A p r i l/M a y 20 08

01 Cover #95 Guide GettingStarte1 1

GOING
GLOBAL
G E T T I N G S T A R T E D : Guide

®

Going Global
Online

®

Localization
Technology

®

Expanding Your
Business Globally

®

How to Build an
International Team

®

Using Common Sense
to Go Global

4/10/08 9:31:21 AM

GOING GLOBAL

CONTENTS

Guide: G E T T I N G S T A R T E D
Getting Started:
Going Global

If you’re taking your business overseas — into a neighboring
country or just into another region of your own country via the
World Wide Web — this Getting Started Guide has good advice
for you and your company’s IT and marketing departments. In the words of contributor Laurel
Delaney, who offers 12 steps toward expanding a business globally, it’s necessary to “think
beyond the everyday uses of things as well as your own cultural boundaries. . . . ”
In addition, Alexandra Farkas points out that a truly multilingual site is critical to a global web
presence. Angelika Zerfaß brings the technical side to light with a glossary on tools and processes
for translation and software localization. David Smith provides a primer on building an international team, after he asks the reader to consider whether his or her company really needs one.
Finally, John Freivalds presents some anecdotal advice and evidence of what to do — and not to
do — when your business starts marketing into new neighborhoods.
As your enterprise expands its horizons toward far-off customers, you may wish to keep this
guide to going global close by for quick reference.
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Going Global Online
ALEXANDRA FARKAS

W

ith less than 30% of internet users today speaking English, localizing your website makes good
business sense. Most often, localization
is the last push before the launch of a site
or is done even after a site is launched.
The thinking tends to be “Let’s get the site
done. Then we’ll send it for translation
and off we’ll go.” If only it were so easy!
Whether you want to market to a global
audience or to foreign language speakers
in your own area, you need to consider
several issues before you begin the localization process. While most of the issues
presented here are entire articles on their
own, some of which are elaborated on in MultiLingual’s recent
“Getting Started Guide: Localization” (#91 October/November
2007), this article is meant to be
a jumping-off point for marketers and others who may not be
the most technically savvy but
are aware of their pressing business needs.
In my company, we have worked
with clients of various sizes — from
international high-tech communications companies to manufacturers looking to expand their reach
into new regions — but we were
also recently our own client, working on the localization of our new
website (www.eriksen.com). For
the sake of this article, let’s assume
that your original site is American English,
like ours was.

presence. We chose Swedish over the others, despite the fact that our founder is
Norwegian, because we do a significant
amount of work with Swedish companies.
As the two most frequently requested languages, Spanish and Chinese were an easy
choice, but our content for both those languages is localized for the United States
since a large part of our business in those
languages is for US markets. It’s worth noting that this consideration means that our
Chinese site is in Traditional characters,
instead of the Simplified characters that
are used in mainland China and other parts
of the Chinese-speaking world.

notice that
You’ll
many [multilingual

encoding for most sites developed in
the United States is Western European,
which will display Latin fonts, but, if you
plan on approaching markets that use
other alphabets, you need to be Unicode
compliant. Start your project using UTF-8
character sets, and you will be covering
all your bases.

What is your current website setup?
Whether you already have a live site or
are starting from scratch, taking a close
look at what you have chosen in terms
of technology and infrastructure is a key
part of figuring out what your cost and
time frame will be. If you have a live
site that you want to localize, how
is that site maintained? Is it a static
HTML site or is it edited using a content management system (CMS)? Are
you using Flash? Do you have many
graphics? Remember that buttons
are frequently graphics, particularly
on static HTML sites. There’s more
information below regarding static
HTML sites and CMS.
As you continue to look at your
site, also look at the content you
currently have — assuming you
already have a live site. How much
of it is appropriate for multilingual
users? For example, most of our site
speaks about our services in a way
that is independent of where our clients are located. However, we have
pages that specifically cover our experience with regulatory and legal issues in
the United States. While this is important
information for many of our US-based clients and prospects and so is relevant for
our Spanish and Chinese pages, it has little bearing for our Swedish clients. Thus,
we adapted the content to speak to their
concerns.

sites] put up a good
front by offering various
language options, but then
fail to deliver a significant
amount of content
in other languages.

Who is your target audience?
This is an important question for any
translation project, but it has even greater
ramifications for web localization. It’s important to target your copy not only to
Spanish speakers, for example, but specifically to the area and population you are
trying to reach.
We chose Swedish, Spanish and Chinese
as the languages we wanted to present
first. As a company founded by a Scandinavian and specializing in those languages,
it was important to have a Scandinavian
April/May 2008 • www.multilingual.com/gsg
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Once you choose your languages, don’t
forget to consider whether your .com
address is sufficient. There’s real value in
having country-specific site extensions. If
you take a look at some of the major international sites — Yahoo!, Amazon, Google
and so on — you’ll notice that they all use
country-specific extensions from .co.uk
to .jp and everything in between. Before
you assume it will be cost prohibitive,
do some research on sites such as www
.godaddy.com.
Additionally, when you’re starting your
web localization, it pays to think about
what other languages you may want to
expand into in the future. The default

How much of your site
needs to be localized?
If you’ve done any research on multilingual sites, you’ll notice that many put up
a good front by offering various language
options, but then fail to deliver a significant
page 3
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amount of content in other languages. Other
sites have every last word translated, though
there are sites such as the City of San Francisco, which is fully multilingual but notoriously uses rudimentary machine translation
(MT) that renders the information practically
unintelligible.
Ideally, your localized sites should be
as content rich as your English-language
site, but budget concerns frequently put
full localization on the back burner. When
you do choose which pages to translate,
consider that localized content needs to
be updated, just like your English content. Out-of-date content makes you look
bad in any language.
Also, be sure that if you are pitching your
products or services in a particular language, you also have the resources to close
the deal in that language. Another reason
we chose Spanish, Chinese and Swedish
is because we have native-speaking staff
who can communicate with clients in those
languages. If you don’t have the in-house
capability, partnering with someone who is
able to handle multilingual phone or e-mail
inquiries is important.
In analyzing how much of your site to
localize and researching what your competition is up to, use these levels as
defined by Nitish Singh and Arun Pereira,
the authors of The Culturally Customized
Web Site.

page 4
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Semi-localized website: These sites
only provide contact information about
foreign subsidiaries. Little else is offered
to address the needs of their international
customers.
Localized website: These sites offer
country-specific web pages with translation wherever relevant.
Highly localized website: These sites
offer country-specific URLs with translations wherever relevant and include relatively high levels of localization in terms of
country-specific information, time, date,
postal code, number formats and so on.
Culturally customized website: These
websites exhibit designs that reflect a
complete “immersion” in the culture of the
target market. A comprehensive cultural
customization will reflect three levels of
cultural adaptation: perception, symbolism
and behavior.
As Singh and Pereira note, in order to
have a fully localized site, you need to
take colors, brand names and all aspects
of technical internationalization into consideration, as you would with any marketing localization.

