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THE IMPACT OF FREEWAY™ IS CLEAR. 
In an industry where pennies count, we’ve been counting a lot. 9 billion pennies* to be precise.  
Enough to fund an additional 450M words of translation!

Just 16 months after its launch, more than 250 companies have already moved onto Freeway, 
Lionbridge’s free, web-based translation management platform. They have each saved hundreds 
of thousands of dollars in license fees, integration costs, process rework time, and maintenance 
costs required to deploy and operate a traditional, closed GMS system. In addition, more than 10,000 
individual translators have signed onto Logoport™ the free, web-based TM and term management 
environment within Freeway, saving them thousands of dollars in license fees. From buyer to 
supplier, Freeway has delivered $90M in value to the localization supply chain.
That’s the power of the Web!

Where will you put YOUR savings? 

___ A. More Words

___ B. More ROI

___ C. More Bonuses

___ D. More Markets

__ E. X All of 
the above

* These savings add up in any currency. For example, using current exchange rates, 9 Billion pennies equal approximately 6.2 Billion Euro cents,
4.5 Billion Pence Sterling, and 680 Million yuan. Please contact Lionbridge to begin saving today.
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P
People who don’t give a rip about cars get googly about the smart (even with the 

annoying lowercase brand name). Women’s voices rise an octave the way they would 
when badgering a baby. “Oh, it’s so cuuuuute!” And it does look like an infant version 
of a car, a button-nosed, eight-foot-long baby with a roll cage. (Come to think of it, 
I’ve known some babies who could have used a roll cage around them.) Not to 
mention 40 mpg in town, 60 mpg on the highway, a fuel-injected, turbocharged 
three-cylinder Mercedes-built engine and a six-speed transmission. On at least the 
genuine, real-deal Mercedes/Swatch European-built smart fortwo, that is.

The smart car is scheduled to come to the United States in early 2008 — only a 
couple of years past the original date — but for whatever reason it won’t be the 

button-nosed baby. Although the 
previously announced “forfour” or 
“formore” mini-SUVs have been 
scrapped, this car will be “localized” 
for the United States. It will be nine 
or ten inches longer with a fi ve-speed 
transmission, a non-turbocharged 

Mitsubishi engine and signifi cantly lower gas mileage — estimated at 32 mpg in the 
city, less than the substantially larger, heavier Toyota Yaris. And quantities will be 
severely limited despite a waiting queue of people who placed reservations for the cars. 

This design has been enshrined in New York’s Museum of Modern Art. Americans 
have seen the original smart in the movies or on the streets in the 36 countries — 
including Canada — where the smart is sold. We have gone silly over it for years (see 
Wired 12:10, 2004). We appreciate its design, its practical features, its economy. Plus, 
it essentially shouts, “Clever European import!” But it has to be redesigned because, 
despite all that googly excitement, Americans like bigger cars and aren’t capable of 
enjoying the original? Sometimes the original is just right. Sometimes exotic is what 
we want. And sometimes smart people outthink themselves. Bonne chance, smart!

In this issue . . . Software, however, does require localization for many 
international markets, and this issue, including the “Getting Started Guide” on 
localization from the business side to tools to audio localization projects, provides a 
solid starting point. And it should also whet your appetite for Localization World in 
Seattle (October 16-18)!

In a focus on quality assurance (QA), our authors have generously compiled 
descriptive and metric solutions to share with project managers throughout the 
localization industry. Eva Müller starts with a detailed analysis of QA tests and 
measurements in a localization project; Frank Wang provides a way of working 
through client review of translations; Evan Gerber offers a look at specifi c concerns in 
global usability. Then we move to language and script issues: Ethiopic calendars with 
Daniel Yacob; localization into Irish with Michal Boleslav Měchura; and Chinese 
character description with Tom Bishop and Richard Cook. 

Tom Edwards continues his case for geocultural literacy; John Freivalds describes US 
and Chinese government PR efforts; Nancy A. Locke shares impressions of localization 
companies in Argentina; and in a new column, Adam Asnes examines the business of 
internationalization. Thomas Waßmer reviews CATALYST 7.0 and asks Keith Laska about 
the SDL-PASS acquisition. Angelika Zerfaß in her Takeaway considers ways to share 
technical and language questions, answers and best practices. Remember, Translators’ 
Day is September 30; the Internationalization and Unicode Conference, October 15-17; 
and Geography Awareness Week, November 12-18. Thanks for joining us!  

Is it smart 
to localize the smart?

Laurel Wagers  Post Editing
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European smart (left), preview of US smart.
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Have you wondered about software internationalization but weren’t 
quite sure where to start? We have the information for you — at no 

cost! A course on this topic was created by G. Watson Internationalization 
Services and can now be downloaded from www.multilingual.com

The materials cover a range of topics, including general 
internationalization issues, C, C++, Java, international components for 
Unicode and testing issues. These materials have been used to deliver 

commercial, instructor-led courses. Each topic was covered in a 
half-day course and includes between 100 and 150 slides. 

Because these course materials are being placed in the public 
domain, they can be used for any purpose without obligation.

