be 
at least one star you need to score a 
minimum on some standard metric. 
For two stars you need a higher score. 
If customers want a five-star transla-
tion, they need to pay for it. Do they 
want it at record speed? They will pay 
more. They have a lower budget? You 
offer a three-star translation. This 
may sound absurd, but that's where 
the industry is heading right now, and 
with a good reason.

One method of choosing the right 
type of evaluation or the right mix 
of metrics is profiling content based 
on utility, time and sentiment. Utility 
refers to the relative importance of the 

functionality of the translation; time is 
the speed with which the translation is 
required; and sentiment refers to the 
importance of impact on brand image, 
meaning how damaging low quality 
translation might be. According to 
Sharon O’Brien’s article published in 
the January 2012 issue of The Journal 
of Specialised Translation, “A dynamic 
Quality Evaluation model should cater 
for variability in content type, com-
municative function, end user require-
ments, context, perishability, or mode 
of translation generation."

As mentioned previously, once we 
have specified a basic level, we need 
to come up with an average score for 
translation quality. The only way to 
create an objective benchmark is by 
collecting a large number of evalu-
ation data obtained from different 
evaluators, from different domains, 
genres, language pairs and so on. 
Human evaluation remains subjective 
unless you have gathered data from a 
large amount of users. Is community 
evaluation the way to go?

Community evaluation
Last June, a number of participants 

from the TAUS QE Summit took up the 
challenge to define best practices for 
community evaluation of translations. 
Community evaluation involves cap-
turing the target audience preferences 
by actually crowdsourcing the QE pro-
cess itself. What you want is that the 
quality of the content meets the expec-
tations of customers and users and you 
also want to engage these groups in 
the production cycle to increase brand 
loyalty and help sharpen the focus of 
your offering or content.

This type of evaluation usually 
involves opening an online collabora-
tion technology process for volunteers 
to help review translated content. These 
volunteer evaluators build a collabora-
tive community where they participate 
as reviewers — of the content and often 
of one another — and their work becomes 
visible immediately. By the way, the 
term community seems to be preferred: 
it suggests coherence. People like being 
part of a community. Even if you start 
with a “random” crowd, the objective 
should be to build a community.

But wait a second! Can I trust 
crowdsourcing? How do I make sure 
the evaluation provided is on par 
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with professional evaluation? In a 
recent paper entitled “Crowdsourcing 
for Evaluating Machine Translation 
Quality,” Shinsuke Goto, Donghui Lin 
and Toru Ishida of Kyoto University 
undertook a pilot for crowdsourcing 
MT quality evaluation for Chinese to 
English translations. They compared 
crowdsourcing scores to professional 
scores and found that the average 
score of crowdsourced (or commu-
nity) evaluators matched professional 
evaluation results.

The reason evaluators choose to 
join the community can vary. It can be 
because of an emotional bond with the 
content, pride in one’s native language 
or just for the sake of practicing lan-
guage skills. In big international com-
panies, communities can be formed 
from very interested users. Evaluation 
can also be passed on as a game. Know-
ing your community will enable you to 
choose the trigger that works best.

Why another standard?
Collecting evaluation data on as 

much content, from as many evalua-
tors and sources as possible, will give 
us an idea of the thresholds belong-
ing to different levels of quality. But 
how do you prove that your transla-
tion reaches a given level? Is a quality 
mark for translations a viable option 
in today's translation industry? Of 
course, ISO standards and certificates 
to ensure quality are available. Why 
should we certify the product itself, 
the translation, if the language service 
provider (LSP) or its quality manage-
ment process already matches certain 
standards? My answer is: certifying 
the LSP or standardizing the process is 
just not enough. Technology changes, 
processes change and translators come 
and go. It might work if you do the 
certification every quarter or every 
month but even then, on the product 
level it’s unreliable. We need to know 
the exact quality of the final product. 

Moreover, the customer needs to be 
able to specify the quality level he or 
she desires and can afford. Most cus-
tomers have no clue what to say when 
you ask them about the quality level 
they want. As I mentioned earlier, there 
are vendors today offering translation 
services “tailored to your needs": from 
budget translations through first draft 
translations to professional translations 

and transcreation. Based on the content 
and the purpose, you pay for the quality 
level you choose. Some LSPs ask you 
to kindly specify the quality level when 
requiring a quote. The different levels 
may vary from free to expert transla-
tion, with a definition of the different 
levels. Yet another company introduced 
the translation strip ticket: “a quick and 
economical translation service for all of 
your short texts.” The same company 
is now hiring translation students for 
translating. I like the idea of choice 
here. You can choose to pay less and 
translate more at a lower quality level. 
You can save on some content and 
invest more in other content. 

My only problem again is: how do I 
know that the delivered quality is what 
I pay for? Can you prove that? Budget 
translation is too broad a category. The 
term light post-editing is too vague. 
Raw MT output varies from domain to 
domain. The price might be specific but 
not the exact quality I obtain for that 
price. It should be quantifiable. It should 
be comparable. Note: I'm talking about 
individual translations here and differ-
ent levels (types if you like) of quality. 
The process (use of MT, light versus full 
post-editing and so on) as well as the 
pricing won't prove anything about the 
quality level of the end product. 

Independent evaluation
An independent evaluation of trans-

lations is the only way to go to obtain 
a neutral quality mark for translations. 
There are two options to do that. One 
option is to use automatic evaluation 
that is based on a widely accepted stan-
dard and correlates well with human 
evaluation. Automated metrics such as 
BLEU, TER, GMT and so on compute 
how similar a translated sentence is to 
a reference translation or previously 
translated data. It is assumed that the 
smaller the difference, the better the 
quality will be. Automated metrics 
emerged to address the need for objec-
tive, consistent, quick and cheap evalu-
ations. The problem with these metrics 
is that they require a reference transla-
tion, which is unrealistic in an industry 
setting. They might be useful when 
training engines but when measuring 
and comparing the quality of the end-
product, they have a very limited use. 
And what is quality in computer-speak, 
anyway? What are these algorithms 
calculating, exactly?

A better option is to send the 
translation to a third party evaluation 
service — not an in-house reviewer, 
translator or another LSP, but a party 
that is vendor neutral and is using 
standard QE tools. I know, your first 
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reaction is probably: this would cost 
too much. And I agree, right now, it is 
still impossible to have each and every 
translation certified by a third party. 
Large and critical projects, however, 
would definitely deserve such treat-
ment. And there is something called 
automatic sampling, which helps 
reduce the cost by reducing the vol-

ume in a systematic way. Automatic 
sampling is to be added in the near 
future to the TAUS DQF platform.

There is nothing new under the sun. 
This approach to quality has actually 
been with us a long time. Just look at 
cars and houses and of course puddings. 
Prices have been set for each type of 
product based on the quality levels. Based 

on the quality (or the extra features) the 
price differs. In real estate, you can ask 
an independent agent to help you assess 
the quality or value of a house. Why not 
do the same for translations?

Translators as musicians
In the June 2014 HuffingtonPost.com 

article “Why So Many Translators Hate 
Translation Technology,” Nataly Kelly 
wrote that “Translators prioritize qual-
ity, whether the customer does or not. 
Ask a translator what kind of quality is 
acceptable, and a professional will tell 
you, ‘Only the best.’ Would a musician 
be happy with a subpar performance? 
No, and neither are translators.” Sure, 
translators might not like providing 
imperfect translations. But let’s face it, 
most translations are imperfect because 
there is a lack of time, lack of resources, 
we are all humans and the customer 
doesn’t want to pay for perfection.  
Would a musician be happy? Maybe 
not. But it’s the producer who decides 
when the recording is satisfactory and 
when the band is ready to leave the 
studio. 

Evaluating puddings and transla-
tions have one thing in common: you 
can't trust only one person's taste. 
What you need are many evaluators 
in order to avoid subjectivity and to 
obtain a valuable insight on basic and 
average levels of quality on mini-
mum requirements, compliance and 
acceptance. To be able to prove that 
you fulfill the minimum requirements 
of quality products, you need to cre-
ate benchmarks based on different 
attributes of your product. This is to 
be done by combining evaluation 
types and collecting huge amounts of 
evaluation data. Community evalua-
tion might be one way to go for the 
industry to harvest evaluation data on 
a large scale and to create benchmarks. 
TAUS took up the challenge to provide 
these benchmarks through its DQF 
initiative. Finally, to show that you 
provide the right quality, a translation 
quality mark acknowledged by the 
industry and provided by an indepen-
dent third party service would be the 
most credible way to go.

Who knows, maybe one day we 
will be able to assign a quality mark 
to translations automatically. But until 
then, the proof of the pudding remains 
in the eating.  M
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Selecting the most 
effective testing method

Andriy Lutsuk, Ihor Kuznietsov & Nazariy Popov

TToday’s IT world is experiencing rapid com-
petition growth, making it crucial for every 
software development company to perform at 
its peak. At this point, product quality can make 
an indisputable difference. On the other hand, 
due to the increasing tendency for process opti-
mization, the budget allocated for software test-
ing is often reduced. Therefore, many companies 
are now struggling to choose the right testing 
approach and maintain high-quality standards 
with regard to scope, cost and time given.

When it comes to product adaptation for local markets, 
the quality of localized product versions is another impor-
tant point to consider. Even if the source version has been 
tested carefully across its length and breadth, the localized 
equivalent will most likely behave incorrectly at first launch. 
This may occur due to the change of the installation envi-
ronment or be a result of modifications made to the product 
in the course of the localization process. Hence, there is no 
way to consider quality assurance as a “tick in the box” 
within the software localization lifecycle without the risk of 
negative impact on the final localized product and therefore 
the company’s reputation. 

Let’s have a closer look at the evolution of localization 
testing methods, following the recent industry changes and 

emerging trends. Localization quality assurance (QA) is 
mainly focused on product user interface (UI) checks, and 
there are two basic stages to be covered within this pro-
cess. The first is localization testing itself, aimed to validate 
the product’s integrity, performance and visual consistency 
compared to the original version. The second is linguistic 
testing — performed to ensure the product has no linguistic 
or language-related issues. Thus, to check the quality of one 
localized version, at least two specialists need to be involved: 
a QA engineer and a linguist. Consequently, the more target 
languages you are localizing into, the larger the amount of 
resources you need to allocate for the testing process. 

Moreover, there is a growing trend among software 
development companies to simship, meaning multiple prod-
uct versions are released simultaneously. 

As simship becomes the new normal, it brings up a myriad 
of new factors to consider. The testing and QA processes may 
be thoroughly reconsidered and restructured. In addition to 
that, there is an emerging tendency that the time to market is 
significantly reduced. So how can localization QA engineers 
meet all these challenges? 

There are different approaches to localization testing that 
can significantly reduce the time and costs spent on product 
localization, on the condition that you pick the correct one 
for your project. 

The choice fully depends on the peculiarities of the 
product itself, the number of target languages, the depth of 
localization and the type of issues you aim to find and fix at 
every stage of the process. 

Andriy Lutsuk is a senior localization engineer at ELEKS. He has more than six years of 
experience in software, multimedia and game localization. Ihor Kuznietsov is a localization 

project leader at ELEKS with more than eight years of industry experience. In particular, 
he works at localization and quality assurance automation. Nazariy Popov is the head of 
QA resource and development at ELEKS. He investigates new QA approaches and trends, 

implements strategic innovation for the company and assists in executing business plans.
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Manual testing
Let’s start with manual localization 

testing since it is considered the most 
conventional method. Manual testing 
requires a QA engineer performing 
test cases written in accordance with 
the product specification. While pass-
ing test cases, a QA engineer searches 
for product issues by comparing the 
actual result with the expected one, as 
defined in the product specification.

Test cases used for both functional 
and localization testing contain not 

only the repro steps — how to reproduce 
the bug — but also validation criteria, 
which can be of additional help when 
you test localization. After every step, 
a QA engineer checks the new window 
for possible localization defects. Con-
sequently, the role of a test case is to 
lead the engineer through the product, 
helping him or her to avoid skipping 
any functionality. 

This approach produces good results 
when all the product features are covered 
with test cases. It doesn’t matter what 

kind of technology was used for product 
development, as the QA engineer can 
always perform all the end-user actions. 
In addition to that, testing results can 
be analyzed on the go, another benefit. 
Even if the actual result matches the 
expected one, some other issues might be 
spotted; issues that were not supposed to 
be covered by the current test case. 

However, this approach still has some 
drawbacks. The main disadvantage is its 
resource intensiveness — manual test-
ing will most likely require a significant 
amount of time and human resources, 
especially for large-scale projects being 
localized into numerous languages. 

This is where automation comes in. 
Automation is intended to minimize 
human involvement and reduce the 
resources spent while maintaining a 
high level of quality. 

Automated testing
With the automated testing method, 

programming tools are used to run test 
cases and verify results. There are two 
basic approaches to quality assurance 
automation: testing on the code level, 
and graphical user interface (GUI) test-
ing. The example of the first approach 
is so-called unit testing. When it comes 
to GUI level testing, in most cases the 
actions performed by the QA engineer 
are imitated with the help of scripts. 
The scripts are usually integrated into 
a framework that can handle the test-
ing process, responding to the issues 
found and generating intermediate 
and final statistic reports. 

Figure 1: This picture shows the report generated by the framework designed to 
check a product’s UI for truncated strings and overlapped interface elements.
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An approach to automation frame-
work creation is usually based on tech-
nology applied to the development of 
the product itself. There are currently 
many solutions for automated testing, 
and all of them can be divided into 
three categories:

■■ Tools for desktop applications 
testing

■■ Tools for web testing 
■■ Automated testing of mobile 

applications
In reality, however, none of these 

solutions are universal. The main 
advantage of the automation approach, 
compared with manual checks, is that 
it enables companies to cut testing 
costs, provided the amount of work is 
large enough and a methodology of 
continuous integration is followed. 

The main expenses of automated 
testing are framework development and 
support. The cost of the testing process 
itself is reduced since the framework 
performs the work of several QA engi-
neers at once without any outer input. 
Still, in some cases it may be rather dif-
ficult, or sometimes even impossible, to 
cover all the functionality with the help 
of automated test cases due to certain 
product specific restrictions. 

As the script simulates the actions 
of the end-user, the automation shows 

good results when checking product 
functionality and behavior on the 
localized operating system. It is also 
important to understand that automated 
localization testing is the extended ver-
sion of functional testing, and therefore 

not only the correctness of the applica-
tion behavior is checked but also the 
way the UI elements are displayed. This 
is the most challenging part, as currently 
there is no solution that can ensure all 
the localized UI issues are spotted. 

Figure 2: A semiautomated 
approach to testing.
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In the left column of Figure 1, you 
can see a list of the dialogues verified 
by the framework. In this example, 
the framework has detected an issue 
with the truncated string in the Ger-
man localized version. As you can see, 
this defect is not that easy to spot by 
manual check due to the way the string 
has been cut. 

Unfortunately, such cases are quite 
frequent. The outcome of the script’s 
work may still require some additional 
analysis from the engineer’s side, to 
sift through all the false positives and 
possibly bring to light more issues that 
were not pinpointed automatically. 

In Figure 2, the semiautomated 
approach has been applied. The frame-
work doesn’t perform any checks; it 
only captures screenshots and gener-
ates a report. As you can see, the report 
contains both dialogue versions: the 
English and the localized one. This 
kind of report can be further analyzed 
by linguists to verify translation con-
sistency or by QA engineers to find 
typical localization defects. 