Choosing the right platform
With the automation of all things technical, more and more tools are out there
to help make processes easier, but not all
are equally simple. Choosing the platform

that suits your ambitions when building your multilingual content site is an
important commitment. Although there
are shades in between and combinations
of the two, for simplicity’s sake, let’s consider the pros and cons of static HTML
vs. CMS. Since we are mainly discussing
translation and localization, how content
is programmed is our main concern. I won’t
get into e-commerce or other interactive
applications here.
A static HTML site is built using development software such as Dreamweaver or
FrontPage to write HTML code. Alternately,
you can just write the code yourself, but
that requires a more sophisticated understanding of HTML. All information on the
page is stored as HTML, so each page
is basically its own entity, and they are
linked together through the links you put
on each page.
The good news is that HTML is inexpensive. You need someone on your team
who can update your pages, but it’s easy
with the tools mentioned above. HTML is
also flexible. Since each page you create
is independent, it’s a matter of simply
changing some code if you need to change
design to accommodate internationalization or cultural issues.
This simplicity comes, however, at a
price. Because HTML is so flexible and
dependent on users to maintain the page
structure, it’s easy to make a mess of the
architecture. When all you need is to make
an update, you need only a rudimentary
The Guide From MultiLingual
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understanding of the code and some
software, but other things can get tricky.
Fixing them without some higher level
of expertise can be nerve racking. Also,
because links are on a per-page basis, it’s
challenging to maintain different versions
of pages because renaming a page would
mean changing all the links throughout
the site. There are steps above a static
HTML site, such as using cascading stylesheets, but ultimately many of the challenges you face will be the same.
Variations on CMS have been around
as long as the internet. A CMS is a system that allows non-technical people to
edit and update a website. The interface
generally looks like a form with editable
fields that work like a standard word processing program, known as a WYSIWYG
(what you see is what you get) editor.
Most importantly, CMS is the front end of
several databases. Unlike HTML, where
information lives on a single page, a database-driven site uses rules that define
how databases and templates communicate with each other to create the page
that is seen by the user. A useful comparison is Microsoft Access and Excel. A CMS
is like Access, leveraging a wide range of
data for different purposes, and static
HTML is like Excel, presenting information in an isolated environment. As with
all things, this has its advantages and
disadvantages. There are some projects
where Access is definitely the way to go,
but often Excel is more than enough.
There are a few major advantages to
using a properly localizable CMS. First of
all, once the site has been built, a minimal
amount of training is required to prepare
even the least tech-savvy person to make
updates and changes. Also, a CMS allows
various levels of access so that working in
teams with an approvals process is possible. Because content is stored in databases, it can easily be re-used throughout
the site, and changes can be made in several places at once. In most cases, there
is also a search function, so finding content and pages is no longer a matter of
having to know where what is. Because
a site structure is established outside
the editing functions, it is also easy to
maintain and keep organized. Likewise,
new pages have to fit within the structure
using previously created templates, so a
certain amount of discipline is built into
the system.
That rigidity is one of the drawbacks of
a CMS. It makes it harder to deviate from
April/May 2008 • www.multilingual.com/gsg
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Bad Localization Multilingual Site Structure
Each language is an independent site, with no ability to make universal
changes across languages.
English Index Page

Spanish Index Page

French Index Page

English Folder
Structure

Spanish Folder
Structure

French Folder
Structure

Good Localizable Multilingual Site Structure
Main Index
with Templates

General elements and scripting are in a central
repository, with each language in a subfolder for
easy customization, versioning and searchability.

English Directory
Spanish Directory
French Directory

Bad vs. good CMS architecture of multilingual sites.
your original structure, so it’s important
to see that all of your priorities are met
when it’s first developed. And development is a major hurdle if you are on a
tight budget. The initial development of
a dynamic site is more expensive than
an HTML site, and if you want to make
changes to your design, you will need a
developer to build new templates.
Also, not all CMS systems are the same.
Though many claim to be localizable
today, not all are fully integrated. The first
step is to make sure the CMS uses UTF-8
throughout. But the backend structure is
also important. We had a client who came
to us with an English-language site that
was run using a custom-built CMS. While it
used UTF-8 encoding, that was the extent
of the localization considerations that the
developers had built in. The way the CMS
was structured, each language became
its own self-contained website, without any ability to communicate between
similar pages in different languages. This

made replicating the site consistently difficult and time consuming, and there was
no way to have version control across all
languages.
Because the client company was deeply
invested in the CMS it had, it wanted us
to recreate the site including mimicking
the architecture into the four languages
it needed, rather than using a more
appropriate CMS. From an engineering
standpoint, however, it was a cost-prohibitive proposition, and, again, there
was no automatic way to ensure that all
pages were updated consistently in all
languages. We ultimately came up with a
workaround that involved exporting copy
out of the code and re-inserting the copy.
Because the developers needed to rebuild
the site for each language, however, there
were issues with stray links and other
coding problems.
A note on version control: Most new
CMS systems provide versioning in their
WYSIWYG editors, but for localization
page 5
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you want the versioning to control all
languages at once. This way, when you
update a page in English, you can have it
localized and then launch all of the versions at once. If there are issues with a
page or errors, you can also roll back to a
previous version effortlessly.
If you are not at a level where you
have the resources or the need for a custom-built CMS, some off-the-shelf products, including Hot Banana, Liferay and
Joomla!, handle localization well and can
be customized for your needs by a good
developer.

Choosing a developer
Developers will generally tell you that
localization isn’t a big deal because it’s
just another set of data variables. Unfortunately, it’s a much bigger set of data variables than most people anticipate, with
content in languages the developer doesn’t
understand or characters that he or she
can’t decipher. Thus, working with a developer who has experience with localization

page 6
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A Web Localization
“To Do” List
• rewrite the text
• translate the text
• modify the graphics
• create new graphics
• change colors
• change layout
• modify tables, forms, data fields,
databases

is a big advantage. Not only does localization impact how characters are displayed,
but text expansion and even text contraction must be allowed for, and various
design elements must be editable.
In choosing a developer and the system you are going to use to maintain your
site, also be sure to discuss and budget
for ongoing support. Having an in-house
person trained to do regular updates
and manage the localization process is
the most cost-effective way to maintain
your site, but that may require a certain
skill level and needs to be considered.
Websites should never remain sedentary,
whether they are localized or not, so you
should also talk to your prospective developer about how difficult and/or costly it
will be to make larger changes and adapt
them for localization.
Another cautionary tale: A design company came to us last year to work on a
cross-promotional website competition
that it was launching for one of the world’s
most recognized media companies. It was
a classic case of a project that needed to
be done yesterday: 12,000 words of marketing copy localized into 11 languages
in two weeks (though it ended up being
many more words than they originally
anticipated).
We generally begin the localization process once a site has been finalized, but our
client had experienced delays in the development and design of the original site and
needed to get started mid-stream. The department handling the project had also
never dealt with a localization project of
this scope and so needed our input on how
to best handle the many issues we’ve discussed so far. Though the CMS was fully
localizable, the developers didn’t know