Download the course for free at
www.multilingual.com/courseMaterials
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Translation QA tools survey
Palex Languages & Software is 

performing a translation community 
survey to evaluate the acceptance 
of translation quality assurance (QA) 
tools by the translation community; 
to defi ne where such tools currently 
are, their advantages and disadvan-
tages; and to visualize their future 
capabilities and roles in the trans-
lation process. In parallel with the 
survey, Palex will test and bench-
mark translation QA tools currently 
available in the market. The survey 
and benchmarking results will be 
presented at the 29th Translating 
and the Computer conference that 
will take place on November 29-

30, 2007, in London and will also appear in 
industry-related publications.
Palex Languages & SoftwarePalex Languages & Software 
info@palex.ru, www.palex.ru

Eriksen on Inc. 5,000 list
Eriksen Translations Inc., a language ser-

vices provider, has been rated one of the 
5,000 fastest growing companies in the 
United States by Inc. magazine. The Inc.
5,000 list features the top privately-owned 
businesses helping to shape America’s future 
business environment. Nominations to the 
list are based on the rate of revenue growth 
over the last three years. Having grown 136% 
during that time, Eriksen has increased both 
its capacity and the breadth of its language 
service offerings to stay on pace with the 
quickly expanding localization industry.
Eriksen Translations Inc.Eriksen Translations Inc. 
info@erikseninc.com, www.erikseninc.com

ELRA seeks nominations 
for Antonio Zampolli prize

The ELRA board of directors has created a 
prize to honor the memory of its fi rst presi-
dent, Professor Antonio Zampolli, a pioneer 
and visionary scientist who was interna-
tionally recognized in the fi eld of compu-
tational linguistics and human language 
technologies. To refl ect Zampolli’s specifi c 
interest in ELRA, the prize will be awarded 
to individuals whose work lies within the 
areas of language resources and language 
technology evaluation with acknowledged 
contributions to their advancements.

The prize will be awarded at the LREC 
2008 conference on May 26-June 1, 2008, in 
Marrakech, Morocco. Completed nomination 
applications should be sent by November 1, 

2007, to ELRA president Bente Maegaard 
(bente@cst.dk). The applications of previous 
nominees who have not won the award may 
be resubmitted.
ELRA/ELDAELRA/ELDA mapelli@elda.org, www.elda.org

SDL wins award for KbTS
SDL International, a provider of global 

information management solutions, has 
won the 2007 International Stevie Award 
for “Most Innovative Company in Europe.” 
The award was given to SDL due to its work 
in delivering publishable quality automated 
translation with the SDL Knowledge-based 
Translation System (KbTS). Members of 
the Stevie Awards’ Board of Distinguished 
Judges & Advisors (featuring leading fi g-
ures in business worldwide), and their staff 
selected the winners during a fi nal judging 
in June 2007, which was preceded by two 
months of preliminary judging by business 
professionals worldwide.
SDL InternationalSDL International 
nbogle@sdl.com, www.sdl.com

DocZone.com receives recognition
DocZone.com, developer of an XML-based 

content management and single-source 
publishing solution, has announced that 
KMWorld magazine, a publisher for the
e-content industry, has recognized Doc-
Zone.com as a “Trend-Setting Product of 
2007.” This is the second consecutive year 
that DocZone.com has received this award.
DocZone.comDocZone.com info@doczone.com
www.doczone.com

Linguistic Agents selected 
for Computerworld award

Linguistic Agents Ltd., developers of an 
integrative language platform, has announced 
that IDG’s Computerworld has selected the 
company’s Streaming Logic technology as 
the winner of the Computerworld Horizon 
Award for innovative technologies. Linguistic 
Agents’ technology was chosen because it 
enables machines to understand and act upon 
human language based on a computer imple-
mentation of Nanosyntax — an approach 

that combines several recent innovations in 
theoretical linguistics. The award honors the 
developers of enterprise technologies that 
have recently entered the marketplace and 
informs readers of technologies that are on 
the horizon. Streaming Logic was evaluated 
by an independent panel of information 
technology experts.
Linguistic Agents Ltd.Linguistic Agents Ltd. 
info@linguisticagents.com
www.linguisticagents.com

Vivanco & García renews 
ISO 9001:2000 certifi cation

Vivanco & García, S.L., a provider of sci-
entifi c-technical translation services, has 
renewed its ISO 9001:2000 certifi cation. 
The company specializes in technical trans-
lation for industries such as the chemical, 
pharmaceutical and intellectual property.
Vivanco & García, S.L.Vivanco & García, S.L.
traducciones@vivancoygarcia.com
www.vivancoygarcia.com

Teragram reaches 10-year mark
Teragram Corporation, a provider of mul-

tilingual text analytics and linguistic tech-
nologies, is celebrating the company’s tenth 
year in business. Since 1997, Teragram has 
worked with publishers, news organizations, 
corporations and major search companies 
to distill relevant information from expo-
nentially growing volumes of digital infor-
mation through a variety of linguistic tools, 
including taxonomy management, entities 
and events extraction, real-time alerts, and 
direct answering search technologies. Build-
ing upon dictionaries and grammars devel-
oped in-house in more than 30 languages 
and natural language processing software 
using those linguistic resources, Teragram’s 
solutions set began with the licensing of its 
core suite of linguistic modules to the earli-
est search engines on the web. 
Teragram CorporationTeragram Corporation www.teragram.com

Changes

ANTHEA opens Ontario offi ce
ANTHEA Languages, a translation and 

publishing services provider, has opened a 
new offi ce in Markham, Ontario, Canada. 
ANTHEA delivers translation and localiza-
tion services to major companies worldwide, 
including sanofi -aventis, Roche Diagnos-
tics, Schneider Electric, Philips and IBM 
Corporation.
ANTHEA LanguagesANTHEA Languages 
info-fr@anthealanguages.com
www.anthealanguages.com
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Trusted Translations in Manhattan
Trusted Translations, Inc., a full-service 

English-to-Spanish translation vendor, has 
opened operations in Manhattan to serve 
the New York City Metro Market. The new 
center will focus on providing direct Spanish 
translation services to businesses, govern-
ment entities and nonprofi t organizations 
in the New York City metro area.
Trusted Translations, Inc.Trusted Translations, Inc. 
sales@trustedtranslations.com
www.trustedtranslations.com