Even though the semiautomated 
testing approach doesn’t eliminate the 
manual factor, it still simplifies the 
process. Moreover, such reports will 
help to improve interaction with lin-

guists, since they don’t need to learn 
the product’s functionality, be able to 
reproduce a specific action or get the 
relevant dialogue box to appear. 

It’s all about finding the smart com-
bination of automation and human 
involvement that can help you get 
more reliable results maintaining a 
high level of cost effectiveness. Nowa-
days, more and more efforts are made 
toward achieving this goal. As a result, 
an innovative parallelism approach 
has been introduced and brought to 
the table. 

Parallel testing
Parallelism is a relatively new trend 

in QA, but it has already proven itself 
as a reliable and cost-effective solu-
tion for testing products localized into 
multiple languages. 

This approach incorporates a num-
ber of beneficial features from both 
manual and automated testing. Some 
of them we’ve alluded to previously — 
the number of QA engineers involved 
in the process get reduced, while the 
testing outcome results are available 
for analysis on the go. This approach 
will help significantly improve the 
level of the project’s coverage with 
test cases.

The main idea behind this method is 
to enable one person to cover the work 
of several people. It means that when 
a single QA engineer performs some 
actions on the tested product (often 
it’s the English version), all his or her 
activity is immediately replicated into 
the localized versions of this product 
installed on separate machines. 

Moreover, the engineer is able to 
monitor the work of all the versions 
and also capture screenshots and 
record video simultaneously. These 
screenshots and videos can be further 
analyzed by linguists or other QA 
engineers. 

The way the action is replicated 
depends on the software used. There 
are a number of different replication 
methods that allow imitating user 
actions with a high level of accuracy 
subject to UI characteristics and local-
ization peculiarities. It is clear that the 
more methods of replication are sup-
ported by the selected software, the 
more options are given to a QA engi-
neer (Figure 3). The classic approach 
is to use coordinated mouse clicks, 

Figure 3: Replication methods allow the QA engineer to perform actions across multiple PCs.

Figure 4: Example of a parallel testing process.
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which will most likely not be enough 
to cover all the product functionality 
with test cases. 

It is worth mentioning that incor-
porating parallel testing into a com-
pany’s QA processes won’t cause any 
major changes to the existing internal 
workflows. If no scripting skills are 
required here, the QA engineer who 
performs manual testing can work 
with parallel testing as well. As for 
automated testing, there should be a 
separate team with the corresponding 
scripting competence to develop and 
support a test framework, and this 
means more time and resources are 
spent.

Figure 4 is an example of the paral-
lel testing process displayed on the QA 
engineer’s PC monitor. 

In our case the English operating 
system is used as a source. We also 
have six controlled PCs here, replicat-
ing all the actions performed on the 
English version by the QA engineer. 
While passing test cases, the system 
can automatically capture screenshots 
and record video. In this case, the 
resource spending is reduced by almost 
six times, if we run test cases on six 

different versions of the product in 
parallel. And the main expenses here 
will be associated with the purchase of 
the parallel testing tool’s license.

Choosing an optimal 
project-based approach
Now let’s talk about strengths and 

weaknesses of the abovementioned 
testing approaches and try to define 
key criteria for choosing the one that 
suits your project the best.

The first selection criterion is the 
number of languages the product will 
be localized into. 

Figure 5 shows the relation between 
the number of languages for localiza-
tion and time spent on testing. This 
data has been collected in the course 
of a real project where we have 
implemented all three approaches: 
manual testing, automation and paral-
lel method. Evidently, manual testing 
shows a linear tendency: the more 
languages you localize into, the more 
time is spent on testing. Automated 
testing is more effective than manual, 
as long as you have more than five 
languages for localization. Otherwise, 
the expenses of the framework devel-

opment won’t get covered. Automation 
also shows better results compared to 
parallelism resource-wise, on the con-
dition that you localize your product 
into more than ten languages. Parallel 
testing, in its turn, can be an optimal 
solution for a project when the number 
of locales is between two and ten.

The second criterion is the resource 
pool. As we have already mentioned, 
to start working with the automated 
approach, you will need a separate 
team of engineers to work with the 
automated framework. Such special-
ists are more expensive than manual 
QA engineers. The budget of a small 
project will most likely fail to cover 
this cost. At the same time, manual 
and parallel testing do not require any 
special skills, so the QA staff will be 
able to handle their work with mini-
mum additional training. 

Last but not least is the peculiarity 
of the product itself. First of all, we 
need to take into consideration the 
release model. Under the linear release 
model, localized product versions are 
being signed off one by one with some 
time in between languages and that 
makes parallel testing inapplicable 

Figure 5: The relationship between the number of languages tested and time spent on testing.
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here. So, in this case, it’s better to use 
automation. However, presuming all 
the languages are released almost at 
once, automation and parallelism will 
suit the project best. 

Another factor to consider is 
the peculiarity of the software you 
need to test. There are some cases 
when automated or parallel testing 
approaches are simply inapplicable to 
the product and, on the other hand, 
some applications may be perfectly 
suitable for automation. The thing is 
that some consumer products tend to 
change a lot between versions, with 
concern to the UI especially. As for 
enterprise products, the updates are 
usually very thorough and seldom 
made. In the second case, automation 
will show the best results.  

As you can see, none of the 
approaches is universally advanta-
geous and the outcome differs from 
project to project. However, if you 
want to be able to pick the best test-
ing approach for your localization 
project, our tips would involve fol-
lowing these three simple rules:

■■ Keep pace with the innovation. 
It is important to keep a finger on the 
pulse of the latest technologies and 
emerging technology trends.

■■ You still need to combine test-
ing methods to achieve the best 
results. With a smart combination of 
the approaches, the project is more 
likely to be turned into a winning 
one. Remember, the more experience 
with different testing approaches the 
company has, the better solution it 
can offer to the customer. 

■■ Optimize your processes where 
possible. Over the last years, optimiza-
tion has become a fast-growing trend 
that can be put into practice almost at 
every stage of the software localiza-
tion processes resulting in significant 
time and costs savings.

Following these rules will help keep 
your company’s competence perma-
nently up to date and ensure your QA 
strategy is always smartly attuned to 
meet the needs of a specific project. 
Evidently, choosing the winning test-
ing approach requires a lot of analysis 
and a significant number of different 
factors that need to be taken into con-
sideration. However, this is the way to 
maintain high quality with the most 
efficient resource spending.  M
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Test management for large
translation workflow systems

Kerstin Berns

WWhen you’re looking at complex translation 
workflow systems with a high degree of pro-
cess automation, testing becomes an essential 
part of the implementation process. A well-
structured test procedure with predefined test 
scenarios and test cases is indispensable for 
meticulous test result documentation. It can be 
helpful to use a test management system, espe-
cially if there are a variety of people involved in 
the testing procedure. 
However, this does not replace the test plan and structure, 

which are always needed, never mind the system or form of 
documentation. Here is a rough outline of a test project for 
a large translation workflow system, laid out to explain the 
possibilities and problems and give you some ideas on the 
main aspects of translation workflow testing. 

Not only do large translation workflow systems often 
come with a substantial number of interfaces — to web 
portals, authoring systems, publishing systems, terminology 
management systems — they are also internally customized 
to the customers’ specifications. The implementation of a 
translation workflow system often happens in an IT project 
setting. An important segment of project time and resources 
should be planned for testing and approval of the finalized 
system, including all interfaces and customized features. 

Standard features of the new system, if any, do not need 
to be tested by the customers, since they are buying standard 
software and rightfully expect to receive properly function-
ing software in all standard aspects. However, all other func-
tions and features that are customer-specified need to be 
thoroughly tested and approved by your team of specialists. 
This is because only the people who specified the system's 
behavior and features really know what the system should 
and should not do. The worst thing that could happen is that 
you go live with the system and the essential process steps 
don’t work properly. Then you start losing data, time and 
money.

 
Test planning time and resources
A translation workflow system is usually tested on dif-

ferent levels — installation test level, performance test level, 
smoke test level, functional test level and so on. It is com-
mon for the technical test categories to be organized by the 
IT department of your unit or company. Often the IT depart-
ment will manage the test project or subproject and monitor 
the whole test process. It is very important, however, that 
functional tests are given a substantial part of the allocated 
time and resources in the test project. The task of creating 
functional test scenarios and cases, as well as the functional 
testing itself, should ideally be given to people familiar with 
the new translation workflow system and the customized 
processes and functions, namely the specialists who speci-
fied them.  

The classical test procedure consists of the creation of a 
test handbook as well as test concepts, scenarios and cases. 
A well-written test handbook is worth its weight in gold. It 
defines things such as the acceptance criteria for approval of 
the tested translation workflow software, meaning at which 
error margin the software will still be released or accepted. It 
also specifies the number of test cases necessary per feature 
or function and defines the applied error classes: 

Kerstin Berns was a translation system 
expert at Daimler and BMW Group before 
founding berns language consulting GmbH, a 
company specialized in optimizing 
translation and documentation processes.
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Type 1: Fatal error, no system 
approval: Errors that cannot be avoided 
or fixed and which make the system’s 
use impossible. 

Type 2: Critical error, no system 
approval: Errors that can only be 
avoided or fixed at unreasonably high 
cost to the company, such as by exces-
sive additional manual work.

Type 3: Severe error, system approval 
possible: Errors that make system use 
impossible, but for which economically 
reasonable alternatives exist.

Type 4: Light error, system approval 
possible: Errors that make the use of 
the system only slightly more difficult 
or don’t affect the system at all. 

The test handbook should ideally be 
created and handed over to the soft-
ware supplier of your system before 
the project starts. It helps to clarify the 
expected quality levels and test targets 
and specifies approval criteria for the 
testing and approval phase of your 
project. When standardized accord-
ingly, the test handbook can be used 
for all software test procedures of your 
company or unit. 

In a perfect world, a test concept is 
created as soon as possible — ideally 
before start of the project — since its 
contents influence the supplier’s effort 
directly. The test concept defines test 
scope, procedures, resources and time 
planning of the testing and approval 
phase. Unfortunately, it is often not 
created or is created too late, when all 
the conditions with the supplier of the 
software have already been negotiated. 
Without a test concept accepted by your 
supplier, it will be very difficult to dis-
cuss test results later if these don’t meet 
your expectations and requirements.

Test scenarios are both logical 
clusters of test cases for your system's 
functions and features that need to 
be tested and a logical story for your 
testers to follow, as seen in Figure 1. 
They help organize your test cases into 
a logical order and function groups, 
which can then be tested in a row by 
one tester, or at the same time by a 
number of testers, depending on the 
amount of different test case scenarios 
that are needed.   

Test cases and corresponding test 
steps depend on the test scenario in 
which they are located. Test scenarios 
as well as test cases are either docu-

mented in a test management system, 
or for smaller volumes can also be 
documented in Excel or Word. A 
complete test case usually consists of 
a unique identifier; description of the 
expected system behavior; test steps in 
the order in which they are performed; 
requirements; category; author; and 
the resulting status, such as pass or fail.

 
Testing, reporting 
and error tracking
Last but not least, your test cases 

need to be tested. It is advisable to 
have an adequate number of able 
testers available, depending on the 
quantity of test cases and time avail-
able for testing. Usually, testing time 
grows thinner as the project proceeds 
because the system supplier often takes 
longer for system implementation than 
planned. Thus it is good to have a pool 
of testers available as needed, and tests 
that can be pursued at the same time. 
For this, the test environment needs to 
allow for parallel testing. 

It is advisable to plan for a mini-
mum of three testing phases. In the first 
testing phase you may expect a larger 
quantity of failed test cases which need 
to be reported to your system supplier 
for bug fixing. After a predefined bug 
fixing time, you will start retesting, 

Test category level 1 Test category level 2 Test scenarios

Functional tests

 
 
 
 
 

1. Workflow tests

 
 

1.1 Translation workflow step-by-step

1.2 Translation workflow, automatically

1.3 Communication features

1.4 Job administration for PM-Portal

2. Translation 
preparation tests

 2.1 Translation memory tests for old material

2.2 Translation memory tests for new material

Figure 1: Test scenarios help organize test cases.
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and depending on the number of errors 
found in your retesting phase, you 
might want to think about having a 
second retesting round before approval. 
Your approval testing phase should be 
started when only a small number of 
insignificant or easy-to-fix errors are 
found, and you are confident that your 
supplier will have everything fixed and 
ready for final approval. 

Reporting of test results will be easy 
if you use a test management system 
with the possibility to document and 
report errors directly to the supplier. 
This way you will also be able to get a 
quick overview of your test status, as 
can be seen in Figure 2.  

If you use Excel or Word, it would 
be advisable to create some easy-to-
read chart to give your management a 
gist of test progress without having to 
go into detailed descriptions. It’s best 
to ask your management what level of 
information they want. Do they need 
test scenarios, cases or even steps; do 
they need detailed bug descriptions; or 
do they just want statistics? 

An error tracking system is needed 
when implementing a large translation 

management or workflow system. It 
can become tedious and confusing to 
track errors and bug fixing progress 
in Excel tables. A web-based error 
tracking system is extremely helpful 
here, because everybody working with 
the system can enter and track errors 
no matter where they are located. 
As another plus, the system supplier 
receives all the errors directly and 
reacts quickly. Progress is always 
updated and everybody informed so 
that there is no need to write emails 
about the status of bug fixing or track 
the progress manually. If you have an 
error tracking system at your com-
pany, use this. Otherwise clarify with 
your system suppliers, ideally before 
starting the project, if they have a 
usable error tracking system available. 

Ideally your IT department plans 
testing, integration and production 
environments for the new translation 
workflow system. The development 
environment will be at the system sup-
plier if you are not developing your 
own software. The initial expense of 
implementing three environments will 
save you time and money overall. Not 

only will you be able to test your new 
system safely before going live, but 
you will also have the means to test all 
future changes properly before updat-
ing them to your production system, 
thereby reducing system failure to 
a minimum. In the beginning of the 
project you might only be starting 
with integration and production envi-
ronments. A testing environment will 
hopefully be added later, when updat-
ing your system becomes a necessary 
and regular task.

 
Well begun is half done
Whatever you want to achieve with 

your translation workflow system, 
thoroughly planned test environments 
and processes will definitely help 
you get smooth translation work-
flows up and running. If you want 
to save money in the long run, you 
might want to think about investing 
more time and resources in your test 
management processes. In the end, 
system failure and data loss during an 
important localization project are not 
only a nuisance but can be very costly 
indeed.  M

 
This is where you 

create the test steps.

 
This test type shows 
you if the test case is 

functional or technical.

 
In description you enter the 

purpose of this particular test 
case, data to be used, user IDs or 
passwords needed to run this test.

 
You assign the priority here in 
order to know which test cases 

have to run first.

 
Here you attach a file 
with data needed for 

this test case.

 
This shows you the 

requirements linked to 
this test case.

 
This shows you any 
defects linked to the 

test case.