how to actually get certain character sets
to display properly. Since they weren’t
multilingual, they couldn’t test their own
work. Adding to the developer’s frustration, the site was very graphics heavy,
with no room in the design for expansion
or variations for other localization issues.
Ultimately, our linguists, technology specialists, graphic designers and project managers worked together with the design
company, the developers and the end client
to get the site launched in all languages. The
competition had an overwhelming worldwide response, and the media company
considered the campaign a success, but the
designers and developers realized that
localization can’t be the last step in the process if it’s meant to be a fully integrated
component of a project.

Don’t forget SEO!
Search engine optimization (SEO) often
seems like a mysterious art, but it’s actually an inexpensive and highly effective
way to get your brand seen all over the
world. That’s the beauty of the internet
— what I post here in Brooklyn, New York,
can be seen in Hong Kong at no additional
cost to me. So if you’re going to bother
localizing your site to suit your clients in
Hong Kong, don’t you also want to make
it easy for them to find you through a
search engine?
Of all the web localization projects we
get, strangely we rarely have a client ask
us to localize key words and metatags.
Often, we’re not even given the keywords
to directly translate. Not that I recommend direct translation. To the contrary,
translation can be used as a guide, but
keywords should reflect the locally appropriate search terminology. Since successful metatagging requires tinkering, it’s
worth getting a wide range of localized
keywords so that they can be tested and
later refined. As with all SEO, the easiest
and most cost-effective way to start is by
optimizing the most important pages on
your site first and expanding your optimization once you have a formula that
seems to work.
Ultimately, web localization is a matter
of being extremely organized and effectively making the most of all your options.
Before you get intimidated, recognize
that all web projects are scalable, but it’s
important to know what the issues are
before you begin so that you can anticipate what the next step will be at any
given time. G
The Guide From MultiLingual
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Localization Is
More Than Translation . . .
Global challenges require flexible and
professional service providers. Take advantage
of our experience and know-how and make your
product a worldwide success! SAM Engineering
was established in 1994 and provides localization
services to IT organizations as well as translation
and engineering services to vertical industries
through its network of translation partners,
specializing in the translation of Business
Applications and Technical Documentation. SAM
Engineering GmbH is located in Muehltal, near
Frankfurt, Germany. For more information, see
www.sam-engineering.de

SAM Engineering GmbH
Muehltal, Germany
sam@sam-engineering.de
www.sam-engineering.de

Uniting Cultures
and Commerce

For 19 years RKT has been specializing in highquality, in-house translations in the technical field
offered in numerous languages. The revision of your
foreign-language documentation and an optimum
workflow complete the ready-to-use service!
We offer
• Technical translations
• DTP/layout
• Online terminology management (TERMA)
• Online terminology database (RKT-Term)
• Online order tool (RKT-IQuickT)
• Language consulting

XINYISOFT Shanghai

Schramberg, Germany
info@rkt-online.de • www.rkt-online.com

Shanghai, China
sales@xinyisoft.com • www.xinyisoft.com

ISO 9001:2000-certified
Translation Services

Software
Internationalization
Engineering

Idem Translations, Inc., is a full-service
translation/localization company, specializing
in the life sciences, legal and IT industries since
1983. Our expert translation teams combine
linguistic excellence with strong backgrounds
in a variety of fields. We maintain specialized
client glossaries and memory databases
to ensure consistent terminology. Our ISO
9001:2000-certified translation and quality
processes guarantee a service that meets the
highest industry standards. We offer a unique
combination of industry-specific experience,
knowledgeable translation teams and friendly,
client-oriented service.

Epic Translations

Idem Translations, Inc.

Canton, Michigan USA
info@epictranslations.com
www.epictranslations.com

Palo Alto, California USA
info@idemtranslations.com
www.idemtranslations.com
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Look no further than XINYISOFT, a group of
flexible, highly skilled, honest, hard-working
people!
With more than six years in the industry,
XINYISOFT focuses mainly on offshore software
testing, software/website localization, technical
translation, desktop publishing and software
distribution, helping our clients get closer to the
immense Asian market at a much lower cost with
shortened time-to-market.
XINYISOFT is your number one choice as a
China production center!

RKT Übersetzungs- und
Dokumentations- GmbH

Whether you are a governmental agency, one
of the world’s biggest corporations or a small
business, rest assured that you have found
a strategic and long-term translation service
provider in us.
Introducing a new service for Global 1000
companies and government agencies:
Over the phone translation/interpretation with
the following deliverables:
• MP3 recording of the session
• Transcript of the session
Call today for a free consultation of your
language needs.

April/May 2008 • www.multilingual.com/gsg

Tapping Into
the China Market?

Zeesoft has internationalized dozens of
software applications for desktop, web and
mobile applications since 1992. Our diverse
clients include companies such as VMware,
PartyGaming and Palm.
Our solid engineering team and internationalization expertise across technologies and
platforms will enable your application faster
for the global market; with better quality and
lower cost today and during localization.
Call us for a customized internationalization
assessment and help prepare your software for
the global market.

Zeesoft Inc.
San Jose, California USA
info@zeesoft.com • www.zeesoft.com
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hen you start thinking about
translation and localization processes, you will sooner or later
have to deal with the tools and technologies that are being used in this field.
Here are some of the tools you should
know about. You don’t have to own the
tools yourself, but you should know what
they are so that you understand your
translation service provider when it is
talking about segments, translation units
(TUs) and translation memories (TMs).
Today, translators use many tools to help
them remember translations of terms, sentences or phrases — be it within the same
set of documents or between projects.
The most important tools here are TM systems, terminology management systems
and soft ware localization tools.
Let’s start with one of the smallest items
there is in translation: the segment.
Segment: A segment is a translatable
unit, usually a sentence, but it could also
just be a three-word heading or a single
word in a table cell.
Segment pair/TU: This is a segment plus
its translation. The pair is stored for later reuse inside a translation tool. If the translator needs to translate the same or a similar
segment later on, the translation tool will
retrieve the translation of the segment for
the translator automatically.
Translation tool: A translation tool is a
software program that helps translators
remember any segment pair that they
have ever made. There are TM systems
designed for the translation of documents
such as manuals, training materials, catalogues, websites and so on. On the other
hand, there are software localization tools
that are used for the translation of the user
interface texts of a software product.
Basically, TM tools and software localization tools do the same thing: help the
translator go through the translatable text
segment by segment. It is just that the
developers of the translation tools have
traditionally focused on dealing with documentation files or software files. With the
next generation of translation tools, this
difference will disappear more and more.