Business

Copper Translation joins LinguaLinx
LinguaLinx Language Solutions, Inc., a 

translation and communications company, 
has announced that Copper Translation 
Service has joined its ranks. Ferris Copper 
founded Copper Publications after retiring 
from General Electric. A chance translation 
request transitioned the company into a 
translation services provider. The Copper 
staff will relocate from its Gansevoort, New 
York, location to LinguaLinx headquarters 
in Schenectady, New York.
LinguaLinx Language Solutions, Inc.LinguaLinx Language Solutions, Inc. 
info@lingualinx.com, www.lingualinx.com

GPI localizes online concert
Globalization Partners International (GPI), 

a provider of document, software and web-
site translation services, provided translation 
and website localization services for Live 
Earth, the 24-hour, seven-continent concert 
series that took place on July 7, 2007. The 
Live Earth organization needed to local-
ize key sections of www.liveearth.org into 
19 languages ranging from Arabic to Zulu, 
including web pages where viewers world-
wide could make pledges. The online concert 
brought together more than 100 music 
artists and two billion people to trigger a 
global movement to solve the climate crisis. 
During MSN’s exclusive live coverage, more 
than eight million people watched over 15 
million streams, with peak simultaneous 
viewership of 237,000 people, thus making 

it the most-watched entertainment event in 
online history.
Globalization Partners InternationalGlobalization Partners International 
info@globalizationpartners.com
www.globalizationpartners.com

Danaher Corporation 
uses Sajan’s GCMS

Sajan, Inc., a provider of language transla-
tion technology and services, has announced 
that the Danaher Corporation, a designer, 
manufacturer and marketer of innovative 
products and services, has adopted Sajan’s 
on-demand translation platform technology 
(GCMS) solution to automate its language 
translation process.

Sajan has also received ISO certifi cate 
renewals for both its global communica-
tion services and its technology solutions. 
Sajan, Inc.Sajan, Inc. productsales@sajan.com
www.sajan.com

WorldServer Designed for 
EMC Documentum accreditation

Idiom Technologies, Inc., has announced 
that Idiom WorldServer has received Designed 
for EMC Documentum accreditation. EMC 
Corporation is a developer and provider of 
information infrastructure technology and 

solutions. The integration of WorldServer and 
the EMC Documentum platform delivers a 
complete solution for creating, converting, 
managing, translating and publishing infor-
mation to all types of media, in any language, 
for multiple audiences and purposes.
Idiom Technologies, Inc.Idiom Technologies, Inc. 
info@idiominc.com, www.idiominc.com
EMC CorporationEMC Corporation www.emc.com

Lingoport teams with viaLanguage
Lingoport, Inc., an internationalization 

company that addresses web and software 
application code differences for deployment 
in different languages, and viaLanguage, a 
provider of global translation and localiza-
tion services, have announced details of 
a strategic relationship that will provide 
access to a new mix of language services 
and tools. 
Lingoport, Inc.Lingoport, Inc. info@lingoport.com
www.lingoport.com
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

TranslationLinks localizes soccer team
TranslationLinks, a multilingual commu-

nications services and solutions provider, 
has entered into a contract agreement with 

When not in Rome . . .

Donald A. DePalma (MultiLingual #88, June 2007 — “Limited English profi ciency not a bar 
to citizen access”) does a great job of describing some of the issues faced by governments 
trying to provide language translations of their documents. 

I am as devoted and interested in internationalization and localization as anyone in our 
industry. However, I’m always surprised that some people don’t encourage immigrants to 
fi t in by adopting English. 

Although I am sympathetic to the needs of limited English profi cient (LEP) residents, I 
don’t think the solution is to provide more localized, translated documents. Instead, let 
immigrants take the responsibility to learn the primary language of the country in which 
they live. In the United States of America, the primary language of our government, 
schools, and businesses is English. Immigrants need to learn this language whether they 
want to or not. Giving less than a stellar effort is irresponsible. Personally, I don’t want 
to pay for someone else’s lack of interest or effort. It seems taking this responsibility 
for themselves would benefi t them the most. I would be more supportive of language 
immersion and tutoring opportunities for LEP residents than more translations to their 
target language.

I think it is important to understand that access to government facilities is already open 
to all residents and citizens regardless of race, sex and so on. Just because the primary 
language is English doesn’t mean a LEP resident doesn’t have access. That LEP resident 
needs to learn the language of access, which happens to be English in the United States 
of America.

This seems consistent with the popular attitude that English speakers should adapt and 
learn the local language when they visit non-English speaking countries. I suppose I’m 
thinking about the “When in Rome . . .” saying.

Regards,
John O’Conner

Letters
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the Colorado Rapids major league soccer 
club to provide translation of web-based 
articles and other materials.
TranslationLinksTranslationLinks usa@translationlinks.com 
www.translationlinks.com

Idiom adds LSP partners, 
authorized solutions provider

Syntes Language Group, Inc., a provider 
of translation, localization, interpreting and 
consulting solutions, has become an Advan-
tage member of the Idiom LSP Partner Pro-
gram. Idiom Technologies, Inc., is a supplier of 
software-as-a-service and on-premise server-
based globalization management systems. The 
partnership will combine Syntes’ language 
translation and globalization services with 
Idiom WorldServer.

McElroy Translation Company, a full-service 
LSP, has also become an Advantage member 
of the Idiom LSP Partner Program. McElroy 
will use the WorldServer solution in its work-
fl ow and project management system.