Figure 2: Test case creation with Hewlett-Packard (HP) Quality Center.
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Best practices in 
localization testing

Shan Fu, Wenlan Du, Yanmin Ye & Jing Lai

LLocalization testing is a must for any software 
company before delivering multilingual products 
to global customers. Most software companies 
currently choose to collaborate with outsourc-
ing companies to perform localization testing, 
and so does Adobe. As is commonly known, the 
main advantage of outsourcing is lower costs; 
however, what a global software company typi-
cally cares more about is the quality of multilin-
gual products. Therefore, how to cooperate with 
outsourcing teams to approach and perform 
localization testing more effectively and effi-
ciently is becoming key to improving product 
quality and lowering operational costs. 

Before the localization testing project kicks off, it’s 
necessary to think over how to approach localization test-
ing, which is the foundation for the localization testing 
performance that follows. Ideally, all the approaches for 
localization testing should be listed in your localization 
testing project plan, which commonly includes deciding 
on dates on which the localization testing starts and ends, 
dividing testing phases, estimating testing resources for 
each phase, choosing the right outsourcing testing team 

and so on. There are several key points that we would like 
to highlight here.

First of all, it’s important to choose the right outsourc-
ing testing team right after the testing resource estimate is 
made and the testing timeline is settled. As is often the case, 
the outsourcing testing teams with which we previously 
cooperated will be given priority, especially the ones that 
have experience testing similar products. Also, it’s essen-
tial to get in touch with the outsourcing program manager 
beforehand to make sure that the team has enough resources 
in the expected localization testing phase. It would be bet-
ter to choose more than one outsourcing company if the 
testing workload is so heavy that one outsourcing company 
may not have enough resources in that phase. In that case, 
it’s important to balance the localization testing workload 
between two outsourcing companies. Perhaps it is even a 
good choice to work with two outsourcing companies if 
the testing project is a big one, because the best resources 
are more likely to be available. Besides this, practice has 
proven that different testing teams can observe and discover 
product quality issues and bugs from different perspectives, 
which is beneficial for localization testing quality.

Interviews of outsourcing teams are also indispensable. 
Interviewing is an effective way to ensure that the outsourc-
ing team is the one you expect, and also provides a good 
opportunity to get to know each other before the project starts, 
especially when it’s the first time working with a particular 
outsourcing team. What’s more, even if you’re working with 
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the same team, it’s unlikely that every 
member of that testing team could 
come back to work with you again if 
you released them after the last proj-
ect was done. Testers may go to other 
product testing teams, or even to other 
companies’ teams, since outsourcing 
companies often collaborate. In that 
case, new testers will join your testing 
team. So it’s necessary to interview the 
new ones to make sure the tester candi-
dates have the localization testing skills 
that you expect. It is especially impor-
tant to interview the team lead since the 
lead needs to communicate with you 
frequently about the daily work. You 
could also ask the outsourcing program 
manager to help recruit new leads or 
testers if the ones the manager recom-
mends are far from your expectations.

How to communicate with the out-
sourcing team also needs to be defined 
in this phase, because the outsourcing 
team usually works remotely. A clear 
and smooth communication channel 
between both sides is a guarantee of 
timely completion of the localization 
project. One example of a communi-
cation channel at Adobe is shown in 
Figure 1. The frequency of regular 
meetings also needs to be decided in 
this phase, to summarize what has 
been done, what needs to be improved 
and so on. In the daily work, for any 
urgent issue, the team lead could be 
contacted by phone. At the end of each 

week, the team lead needs to send a 
weekly report as a summary. 

Another important step that needs 
to be done before a localization testing 
project starts is setting key performance 
indicators (KPIs) for the testing team. 
According to the past data, KPIs need 
to be set for the testing project to clarify 
and specify the bug quality and quan-
tity. This will help the testers clearly 
learn what we need them to do and 
what their testing goals are.

At Adobe, the internationalization 
quality engineer, as a key connector, 
works closely with the internation-
alization program manager, product 
team and the outsourcing team.

A kick-off meeting will be hosted to 
officially launch the localization test-
ing project one or two weeks before 
the testing starts. All project-related 
staff, including the outsourcing testing 
team and the manager, need to attend 
this meeting. It’s a good opportunity 
to clarify each key point and milestone 
for the localization testing to the whole 
team, and it’s also very important to 
highlight the KPIs to them, since this 
will help them to know the goal for 
this project as well as their testing 
goal. After one or two weeks’ training, 
the outsourcing testing team will start 
to do the localization testing.

Localization testing is divided into 
two parts at Adobe: localization func-
tional testing and linguistic testing. 

Localization functional testing
The testing team needs to check 

whether any product functionality is 
broken in localized builds. They all 
need to check for any other localization 
issues other than translation, such as 
locale-specific convention issues, hard-
coded strings and truncations in user 
interface (UI) dialogs. Before this testing 
starts, it’s essential to discuss with the 
outsourcing team lead how to arrange 
testing tasks, languages and platforms 
with each team member, which means 
the working model for localization func-
tional testing needs to be decided. Two 
working models are used in software 
localization functional testing. One is a 
language-oriented working model (tes-
ters are assigned based on languages) 
and the other is a feature-oriented work-
ing model (testers are assigned based on 
features). Though the language-oriented 
one is more popular, in practice, this 
model doesn’t work as expected in test-
ing efficiency and effectiveness. The 
authors proposed a new working model, 
the Enhanced Feature-Oriented Working 
Model, during the 37th Internation-
alization & Unicode Conference, and 
applied this new model to one Adobe 
desktop product localization functional 
testing. The results exhibited significant 
improvement in effectiveness and effi-
ciency of the whole team. 

Linguistic testing   
Linguistic testing focuses on dis-

covering both grammatical and cul-
tural issues in translation, so it should 
be performed by testers with good 
linguistic awareness, such as native 
speakers of the target language. The 
first step for this testing is to choose 
the right linguistic testing model. 
There are currently two models, the 
test-case-based linguistic testing 
model and the screenshot-based lin-
guistic testing model. In the past, the 
test-case-based one was more popular, 
but it requires the linguistic testers 
to be able to find the correspond-
ing translation strings in the product 
by following the test cases, which is 
time consuming. Setting up a product 
environment and going through the 
test cases are the skills most linguistic 
testers are not good at. Also, the pay-
ment rate of linguistic testers is higher, 
so this model is more costly as well. So 
inevitably, the screenshot-based model 

Figure 1: One example of a communication channel.
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has become more popular, since the 
localization functional testers could 
help linguistic testers take screenshots 
with localized builds, and linguistic 
testers only need to check translation 
strings by comparing the localized 
screenshots with the English ones. 
Thus, the cost of linguistic testing 
decreases. However, with this model, 
linguistic testers only focus on the 
translations in screenshots, and other 
strings will not be covered.

In most cases, one model is used 
for this testing, but if your product 
supports more languages, like Adobe 
Acrobat, which supports more than 
20 languages, the linguistic testing 
workload may be too much for one 
outsourcing company within the 
given time. So you may choose to 
collaborate with more than one out-
sourcing company. You could choose 
both models for the linguistic testing 
during one project, screenshot-based 
linguistic testing for some languages 
and test-case-based testing for other 
languages, especially if you need to 
collaborate with more than one out-
sourcing team during linguistic test-
ing, and each of them has their own 
specialty. In that case, both unified 
workflow processes and unified rules 

for logging bugs (Figure 2) are very 
important for this process, since each 
outsourcing team may have different 
workflows and rules for logging bugs. 
Also, it would be better if two batches 
of linguistic testing are done because 
the testers could familiarize them-
selves with the processes and rules 
during the first batch testing. You also 
could discover testers’ issues in their 
bugs, and have them correct those 
issues during that batch’s testing. This 
will help make them work effectively 
and efficiently with the second batch.

Controlling the testing process
It usually takes several months or 

even longer to perform localization 
testing, because the testing tasks will 
be done by an outsourcing team that 
is more than likely working remotely. 
Therefore, it’s quite necessary to control 
the whole testing process. This doesn’t 
mean checking daily work or verifying 
the testing data, but it is more of a con-
cern with guiding the team’s direction 
and promptly correcting problems in 
order to ensure the whole team is work-
ing on the right track during localiza-
tion testing.

Most of the localization testing 
work is performed by an outsourcing 

Figure 2: Screenshot-based linguistic testing bug workflow for internationalization (i18n).
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testing team, so human factors need to 
be considered during the testing proj-
ect, especially if the testing project is 
a big one, and the testers need to work 
on the same product for a long term. 
In that case, it’s very likely that they 
will become bored and gradually lose 
motivation. Also, considering that 
the outsourcing team usually works 
remotely, some incentive mechanisms 
are necessary to inspire enthusi-
asm and keep the outsourcing team 
motivated throughout the testing. 
Below are some suggested incentive 
mechanisms: 

■■ Selection of bug-hunting stars. 
For example, we may select one or two 
bug-hunting stars in an outsourcing 
team according to each tester's per-
formance on bug quality and quantity 
every month, and then one email will 
be sent out to the whole team and 
copied to their manager to praise them.

■■ Recognition of outstanding tes-
ters in a timely fashion. For example, 

we may praise the testers during the 
regular weekly meetings if a tester 
logs a good bug or someone recently 
did a good job, which is also a great 
encouragement for testers.

Giving best wishes to the whole 
team on the eve of a festival or national 
holiday. For example, a best wishes 
email is sent out to the outsourcing 
testing team to wish them an enjoy-
able vacation for the coming days.  

■■ One more important thing is the 
emphasis on teamwork, not just an 
individual's ability, since it’s the team-
work that guarantees the completion 
of the project on schedule.

We also help the outsourcing team 
grow. The outsourcing companies we 
collaborate with in localization testing 
projects are our partners, so it’s mutu-
ally beneficial to pursue long-term 
shared objectives. Therefore, aside 
from the localization testing quality 
and cost, we also hope to help the out-
sourcing team and their testers grow in 

product knowledge and personal pro-
fessional skills through our projects. 

We encourage testers to learn Adobe 
product knowledge. We may arrange 
training classes and materials for tes-
ters before the project starts so that 
they understand the product deeper 
before doing the localization testing.
They could also take Adobe Certified 
Expert exams to demonstrate their pro-
fessional level with one or more Adobe 
products, which is really helpful for 
their career development.

We also encourage the outsourcing 
team to have weekly study meetings, 
during which they can share product 
knowledge and discuss testing issues 
to help them improve their personal 
testing skills. 

Additionally, it’s very useful to have 
localization automation testing in-house. 
Especially at the end stage of the testing, 
most of testing work focuses on the criti-
cal workflow testing for all the languages 
and platforms, so a lot of repeated work 
is necessary. In order to reduce costs, 
only a small number of testers are kept 
in the outsourcing team. The localization 
automation testing is also involved at 
this stage to provide broader platform 
coverage and better product quality, as 
well as a good balance between product 
quality and operational costs. 

After the whole testing project is 
done, it’s required that the outsourcing 
testing team submit the final testing 
reports. A postmortem meeting is also 
required to summarize the whole test-
ing process and its results, what has 
been done well and not well. This is 
quite beneficial for product localiza-
tion testing of the next version, and 
for the growth and improvement of the 
outsourcing testing team.

Conclusion
Choosing the right outsourcing team, 

setting clear and smooth communica-
tion channels, applying flexible testing 
models, involving appropriate incentive 
mechanisms and automation testing 
will help make your localization test-
ing more effective and efficient, and 
contribute to the success for a software 
product targeting the global markets. 
Therefore, continuing to improve the 
processes and methods in approaching 
and performing localization testing will 
have a huge business impact for global 
software companies.  M
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Bringing together testing
and community for games

Chloe Swain & David Hickey 

LLike peanut butter and chocolate, testing and 
community is a very tasty combination. In years 
past, testing and community typically operated 
at different sides of the production cycle spec-
trum. But more companies are recognizing how 
a skilled community engagement team, working 
hand in hand with the testing team and starting 
much earlier in the process, can ensure a seamless 
customer experience and build the foundation for 
your post-launch community while capturing vital 
community feedback during the beta phase. 

In this case we’ll be examining a free-to-play (F2P) game 
scenario. A F2P game is a video game in which players can 
download and have access to almost all content in the 
game without paying any money. F2P games come in many 
different shapes and sizes, but the most common are those 
based on the freemium model. That is, players can enjoy a 
fully functional game for no charge at all, but if they want 
any extra bells and whistles (flashy avatar gear, special-
ized guns and so on) they must make micro-transactions to 
obtain them. The opposite of a F2P is a pay-to-play (P2P) 
game in which payment is required up front to play the 
game. F2P games in particular have many intricacies when 
it comes to functionality and reve-
nue generation, and therefore there 
is much to learn from real, indi-
vidual users during beta. Gathering 
feedback about how people actually 
interact with the game and what 
triggers might make community 
members make the leap and actually 

purchase in-game items is absolutely golden information 
to have while you are operating in a phase where major 
changes to game design are still possible. 

During the planning phase, several aspects need to be 
laid out for examination. The purchasing process via the in-
game store needs to be intuitive and quick for users. Also, 
F2P games can run the risk of putting players who choose 
not to pay at too much of a disadvantage, causing them to 
leave before they are committed to the game enough that 
they might eventually choose to make purchases. Also, the 
number of store items and item packs need to be extensive 
enough to keep people interested in coming back for more 
— you don’t want players to burn through everything too 
quickly! During the planning phase, the test team should 
keep track of all the various general F2P considerations and 
those unique to this particular game, and begin develop-
ment of the documents that will be used to bring the com-
munity moderation team on board.

Testing for F2P games typically progresses through these 
four stages: in-lab testing, closed beta for family and friends, 
closed beta for the public and open beta. 

Onboarding of the community moderation team should 
start during the closed beta for family and friends phase. At 
that time the moderators should be given a crash course by 
your test team on everything related to the game. Specifically 
for F2P games, the mods should be educated about the habits 
and needs of the following player types in order to prepare for 
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manager for Lionbridge. He has worked in games for over 
18 years and 15 of those specifically in games testing. 
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collecting their feedback and interact-
ing with them within the community 
(Figure 1):

 ■ Roadrunner: a player who wants 
to play through the game as quickly as 
possible.

 ■ Socialite: this person plays with 

others using the friend and clan systems. 
He or she changes servers and modes 
frequently and communicates a lot.

 ■ Role Player: someone who 
focuses mostly on the game’s story. 
This is someone who listens carefully to 
voiceovers and reads the descriptions of 

everything. 
 ■ Gold Digger: this player is hell-

bent on hoarding cash, and just looks 
for ways to get money as fast as pos-
sible.

 ■ Moneybags: someone who spends 
a lot, buys a lot and places importance 
on having the newest, shiniest gear. 

 ■ Loser: a player who loses all the 
time, is always last and drags the rounds 
for other players.

 ■ Explorer: someone who focuses 
mainly on map exploration and trying 
out all the items. This person attempts 
to access difficult locations in the maps 
and may also try out all of the various 
inventory items available (weapons, 
clothing, add-ons) and all of the differ-
ent combinations of those items. 

 ■ Destroyer: this person enjoys 
trying to break or exploit every single 
aspect of the game in order to find the 
harder-to-discover bugs.

By the time the production cycle 
reaches the closed public beta stage, 
the test knowledge should be com-
pletely transferred to the community 
moderation team. An internal game 
Wiki should be complete, as well as 
terminology lists and frequently asked 
questions. The moderation team needs 
to know what is challenging about 
this game, what the known issues are, 

Figure 1: Especially for F2P games, the mods should be educated by the testing team about the habits and needs of the various player 
types in regard to this particular game. It’s important to know the various player types because this will help them in identifying 

which activities these users might gravitate toward in the game and prepare the mods for efficient feedback collection from the community.
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and what aspects 
of the game the 
test team suspects 
will receive the 
most feedback. 