page 8
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Localization Technology
ANGELIKA ZERFAß

Software localization tool: As the name
implies, these tools deal with files from software projects, such as EXE, DLL, resx and so
on. The current family of localization tools
can also be used to translate HTML and XML
files. In addition to translation, the software
localization tools also offer ways to localize or adjust the layout of the software to
be translated to better suit a different audience. For example, buttons can be resized so
that the translated text fits onto it.
Unfortunately, when you start translating with a translation tool of any kind, the

ranslation memory
Ttools
and software
localization tools
do the same thing:
help the translator
go through the
translatable text
segment by segment.
system is empty and has to be filled by the
translator. Before any re-use can occur, the
translator will have to input lots and lots of
translations for text segments. If, by any
chance, there already exists a translation
for a document or software piece, then
these translations can be imported into
the translation system via an alignment,
even if they are not created with a translation tool.
Alignment: Before starting to fill an empty
translation tool with new translations,
already translated texts can be recycled.
An alignment tool will read in the source
text and the translated text from almost
any file format (except PDF) and show the
segments from the documents in parallel.

The system will try to connect the segments
from the source language text to those of
the target language text, but, as most alignment tools do not “understand” language,
they will only be able to take a guess on
which segments belong together. Ideally, a
translator or at least a person who knows
both languages will have to look through
the aligned segment pairs and determine
whether they really belong together. After
this check, the segment pairs will be sent to
the translation tool for further re-use.
The translation tool will now be able to
compare each new segment for translation
with all segments in the translation tools
repository and will retrieve the translation for any identical or similar segment
as suggestion for the translator. A translation tool is not able to translate by itself,
like a machine translation (MT) tool, but
can only re-use what has been saved to
the system.
MT: MT systems can analyze the source
language text and translate it, with the help
of dictionaries, into another language. This
works best when the source text is written
in so-called controlled language, which limits the terms that can be used and simplifies the structure of the sentences so that
the machine can more easily deal with the
text. MT systems are designed for a specific
language pair and need large dictionaries for the subject matter area they are to
translate. Often, either pre-editing or postediting of the text is necessary.
Terminology: Terminology is a very
important concern for the translator, not
only for MT systems, but also for any kind
of translation. A term may consist of one
word or a combination of words. Terminology lists and terminology databases that
are connected to translation systems help
the translators to achieve a correct translation. Terminology, however, is more than
just words; it contains information such as
which product the term belongs to, who
entered or approved the term, the source
for the translation, definitions, and context examples. In order to build up a terminology repository, first the terms need to
be collected or extracted out of the text.
The Guide From MultiLingual
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Global is the new Local!
Jungle Communications provides strategic
international marketing consulting and a full
range of multilingual communications services.
We have helped our clients succeed in the
global marketplace since 1994.
Our high quality inspires our clients’ loyalty:
• Sun Microsystems
• San Francisco International Airport
• American President Lines
Go global in any language with our skilled
international team.
Contact us today for a free consultation!

We Deliver Understanding

Translations into Spanish
and Portuguese

When entering the global economy, language
and culture are the most difficult hurdles to
overcome. For 29 years, LLE - Language Services
has provided businesses the ability to achieve a
global reach — rapidly and cost-effectively.
LLE Enterprise Language Solutions supplies
services at every communication point within
a company: telephone, e-mail, voice mail,
document, IVR, digital audio and website. LLE
24 x 7 on-demand services: telephone interpretation, e-mail translation and bilingual fluency
assessment.

At D&M Language Services we provide Spanish
and Portuguese translations and DTP services only
of the highest quality, paying special attention to
detail and timeliness. We rely on a wide-ranging
team of professional translators and desktop
publishers selected following strict criteria based
on experience, skills and quality of work. We
take pride in fulfilling all of our clients’ needs
consistently and promptly. We handle every field
of expertise and work with SDLX, Trados and
WorldServer.

Jungle Communications, Inc.

LLE - Language Services

D&M Language Services

San Francisco, California USA
sales@webjungle.com
www.webjungle.com

Washington, D.C. USA
info@lle-inc.com
www.lle-inc.com

Lima, Peru
contact@dmlanguageservices.com
www.dmlanguageservices.com

Terminology extraction: While manually collecting terms is the best way to get
what you want — company specific terms,
subject matter specific terms, new terms
and so on — it is also the most tedious.
Terminology extraction tools can help to
run through a large number of documents
to either extract all or the most frequent
terms in one language or even from two
languages, if the source material is bilingual. The lists of terms that are created by
such an extraction tool are the term candidates — possible entries for a terminology
database. Still, the terms you want need to
be selected from those lists by a human.
Terminology database: Each translation
tool has a way to check text that needs to
be translated for the terms, be it with integrated terminology databases or term lists
that are loaded into the tool. Terminology
management is an ongoing process, involving adding new terms for new products,
changing terms, adding forbidden terms,
or updating additional information such as
specific uses for a certain product or a certain customer. It involves the management
April/May 2008 • www.multilingual.com/gsg
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of definitions, context examples, notes and
graphics.
Terminology check: While terminology
databases and lists are provided for translation, it sometimes might make sense to
check whether the terms from the list have
been used correctly and consistently, or
whether or not forbidden terms have been
used. If the terminology database is set up
in a way that shows approved and forbidden terms, the translation can be checked
for the occurrence of either. These checks
are integrated either into the translation
tool itself (or its terminology component)
or can be achieved through dedicated
checking tools. Term checks are also available for the source language documentation as there are term checking tools that
can connect to the editing environment.
In addition to all these translation-specific tools, there are many more that might
be needed:
• Conversion tools and text extraction
tools that convert/extract text from the
original file format to one that can be used
during translation.