Welocalize, a provider of globalization con-
sulting, translation, localization and testing 

solutions, has joined the Idiom LSP Partner 
Program. The program provides independent 
language service providers (LSPs) free access 
to the translation management technologies 
provided by WorldServer for internal produc-
tion processes.

Idiom has named hiSoft, an information 
technology service provider, as an Autho-
rized Solutions Provider. Idiom also named 
hiSoft to the Platinum tier of its LSP Partner 
Program, recognizing hiSoft’s WorldServer 
expertise and its continued commitment 
to increase the use of modern globaliza-
tion management system solutions and 
best practices within its client base. 
Syntes Language Group, Inc.Syntes Language Group, Inc. 
info@syntes.com, www syntes.com
McElroy Translation CompanyMcElroy Translation Company 
sales@mcelroytranslation.com
www.mcelroytranslation.com
WelocalizeWelocalize info@welocalize.com
www.welocalize.com
hiSoft Technology International Ltd.hiSoft Technology International Ltd. 
info@hisoft.com, www.hisoft.com
Idiom Technologies, Inc.Idiom Technologies, Inc. 
info@idiominc.com, www.idiominc.com

SDL TRADOS and ProZ.com integrate
SDL International, a provider of global 

information management solutions, has ex-
tended its strategic partnership with ProZ 
.com, a web 2.0 platform for the exchange of 
translation services and resources, including 
the integration of the SDL TRADOS Certifi ca-
tion credential into its translator community. 
Outsourcers at ProZ.com now have a means 
of requiring SDL TRADOS or SDLX Certifi -
cation when posting to the job board or 
searching the directory and also when using 
the new ProZ.com Connect! sourcing and 
vendor management platform. Translators at 
ProZ.com are now able to showcase their SDL 
TRADOS Certifi cation credentials.
SDL InternationalSDL International 
nbogle@sdl.com, www.sdl.com
ProZ.comProZ.com mike@proz.com
www.proz.com/connect

Language Access Network 
acquires iBeam Solutions

Language Access Network, Inc., a provider 
of video interpretation services, has acquired 
iBeam Solutions, a provider of technology 
solutions to businesses, for $1 million in 
restricted common stock and debt in the 
company. The acquisition will be accretive to 
part of 2007 earnings. Services provided by 
iBeam include design and implementation of 
networks; security and internet monitoring; 
technical support; web development; graphic 

design; application development; database 
development and support; phone and data 
wiring; and wireless solutions.
Language Access Network, Inc.Language Access Network, Inc. 
www.languageaccessnetwork.com

Language Weaver signs 
agreement with Armedia

Language Weaver, a software company 
developing enterprise software for the auto-
mated translation of human languages, has 
signed a strategic marketing and integration 
agreement with Armedia LLC, a provider of 
software and services for content-rich solu-
tions using packaged and open-source appli-
cations. In addition, Armedia has become a 
reseller of Language Weaver’s software and 
will provide software support services as well 
as customization and integration services. 
The agreement expands Language Weaver’s 
presence in both the government and busi-
ness-to-business services markets and adds 
automated language capabilities and offer-
ings to Armedia’s competencies.
Language WeaverLanguage Weaver info@languageweaver.com 
www.languageweaver.com

viaLanguage partners with InfoPros
viaLanguage, a provider of global trans-

lation and localization services, has part-
nered with InfoPros, a provider of technical 
documentation and training development 
services. The companies have coordinated 
their respective project management and 
quality assurance operations in order to 
offer a streamlined solution for technical 
documentation, training development and 
technical marketing communications.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

VistaTEC chooses Alchemy CATALYST
VistaTEC, a supplier of localization ser-

vices, has chosen Alchemy CATALYST 7.0 as 

News
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its technology of choice for the localization 
of compiled online help systems within its 
translation and engineering teams. VistaTEC 
recently enrolled in Alchemy’s LSP Gold 
Programme and was able to test Alchemy’s 
solution for online help and content before 
making its decision.
VistaTECVistaTEC info@vistatec.ie, www.vistatec.ie
Alchemy Software Development Ltd.Alchemy Software Development Ltd. 
info@alchemysoftware.ie
www.alchemysoftware.ie

Clay Tablet teams up with 
XTRA Translation Services

Clay Tablet Technologies, a provider 
of translation integration software that 
connects content management systems to 
translation systems, has further expanded 
into the European market by signing 
translation provider and consulting fi rm 
XTRA Translation Services GmbH as a Clay 
Tablet  partner. XTRA Translation specializes 
in providing consulting, localization and 
translation services to large Pan-European 
clients such as IBM and Hewlett-Packard. 
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, www.clay-tablet.com
XTRA Translation Services GmbHXTRA Translation Services GmbH 
xtra@xtra-services.com
www.xtra-services.com

RR Donnelley selects MultiTrans
MultiCorpora R&D Inc., a provider of 

multilingual asset management solutions, 
has announced that RR Donnelley has cho-
sen the MultiTrans 4 Platform as its primary 

Global Information Industry Summit

Long-time media executive and entrepreneur Arnoud de Kemp summarized the theme of the 
second Global Information Industry Summit (sponsored by the Content Division of the Software 
& Information Industry Association on September 5-7, 2007, in Berlin) as “Finding a Bridge over 
Troubled Water.” From the language industry perspective, it does indeed seem that there is a great 
need for the heavily represented science, technology and medicine (STM) publishing industry to 
fi nd bridges in a global economy. 

The relatively small conference (100+ attendees) was attended by some high-profi le partici-
pants, including the CEO of the British Library and several executives from global publishers such 
as Springer, Wolters Kluwer, Thomson and Elsevier. Ever-present keywords were community, in-
country, partners and relationships, mostly used in connection with moving into a global context, 
whether (from an American perspective) into Europe, Asia or the Middle East. 