Beyond docu-
mentation of 
game functional-
ity and quirks, the moderation team 
needs to have been trained on how to 
categorize community feedback and 
sentiment level in a way that will be 
useful to a test team. Take a com-
munity comment, for example, which 
might come from a forum (Figure 2). 
This comment is referencing the fact 
that the player is stuck on the terms of 
service agreement screen and therefore 
can’t download the game. 

Moderators will be gathering reams 
of information like this through com-
munity channels, and documenting it 
in a way that makes sense to the test 
team will turn this community feed-
back into something beneficial, rather 
than it just being noise coming from 

the community team in a random 
email. A system of reporting bugs that 
incorporates correct terminology and 
assigns levels of severity and priority 
in line with how the test team is used 
to working will ensure that all these 
snippets of community conversation 
will directly improve the game. The 
moderation team needs to be trained 
on how to do this, and how to work 
with testers to make sure they will 
not be wasting any time.

Open beta begins
By the time you hit the open beta 

phase, you will have assembled a 
crack team of moderators and a com-
munity manager to manage them. In 

order to work effectively with the test 
team as well as perform the necessary 
tasks for their community engage-
ment responsibilities, it’s important 
that your team have the appropriate 
skillset for the job.

All of the skills that make for a 
good moderator are also helpful when 
it comes to getting good informa-
tion back to the test team. First and 
foremost, the moderators must all be 
bilingual, in English plus whichever 
target foreign markets are important 
to your client. This will not only help 
them serve the community better when 
it comes to engagement post-launch, 
but it also ensures that they will be 
able to seek out, capture and respond 

Figure 2: Example of a comment from a user having trouble with the terms of service  
in a game at the closed public beta stage. 
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to bugs in their native tongue as well 
as English during open beta. Addi-
tionally, they must be subject matter 
experts in the product. In the case of 
our F2P game scenario, this must be a 
team of gamers. Gamers will not only 
connect better with the community, 
but they will speak the language of 
games and be able to recognize and 
distill feedback quickly about bugs 
or design change requests due to the 
fact that they speak the language of 
games. Also important is that these 
folks have experience moderating 
forums and social media. This is of 
course crucial for when they are in 
full-on, community engagement mode. 
But during beta as well, experience 
with navigating social media chan-
nels will make gathering information 
for the test team that much easier, 
since the moderators will simply know 
where to look. 

Open beta is where the fun begins! 
This is a period of intense collaboration 
between the test team and the commu-
nity, and all of the groundwork you’ve 
laid educating the moderation team will 
bear fruit in the form of appropriate, 
real-time gameplay and user sentiment 
feedback about the brand that is actu-
ally actionable by the test team. 

Also, this is a unique, often over-
looked opportunity to establish 

a solid foundation for your post-
launch community. By getting 
publicly involved during open beta, 
your moderation team will begin to 
establish camaraderie with the com-
munity members, and will achieve 
“street cred” that isn’t possible when 
you jump in after the painful pro-
cess of working out all of the bugs 
is already over. According to Adam 
Keating, senior account manager of 
game services, “community members, 
particularly when it comes to games, 
need proof of expertise before they 

let their guard down with officials. 
Open beta is the perfect chance to 
establish that rapport, side by side in 
the trenches.” Once the beta phase 
is complete and the game launches, 
your team will already be known as 
helpful, knowledgeable representa-
tives of your brand and will have 

forged special bonds with the most 
vocal and active super users in your 
community. These bonds will jump-
start the growth of your post-launch 
community.

Also, as the moderators collect 
feedback and begin engagement with 
the users, they will begin the process 
of purposely driving the community to 
official brand channels (Forums, Face-
book, YouTube, Twitter, Vine, Twitch.tv). 
Depending on your regional community 
needs, they will either drive your com-
munity to official channels on regional 
social media channels such as Vkon-
takte, Werkenntwen and Renren, or they 
will find the regional communities that 
exist there and drive them back to your 
official English channels.

3-2-1, blastoff!
Once all the phases of beta 

are complete and your game has 
launched, your moderation team 
fully takes the wheel and switches to 
a program focused on engagement, 
entertainment and support. Now that 
you’ve released a game that has been 
refined through a true community 
effort, your moderation team can start 
taking the community away from a 
focus on fixes and toward a focus on 
fun. While tracking critical issues and 
design change requests will be ongo-
ing throughout the life of the project 
and there will be ongoing testing 
updates to evaluate the community 
feedback, the focus now turns toward 
the end user experience. The team 
begins soliciting and highlighting 
stand-out community contributions 
(images, videos, forum contributions) 
and executing community campaigns 
focused on acquiring and retaining 
players and continuing the overall 
health of the community.

Everyone has the same end goal — 
create the best game possible in the 
eyes of your community. Your test 
team has the technical knowledge and 
experience to create a solid blueprint 
of the game. Your community team 
has the relationship with the players 
to determine what’s been overlooked 
and what fine tuning needs to be 
done. Put those two skillsets together 
by creating a framework for commu-
nication between the two teams, and 
you’ve got yourself a winning combi-
nation.  M

"By getting publicly involved 
during open beta, your 
moderation team will begin to 
establish comaraderie with the 
community members."
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Localization testing in 
an agile environment

Stefan Visuri  &  Marcia Rose Sweezey

MMany companies are moving from the tradi-
tional waterfall development model to an agile 
approach. Localization has to follow suit and 
adapt its processes and workflows to the new real-
ity. It might have been a common practice in the 
past to have a department or team in the company 
that handled everything about localization. The 
department received the English source files, and 
weeks or months later delivered the localized ver-
sion. The communication with other departments 
was usually sparse, and no one else in the com-
pany fully understood the details of their work. 

Not anymore. With agile development and shorter release 
cycles, localization can no longer be contained in its own silo. 
Could it ever?

Here we present a case study from Teradata’s transformation 
from waterfall to agile localization. According to the old trans-
lation model, the user interface (UI) was translated from code 
freeze and released with or slightly after the English release. 
Internationalization testing was clumped together with local-
ization testing and performed by personnel in our local offices 
after the UI was translated. The people knew the product and 
the language, but didn’t always put the validation work at a 
high priority. Schedules were sometimes compromised because 
the validation work had to be pushed forward when other, more 
urgent priorities arose.

Our local reviewers also introduced preferential 
corrections. In their eyes certain words or phrases 
could be improved, and they demanded that we change 
them, even if nothing was grammatically wrong with 
the original translation. As non-native speakers, the 
resources at the localization department couldn’t say 
if the changes reported back were preferential or real 

linguistic issues. That started a discussion between the language 
service provider (LSP), the localization department and the 
reviewer about what should or should not be updated. 

Internationalization testing was also done in-house by the 
localization department, which ran through a whole test suite in 
at least two languages (a European and an Asian language) and 
sometimes all the languages supported by the product.

The internationalization testing usually started close to code 
freeze, when only serious issues could be addressed and fixed 
in the code. For any serious localization issues found after code 
freeze, a patch release would have to be released afterward.

The final language packages were built and tested before 
being delivered and installed separately at each customer site 
by the local office.

The localization process also contained a plethora of tools 
that did conversions, comparisons, kept track of new and modi-
fied strings in the resource files and so on. Maintaining them 
was a full-time workload. If a format changed, the correspond-
ing tools needed to be upgraded before any localization work 
could resume. 

On the documentation side, the English version was worked 
on until literally days before the release. Because the documen-
tation team didn’t get the final product to check their documen-
tation drafts against until late in the process, they could not 
hand it over any earlier.

The localization department needed to finish the translation 
of the product UI before they started the work on the documen-
tation and online help, in case terminology changed during the 
translation/validation process. 

Stefan Visuri is a localization engineer for 
Teradata Applications and resides in San 
Diego, California. 

Marcia Sweezey has been working in  
the GILT industry for over 30 years and  

currently resides in the Seattle area.
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So, in our old processes, localization 
was always at the end of the line.

New localization model
In 2012, a decision was made to 

move from the traditional development 
approach to an agile development model, 
with scrum teams, sprint demos and bi-
weekly sprints. 

It was a hybrid approach in the sense 
that the development was agile, but the 
product release was not. Even so, we 
wanted to prepare for a future where 
every sprint would be both translated 
and released.

In an agile translation model, the 
timeframe becomes compressed. Things 
must happen in days instead of weeks. 

There is no longer time to manually run 
through large test suites after each trans-
lation. But the demands for quality are 
still as high as before. 

What were the requirements for mov-
ing to an agile localization model? First, 
we understood the reality — linguists 
cannot translate any faster just because 
we give them an agile project. We might 
wish they could, but it will not happen. 
The surrounding plans and processes 
have to handle this increase in speed, not 
the translators. The budget was limited, 
so we could not invest in a translation 
management system. We would still 
need both internationalization and lin-
guistic testing so that the final quality 
didn’t suffer. Ultimately, in moving to 
agile, management wanted the localized 
version released together with English in 
preparation for a possible future cloud 
version.

In agile, the localization kit should 
be handed over to the vendor within 24 
hours. To meet that deadline, we need:

■■ As few transitions as possible. 
Every transition introduces a risk into 
the process.

■■ A stable, automated process so that 
human factors such as vacation and ill-
ness don’t disrupt us. We do not want to 
be the ones missing a deadline.

■■ An automated process with as few 
tools as possible, due to the same risks as 
with transitions.

Our solution for agile localization was 
to push as much as possible upstream in 
the process. This included translation, 
testing, defect fixing, everything.

With every completed sprint, there is 
an opportunity to send out new strings 
for translation. Each drop will be fairly 
small in size. We did a total of 14 drops 
before the product was finished. The 
initial drop was by far the largest, as 
we came from a waterfall model and 
developers had worked awhile on new 
features before we did the first drop. The 
other drops averaged around 200 words 
per drop.

We had to pay more in file processing 
fees from the translation vendor than in 
earlier versions, as we had multiple small 
translation drops instead of one large 
translation drop.

But when the release date approached, 
we had 98% of the product’s new strings 
already translated. The final drop was 
only 124 words and could be completed 
in a few days. In the end we were able to 

Figure 1: A smartphone interface in English, Simplified Chinese and pseudo-localization, which 
can be used to detect the majority of simple UI internationalization issues. 

mailto:editor@multilingual.com
http://www.hermestrans.com
mailto://hermestr@hermetrans.com


Industry Focus

47www.multilingual.com December 2014  MultiLingual  |  

deliver the final translated UI the same 
day as the English product was released.

However, fast translations are not any 
good without proper validation. There 
was no time to do internationalization 
and localization testing after the final 
translated version was ready. It had to 
be done parallel with the development of 
the English version. 

The quality assurance (QA) team was 
already validating all the functionality 
for the English product. Why not have 
them work with the internationalized 
product as well? So we asked QA to start 
to take more responsibility for the inter-
nationalization testing. 

A benefit of using QA to test for interna-
tionalization was that they found the issues 
early in the development process. In agile 
development, when something is completed 
after a sprint, it’s very hard to get developers 
to change code from that sprint. A change 
request has to be submitted, reviewed and 
approved before anything can be corrected. 
With the QA team working together with 
the sprint teams, they test, report and have 
scrum teams fix internationalization defects 
before a sprint is over.

The new process first involved going 
to management to get their buy-in to the 
concept. Also, in order to drive home the 
importance of this, we added a section 
about globalization in the “doneness” 
criteria for the product, making it impos-
sible to ignore for QA or developers.

We then had several meetings with 
the QA department. Firstly, we wanted to 
make them understand the value of our 
international customers and the impor-
tance of testing specifically for those 
customers. Secondly, we wanted to teach 
them how to test for most of the inter-
nationalization issues using a technique 
called pseudo-localization. All they had 
to do was to use this made up language 
instead of English when testing. We even 
prepared a one-page document that 
listed all the additional things QA should 
check for. Figure 1 shows an example of 
pseudo-localization.

One of the most common com-
ments from QA team members during 
these presentations was “We can’t help 
localization with testing; we only know 
English.” We assured them that their 
part only involved internationalization 
testing, where no additional language 
knowledge is needed. 

However, for linguistic testing, we 
needed native speakers. With a more 

compressed timeframe, we could no 
longer rely on the in-house reviewers to 
complete the tasks on time. We needed to 
hire professionals to do the work. 

Linguistic validation testing (LVT) 
and subject matter experts (SME) are the 
only people who can use the target user 
interfaces properly, approve them for 
linguistic and cultural correctness, and 
understand subtleties in languages. We 
hired them to look for linguistic issues in 
our product.

With agile, we had to abandon the 
goal of 100% validation of the interface 
after the final translation was completed. 
Instead, we piggybacked the linguistic 
validation and SME tasks on top of our 
normal translation schedule (Figure 2). 
The validations should start late enough 
in the process to cover most of the new 

functionality in our product, but early 
enough to be able to complete the testing 
and update translations before the final 
release. What we did was pick a specific 
drop, and after translation, LVT went 
through the translated product focused 
on new functionality. Their findings were 
reported back to us, and the corrections 
were applied to the next available drop 
of the UI. If the validation took time, one 
or two additional drops might transpire 
before the LVT report was returned. 
The report was then applied to the next 
available drop. The different LVTs com-
municated internally for in-context, 
non-language-specific issues. After all 
the suggested changes were implemented 
or rejected, the updated translation went 
on to be SME validated. So we managed 
to keep the translation drops going at 
the same time that we performed the LVT 
and SME validation.

Our agile localization model has these 
four pillars:

■■ Pseudo-language testing by QA 
engineers during sprints in an agile 
mode (in-house).

■■ Linguistics testing (validation) in a 
waterfall mode (vended).

■■ SME testing (validation) in a water-
fall mode (vended).

■■ Continuous internationalization 
testing — ongoing background to all 
other types of testing (in-house).

For the documentation and online 
help, the time crunch was not as bad. 
The documentation team kept running 
records of what pages were updated 
and final, and which ones still required 
work. We did a total of three online help 
drops for this product, only translating the 
sections marked final by the documenta-
tion team. Similar to the UI, splitting up 
the online help text made each translation 
drop smaller and faster to translate.

We had planned a fourth drop, but the 
number of new words for that drop was 
so small that it didn’t make sense. Quick 
decisions were a constant part of agile.

Results
So what results did we experience 

with this new localization model? First, 
at least 50 internationalization issues 
were found by the QA team using 
pseudo-localization and were fixed by 
developers in sprints. The real number 
was probably much higher, but the QA 
is embedded in scrum teams. If QA finds 
an issue, it’s reported directly to the 

Figure 2: Translation and validation workflow.
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developer responsible for that piece of 
code. Multiply 50 with the number of 
languages we support, and that means 
that many hundreds of issues never 
reached our customers or were reported 
to the support team.

Our LVT and SME testing was 
focused on new functionality. Old 
functionality and translations had 
already been validated in earlier trans-
lation projects. The SME build con-
tained more new functionality than the 
LVT build, as it occurred later in the 
development process. We had one new 
language for this release, which meant 
more issues reported for that language. 
The LVT/SME reviewers saw the run-
ning product and could find in-context 
issues.