• Word count tools to determine the
amount of translatable text and, if they are
part of a translation tool, also to determine
how much re-use (for example, how many
matches) there will be from the TUs in the
translation tool.
• Quality assurance tools, either belonging to the translation tool or as standalone
tools to check for missing punctuation,
integrity of numbers, spelling, grammar
and so on.
• Project management tools to create
project packages that contain the translatable files, reference material, term lists
and TUs for re-use in a translation tool.
They keep track of the files and their status (translated, proofread and so on), the
schedule and who translates what.
• Workflow management tools are used
to automate steps such as converting a file
to translatable format, counting the words
and checking a translation tool for re-usable
TUs (matches). With online workflow management systems for example, translators
can be notified as soon as a file has been
assigned to them automatically. G
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ven the most ingenious idea designed
to take your business to the next level
won’t be enough if you don’t develop
a clear and viable roadmap on how to
get there. You must develop a successful
global strategy.
Why? Today’s global business environment has too many emerging threats and
opportunities that can crop up at any time
and affect your entire organization.
In order to respond swiftly to changes in
the marketplace and set the stage for successful global growth, you must ask this
question: What is my global strategy?
Your answer is a decision that reflects an
astute analysis of market potential, your company’s capabilities, and the degree of marketing involvement and commitment your
management team is prepared to make.
Let’s examine the 12 best ways to grow
your business globally, respond innovatively to your global customers’ needs, and
fuel greater sales growth and profitability
for your business.
1. Find and expand into new geographical markets for an existing product. This
is the simplest and quickest way to expand
your business. It requires minimal investment with infrequent exporting, either
direct or indirect, and little planning of market development. Exporting is a common
growth tactic for both mature international
companies as well as smaller companies.
This market entry strategy contributes to
the revenue stream and profitability of an
increasing number of enterprises.
To find new geographical markets,
start with your government’s information
resources. In the United States, try the
Department of Commerce (www.trade.gov),
the US Commercial Service (www.buyusa
.gov) or the US Small Business Administration (www.sbaonline.sba.gov/oit).
Another excellent way to tap new geographical markets, to minimize your expenditure of time, money and energy, and to
help focus your overseas sales and marketing efforts is to use the port import/export
reporting service (PIERS). PIERS (www
.piers.com) is the only information service
that provides names of US consignees or
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shippers as well as overseas suppliers,
along with detailed descriptions of import
or export shipments for the commodity of
your choice. This information is taken from
ships’ manifests by a nationwide corps of
reporters and is loaded weekly into a computer database.
I once used PIERS on behalf of an American window blind manufacturer to find
customers who were importing window
shades into Cape Town, South Africa. My
client wanted to effectively compete with
an industry giant already exporting to
Cape Town. After securing a list from PIERS
that showed who was buying the competitor’s goods there, we created a direct mail

hink beyond
Tthe
everyday
uses of things
as well as
your own cultural
constraints.
package specifically for those customers.
Using the PIERS list gave us the competitive advantage we needed to show the
South African prospects the superiority of
my client’s product and win them over as
customers.
The lesson here is that you don’t have to
go it alone when going global. Tap into the
resources already available to you.
2. Source new products that complement existing ones and offer them as a
new, specially priced package deal. This
should be a snap by surfing ThomasNet
(www.thomasnet.com), Alibaba.com (www
.alibaba.com) and Global Sources (www
.globalsources.com), which provide a wealth
of information on potential manufacturers.
3. Reduce dependence on existing markets. Protect your company against the risk

of decline in domestic sales by exporting,
using the internet, licensing or franchising
your industrial products.
4. Develop new applications for existing products that can be offered to new
buyers. Here’s where a few months of
actually living in a foreign country really
pays off. It enables you to learn first hand
how the locals do things and what they
need to do them better.
Perhaps a favorite food dish in China
could be made better and/or more quickly
if you changed the speed of a kitchen
mixer. Or maybe reconfiguring an existing vacuum attachment would be perfect
for some out-of-the-way corners in Sri
Lanka. Before you set out to do business
in a particular country, ask some simple
questions. How do the people there like to
spend their time? What are their favorite
gadgets? How do they clean their homes
or cars? How are their clothes laundered?
If you can’t travel there, the information-gathering strategies outlined above
should give you some answers.
Also, don’t forget to ask yourself: What
other applications is my product or service valid for? Take piano wire — it doesn’t
have to be used only in pianos and other
musical instruments. It can also be used
effectively in the fabrication of springs,
fishing lures, special effects in the movie
industry, and for cutting soap.
Think beyond the everyday uses of
things as well as your own cultural constraints, and you’ll be amazed at the
opportunities that arise.
5. Cross-fertilize your marketing efforts
through a variety of industries. For piano
wire, for example, market coverage could
pollinate over into the sporting goods,
movie, soap and detergent industries
to reach new buyers and to broaden the
scope of your business activities.
6. Take the market to your buyers. If you
can’t beat or woo them, join them where
they are located by setting up shop in the
country you with which wish to do business.
Are you making bicycle spokes and trying to
sell them in a country without bikes? Then
you better ship a sampling of finished bikes
The Guide From MultiLingual
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Two examples of how piano wire can
be used in creative ways in new markets. At left, workers are shown cutting soap with wire (from Soaps: A
Practical Manual of the Manufacture
of Domestic, Toilet and Other Soaps
by George H. Hurst, published
in 1907.) Below is a balloon whip designed
for cooking and
made with
piano
wire.

first, educate the consumers, find a small
manufacturer and then secure buyers for
those spokes!
7. Offer new services that complement
your industrial products in order to boost
profits. This segment of marketing involves
all countries at every level of development.
Even the least developed countries are seeking computer technology (China and India,
for example) and sophisticated data banks
to aid them in advancing their economies.
8. Move more production of subassemblies and parts to cheaper offshore factories.
That’s what Hoveround Corporation, maker
of motorized wheelchairs and scooters in
Sarasota, Florida, did. The problem they ran
up against was prices set by fee structures
for Medicaid and by contracts with large
insurers. By moving production outside the
United States, the company has consistently
widened profit margins slightly each year.
9. Establish a strategic global alliance
(SGA). An SGA is a business relationship
established by two or more companies to
cooperate out of mutual need and to share
risk in achieving a common objective. This
strategy works well for market entry or to
shore up existing weaknesses and increase
competitive strengths.
When I first started exporting foodstuff,
I contacted one of the largest Japanese
trading companies in the world: Mitsui &
Co., Ltd. (www.mitsui.co.jp/en). They had a
local office in Chicago and did a significant
amount of exporting to Japan. I approached
them about piggybacking my products with
theirs. Since we had the suppliers and they
had the established distribution channels
and customer base, it was a good match. By
April/May 2008 • www.multilingual.com/gsg
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combining my
company’s gourmet food items
with their beef products, we were able to
provide extra value to customers throughout Japan. For many years we went on to
export container loads of products every
month. That experience taught me the
importance of alliance in expanding a business internationally — especially for smaller
enterprises.
10. Globalize your business by forming
worldwide product groups by function. Your
design can be done in California, your manufacturing can take place in China and your
distribution might start in Antwerp. Together,
you have a powerful global network.
11. Form joint ventures in places where
you desire to do business. Many years ago,