Without a doubt, these are signifi cant, if not basic, pillars to success in foreign markets; but 
other important themes, such as the use of technology as a method of global enablement, were 
noticeably underrepresented. The focus of the technology that was highlighted was on sophis-
ticated tools for storing and retrieving data rather than translating that same data. This might 
not be too surprising considering the diffi culties that the STM industry sees itself confronted 
with when going into foreign markets such as China or Germany, two of the main foci at the 
conference. While content or data is the very core of this industry’s business, it’s not easily trans-
ferable. Whether it is due to political or other limitations, lack of relevance, or strong homegrown 
local markets, content often needs to be re-created or strongly adapted. Still, it seems that this 
area is largely untapped by the language industry. Technology and service vendors might enable 
publishers to fi nd a middle way between the two extremes of virtually starting from scratch in 
new markets or superfi cially localizing features such as search technologies without localizing the 
content that they search.

Other interesting topics with global implications that were discussed at this conference 
included copyright questions in an international context, especially when it comes to mashup 
applications — web applications that draw content from a variety of sources, often with little or 
no source information. Or the challenge that publishers face by having to adapt content to the 
new generation of “digital natives” — those who have grown up immersed in technology and 
therefore now require shorter pieces of information in different forms of media.

While the smaller conference size — a quarter of the regular American summits — might indicate 
a lack of emphasis in foreign markets, the high-level participation belies that assumption. Next year’s 
global conference to be held in London will be a good opportunity for members of the language 
industry to meet an industry that still has a long way to go in global markets.  — Jost Zetzsche

www.milengo.com
BRAZIL  |  CHINA  |  CZECH REPUBLIC  |  FINLAND  |  FRANCE  |  GERMANY  |  HUNGARY  |  ITALY
JAPAN  |  KOREA  |  NORWAY  |  POLAND  |  PORTUGAL  |  SLOVAKIA  |  SPAIN  |  TAIWAN  |  USA

How important is IT specialization?

milengo appreciates the importance of superior linguistic accuracy and technical mastery. Each milengo offi ce works with in-country and 
in-house translators that have an encompassing knowledge of language, technology, and most importantly, the product they are localizing. 
Make our language and technology strengths your competitive advantage. 

This document has some really techn cal stuff. 
   I wonder how it can be translated well…            We have a database 

of 20,000 expert translators in 
        this  eld. Not to worry!

“We can t publish this. This translation is awful and we ll have 
to re-translate most of it. Next time, we ll do it ourselves!” 

*

*Call ng his localization vendor...
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enterprise level language management 
tool to supplement its existing translation 
tool sets. Focused on delivering global 
multilingual communications, RR Donnelley 
also offers publishing services that include 
multilingual translation services.
MultiCorpora R&D Inc.MultiCorpora R&D Inc. info@multicorpora.com 
www.multicorpora.com

Financial

SDL interim results
SDL International, a provider of global 

information management solutions, has 
announced profi ts for the half year end-
ing June 30, 2007. Highlights for the six 
months include a revenue increase of 20%; 
profi ts (before tax and amortization of 
intangibles) are up 72%; and the gross 
margin is up 2% points to 52% compared 
to the fi rst half of 2006.
SDL InternationalSDL International
nbogle@sdl.com, www.sdl.com

Lionbridge reports second 
quarter results, CFO resigns

Lionbridge Technologies, Inc., has reported 
its fi nancial results for the quarter ending on 
June 30, 2007. Revenue reported was $114.6 
million, an increase of $6 million from the 
fi rst quarter of 2007. The company reiter-
ated its expectations for a revenue growth 
of 8% to10% for the fi scal year 2007.

Lionbridge also announced that Stephen 
Lifshatz resigned his position as chief fi nan-
cial offi cer effective August 2007.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

People

GALA appoints 
Inttranews correspondent

The Globalization and Localization Associ-
ation (GALA) has appointed Rebecca Petras, 
GALA’s public relations and marketing 
specialist, as its Inttranews correspondent. 
Inttranews correspondents are entitled to 
submit news items about an organiza-
tion for publication on Inttranews, free of 
charge, and benefi t from the Inttranews 
syndication network and monthly reader-
ship of more than 50,000 linguists in over 
90 countries.
Globalization and Localization AssociationGlobalization and Localization Association 
info@gala-global.org, www.gala-global.org

VistaTEC promotes manager
VistaTEC, a localization and process man-

agement solutions provider, has promoted 

News
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IMTT Conference

Cecilia Irós and María Cecilia Maldonado of Córdoba-based IMTT Translation and Train-
ing, language industry professionals and business partners, have invested tremendous 
energy and resources since 1999 into creating a space for information exchange and 
learning in Argentina. In the last eight years, “the two Cecis” have organized fi ve confer-
ences and 15 fi eld-specifi c seminars and workshops. 

In the past, the conference was held in the city of Córdoba, which made it easy for 
residents of the city to attend. Student rates were also offered. The location and fee structure 
had a signifi cant infl uence on conference content, which had to be made accessible to indus-
try newcomers and students. This year, the conference was held on August 18-20, 2007, at a 
Córdoba - San Miguel resort hotel an hour’s drive from the city center, and there was a fi xed 
price for registration. Daily shuttles were organized for those who lived in Córdoba and didn’t 
wish to stay at the conference hotel.