See Figure 3 for testing results. A 
total of 474 bugs were reported, includ-
ing redundancies, user experience (UX) 
issues and extended attributes. Of the 
99 internationalization bugs reported by 
LVTs, 16 were unique and reported into 
our defect tracking system. All of them 
were fixed before release. Of the inter-
nationalization issues reported by SMEs, 
most were already reported by LVT and 
were in the process of being fixed, but 
were not yet in the build that the SMEs 
used for testing. 

All internationalization issues were 
fixed by development before release. 

The average cost to find a bug was 
about $34.16, with about 1.15 bugs 
found per hour.

One lesson we learned was to run 
the initial validation on just one lan-
guage, report and fix any internation-
alization bugs found, then validate all 
other languages for language specific 
defects.

Going forward
When the new localization model is set 

up and running to your satisfaction, can 
you just leave it to itself? The answer is 
no, it will still require maintenance. Here 
are some tips:

■■ Give the QA team friendly reminders 
regularly to make sure they continue with 
the pseudo-localization testing and don’t 
fall into their old ways. Encourage them, 
and tell them they are doing a good job. 

■■ Subscribe to the defect tracking sys-
tem for internationalization bugs to see 
what the QA team finds.

■■ Make sure the automated pseudo 
language process doesn’t break.

■■ Always be available to answer 
internationalization related questions 
from engineers and QA.

■■ Be involved early in the design 
stage of new features so internationaliza-
tion issues can be detected and remedied 
early in the process. 

If the release cycle becomes even 
shorter, there are some additional tech-
niques that can be used. A translation 
management system can be used to 
automate routine tasks such as uploads 
and downloads of files and quotations. 
Machine translation is also a tempting 
route, but we have to make sure we still 
can live up to our customer’s quality 
expectations, in this case by including 
post-editing.

Code checking tools can be used by 
developers for decreasing the number of 
initial internationalization bugs in code. 
Use existing automation framework for 
testing internationalization issues as well. 

You could deploy the English software, 
but hide or disable new features until they 
have been translated and validated.

Continue to work closely with scrum 
masters and their teams to get ideas, buy-
ins and agreements to further integrate 
internationalization best practices. And 
show them the appreciation they so well 
deserve.  M
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Number of bugs Linguistic validation testing results

147 localization bugs 

99 internationalization bugs

63 extended attributes and user generated content issues reported

309 total issues reported to us from LVT

Number of bugs Subject matter expert validation results

84 localization bugs

54 internationalization bugs

19 extended attributes and user generated content

8 usability issues reported to UX team

165 total SME bugs

Figure 3: Testing results.
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Overcoming the barriers 
to MT adoption

Louise Irwin

AAfter recently watching a TED talk on hackers 
given in June 2014 by cyber security expert Keren 
Elazari, I realized there were some interesting sim-
ilarities between our perception of hackers and our 
perception of machine translation (MT). Elazari 
refers to hackers as the internet's immune system 
and makes reference to “a love-hate relationship” 
between hackers and large organizations, particu-
larly governments, since they use and need hack-
ers but at the same time often persecute them. 

The perception of MT could in some way resemble that 
of hackers; many in the industry fiercely object to using 
MT for translation, yet they may use and need it on a daily 
basis. Throughout the course of a day a single user browsing 
websites and social media will be exposed to a variety of 
different languages. As an example, nearly every day, posts 
in languages I don’t speak pop up in my social media news-
feeds — the only practical way to understand those languages 
is to use MT. 

Over the last couple of years in organizations of all 
shapes and sizes we have seen the adoption rate of MT soar, 
and in particular MT is being used by most enterprises and 
language service providers (LSPs) in at least some capacity. 
We have heard the arguments for and against adopting MT 
time and time again, but regardless of our thoughts about 
using it, this increase in MT usage is happening for a reason. 

The motivation to use MT is not coming from any one 
single factor, and instead its increased adoption is being driven 
by a matrix of contributing factors that begin with content 
production. In the era of “big data” and “intelligent content,” 
success for any business depends on capturing market share 
and building strong customer relationships, regardless of 
industry. The demand for multilingual content is also fueled 
by customers’ expectations for readily available information in 
their native languages; an increase in the use of online social 
communities with people who speak different languages; and 
the competition within many industries that creates the need 
to provide more value to customers and stakeholders. Con-
sidering that only around 6% of the world’s population use 
English as a primary language, and that over the next few 
years 70% of global economic growth will come from emerg-
ing markets, it is no surprise that we need MT to bridge the 
gap between multilingual content supply and demand. Like 
hackers, MT becomes the necessary evil that we need for global 
communication — and this is not a bad thing. 

Louise Irwin is a digital marketing specialist 
at KantanMT, a cloud-based statistical 
machine translation provider. She holds a 
bachelor's degree in international marketing 
and languages from Dublin City University and a 
master's degree in translation studies.

Bernard Vauquois' pyramid showing comparative depths of 
intermediary representation, interlingual machine translation at 

the peak, followed by transfer-based, then direct translation.
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MT has already proven its worth; 
it offers businesses and organizations 
more efficient ways in which to com-
municate with their customers and 
stakeholders. It removes language bar-
riers enabling people throughout the 
world to communicate with each other, 
in real-time and regardless of their 
language ability, and it brings cus-
tomers closer to brands by providing 
more support in a greater number of 
languages. In light of all these benefits 
of using MT, the question remains: if 
MT is so important in this day and 
age of real-time multilingual content 
production, why are there still barri-
ers preventing it from reaching its full 
potential, particularly for LSPs?

Where larger organizations can 
dedicate whole departments to focus 
on deploying MT, smaller language 
vendors often see it as an add-on job 
for their localization engineers, lin-
guists, project managers and sales and 
marketing teams. As an “add-on” job, 
it never fully receives the attention 
required to be successfully integrated 
into the translation workflow. This 
often leads to confusion, uncertainty 
and a lack of motivation, all of which 
negatively affect translation quality 
and the rate of MT adoption.

Attitudes toward using MT have 
undoubtedly improved over the last 
few years as LSPs and their clients 
become more comfortable with the 
idea of using it. However, MT has not 
yet reached the familiarity level of 
translation memory (TM). Companies 
that are serious about implementing 
MT as a means to enhance productivity 
and attract new clients need to be able 
to communicate, learn and innovate. 
A working environment that nurtures 
and promotes these three principles 
will be in a better position to see a 
complete immersion of MT across all 
departments within the translation 
supply chain.

Communicate, learn, innovate
Communication is the critical suc-

cess factor when looking to implement 
or change any process in a supply 
chain and MT is no exception. If there 
is an open and transparent flow of 
communication between everyone 
involved in the MT process — project 
managers, engineers, linguists, post-
editors and the marketing and sales 

teams — it becomes possible to easily 
spot any unforeseen bumps in the road 
and deal with them accordingly. 

Continuous learning is often just 
as important as clear communication. 
Technology is constantly changing, and 
when dealing with MT, you are continu-
ously looking for ways to improve the 
quality and mature the engine. Engi-
neers and linguists tasked with building 
and maintaining MT engines need to be 
willing to learn and keep abreast of new 
developments in the technology. 

In the same way people brainstorm 
to come up with new ideas, innovation 
will naturally be borne from combining 
clear communication and continuous 
learning. The more people are trained 
and up-to-date with the technology 
behind MT, the more opportunities for 
innovative ideas to improve quality, 
time to market or even to combat inef-
ficiencies across the supply chain. 

Each department has a unique rela-
tionship with MT, and by identifying 
all the relevant teams or departments 
that touch upon the translation supply 
chain both directly and indirectly, it 
becomes easier to plan clear commu-
nication and education strategies. 

Marketing: Often overlooked for MT 
training, marketing teams are usually 
the first to engage with potential MT 
clients. They are tasked with creating 
promotional materials or sales tools 
that will attract and interest MT buy-
ers. This often includes brochures, 
articles, case-studies, blog posts, 
slide-decks and infographics, to name 
but a few. Marketing personnel might 
also be responsible for developing 
and presenting case studies or discus-
sions about MT at language-related 
conferences. While these activities are 
well within most marketing profes-
sionals' skillsets, the development of 
such content becomes more difficult 
with technical subject matter such as 
MT, and marketing teams need to be 
well educated on MT subject matter 
before diving in and creating content 
to engage with potential clients. They 
have to know the lower end and upper 
end of potential cost savings, the time-
frame, the process of developing an 
MT system, the different types of MT 
providers out there and of course the 
many different use cases.

In larger organizations with in-
house engineers and linguistic teams, 

expertise can be easily transferred 
through MT training sessions and 
workshops, which are organized to edu-
cate the sales and marketing teams. In 
smaller organizations, it might be more 
cost effective to designate someone to 
attend an MT training course and then 
have them share what they learned 
with the rest of the team. In any case, 
it is useful to build an MT resource 
library that can be accessed and used 
by anyone in the organization. 

Sales: Sales teams and account 
managers play a fundamental role in 
building and maintaining relation-
ships with clients, and so when they 
are introducing a service or tool such 
as MT, it is vital that they are confident 
in explaining not only the benefits but 
also the steps involved in developing 
the service. Sales personnel should 
be up-to-date with some of the more 
technical aspects of MT so they can 
answer questions without having to 
ask a more technical person — this 
shows the client that the company is 
serious about MT and will speed up the 
communication process. 

Managing expectations is particu-
larly important when dealing with new 
clients of MT. Clients need to be made 
aware that a one-size-fits-all approach 
does not work, and that a variety of 
factors must be considered when mea-
suring MT quality. They also need to 
be educated about how to decide on an 
acceptable quality level for a particu-
lar job. This step is usually carried out 
during a pilot. If clients’ expectations 
are met and the project is successful, 
it’s likely that they will become repeat 
MT customers, and this will drive bet-
ter-quality future MT output because 
their engine can be matured over time 
using the post-edited output.

Sales teams well educated in MT that 
can use clear and transparent commu-
nication are in a much better position 
to spot new trends or potential MT 
opportunities and be able to explain 
to current and future clients how the 
translation process would work.

Engineers: Whether using an online 
platform or installing a local version 
of Moses, engineers will need some 
training to successfully develop and 
maintain an MT system. Installing a 
local version of Moses can be time-
consuming and difficult to maintain, 
whereas commercially available cloud-
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Technology

based platforms have automated many 
of the less appealing tasks. Getting the 
appropriate training speeds up the MT 
development process and enables com-
panies to take on more MT projects.  

Linguists: Linguists are instrumental 
in building and optimizing MT systems 
as they work closely with engineers to 
develop the systems. Their knowledge of 
language models puts them in a unique 
position to help improve the quality of 
MT systems and mature the engines 
over time. It can often take some time to 
mature a system, meaning it has reached 
its maximum level of quality. Language 
vendors should be putting processes 
in place to reach this maximum level 
faster and more efficiently, so it runs 
like clockwork each time a new project 
comes in. Linguists play a vital role in 
this. They help with pre-editing the MT 
engine’s training data, recognizing miss-
ing words from the system, post-editing 
MT output and retraining the system 
using post-edited content, as well as 

helping with the system’s general 
language maintenance. All of which 
will affect the final system’s capabil-
ity and development speed. The better 
the communication between linguists, 
post-editors and engineers, the faster 

systems can be matured. As they 
become more familiar with how the 
systems work, they will be in a better 
position to identify innovative oppor-
tunities to improve MT quality. 

Post-editors: Post-editing MT to 
some degree is standard practice and 

should always be done with a compre-
hensive understanding of what the cli-
ent is expecting. Since post-editors need 
to be able to confidently judge how 
much editing is required to meet those 
expectations, open communication is 
needed with the sales teams to manage 
client expectations, and also with the 
engineering teams that will apply any 
changes or automatic post-editing set-
tings to avoid unnecessary repetitive 
errors. The fact that certified post-editor 
training courses and best practice guides 
are now becoming more widely avail-
able is further evidence that, while still 
a controversial topic in some circles, MT 
adoption is most definitely increasing. 

Similar to the hacker culture, it will 
continue to take time to fully adapt 
to and embrace MT, and like hackers 
being considered the internet’s immune 
system, MT could be considered the 
immune system for the language ser-
vices industry, as it continues to energize 
the demand for translation services.  M

“The more people are 
trained and up-to-date 
with the technology behind 
MT, the more opportunities 
for innovative ideas"

http://www.multilingual.com
http://www.EQHQ.com
mailto://info@EQHQ.com
http://www.eqho.com
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advanced leveraging. Within computer-aided transla-
tion tools, advanced leveraging combines statistical anal-
ysis and linguistic intelligence to create a new category 
of fuzzy matches that can lead to an increase in transla-
tion productivity. It features full-text indexing capabilities 
that allow users to search and retrieve text strings of any 
length, such as full and fuzzy segments, paragraphs, terms 
and even subsegments.

agile. In this context, agile methods break tasks into 
small iterations with minimal planning. Each iteration 
involves a team working through a full software develop-
ment cycle, for example, which speeds up release of the 
product. 

American Sign Language (ASL). The dominant sign lan-
guage of the deaf community in the United States, in the 
English-speaking parts of Canada and in parts of Mexico. 
Although the United Kingdom and the United States share 
English as a spoken and written language, British Sign 
Language is quite different from ASL and not mutually 
intelligible. 

application programming interface (API). A software 
interface that enables applications to communicate with 
each other. An API is the set of programming language 
constructs or statements that can be coded in an appli-
cation program to obtain the specific functions and ser-
vices provided by an underlying operating system or service 
program. 

Bilingual Evaluation Understudy (BLEU). An algorithm 
for evaluating the quality of text that has been machine 
translated from one natural language to another. Quality is 
considered to be the correspondence between a machine’s 
output and that of a human. The closer a machine transla-
tion is to a human translation, the better it is. BLEU was 
one of the first metrics to achieve a high correlation with 
human judgments of quality and remains one of the most 

popular. Scores are calculated for individual translated seg-
ments — generally sentences — by comparing them with a 
set of good quality reference translations. Those scores are 
then averaged over the whole corpus to reach an estimate 
of the translation’s overall quality. Intelligibility or gram-
matical correctness is not taken into account.

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

cloud computing. A style of computing in which dynam-
ically scalable and often virtualized resources are provided 
as a service over the internet. Users need not have knowl-
edge of, expertise in or control over the technology infra-
structure in the “cloud” that supports them. The term cloud 
is used as a metaphor for the internet based on how the 
internet is depicted in computer network diagrams and is 
an abstraction for the complex infrastructure it conceals. 

computer-aided translation (CAT). Computer technol-
ogy applications that assist in the act of translating text 
from one language to another. 

content management system (CMS). A system used 
to store and subsequently find and retrieve large amounts 
of data. CMSs were not originally designed to synchronize 
translation and localization of content, so most have been 
partnered with globalization management systems.

content marketing. Any marketing that involves 
the creation and sharing of media and publishing con-
tent in order to acquire and retain customers from a 
clearly defined target audience. This information can be 

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


Basics

53www.multilingual.com December 2014  MultiLingual  |  

presented in a variety of formats, 
including news, video, white papers, 
e-books, infographics, case studies 
and how-to guides. Content mar-
keting creates interest in a product 
through educational, entertaining 
or informative material. Successful 
content marketing relies on provid-
ing consistent, high-quality content 
designed to solve people’s problems.

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

Darwin Information Typing Archi-
tecture (DITA). An XML-based archi-
tecture for authoring, producing and 
delivering technical information. This 
architecture consists of a set of design 
principles for creating “information-
typed” modules at a topic level and 
for using that content in delivery 
modes such as online help and prod-
uct support portals on the web.