JCPenney developed three alternatives for
implementation in global markets: (1) owning and operating JCPenney department
stores, (2) licensing for forming joint ventures with local partners, and (3) exporting private-brand merchandise to be sold
through other retailers. Since then, the
internet has fostered another alternative for growth.
12. Market your business aggressively and in the language your buyers
understand. For example, if you make
one style of an electrical component, what
happens if the market changes and your
buyers no longer need that particular type
of component, or they learn how to source
it cheaper elsewhere? In this case, it is better to supply more styles and types of electrical components to ensure that at least
one product always will be in demand.
If a customer in another country speaks
a language other than yours, find a good
freelance translator or hire a native linguistic expert in that country. Effective
communications guarantee clearly understood objectives and solutions.
Refine your international business practices and discover every imaginable hidden market for your products and services.
Not only will you grow and transform your
business globally, but in the process you
will become a world leader for expanding
customer choices. G
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hinking about building an international team? The first question you
should ask and consider carefully is
“Why do you believe you need an international team?” If your answer is akin to
“keeping up with the Joneses” or portraying
a more robust, global corporate size, then
you may be in for an expensive, frustrating
and disappointing experience.
Global presence factors into the decision-making process of many large corporations. Some companies need to manage
particular types of work more efficiently,
while other companies need an international team as a result of a merger or acquisition. Despite having a compelling reason,
creating an international presence effectively cannot be done overnight.
The last several years have seen a dramatic increase in companies creating
international teams spanning cultures and
continents. This is especially true in the
language industry. As language service
providers, we manage international teams
on a daily basis as we draw from worldwide
resources in the form of subcontractors and
vendor partners. However, we face unique
challenges when building a more permanent proprietary team responsible for operational aspects such as sales, production,
administrative support, fiduciary oversight
and legal compliance.
Successfully building and directing an
international team involve more than simply assembling people from varied cultural
backgrounds and expecting them to be
efficient and productive. We should thus
consider some key questions: Who will
comprise these teams? Where will these
teams be located? How will you interact
and communicate with these teams? Who
will manage these teams?
While we all can recognize the more obvious issues, such as language, time differences and geographical distance, factors
such as cultural values, work ethic, leadership, management and interpersonal interaction are just as important to consider.
A robust technical infrastructure is paramount to managing communication and
information appropriately to ensure that
you are building teams and not simply international workgroups. You want to ensure
that all team members are using approved
materials consistent with your corporate
image as well as providing a method to
monitor and interact with other team members. Therefore, before taking the plunge
and building an international team, consider these factors.

page 12

12-13 Smith.indd 12

How to Build an
International Team
DAVID SMITH

Opportunities of building an international team. In some cases, the unique
skills of the workforce in a particular geographic area lend themselves to forming an
international team. In other cases, accessing the efficiencies and cost benefits of
outsourcing services such as a call center,
translation or production facility makes an
international team attractive. In addition
to cost benefits, you gain the capability of
being able to respond to international client needs effectively. International teams
also allow you to develop internal skills via
a diverse group of leaders who can solve
international problems.
Establishing teams in various locations
throughout the world can be very beneficial, especially from a production point of
view. Obvious factors come into play, such
as lower overhead and labor costs when
dealing with countries such as India or
China, as well as the ability to recruit talent in these regions and leverage time zone
differences.
Challenges of building an international
team. Establishing satellite offices raises
additional considerations, such as lease
costs, insurance, security and so on. You
must also consider factors such as employment and wage rules and regulations, ensuring that correct business forms are filed in
each jurisdiction. You must pay attention to
exchange rates and payment methods, as
well as taxation and fees associated with
registering your business. In Mexico, for
instance, the generally accepted work week
is 48 hours. Double time is typically paid on
the next nine hours, and triple time is paid
for any hours above that. Holidays are usually paid triple time, so these are important
considerations in analyzing the costs of
employing in Mexico.
The same issues that impact a fairly
non-diverse, domestic group will be compounded exponentially with international
expansion. You’ll experience individuals
putting forth effort towards their own perceived mission rather than what you expect
them to accomplish.
You’ll also experience the cliques or “inner
circles” that develop in many organizations.

There’s the “in-crowd,” and the others in
their outer circles. People in the outer circles
can develop a sense of isolation, which can
negatively impact morale and productivity.
Add factors such as language and cultural
differences, not to mention gender, race
and religion, and the issue becomes more
complex.
Types of international teams to build.
Once you determine that the opportunities outweigh the challenges of building
an international team, the next decision to
make is what type of team to build: a virtual
team or a physical staff.
Establishing a slew of international
addresses and phone numbers by engaging
business centers, hiring various individuals
to work from home as satellite offices, or
establishing a client service or production
office in various locations and staffing it
are typical ways of building a virtual team.
If you plan on a physical presence, consider
how you will recruit and train personnel to
staff your international teams.
Bear in mind, too, whether virtual or not,
additional employees have costs above
and beyond salary, so make sure you perform a cashflow analysis of any option you
are considering. Ensuring that you have
reliable legal and accounting resources is
paramount, but much more easily satisfied
than the more challenging issue of leadership and human resource management.
Regardless of industry experience, a
strong manager capable of being sensitive
to cultural nuances while ensuring that the
corporate mission is followed is critical to
success. This cannot be accomplished by a
few e-mails, phone calls and postings on an
internet job board. You must have reliable,
experienced and, most importantly, trusted
feet on the ground in any country where you
are considering establishing a presence.
The biggest challenge in building your
team. Regardless of the type of team you
choose to build, once you’ve fully considered all of the logistical and fiscal issues,
the biggest challenge is ensuring that there
is continuity in your business operation and
communication and that there is a definite
plan in place for multicultural team building,
The Guide From MultiLingual
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leadership and management. Bad management and direction will rear their ugly heads
if you do not plan accordingly, regardless of
location or number of personnel. Without a
carefully drafted plan for training and management and without ensuring that each
member understands your mission and
corporate values, often these multicultural
teams aren’t necessarily working toward a
common goal.
The best salesperson doesn’t necessarily
make the best sales manager, and the same
is true for determining who will coordinate
and oversee the activities of your external
teams. While we’ve established the importance of working towards common solutions, there must be ongoing development
and team building, especially when dealing
with multicultural workgroups. Not only
will you need to deal with cross-cultural
communications problems, but the team
leader will also have to manage internal
communications, cultural differences and
change, which may be dealt with differently
than you are accustomed to.
Creating your corporate culture and
managing your international team. A key to
international success is creating a corporate
culture that people in other locations can
easily identify with and understand. As you
would with domestic team members, you
should account for a variety of motivational
factors aside from income, such as sensitivity to work schedule, methods of employee
interaction and the modes through which
you communicate.
There is normally little point in establishing multicultural groups if team-building and leadership issues are not given due
attention. Some of the areas that should
be addressed include setting clearly
defined productivity levels, identifying
the factors that motivate each team member and outlining a continuous improvement plan. These are all things we address
to some degree with a domestic staff, but
they become even more important when
managing a diverse group of international
employees.
When addressing intercultural team
building, additional factors to bear in mind
that will impact success include how you
will manage change, ways of monitoring
and increasing productivity, what the reporting structure will be, what is the decisionmaking process going to be for these teams
and how are the limits of authority outlined.
Team-building exercises and ongoing professional improvement will also be critical
as each person must fully comprehend the
April/May 2008 • www.multilingual.com/gsg
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processes by which the corporate culture
and image is disseminated.
On the cultural level, this involves team
members coming to a full understanding of
the processes in which they are involved,
how decisions are made, how problems are
solved and how their individual efforts contribute to the common goal of the company.
When considering incentives or rewards
or developing a plan for constructive criticism and feedback, remember that cultural
mores can have an impact on how such
things are perceived and accepted.
Bear in mind the nuances of electronic
communication. This can become an issue
if not recognized and handled appropriately
when dealing in a multilingual, multicultural
setting. There is truly no substitute for faceto-face communication. Technology provides many options for ensuring cohesion.
Video conferencing is a very effective way
to conduct meetings since body language
and expression play a critical role, especially in intercultural communication.
When operating in China, for instance,
remember that the Chinese are very much
relationship-based whereas we, as Americans, are typically transactional and have a
tendency to enter relationships from a position of perceived strength. Your manager or
team leader, whether Chinese or not, must
be familiar with the concept of guanxi,
which is a central concept in Chinese society which describes the interpersonal relationship between two people. Guanxi is
also used as a descriptor for an individual’s
connections, which can be called upon
when a favor is required. Being aware of
these societal concepts and using them to
your advantage are critical in managing a
team effectively in that culture.
Each international team member brings
unique attitudes, perceptions and cultural
values/beliefs to the table. These differences can cause major headaches, especially when leadership and styles can vary
so greatly. Concepts such as trust and
authority can have different meanings in
other cultures, so again, a clearly defined
role, responsibility, management and training path must be established. This leads
to perhaps the most important point: you
must have an individual in charge whom
you fully trust with not only business decisions but with his or her ability to manage
people and to determine what individuals’
beliefs and attitudes towards work are.
Managing diverse teams for competitive advantage is critical since team members working collectively with a feeling of