The conference content also changed. Preconference workshops on Saturday included 
“Four Tools for Growing Your Business” presented by Renato Beninatto (COO, Common Sense 
Advisory) and “The Fundamentals of a Professional Translation Project Manager” presented 
by Fiona Agnew (production director, Idea Factory Languages). On Sunday and Monday, 13 
sessions focused on business issues important to language service providers rather than the 
fi ner details of translation methodology. “We wanted to create a space that would especially 
foster interaction among colleagues who come from different places and who want to make 
the most of this event,” the organizers write in the conference program. Quality, profes-
sionalism as well as profi t and production models were high on the agenda. Details of the 
program can be found online under the “Training” tab of IMTT’s website (www.imtt.com.ar). 

The location and pricing meant that attendance numbers were down from the confer-
ence in 2005. Informal polling of the professionals who did attend, however, showed a 
strong appreciation for the new business focus. Sessions drew impressive attendance. 
Hallways and refreshment areas emptied out as attendees crowded into the presentation 
hall, fi lled all the chairs and, when the chairs ran out, leaned against the back wall.

Attendance was also high at the welcome reception, the GALA-sponsored dinner on 
Saturday and the conference dinner on Sunday. Despite the late-night/early-morning 
festivities, sessions were well attended on Monday. To close the conference, a panel of 
industry experts that included Beninatto, Teddy Bengtsson (Idea Factory Languages), Cecilia 
Piaggio (Moravia Worldwide) and Facundo Fernandez-Irujo (SpanSource) fi elded questions 
from a full house of attendees interested in what was ahead for the language industry in 
Argentina and globally. — Nancy A. Locke

For more on Nancy A. Locke’s travels to Argentina, see page 35 of this issue.
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engineering services manager Yvonne McNa-
mara to operations manager. McNamara has 
been with the company since it opened its 
doors in 1997. Beginning as a project lead in 
engineering, she then moved into the engi-
neering operations manager role in 1999 
before taking over as engineering services 
manager in 2005.
VistaTECVistaTEC info@vistatec.ie, www.vistatec.ie

Idiom adds executives
Idiom Technologies, Inc., a supplier of 

software-as-a-Service (SaaS) and on-prem-
ise server-based globalization management 
systems, has added two executives to its 
senior management team — Jeff Kosowsky, 
chief operating offi cer, and Vincent Bareau, 
vice president of SaaS Technologies.

Kosowsky played a prominent role in the 
transformation of GSI Commerce, launch-
ing the company’s international business, 
developing its corporate strategy and 
negotiating key strategic partnerships.

Bareau has 20 years of corporate soft-
ware and engineering experience. He joins 
Idiom from Books24X7.com where he was 
chief architect and instrumental in trans-
forming the company from a traditional 
e-book business into one of the fi rst on-
demand services on the web.
Idiom Technologies, Inc.Idiom Technologies, Inc.
info@idiominc.com, www.idiominc.com

GLS expands development team
Global Language Solutions, Inc. (GLS), a 

translation and interpreting fi rm, has added 
Susan Bommarito to its southern California 
location to handle the company’s growing 
business development needs. A sales and mar-
keting executive with more than two decades 
of experience in consumer goods, Bommarito 
brings strategic planning, account manage-
ment and business development skills to GLS.
Global Language Solutions, Inc.Global Language Solutions, Inc.
info@globallanguages.com
www.globallanguages.com

Products

EMC Documentum 6 Platform
EMC Corporation, a provider of informa-

tion infrastructure solutions, has introduced 
the EMC Documentum 6 enterprise content 
management platform that enables the 
development, confi guration and deploy-
ment of enterprise content applications. 
The Documentum 6 platform is a key 
piece of EMC’s Documentum suite, a broad 
spectrum of EMC products that include 
software covering transactional content 

management, archiving, knowledge worker, 
compliance, interactive content manage-
ment and platform infrastructure.
EMC CorporationEMC Corporation www.emc.com

Lingobit Localizer 5.2
Lingobit Technologies, a developer of 

software localization tools, has launched 
Lingobit Localizer 5.2, the latest version of 
its software localization tool for Windows. 
Besides being much faster than previous 
versions, other features include an oppor-
tunity to localize .NET Compact Framework 
and .NET Framework 64-bit applications; 
localization of Message Tables resources; 
support for strong named signed assemblies; 

an improved dialog editor; and the ability to 
localize strings that contain empty symbols.
Lingobit TechnologiesLingobit Technologies
info@lingobit.com, www.lingobit.com

Four PONS dictionaries 
for Symbian Smartphones

EpocwareParagon Software Group has 
announced a new line of PONS dictionaries 
by publishing house Ernst Klett Sprachen 
GmbH. Four PONS advanced dictionaries 
for professional translation are now avail-
able for English, French, Italian and Spanish. 
To experience more effi cient translation, 
PONS dictionaries offer a broad range of 
unique features such as a cross-lookup 

не    
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Ближе не бывает

Myth:
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matched document pairs.
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www.nobabel.com

See us at Localization World Seattle!
Linguistic Technologies
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feature to switch between articles and 
directions; installation on memory cards 
to save main memory-space; and a search 
list of 15 recently viewed words.
Epocware/Paragon Software GroupEpocware/Paragon Software Group 
www.epocware.com

NoBabel Translation
Memory Enhancer

KCSL Inc., an innovator of linguistic tech-
nology solutions, has introduced NoBabel 
Translation Memory Enhancer, the fi rst of 
a series of linguistic products under the 
NoBabel banner. The current release oper-
ates under the software-as-a-service model 
over the internet. It pairs English with 
French, Italian, German, Spanish, Dutch, 
Portuguese, Polish and Russian. NoBabel is 
immediately available to qualifi ed industry 
professionals.
KCSL Inc.KCSL Inc. info@kcsl.ca, www.kcsl.ca