Dynamic Quality Framework 
(DQF). Designed by TAUS and over 50 
co-creators, DQF provides a commonly 
agreed-upon approach to select the 
most appropriate translation qual-
ity evaluation models and metrics 
depending on specific quality require-
ments. The underlying process, tech-
nology and resources affect the choice 
of quality evaluation model. This 
environment is designed to ensure 
that members apply best practices for 
their MT evaluations, whether select-
ing a translation engine, measuring 
productivity or evaluating the final 
quality of translations.

file transfer protocol (FTP). A 
common way to move files between 
host computers and sometimes per-
sonal computers.

freelance translator. Also known 
as a freelancer, an independent trans-

lator who sells his or her services to a 
client on a job-to-job basis or without 
a long-term commitment to any one 
employer. 

GMX-V. Stands for Global informa-
tion management Metrics eXchange-
Volume. A standard that attempts to 
measure volume by establishing a 
verifiable way of calculating the pri-
mary word and character counts for 
a given electronic document, as well 
as establishing a specific XML vocab-
ulary that enables the automatic 
exchange of metric data.

gross domestic product (GDP). 
One of the measures of national 
income and output for a given coun-
try’s economy. The most common 
approach to measuring and quantify-
ing GDP is the expenditure method: 
GDP = consumption + gross invest-
ment + government spending + 
(exports – imports).

HyperText Markup Language 
(HTML). A markup language that uses 
tags to structure text into headings, 
paragraphs, lists and links, and tells a 
web browser how to display text and 
images on a web page. 

internationalization tag set (ITS). 
A vocabulary that defines translatabil-
ity rules for a given XML document. 
ITS contains definitions of metadata 
categories primarily designed for 
internationalization of XML content. 
This standard is informally main-
tained by a W3C interest group and is 
also referred to as W3C ITS.

internationalization (i18n). Espe-
cially in a computing context, the 
process of generalizing a product so 
that it can handle multiple languages 
and cultural conventions — currency, 
number separators, dates and so on 
— without the need for redesign. In 
i18n, the common abbreviation for 
internationalization, the 18 refers to 
the 18 letters between the i and the n. 

Linux. A free open-source UNIX-
type operating system that runs on a 
number of hardware platforms. 

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, cul-
ture, customs and the characteristics 
of the target locale.

the long tail. The statistical prop-
erty that a large share of the pop-
ulation rests within the tail of a 
probability distribution. In localiza-
tion, it refers to the large number 
of languages or cultures that taken 
uniquely would only represent small 
percentages of world population. 

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

metadata. Structural metadata 
covers the design and specification 
of data structures, while descriptive 
metadata is about individual instances 
of application data, or the data con-
tent. Metadata is often described as 
data about data, or data about data 
context.

OASIS. Stands for Organization for 
Advancement of Structured Informa-
tion Standards (formerly called SGML 
Open). An IT standardization consor-
tium based in the state of Massa-
chusetts. Its foundational sponsors 
include IBM and Microsoft. Localiza-
tion buy-side, toolmakers and service 
providers are also well represented. 

OAXAL. OASIS Open Architecture 
for XML Authoring and Localization. 
An initiative encouraging the develop-
ment of an open standards approach 
to XML authoring and localization. 

open-source software. Any com-
puter software distributed under a 
license that allows users to change 
and/or share the software freely. End 
users have the right to modify and 
redistribute the software, as well 
as the right to package and sell the 
software.
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project management (PM). The 
systematic planning, organizing and 
controlling of allocated resources to 
accomplish project cost, time and 
performance objectives. PM is nor-
mally reserved for focused, nonre-
petitive, time-limited activities with 
some degree of risk.

pseudo-localization. Translates the 
code strings of a product into pseudo-
strings. The resulting pseudo-lan-
guage is designed to test the impact 
that different aspects of localization 
have on the product’s functionality 
and appearance. 

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

Resource Description Framework 
(RDF). A formal data model from 
the World Wide Web Consortium 
(W3C) for machine understandable 
metadata used to provide standard 
descriptions of web resources. 

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.

Semantic Web. An extension of the 
worldwide web that provides a com-
mon framework allowing data to be 
shared and reused across application, 
enterprise and community boundar-
ies. It is based on Resource Description 
Framework, which integrates a variety 
of applications using XML for syntax 
and URLs for naming.

simship. A term used to refer to 
the simultaneous shipment of soft-
ware products in different languages 

or with other distinguishing differ-
ences in design. 

Segmentation Rules eXchange 
(SRX). An XML-based standard used 
to describe how to segment text for 
translation and other language-related 
processes. It was created to enhance 
the leverage of the TMX standard.

statistical machine translation 
(SMT). A machine translation para-
digm where translations are gener-
ated on the basis of statistical models 
whose parameters are derived from 
the analysis of bilingual text corpora. 
SMT is the translation of text from one 
human language to another by a com-
puter that learned how to translate 
from vast amounts of translated text.

terminology management. Primar-
ily concerned with manipulating termi- 
nological resources for specific pur-
poses — for example, establish-
ing repositories of terminological 
resources for publishing dictionar-
ies, maintaining terminology data-
bases, ad hoc problem solving in 
finding multilingual equivalences 
in translation work or creating new 
terms in technical writing. Terminol-
ogy management software provides 
the translator a means of automati-
cally searching a given terminology 
database for terms appearing in a 
document, either by automatically 
displaying terms in the translation 
memory software interface win-
dow or through the use of hotkeys 
to view the entry in the terminology 
database. 

TermBase eXchange standard  
(TBX). A standard for terminology 
and term exchange. 

Translation Memory eXchange 
(TMX). An open XML standard for the 
exchange of translation memory data 
created by computer-aided translation 
and localization tools. 

translation management system 
(TMS). Sometimes also known as a 
globalization management system, 
a TMS automates localization work-
flow to reduce the time and money 
employed by manpower. It typically 

includes process management tech-
nology to automate the flow of work 
and linguistic technology to aid the 
translator.

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

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

voiceover. Refers to a production 
technique where a disembodied voice is 
broadcast live or prerecorded in radio, 
television, film, theater and/or presen-
tation. The voiceover may be spoken by 
someone who also appears on-screen 
in other segments or it may be per-
formed by a specialist voice actor. 

World Wide Web Consortium  
(W3C). W3C owns many standards, 
including XML and HTML. 

XML (eXtensible Markup Lan-
guage). A programming language/
specification pared down from SGML, 
an international standard for the 
publication and delivery of electronic 
information, designed especially for 
web documents. 

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

xml:tm (XML-based Text Mem-
ory). A standard for XML to allow ease 
of translation of XML documents. 
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AssociAtions

 
ELIA 
ELIA, the European Language Industry Association, brings 
together translation, localization and interpreting compa-
nies 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 marketing 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 Leeds, United Kingdom, +393458307084 
Email: info@elia-association.org 
Web: www.elia-association.org  

   

  
Globalization and Localization Association 
The Globalization and Localization Association is a fully 
representative, nonprofit, international industry associa-
tion for the translation, internationalization, localization 
and globalization industry. The association gives members 
a common forum to discuss issues, create innovative solu-
tions, promote the industry and offer clients unique, col-
laborative value.
Globalization and Localization Association Andover, MA USA 
206-494-4686, Email: info@gala-global.org 
Web: www.gala-global.org  Ad on page 26

       

TAUS 
TAUS is a resource center for the global language and trans-
lation industries. Our mission is to increase the size and 
significance of the translation industry to help the world 
communicate better.  We envision translation as a stan-
dard feature, a utility, similar to the internet, electricity 
and water.   We support buyers and providers of language 
services and technologies with a comprehensive suite of 
online services, software and knowledge that help them to 
grow and innovate their businesses. We extend the reach and 
growth of the translation industry through our vision of the 
Human Language Project and our execution with sharing 
translation memory data and quality evaluation metrics.
TAUS Amsterdam, The Netherlands, 31-299-672028 
Email: info@taus.net, Web: www.taus.net

           

conferences

  
Localization World 
Localization World conferences are dedicated to the lang-
uage and localization industries. Our constituents are the 
people responsible for communicating across the bound-
aries 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. Sandpoint, ID USA, 208-263-8178 
Email: info@localizationworld.com 
Web: www.localizationworld.com Ad on page 2

   

consulting services

 
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving buyers and 
providers of language services. We help companies that buy 
language services to identify and deploy optimal localiza-
tion solutions to fit their needs. We offer veteran expertise 
as our clients navigate the many personnel, process and 
technology decisions involved in running effective local-
ization operations, whether in-house or through external 
localization vendors. LocalizationGuy also helps language 
service providers formulate business goals, develop and 
implement sound business strategies and launch strate-
gic marketing efforts. LocalizationGuy is led by a 20-year 
localization industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC Minneapolis, MN, USA, 612-986-3108 
Email: info@localizationguy.com, Web: www.localizationguy.com

 
Rockant Training & Consulting
Rockant provides training and consulting to managers of 
international programs, products and services. Rockant 
consultants represent the buyer community. Programs and 
services constantly evolve with the needs of buyers of lo-
calization services and the capabilities of the marketplace. 
Rockant's in-depth knowledge of the vendor community 
stems from experience with actual implementation proj-
ects. Rockant provides online training and consulting 
where managers of international programs, products and 
services need it most: From managing your subject mat-
ter experts to automating translation and improving time 
to enter new geographies, Rockant prepares your global 
workforce to beat expectations. 
Rockant Training & Consulting Rockville, MD USA, 301-825-5418 
Email: info@rockant.com, Web: https://rockant.com  
Ad on page 42

   

Desktop publishing 

  
Global DTP
Global DTP s.r.o., based in the Czech Republic, offers pro-
fessional multilingual desktop publishing and media engi-
neering solutions to the localization industry. For the past 
ten years, Global DTP has become one of the leading DTP 
companies. We have been delivering high-quality and 
cost-effective services for at least eight of the top 20 LSPs 
and many other companies/agencies. Given our extensive 
experience in localization and knowledge of the prepress, 
media and publishing industries, our team of 20 in-house 
professionals handles more than 400 projects every year. 
Our core services are multilingual desktop publishing and 
Flash, video and HTML engineering. 
Global DTP Brno, Czech Republic, +420 603 574 709 
Email: info@global-dtp.com, Web: www.global-dtp.com 

 enterprise solutions 

 

Across Systems
Multiple Platforms
Across Language Server is a market-leading software plat-
form for all corporate language 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 Across 
translation management software includes a translation 
memory, a terminology system, a powerful PM and work-
flow control tools. It 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. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425 
Email: international@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677 
Email: americas@across.net, Web: www.across.net
Ad on page 7

   

  

STAR Group
Multiple Platforms
STAR Group was founded in Switzerland 30 years ago with 
the exclusive focus of facilitating cross-cultural technical 
communications in all languages. The company has grown 
to be the largest privately held multilingual information 
technology and services company in the world with 46 
offices in 31 countries. Its advanced technology develop-
ments have propelled STAR to its current market position. 
Core services: information management, translation, lo-
calization, publishing, on-demand printing and consult-
ing. Core technologies: Transit (translation memory), 
TermStar/WebTerm (terminology management), GRIPS 
(product information management), MindReader (con-
text-sensitive authoring assistance), STAR CLM (corpo-
rate language management), STAR CPM (corporate pro-
cess management), i-KNOW (competence management) 
and SPIDER (Interactive Electronic Technical Manual).  
Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200 
216-691-7827, Email: info@star-group.net  
Web: www.star-group.net 
Ad on page 10
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locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range of services 
that enables clients to be successful in international markets, 
from documentation design through translation, linguistic 
and technical localization services, prepress and publication 
management. Serving both Fortune 500 and small compa-
nies, ADAPT has gained a reputation for quality, reliability, 
technological competence and a commitment to customer 
service. Fields of specialization include diagnostic and med-
ical devices, IT/telecom and web content. With offices in 
Bonn, Germany; Stockholm, Sweden; and Barcelona, Spain, 
and a number of certified partner companies, ADAPT is 
well suited to help clients achieve their goals in any market. 
Languages More than 50 
ADAPT Localization Services Bonn, Germany 
49-228-98-22-60, Email: adapt@adapt-localization.com 
Web: www.adapt-localization.com Ad on page 40

      

 

Alliance Localization China (ALC)
ALC offers document, website and software translation 
and localization, desktop publishing and interpreter ser-
vices. 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 spe-
cialists, a large knowledge base and advanced method-
ologies. We always provide service beyond our customers’ 
expectations at a low cost and with high quality, speed, 
dependability and flexibility. Languages Major Asian and 
European languages 
Alliance Localization China Beijing, P.R. China 
86-10-8368-2169, Email: customer_care@allocalization.com 
Web: www.allocalization.com 

 
Total Solutions for Your Business
Established in 1995, E4NET has successfully accomplished 
many major projects for customers such as Microsoft, 
Hewlett-Packard, Oracle, IBM, Google, Facebook, 3Com, 
Sony, LG Electronics, Panasonic, IKEA and more. We 
specialize in the fields of IT such as ERP/CRM/DBMS, 
consumer software, hardware/equipment, OS, server appli-
cation, management, storage and multimedia. In addition, 
our service expands to other industries such as games, 
medical/health care, travel, fashion, financial, automation 
and automotive. E4NET can provide all types of localiza-
tion, including the full scope of linguistic testing services 
in Windows, Macintosh and Linux as well as MTPE, DTP, 
audio recording and video translation services. Languages 
Major Asian languages including Korean, Japanese, 
S-Chinese, T-Chinese, Thai
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500 
Email: l10n@e4net.net, Web: www.e4net.net

 
Precision Matters in Translation
For over 17 years, EC Innovations has specialized in cus-
tomized solutions and subject matter expertise to fit almost 
any budget for most industry verticals. Originally known 
as a supplier to suppliers, ECI has quickly become one of 
the fastest growing language service providers in the mar-
ketplace. Today, EC Innovations has grown into 14 strategi-
cally located global offices with 300+ full-time employees 
offering full localization support into 60+ languages. EC 
Innovations continues to build upon its reputation as a 
customer-centric organization focused on high-quality 
standards, technological creativity and value-added ser-
vices to accommodate any type of localization program. 
Languages All
EC Innovations, Inc. Wilmington, DE, USA, 312-863-1966 
Email: info@ecinnovations.com, Web: www.ecinnovations.com 

         

High Quality Asian Localization,  
Voiceover and Multimedia 
EQHO Communications — one of Southeast Asia’s larg-
est 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 
operators, localization and multimedia engineers, and 
on-site recording 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. 
Languages Translation: All commercial languages, special-
izing in Asian pairs. Voiceover/multimedia: All languages
EQHO Communications Bangkok, Thailand, +66 (0)2 637 8060 
Email: info@eqho.com, Web: www.eqho.com 
Ad on page  51

       

 
EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited is 
Europe’s number one Greek localizer, specializing in tech-
nical and medical translations from English into Greek 
and Greek into English. EuroGreek’s aim is to provide high 
quality, turnkey solutions, encompassing a whole range of 
client needs, from plain translation to desktop/web pub-
lishing to localization development and testing. Over the 
years, EuroGreek’s services have been extended to cover 
most subject areas, including German and French into 
Greek localization services. All of EuroGreek’s work is pro-
duced in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time delivery. 
Language Greek 
EuroGreek Translations Limited London, United Kingdom  
Athens, Greece, 30-210-9605-244, Email: production@eurogreek.gr 
Web: www.eurogreek.com Ad on page 33