community are productive and beneficial.
Team members who feel as though they are
part of the decision-making process and
clearly understand their roles and the goal of
the company are more likely to take ownership in what they do and are more likely to
enjoy working with the team. Never make the
assumption that everyone understands.
Regardless of how you choose to build
your international team, make sure the
expectations of each team member are
very explicit — and in writing. Create teams
wherein people of diverse backgrounds
must collaborate and provide incentives for
reaching goals. Establish clear lines of communication and opportunities for feedback
and continuous development. Ensure that
the work environment is inclusive and does
not alienate any team member, especially
with regards to cultural diversity. Lastly and
most importantly, make sure that you have
a solid team leader who both understands
the corporate mission and plan but has a
proven track record of managing a culturally diverse group of people. G
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nce upon a time, about two decades
ago, I was sitting in my office when
a product manager from ACT IV
microwave popcorn walked in. After pleasantries, he told me, “We’re going international, and we need your help.”
“Oh goodie,” I thought, “this will be fun.”
I had been waiting for these kinds of assignments. My mind started rushing through
all the details and potential assignments:
advertising, considerations of joint venture or going it alone, picking distributors,
pricing, competition, different media buys,
training managers, multilingual business
cards, selecting foreign media — everything.
Boy, would I get a big bonus for landing this
account. “How can we help?”
“It’s simple,” he said. “We want to
change our packaging to translate snack
food into French and also family size.”
That’s it?
I wondered, here I am having worked for 20
years for a firm that had won two “E” export
awards from the US Department of Commerce, started two international magazines,
and am now working for an international
advertising agency — Ogilvy and Mather. I
speak four languages and served in the US
Peace Corps. And he wants two words translated? I felt like a Maserati that was being
used to make a local pizza delivery!
I looked at him in amazement and then
responded quickly. The reason I was never
good at being a consultant is because I
was unable to say: “We have to study this
at depth and then give you a proposal.
Then we can determine what strategy to
pursue, what people to use, develop a
time line and a budget.”
“We won’t do it,” I responded.
“You won’t do it?” he wondered. “But we’ll
pay you.” Great, a couple of hundred dollars!
“What you propose won’t work, and we
don’t want to be part of your marketing failure.” I went on. “Firstly, there is not such a
concept as snack food in France. If you go
to France, you will see that Frenchmen and
women are thin. They don’t sit around and
snack. Secondly, the French are largely
an urban people who live in apartments,
not big houses, and they go to the store
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every day. It’s part of their culture to do
that. They don’t have pantry space to put
huge boxes. Changing a few words on the
packaging won’t sell your product. And
have you checked how many people have
microwaves in your target market?”
People in Minneapolis where I then lived
always thought I was a little strange, and
my response to the ACT IV popcorn manager
clinched it for him. He found someone else in
town to change a few words that were meaningless to the French. They filled some containers with popcorn and sent it to France
(where microwaves hadn’t taken hold yet),
and the marketing effort failed. But at least I
didn’t attach my name to it.

hanging a few
Cwords
on the
packaging won’t
sell your product.
People are still making these types of mistakes 20 years later. I thought about it and
can only conclude that Americans think we
are more international than before, but really
aren’t. There are several reasons.

False assumptions
Everyone has a website, which means
you are international whether you like it
or not. Furthermore, it’s not all that difficult to localize a website to speak in any
number of languages, so by doing that you
think you are set.
In the United States, English is the main
language, and people around the world
speak it. You might reason you really don’t
have to learn another language — “If
someone responds to our website, we’ll
just speak English.” The American executive doesn’t know anything about languages and speaks 1.5 languages, while
the Dutch speaks 3.9, the German speaks
2.7 and the Japanese and Chinese 2.6.

Finally, since one of the major exports
from the United States is movies and television programs, we think people are just
like us. At Localization World in Barcelona
in 2006, SDI Media, the world’s largest
dubbers of movies, pointed this out.