XyEnterprise Contenta DITA 1.4
XyEnterprise, a developer of XML content 

management and multi-channel delivery 
solutions, has released Contenta DITA 1.4. 
The software’s new features extend DITA 
specialization support to all out-of-the-
box tools; enhance DITA author support 
for the latest authoring tools; provide col-
laborative review using XMetaL Reviewer; 
support the latest version of the DITA 
Open Toolkit; integrate with SDL’s Transla-
tion Management System; and provide 

enhanced graphics support for print and 
online delivery formats.
XyEnterpriseXyEnterprise info@xyenterprise.com
www.xyenterprise.com

PROMT upgrades @promt 
automated translation software

PROMT, a provider of automated transla-
tion software, has developed new versions 
of its machine translation applications — 
@promt Expert, Personal, Professional, and 
Offi ce — to provide compatibility with Win-
dows Vista and integration with Microsoft 
Offi ce 2007 applications. The company offers 
automatic bidirectional translation in seven 
languages with a total of 24 translation 
directions for over 100 specialized domains.
PROMTPROMT info@e-promt.com, www.e-promt.com

Image-search tool speaks 
hundreds of languages

Turing Center, a multidisciplinary research 
center at the University of Washington, has 
developed a new multilingual search tool. 
PanImages automatically translates a search 
term into about 300 other languages, sug-
gests a few that might work, and then displays 
images from Google and the online photo 
database Flickr. The tool’s brains were created 
by scanning more than 350 machine-read-
able online dictionaries. The tool’s software 
scans dictionaries and uses an algorithm to 
check the accuracy of the results, assembling 
them in a matrix that allows translation in 

unique combinations such as from Gujarati 
to Lithuanian.

PanImages includes some 300 languages, 
2.5 million words and millions of individual 
translations and lets people instantly add 
new words or translations. 
Turing Center, University of WashingtonTuring Center, University of Washington
turing@cs.washington.edu
http://turing.cs.washington.edu

Resources

GlobalVision blog, InfoMail
GlobalVision International, Inc., a provider 

of localization and translation services, has 
announced the debut of the GlobalVision 
blog at http://globalvis.blogspot.com. The 
blog is intended to help those interested in 
translation and localization services become 
better informed consumers.

In July 2007, GlobalVision released its 
twenty-fi rst quarterly InfoMail titled “Dos 
and Don’ts in Software Development before 
Localization.” The InfoMail describes in 
detail 12 practices to follow or avoid that 
software engineers should know before 
attempting to localize their products.
GlobalVision International, Inc.GlobalVision International, Inc. 
infonow@globalvis.com, www.globalvis.com

13th edition of Compendium
of Translation Software

The thirteenth edition of the Compen-
dium of Translation Software (June 2007) is 
now available. Compiled by John Hutchins 
on behalf of the European Association for 
Machine Translation, the compendium is a 
comprehensive reference guide to current 
commercial machine translation systems, 
computer-aided translation support tools 
and vendors.
European Association for Machine TranslationEuropean Association for Machine Translation 
info@eamt.org, www.eamt.org

AILIA defense and security 
industries market study

Association de l’industrie de la langue/
Language Industry Association (AILIA) has 
released “The Defence and Security Industries 
— A Market Study for the Language Indus-
try.” The mission of AILIA is to promote and 
increase the competitiveness of the Canadian 
language industry nationally and interna-
tionally through advocacy, accreditation and 
information sharing. 

The defense and security market offers 
numerous business opportunities for trans-
lation fi rms, language schools and language 
technology companies. A list of more than 
1,000 North American companies is included 

German  Localization  Provider
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in the purchase of this AILIA study.
Association de l’industrie de la langue/Association de l’industrie de la langue/
Language Industry AssociationLanguage Industry Association 
communication@ailia.ca, www.ailia.ca

Common Sense Advisory 
releases research reports

Common Sense Advisory, Inc., an inde-
pendent market research fi rm specializing 
in the language services industry, has 
released three new language industry 
research reports: “Offshoring Language and 
IT Services to China”; “Wages of Localiza-
tion — Redux”; and “Consolidation in the 
Language Services Industry Market.” 
Common Sense Advisory, Inc.Common Sense Advisory, Inc.
info@commonsenseadvisory.com
www.commonsenseadvisory.com

Services

WebAsyst adds Unicode support
WebAsyst, a suite of online services, 

has added Unicode (UTF-8) support to 
all WebAsyst services. The added support 
establishes another level of usability in 
WebAsyst products. Users can now display 
information in their accounts in one or 
more languages of their preference. This 
upgrade is the company’s most recent 
release in its redesign of the services to 
the Web 2.0 platform.
WebAsystWebAsyst www.webasyst.net

iWebTrack produces 
multilingual web interface

iWebTrack Holdings, Inc., a web analytics 
provider, has released iWebTrack Interna-
tional in multiple languages for both retail 
and private label partners. iWebTrack Inter-
national is currently translated into French, 
German, Spanish, Portuguese and Italian, 
although translations are not limited to 
these languages. Benefi ting from the new 
language translation tool, the structure 
of the system is confi gured to accept the 
majority of world languages, thus allow-
ing customers to add their own languages 
and to fully customize their administration 
interfaces including their own dialects.
iWebTrack Holdings, Inc.iWebTrack Holdings, Inc. 
kelly@iwebtrack.com, www.iwebtrack.com