      

 

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and EN 15038 
certified language and software company based in Barce-
lona with branches and teams in Argentina, Mexico, Brazil, 
Bolivia and Guatemala. We have dedicated teams for web 
content, software localization and translation of technical, 
business, automotive, biomedical and marketing docu-
ments. Our software development engineers and translation 
teams provide high-quality and on-time production solu-
tions that are cost-efficient, flexible and scalable. Languages 
Spanish (all variants), Portuguese (all variants), Catalan, 
Basque, Galician, Valencian, K’iche’, Quechua, Aymara, 
Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00, Email: info@idisc.es, Web: www.idisc.es

            

New markets for your
products and solutions

  
Janus Worldwide Inc.
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, finan-
cial and automotive. Some of the services we offer are: 
functional and linguistic testing; software, website and 
multimedia localization; and technical, e-learning and 
marketing translation. Our processes are backed by the 
ISO 9001:2008 and EN 15038:2006-05 quality certifica-
tions and our clients include Microsoft, IBM, Siemens and 
Volkswagen. We have nine offices in Asia, Europe and the 
US to facilitate communication globally. Languages 80 and 
growing 
Janus Worldwide Inc. Moscow, Russia, +7-495-913-66-53 
US 855-526-8799, Email: info@janusww.com 
Web: www.janusww.com 

      

Moravia
Moravia is a leading globalization solution provider, en-
abling companies in the information technology, e-learning, 
 life sciences, consumer electronics and telecommunications 
industries to enter global markets with high quality multi-
lingual products. Moravia’s solutions include localization, 
product testing, multilingual publishing, technical transla-
tion, content creation, machine translation and workflow 
consulting. Adobe®, IBM, Microsoft, Oracle and Toshiba 
are among some of the leading companies that depend on 
Moravia for accurate, on-time and economical localization. 
With global headquarters in Brno, Czech Republic, Moravia 
has local offices in Europe, the United States, Japan, China 
and Latin America. To learn more, please visit us at www.
moravia.com. Languages All 
Moravia 
USA Newbury Park, CA, USA, 805-262-0055 
Email: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, Email: europe@moravia.com 
Ireland 353-1-709-9822, Email: ireland@moravia.com 
Asia 86-25-8689-6500, Email: asia@moravia.com 
Japan 81-3-3354-3320, Email: japan@moravia.com
Argentina 54-341-481-2992, Email: argentina@moravia.com 
Ad on page 64
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Your Vision. Worldwide.

 
Full-service Translation, Localization  
and Multilingual Testing
Net-Translators provides turnkey translation, localization 
and multilingual testing services and customized strategy-
to-deployment localization solutions. For over ten years, 
it has helped technology companies and medical device 
manufacturers prepare their products and services for 
global markets. For software applications (GUI, online 
help and documentation), marketing materials, websites 
and more, Net-Translators’ customer-focused, professional 
teams deliver consistent, accurate results in compliance to 
international regulations. Their one-of-a-kind Multilingual 
Testing Center is specially equipped and staffed to offer 
the ultimate testing environment for localized products. 
EN 15038:2006, ISO 9001:2008 and ISO 13485:2003 cer-
tifications and a long-standing reputation for quality have 
earned Net-Translators the trust of industry leaders world-
wide. Languages More than 60 
Net-Translators 
USA Cupertino, CA, USA, 800-320-1020 
Email: salesusca@net-translators.com 
USA Marlborough, MA, USA, 617-275-8128 
Email: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385 
Email: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633 
Email: salesil@net-translators.com 
South America Posadas-Misiones, Argentina, +54-3764-487029 
Email: salessoutham@net-translators.com
Web: www.net-translators.com Ad on page 63

             

 
Greek Localization Experts Since 1983
Founded in 1983, ORCO S.A. is a leading translation and lo-
calization provider, specializing in software localization and 
technical translations (IT, telecommunication, medical, auto-
motive, engineering, marketing, financial, EU). ORCO deals 
primarily with English into Greek projects, although trans-
lation from several other European languages can be taken 
aboard. With its experienced in-house personnel, ORCO 
offers high-quality services, including localization, product 
testing, engineering, DTP and more. Our client list includes 
long-term collaborations with companies such as Abbott, 
Canon, Cummins, Ford, General Electric, Google, IBM, 
Microsoft, Oracle, Sony and important international institu-
tions such as the EU (CdT, DGT, European Parlia ment) and 
UNHCR. Language Greek
ORCO S.A. Athens, Greece, +30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

   

 
Localization and Globalization Partner
Saltlux was founded in 1979 as the first Korean technical 
translation company. Our services encompass translation, 
localization, DTP, MT post-editing, planning and writing of 
technical manuals. We have extensive experience in medical 
and pharmaceutical products and equipment, IT, software, 
electrical, automotive and technical industry, and so on. With 
32 years of accumulated know-how, Saltlux will be your ideal 
global communication partner. To learn more, please visit 
www.saltlux.com. Languages Korean, Traditional and Sim-
plified Chinese, Japanese and other Asian languages, Euro-
pean languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444 
Email: tcsales@saltlux.com, Web: www.saltlux.com

 
Saudisoft Co. Ltd
With 30 years in the language industry, Saudisoft knows how 
to support your business growth by localizing your content. 
Specializing in the Middle Eastern, African and Asian lan-
guages, the company has five offices around the region in 
Egypt, Saudi Arabia and Dubai. Saudisoft provides multilin-
gual software localization, documentation, website localiza-
tion, multimedia localization, DTP, engineering and testing 
services. Linguistic and engineering capability combined 
with unrivaled levels of service and attention to detail have 
earned Saudisoft awards from leading companies worldwide. 
Languages More than 100
Saudisoft Co. Ltd Egypt, 20-2-3303-2037 
Email: bdm@saudisoft.com, Web: www.saudisoft.com

       

 
TOIN Corporation 
TOIN has achieved a 50-year track record of excellence 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. 
Languages Japanese, Traditional and Simplified Chinese, Ko-
rean, Malay, Thai, Vietnamese and European languages 
TOIN Corporation 
Japan Tokyo, Japan, 81-3-5759-4353 
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Dallas, TX USA, 1-612-986-3108 
Email: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-7890-290123 
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012  
Email: shen-yi@to-in.co.jp, Web: www.to-in.com 

 
Ushuaia Solutions 
Ushuaia Solutions is a fast-growing Latin American com-
pany 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 budget. Customizing its 
processes, Ushuaia assures project consistency and techni-
cal and linguistic accuracy, thus reducing clients’ time-to-
market. Ushuaia combines state-of-the-art technology with 
top-notch experienced native translators, editors and soft-
ware engineers. Our mission is to work together with our 
clients, thereby creating a flexible, reliable and open rela-
tionship for success. 
Languages Spanish (all varieties), Portuguese (Brazil) 
Ushuaia Solutions Rosario, Argentina, 54-341-4493064 
Email: info@ushuaiasolutions.com  
Web: www.ushuaiasolutions.com Ad on page 44

 
VistaTEC
At VistaTEC we understand what it takes to captivate, 
engage and inspire a global audience. Every day we help to 
optimize the global commercial potential of some of the 

most iconic brands, products and services the world has 
ever seen. Since 1997 we have been providing world-class 
localization solutions to many of these large companies 
worldwide. Global commerce is evolving and accelerating 
at a tremendous pace and organizations operate within 
markets where customers are increasingly mobile, well 
informed and open to change more than ever before. 
Contact VistaTEC today. We're the leaders in global content 
solutions. Languages All 
VistaTEC 
Europe Dublin, Ireland, 353-1-416-8000 
North America  Mountain View, CA, USA, 409-898-2364 
Email: info@vistatec.com, Web: www.vistatec.com 
Ad on page 28

         

 
Xlated Ltd.
Xlated is a young and dynamic localization service pro-
vider, founded and managed by translators with 16+ 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 translation technologies, we 
offer a wide range of multilingual services for small to large 
and complex software localization projects. Services include 
terminology management, translation of GUI and user 
documentation, linguistic and functional quality assurance, 
engineering, multiplatform DTP and consulting. Languages 
Greek, French, Italian, German, Spanish, Portuguese, Russian
Xlated Ltd. Kells, County Meath, Ireland, +353-(0)46-925-0005 
Email: info@xlated.com, Web: www.xlated.com 

nonprofit orgAnizAtions

 
The Rosetta Foundation
Access to information is a fundamental right. We want to 
relieve poverty, support health care, develop education and 
promote justice through access to information and knowl-
edge across the languages of the world. The Rosetta Founda-
tion 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 consider-
ations, including localization and translation companies, 
technology developers, not-for-profit and non-governmental 
organizations. Languages All
The Rosetta Foundation Dublin, Ireland, +353-87-6736414, Email: 
info@therosettafoundation.org, Web: www.therosettafoundation. com

      

 
Translators without Borders
Translators without Borders is an independent registered 
nonprofit association based in France that assists non-gov-
ernmental organizations (NGOs) by providing free, profes-
sional translations. Founded by Lexcelera in 1993, Translators 
without Borders has provided over two million dollars worth 
of free translations. Thanks to the funds saved, NGOs are able 
to extend their humanitarian work. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09  
Email: twb@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org 
Ad on page 62
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terminology mAnAgement

Kaleidoscope
quickTerm manages 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, ap-
proval and revision processes, which further ties in colleagues 
in the terminology process. Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0 
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at    
Ad on page 29

            

trAnslAtion  
mAnAgement systems 

Plunet BusinessManager
Multiple Platforms
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 transla-
tion software, financial accounting and quality manage-
ment 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 Berlin, Germany, +49-(0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com Ad on page 35

         

  
Wordbee Translator 
Web-based
Wordbee is the leading choice for enterprises and transla-
tion professionals who need to save money and make their 
company run more efficiently. Wordbee has the most com-
plete feature set of any cloud solution: a CAT editor includ-
ing linguistic resource management, QA, spellchecking and 
machine translation combined with project management 
capabilities such as automated workflows, crowdsourcing, 
business analytics and API connectivity with third party 
applications. Project setup effort is significantly reduced. 
Project manager tasks such as translation assignment, dead-
line calculation, project phase kick-offs, midcycle source 
document changes, delivery, cost management and invoicing 
can be automated in the collaborative translation platform. 
Languages All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204, +1 503 287 0023 
Email: info@wordbee.com, Web: www.wordbee.com 

         

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and transla-
tion management system available as a pay-as-you-go 
SaaS or for installation on your server. Built for col-
laboration and ease of use, XTM provides a complete, 
secure and scalable translation solution. Implemen-
tation of XTM Cloud is quick and easy, with no in-
stallation, hardware costs or maintenance required. 
Rapidly create new projects from all common file types 
using the templates provided and allocate your re-
sources 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. Languages All Unicode lan-
guages
XTM International Bucks, United Kingdom, +44-1753-480-469 
Email: sales@xtm-intl.com, Web: www.xtm-intl.com  
Ad on page 39

      

  
XTRF Translation Management Systems 
Multiple Platforms
XTRF is a global management system for translation agen-
cies. With built-in cutting-edge Java technology, XTRF is 
a flexible, customizable and web-based software, enabling 
web access for a company’s suppliers and customers. It’s 
designed to help translation companies to streamline all 
of their daily activities, and it guarantees smooth man-
agement 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 profes-
sionals and created by the best IT team, this powerful tool 
will reduce the time spent on repetitive tasks and increase 
a company’s effectiveness.
XTRF Kraków, Poland, 48-12-255-14-80,  
Email: info@xtrf.eu, Web: www.xtrf.eu 

         

trAnslAtion services

  

Translation Services Provider in SEE
CIKLOPEA is one of the leading translation and localiza-
tion services providers in the region of South East Europe 
(SEE) specialized in translation projects, interpreting and 
localization into the languages of the South region (Croa-
tian, Slovenian, Serbian, Bosnian, Macedonian, Montene-
grin, Albanian, Bulgarian and Romanian). Our fields of 
specialization are manufacturing, consumer products, en-
gineering, industry, technology, IT, medical, pharmaceuti-
cal, health services, life sciences, law, economics, business, 
finance, insurance, marketing, PR, communication and 
tourism. CIKLOPEA is certified in accordance with ISO 
9001:2008, EN 15038:2006 and ISO 27001:2005. Languages 
More than 25 languages
CIKLOPEA Croatia +385-1-3751736, Email: info@ciklopea.com 
Web: www.ciklopea.com Ad on page 33

            

 
Diskusija – Translation and Localization
Founded in 1993, Diskusija specializes in technical trans-
lation and localization services from Western European 
languages into all Central and Eastern European languages 
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 following industries: IT, soft-
ware, hardware, telecommunications, medical equipment, 
medicine, pharmacology, accounting, finance, automotive 
industry, electronics, legislation and EU documents. 
Languages Central and Eastern European languages 
Diskusija Vilnius, Lithuania 370-5-2790574, Fax: 370-5-2790576 
Email: diskusija@diskusija.lt, Web: www.diskusija.lt 

      

 
Localization? Asianlization with HansemEUG 
HansemEUG is a leading localization provider specializing in 
Korean, Chinese, Japanese and other Asian and Middle East-
ern languages including Vietnamese, Thai, Malay and Arabic. 
We have over 150 in-house staff who are all professionally 
trained and experienced in developing content for a variety 
of audiences. Our professionalism and experience ensure that 
your software or mobile device localization, or medical trans-
lation projects are accurate, clear, and of the highest quality.  
HansemEUG provides a single solution for all your documen-
tation projects, including manual development, in-house DTP 
and graphic design, language audits and consulting services 
for Chinese GB compliance. Our headquarters are located in  
Korea. Languages Asian and Middle Eastern languages
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea 
+82-(31)-226-5042, Email: info@ezuserguide.com 
Web: www.ezuserguide.com Ad on page 25

      

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global content and lan-
guage intelligence to organizations around the world. The 
content experts at LinguaLinx help manage and localize mes-
saging to enhance efficiency and provide consistency across 
all forms of communication. With offices around the world, 
LinguaLinx provides organizations with localization solu-
tions that fit their needs including: translation and interpre-
tation, marketing communications and website localization, 
translation memory deployment, multilingual SEO, transla-
tion 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. Languages All
LinguaLinx Language Solutions, Inc. Troy, NY USA, 518-388-9000 
Email: info@lingualinx.com, Web: www.lingualinx.com

Lionbridge
Lionbridge enables more than 800 world-leading brands to 
increase international market share, speed adoption of prod-
ucts and effectively engage their customers in local markets 
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worldwide. We provide translation, online marketing, global 
content management and application testing solutions that 
ensure global brand consistency, local relevancy and techni-
cal usability across all touch points of the global customer 
life cycle.  Using our innovative cloud technologies, global 
program management expertise and our worldwide crowd 
of more than 100,000 professional cloud workers, we provide 
integrated solutions that enable clients to successfully mar-
ket, sell and support their products and services in global 
markets. Languages All
Lionbridge Waltham, MA, USA, 781-434-6000 
Email: marketing@lionbridge.com, Web: www.lionbridge.com 
Ad on page 32

            