Know what you don’t know
With this culture of arrogance, US corporations embark on disastrous international
endeavors. In order to avoid becoming a marketing anecdote, you should follow several
rules before you go international. This applies
to all cultures wanting to go international.
Globalization is inevitable regardless of
where you are, so you have to think globally
whatever your business. I now live 20 miles
from the world headquarters of a toy company in Dyersville, Iowa, the makers of those
toy tractors you see in Wal-Mart and elsewhere. The company keeps its headquarters
in Dyersville, but all its toys are now made in
China. It has joined those 80,000 US firms
that have operations in China.
Consumer buying habits
are substantially different
Many companies are lazy and just think
that new packaging is all they have to do
to make a “line extension” work. In Latvia,
Kellogg’s thought it could get Latvians to
change their breakfast habits by introducing cereals, not recognizing it was hard to
get fresh milk. They did get it right in rural
Panama where I was in the Peace Corps.
Kellogg’s marketed the cereal as a snack
to be eaten without milk, and it sold.
Vendor selling is different
The European community now has 21
languages with more on the way. The Norwegians don’t want to buy something that
is written in Swedish, even though it’s linguistically and geographically close. Be
serious about a market or forget about it.
Product features need
to be sold differently
In some cultures, product features are
more important than ease of use. I just got
a handheld language calculator from Japan
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WE’VE LOWERED

THE BARRIER

TO REACHING

GLOBAL
MARKETS
Kellogg’s markets its cereals worldwide
— sometimes to be eaten without milk.
that had tons of features but was impossible
to figure out. The Japanese seller told me, “I
could have walked you through it.” Why? I
wanted to do it myself — and besides — the
Japanese manufacturer assumed that my
fingers would be as small as the fingers of
the engineers who designed the calculator.

Operating a business is different
Every country has its separate rules for
running a business. They are what they
are, so figure out how to deal with them
and don’t complain. You’re not in Kansas
anymore. The differences you’ll have to
work out include tax reporting, government regulations, employment laws, benefit packages, accounting systems, and
what’s acceptable for travel and entertainment and gifts.
Probably the biggest issue is forming a
joint venture or going it alone. My preference is to go it alone because if the business is really successful, you will want to
buy out your partner or your partner will
want to buy you out. What many companies do is write joint venture agreements
that allow you ease of exit.
I helped set up a joint venture with a government agency in Jamaica, and they wanted
the majority of the equity. Since they knew
little about running a processing factory,
we structured the joint venture with a “significant action” clause. So, they were able to
publicly show that they had a majority while
we had the operating control through the
significant action clause. No major decision
could be made without our agreement.
The competition is different
In Latvia when Kellogg’s tried to introduce its cereals, the competition wasn’t
April/May 2008 • www.multilingual.com/gsg
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General Mills and Cheerios. It was cucumbers, sardines and plain flavored yogurt.
So, you can’t devise a strategy that you
had in the home market and use it directly
in the new market.
I am dealing with that now as a Middle
Eastern fast food chain wants to enter the
US market. It captured a market share in
the Middle East with a US concept that
worked and was a “unique selling proposition.” But to reverse it and come back into
the US market will be difficult. If they do it
exactly as they sell in the Middle East, it will
be just another Quiznos or Subway, but, if
they add a Middle Eastern touch, it will be
something unique.
Always remember that people managed
to get along without you for centuries
before you came along. NCR showed up in
Latvia and Russia with cash registers after
the fall of Communism and reasoned that
store owners would jump at the chance to
buy them. Little did they know that small
merchants were tied to the abacus.

How to get going
You don’t need to reinvent yourself to go
international, but use common sense and
answer these five questions in an international context. Robert Rosen identified
these in his classic book Global Literacies
(Simon & Schuster, 2000):
Purpose: Where are we going?
Plan: How do we get there?
Networks: How do we work together?
Tools: What resources do we need?
Results: How do we measure success?
So, I would welcome your business to
get going internationally, but please don’t
come to my office and ask me to change
two words in your packaging. G
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his guide is a component of the magazine MultiLingual. The
ever-growing easy international access to information, services and goods underscores the importance of language
and culture awareness. What issues are involved in reaching an
international audience? Are there technologies to help? Who provides services in this area? Where do I start?
Savvy people in today’s world use MultiLingual to answer these
questions and to help them discover what other questions they
should be asking.
MultiLingual’s eight issues a year are filled with news, technical
developments and language information for people who are interested in the role of language, technology and translation in our
twenty-first-century world. A ninth issue, the Resource Directory
and Index, provides listings of companies in the language industry
and an index to the previous year’s content.
Two issues each year include Getting Started Guides such as
this one, which are primers for moving into new territories both
geographically and professionally.
The magazine itself covers a multitude of topics.

Translation
How are translation tools changing the art and science of communicating ideas and information between speakers of different
languages? Translators are vital to the development of international and localized software. Those who specialize in technical
documents, such as manuals for computer hardware and software, industrial equipment and medical products, use sophisticated tools along with professional expertise to translate complex
text clearly and precisely. Translators and people who use translation services track new developments through articles and news
items in MultiLingual.
Language technology
From multiple keyboard layouts and input methods to Unicodeenabled operating systems, language-specific encodings, systems
that recognize your handwriting or your speech in any language
— language technology is changing day by day. And this technology is also changing the way in which people communicate on a
personal level — changing the requirements for international software and changing how business is done all over the world.
MultiLingual is your source for the best information and insight
into these developments and how they will affect you and your
business.
Global web
Every website is a global website, and even a site designed
for one country may require several languages to be effective.
Experienced web professionals explain how to create a site that
works for users everywhere, how to attract those users to your
site and how to keep the site current. Whether you use the internet and worldwide web for e-mail, for purchasing services, for
April/May 2008 • www.multilingual.com/gsg
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promoting your business or for conducting fully international ecommerce, you’ll benefit from the information and ideas in each
issue of MultiLingual.

Managing content
How do you track all the words and the changes that occur
in a multilingual website? How do you know who’s doing what
and where? How do you respond to customers and vendors in
a prompt manner and in their own languages? The growing and
changing field of content management and global management systems (CMS and GMS), customer relations management
(CRM) and other management disciplines is increasingly important as systems become more complex. Leaders in the development of these systems explain how they work and how they
work together.
Internationalization
Making software ready for the international market requires
more than just a good idea. How does an international developer
prepare a product for multiple locales? Will the pictures and colors you select for a user interface in France be suitable for users
in Brazil? Elements such as date and currency formats sound like
simple components, but developers who ignore the many international variants find that their products may be unusable. You’ll
find sound ideas and practical help in every issue.
Localization
How can you make your product look and feel as if it were built in
another country for users of that language and culture? How do you
choose a localization service vendor? Developers and localizers
offer their ideas and relate their experiences with practical advice
that will save you time and money in your localization projects.
And there’s much more
Authors with in-depth knowledge summarize changes in the
language industry and explain its financial side, describe the challenges of computing in various languages, explain and update
encoding schemes, and evaluate software and systems. Other
articles focus on particular countries or regions; specific languages; translation and localization training programs; the uses
of language technology in specific industries — a wide array of
current topics from the world of multilingual computing.
If you are interested in reaching an international audience in the
best way possible, you need to read MultiLingual. G
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