Localization Care, Because We Care
Localization Care offers a full range of services from docu-
mentation design through translation, linguistic and tech-
nical localization services. Our experienced team is able to 
handle projects of any complexity. We guarantee a profes-
sional and personal approach to our clients' needs, including 
on-time delivery, competitive rates and flexibility. We have 
extensive expertise in the following industries: automotive, 
electronics, finance, medicine, pharmacology, medical equip-
ment, IT, software, hardware, legislation and more. Our cli-
ent list includes long-term collaborations with companies 
such as Nikon, Sony, St. Jude Medical, Nike, Adidas, Google, 
Microsoft and Apple. Give us a try! We are sure you won't be 
disappointed! Languages All
Localization Care Limited Partnership Kraków, Poland 
+48 12 418 41 83, Email: contact@localizationcare.com 
Web: www.localizationcare.com  

      

Medical Translations Only
Medilingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 
customers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical instru-
ments, hospital equipment and medical software; medical 
information for patients, medical students and physicians; 
scientific articles; press releases; product launches; clinical 
trial documentation; medical news; and articles from medi-
cal journals. Languages 45, including all EU languages 
MediLingua Medical Translations BV Leiden, The Netherlands 
+31-71-5680862, Email: simon.andriesen@medilingua.com 
Web: www.medilingua.com Ad on page 33

Omnia S.r.l.
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 documentation translation; marketing collateral 
transcreation; website and software localization; multilin-
gual desktop design and publishing; content authoring and 
controlled English; and content and term management. 
Languages 150 language combinations including rare and 
obscure languages
Omnia Group Sassuolo, Italy, +39 0536 881375,  
Email: info@omnia-group.com 
Web: www.omnia-group.com Ad on page 33

Rheinschrift Übersetzungen, Ursula Steigerwald
Outstanding localization requires world-class experience. 
Rheinschrift gives your business a native voice in the Ger-
man-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 com-
petent translations and meet your deadline, whatever it takes. 
Languages German to/from major European languages 
Rheinschrift Übersetzungen, Ursula Steigerwald  
Cologne, Germany, +49-(0)221-80-19-28-0 
Email: contact@rheinschrift.de Web: www.rheinschrift.de  
Ad on page 21

 
Translation and Localization Into Polish 
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 guaran-
tee a high standard of quality while maintaining flexibility, 
unparalleled responsiveness and reliability. Our services are 
certified to EN 15038:2006. Language Polish
Ryszard Jarża Translations Wrocław, Poland 
+48-601-228332  
Email: info@jarza.com.pl, Web: www.jarza.com.pl  
Ad on page 33

Skrivanek s.r.o.
Skrivanek has been delivering outstanding language solu-
tions for 20 years, affirming its position as a world leader 
in the translation industry. Our network of 50 offices in 15 
countries throughout Europe, Asia and the United States 
enables the provision of quality translations and product 
localization services in over 100 languages. Supported by 
3,000 linguists, 350 in-house native reviewers, teams of 
experienced project managers, software engineers and DTP 
specialists, our cutting-edge technologies facilitate cus-

tomer-driven solutions to meet the most exacting require-
ments. Our reputation is guaranteed by ISO 9001:2008 
and EN 15038:2006 quality assurance certifications and a  
clientele that includes global corporations and major 
international organizations. Languages All, with a focus 
on Central and Eastern Europe
Skrivanek s.r.o. Prague, Czech Republic, 420-233-320-560, Email: 
info@skrivanek.com, Web: www.skrivanek.com Ad on page 9

            

SpanSource
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 partners. 
Our domain focus is on health care and life sciences, soft-
ware and IT, heavy machinery and automotive, legal and 
financial, oil and gas, corporate training and educational 
materials. Our comprehensive service portfolio also in-
cludes unparalleled desktop publishing and multimedia 
localization engineering support for e-learning materi-
als. Our in-house staff of 25 includes project managers, 
senior linguists, desktop publishers, software engineers 
and graphic designers, which prove to be fundamental 
in SpanSource’s centralized, customer-centric approach. 
Languages Focus on Spanish and Portuguese, other lan-
guage combinations through partners
SpanSource SRL Rosario, Argentina 54-341-527-5233 
Email: info@spansource.com, Web: www.spansource.com 

STEPPING STONE
Technical and Life Science Solutions
Stepping Stone leverages almost 15 years of experience 
and scalability whilst maintaining a refined, hands-on,  
responsive service synonymous with a boutique-style 
agency. Your single-stop for translation, localization, DTP 
and testing requirements, we tailor environments to handle 
all CAT/design tools and are specialists with structured  
documentation and multichannel distribution. Our  
medical team supports medical device companies, CROs 
and pharmaceuticals. We use small, experienced and adept 
teams rather than adopting a 1000-resource selection  
lottery, thus building solid relationships with all involved 
— perhaps it’s time we build one with you. In a world 
changing from quality to quantity — we’re standing firm. 
Languages 70+ including all European, Middle Eastern and 
major Asian languages.
Stepping Stone Riga, Latvia, +371 6728 1110  
Email: global@steppingstone.ws, Web: www.steppingstone.ws 
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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 provide you with print 
and digital subscriptions plus other resources on www.multilingual.com.

Your students can learn about:
 • Building a business in another 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.
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TripleInk Multilingual Communications
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
with precise translation and multilingual production 
services for audio-visual, online and print media since 
1991. Our experience in adapting technical documenta-
tion and marketing communication materials covers a 
wide range of industries, including biomedical and health 
care; building and construction; financial services; food 
and agriculture; high-tech and manufacturing; and hos-
pitality 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. 
Languages All major commercial languages 
TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388 
Email: info@tripleink.com, Web: www.tripleink.com 

trAnslAtion tools 

 
Kilgray Translation Technologies
Windows
Kilgray Translation Technologies is the world’s fastest growing 
provider of computer-assisted translation tools. In 2005 the 
company launched the first version of memoQ, an integrated 
client-server translation environment designed to facilitate 
interoperability and teamwork. All of Kilgray’s products — 
memoQ, the memoQ server, memoQWebTrans, qTerm and 
Language Terminal — optimize productivity and control of 
the entire translation process and environment. Rated #1 by 
Common Sense Advisory among translation-centric TMS 
systems, and used by thousands of translators, language  
service providers and enterprises throughout the world, 
memoQ and other Kilgray tools are accepted and appreciated 
as premiere translation technologies. Languages All 
Kilgray Translation Technologies Béke sugárút, Hungary 
+36-30-383-9435, Email: sales@kilgray.com  
Web: www.kilgray.com Ad on page 19

         

MadCap Lingo
Windows
The leaders in technical communication bring you MadCap 
Lingo, an XML-based translation management solution 
used by large multinational corporations, technical writ-
ers and freelance translators. MadCap Lingo offers support 
for a wide range of file formats, works with major industry 
TM systems and is fully integrated with the leading content 
authoring application MadCap Flare. Through its strategic 
partner Microsoft Corporation, MadCap Software delivers 
solutions optimized for Microsoft Windows, Visual Studio 
and the .NET environment. A free 30-day trial download is 
available at www.madcapsoftware.com. Languages All 
MadCap Software, Inc. La Jolla, CA USA, 858-320-0387 
888-623-2271, Email: sales@madcapsoftware.com 
Web: www.madcapsoftware.com Ad on page 43

            

 
SDL Language Technologies
Windows 
SDL Language Technologies is the leading provider of trans-
lation software to the translation industry and recognized 
globally as the preferred computer-assisted translation tool 
of government, enterprise, language service providers and 
freelance translators. Its product portfolio includes the 
market-leading translation tool, SDL Trados Studio 2011, 
which offers a complete translation environment includ-
ing translation memory, terminology and powerful project 
management tools. With support for the largest number of 
file formats, an open API and growing app marketplace, 
Studio 2011 is the right choice for professionals serious 
about the business of translation. Languages All 
SDL Language Technologies Maidenhead, United Kingdom 
+44-1628-417227, Email: info@sdllangtech.com 
Web: www.translationzone.com Ad on pages 12-13 

Sovee 
Multiple Platforms 
The Sovee Smart Engine is equipping today's language 
service providers with the intelligent innovation they need 
to succeed in a rapidly changing industry. The Smart En-
gine is designed to do the heavy lifting and significantly 
reduce post-editing time. The Engine learns translation 
preferences for industry terms and uses them to translate 
more efficiently across all media, including moving tar-
gets such as dynamic website content, video and live chat 
text, as well as more traditional document translation. 
Languages All
Sovee Chattanooga, TN USA, 855-997-6833 
Email: info@sovee.com, Web: www.sovee.com  
Ad on page 4

          

SYSTRAN 
Multiple Platforms 
SYSTRAN is the market leading provider of machine 
translation (MT) solutions for the desktop, enterprise 
and internet. Our solutions facilitate multilingual com-
munications in 52+ language pairs and in 20 domains. 
SYSTRAN Enterprise Server 7, our latest achievement, is 
powered by our new hybrid MT engine which combines 
the predictability and consistency of rule-based MT with 
the fluency of the statistical approach. The self-learning 
techniques allow users to train the software to any spe-
cific 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. 
Languages 52 language combinations
SYSTRAN Software, Inc.
North America San Diego, CA USA, 858-457-1900 
Europe Paris, France, +33 (0)1-44-82-49-00  
Email: info@systransoft.com, Web: www.systransoft.com  
Ad on page 24
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TTranslation is a bit like music. Whether you’re 
talking about an orchestra playing a symphony, 
or a one-man band busking for pennies, there are 
good analogies with the process of translating. In 
my own personal experience, music and transla-
tion are very much intertwined and highly depen-
dent on context — perhaps not just in business 
and technology, but in my own thought processes.

In addition to working in the translation software business at 
Smartling, I also run a music blog. Sometimes, it’s amazing how 
these seemingly-separate worlds most definitely overlap; either 
directly, or by triggering trains of thought where music, language, 
context and translation all inhabit the same alternate reality.

Music makes me think about translation, the importance 
of understanding the context from which you are delivering 
your message, and the importance of simple processes that 
make your effort more effective. Without correct understand-
ing of context, a translation or a musical performance can fall 
flat and fail to deliver the intended impact. Without a simple 

Alison Toon, Smartling’s senior director of new markets, has 
been working in the translation industry for two decades. With a 
background in enterprise-scale translation management, she was 
previously responsible for building and managing Hewlett-Packard’s 
globalization program and translation technologies across all 
business units.   

To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com.

Alison Toon

The connections between 
translation and music

process, we may fail to grasp a business opportunity or need, 
such as when a “new” language is identified. Maybe it’s how 
my brain is wired, but a recent musical performance helped me 
to think about the importance of new languages.

My music blog covered California’s State Fair, which is held 
annually in Sacramento. In addition to showcasing local live-
stock and produce; arts and crafts; the talents of many local 
performers; and the culinary gems to be found in each county 
of the state, the fair has an evening series of concerts by well-
known artists and bands. 

One of this year’s performers was Bret Michaels, lead 
singer of Poison, and the slightly-infamous star of several 
TV reality series. While researching for my review of his 
show, I was fascinated to learn about his Rusyn heritage. 
Rusyn is an east Slavic language and spoken by, according 
to Wikipedia, a “diasporic ethnic group” from the Carpath-
ian area of Eastern Europe. This was fascinating to me 
because, despite having spent time studying the Polish 
language and Eastern European history, and also having 
worked through various big-company challenges with lan-
guage coverage for Eastern European customers, I had not 
previously encountered Rusyn. This language, also known as 
Lemko or Ruthene, has its own ISO code (rue) and is spoken 
by an estimated 50,000 people. Still, it was new to me!

Is Rusyn at the top of the list of long-tail languages to be 
added to everyone’s priority lists? Probably not, but what if 
Rusyn, or any other language similar to it, suddenly became 
necessary for global business? It’s not such an outlandish 
thought: laws are passed every day, and some of those laws 
can affect the use of language, and the ability to export and 
import. Even without the need for legal compliance, a change 
in politics and the use of social media can suddenly trigger 
a rapid drop in customer satisfaction if a certain language is 
not supported. At the most extreme, language can even be 

mailto:editor@multilingual.com
http://www.multilingual.com
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Takeaway
a cause for national unrest and ethnic 
division. 

In everyday terms, this means that when 
you have a business case to extend your 
language scope, adding another language 
to your translation workflow should be 
easy: as easy as pushing a button, and pay-
ing for the translations. Today, for anyone 
working in the language industry, Rusyn 
may be another interesting story of lin-
guistic evolution, language connection and 
ethnic identity, but “discovering” another 
language need for your business should not 
become a painful surprise to implement.

Of course, Michaels didn’t perform 
in Rusyn at the concert. He sang his 
inimitable rocking American English. At 
the same California State Fair concert 
series, simultaneous interpretation was 
in use, to give access to an audience 
who would otherwise have been un-
able to understand, and fully enjoy, the 
performance. Interpretation at a rock 
concert might sound a little unusual, 
but it works! It’s not spoken (or sung) 

interpretation, but interpretation 
through American Sign Language (ASL). 
The interpreter signs the lyrics as the 
band performs, sometimes with the help 
of an auto-cue, sometimes without, 
and often with the interpreters being as 
animated and dynamic as the perform-
ing artists themselves. They put the 
words, visually, into the minds of people 
who would otherwise be unable to 
understand them, making the meaning 
of the songs accessible and enjoyable to 
a larger audience.

In fact, I am seeing ASL interpreting 
services provided more and more fre-
quently at the shows I cover. It’s making 
entertainment that depends on sound 
accessible to people who cannot hear 
the content. Just like translating written 
content, or subtitling a video, it’s all 
about making the words (in this case, 
the lyrics) understandable to people 
who would otherwise miss out.

One of my most amusing experiences 
of sign language interpreting at a rock 

concert was during a performance by 
Weird Al Yankovic last year. He was 
singing “Smells Like Nirvana,” his spoof 
of Nirvana’s “Smells Like Teen Spirit,” 
and so the sign-language interpreter 
was signing, “What is this song all 
about? Can’t figure any lyrics out, How 
do the words to it go? I wish you’d tell 
me, I don’t know.” If you hadn’t known 
it was Weird Al singing, or the original 
song and artists that he was spoofing, 
you might well have thought that the 
interpreter was cracking up on the job. 
She wasn’t — she was interpreting the 
song perfectly.

Just goes to show, context is really 
important. In music, in translation and 
in performance sign-language inter-
pretation too.

For me, music is like translation. It 
makes me think about the challenges 
and solutions we all work with every 
day, and the steps we need to take to 
ensure everyone has the opportunity to 
appreciate the same song.  M
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“Quality means doing it right 
when no one is looking.”
Henry Ford
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moravia.com

Flexible thinking. Reliable delivery.

Companies harnessing 
top global talent 
will be the future 
leaders.

Olga Stuck  
Chief Human Resources Officer 
Moravia 

Successful global brands have the insight and 
talent to deliver market-specific adjustments 
in real time. As technology and social media 
expand the global talent pool, employment 
models are less full-time-salaried and more 
freelance, outsourced, community-based and 
social. How will you find, qualify, engage, train 
and manage resources who vary by profile, 
geographic location, employment model and 
work style? Scalably managing top global talent 
is the competitive differentiator that will define 
tomorrow’s industry leaders.

“The future is already here —
it’s just not evenly distributed.”

William Gibson

http://www.moravia.com
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