Opticentre gears up 
Irish and Bulgarian services

Opticentre, a localization solutions pro-
vider, has responded to the supply defi cit 
for two new European Union languages: 
Irish (GA/Gaelic) and Bulgarian. According 
to the company, the handful of suppliers 

that exist in these locales is overwhelmed, 
and other suppliers have not yet adapted 
to the demand. Therefore, Opticentre has 
deployed teams to initially focus on life 
sciences, medical devices, pharmaceutical 
and engineering-related projects.
OpticentreOpticentre opportunities@opticentre.net 
www.opticentre.net

Elanex Real-Time 
Localization methodology

Elanex, Inc., a translation services and 
technology company, has introduced Real-
Time Localization methodology — a new 
approach to localization. Creation of local-
ized materials is done in parallel with the 
creation of source-language materials. As a 
result, localized versions can be released at 
the same time as source-language versions. 
Elanex has a global network of over 20,000 
translators, combined with automation 
technologies developed by its in-house 
technology group.
Elanex, Inc.Elanex, Inc. 
info@elanex.com, www.elanex.com

CETRA, Inc., launches 
interpretation division

CETRA, Inc., a language services provider, 
has launched an interpretation division 
offering consecutive, simultaneous and 
escort interpretation. While the services will 
be of immediate benefi t to its core client 
base, which consists of global marketing 
research and government agencies, CETRA 
has also experienced a sharp increase in 
the demand for interpreters within the 
legal, technical, human resource and health 
industries.
CETRA, Inc.CETRA, Inc. info@cetra.com, www.cetra.com

Events

Managing Global Websites 
and eCommerce Conference

Localization
Management Roundtable

Project Managers Roundtable

Seminars

Certification Program

Localization World

The
Localization 

Institute
608.233.1790

www.localizationinstitute.com
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Want more news?
Subscribe to our free biweekly 

electronic newsletter at
www.multilingual.com/news

Not receiving your news?
If you have subscribed to the 

newsletter but aren’t receiving it, 
make sure that you have added 

the e-mail address
news@multilingual.com

to your address book or cleared it 
through your company fi rewall.
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Powerful partners for successful projects

STAR – Your single-source partner for information services & tools

STAR Group – your reliable partner 
for international technical communication

At STAR, we help global organizations successfully communicate product and
technical information to their clients. We closely listen to their strategic
requirements and apply the best specialists, state-of-the-art resources and
proven concepts.

While other providers attempt to piece together various incompatible tech-
nologies obtained through acquisitions and mergers, STAR is the only provider
of language and information management technologies and services to have
created the entire technology stack in-house. The net result: STAR provides the
most efficient, fully integrated and complimentary suite of technologies and
services to optimize the entire product information life cycle and eliminate
incompatibility.

STAR has the knowledge, experience and proven tools necessary to complete
your most demanding projects ensuring effective and modern communication.

STAR Group America, LLC 
5001 Mayfield Rd, Suite 220
Lyndhurst, OH 44124
Phone: +1-216 -691 7827
Fax: +1-216 - 691 8910
E-mail: info@us.star-group.net

www.star-group.net

STAR AG 
STAR Group Headquarters
Wiesholz 35
8262 Ramsen, Switzerland
Phone: +41- 52 - 742 92 00
Fax: +41- 52 - 742 92 92
E-mail: info@star-group.net

18-19 STAR AD -Calendar #91.indd18   18 9/20/07   9:14:09 AM

http://www.star-group.net
mailto:info@us.star-group.net
mailto:info@star-group.net


19

October

3rd International Workshop on Vocabularies, 
Ontologies and Rules for the Enterprise

October 15, 2007, in Annapolis, Maryland USA. 
VORTE, vorte2007@easychair.org
http://oxygen.informatik.tu-cottbus.de/VORTE

IWSLT 2007
October 15-16, 2007, in Trento, Italy. 

Center for Scientifi c and Technological Research
info-irst@itc.it, http://iwslt07.itc.it

31st Internationalization & Unicode Conference
October 15-17, 2007, in San Jose, California USA. 

Object Management Group, Inc.
info@unicodeconference.org, www.unicodeconference.org

IMCSIT
October 15-17, 2007, in Wisla, Poland. 

Polish Information Processing Society, www.imcsit.org

11th IEEE International EDOC Conference
October 15-19, 2007, in Annapolis, Maryland USA. 

IEEE International, http://edoc.mitre.org

Localization World Seattle
October 16-18, 2007, in Seattle, Washington USA. 

Localization World Ltd.
info@localizationworld.com, www.localizationworld.com

DocTrain EAST 2007
October 16-20, 2007, in Lowell, Massachusetts USA. 

PUBSNET, info@doctrain.com, www.doctrain.com/east

New Research in Translation and Interpreting Studies
October 18-20, 2007, in Tarragona, Spain.

Intercultural Studies Group, alexander.perekrestenko@estudiants.urv.cat 
http://isg.urv.es/seminars/2007_new_research

METM 07
October 25-28, 2007, in Madrid, Spain. 

Mediterranean Editors and Translators, marijedejager@tin.it
www.metmeetings.org/pagines/events_METM2007.htm

LavaCon
October 27-30, 2007, in New Orleans, Louisiana USA. 

LavaCon/Project Management Institute
info@lavacon.org, www.lavacon.org

ATA 48th Annual Conference
October 31-November 3, 2007, in San Francisco, California USA. 

American Translators Association, www.atanet.org/conf/2007

November

Methods in Translator, Interpreter and Localizer Training
November 5-6, 2007, in Monterey, California USA. 

Graduate School of Translation and Interpretation — MIIS 
http://translate.miis.edu/newsitem.html?id=15

tcworld 2007
November 7-9, 2007, in Wiesbaden, Germany. 

tekom, info@tekom.de, www.tekom.de

2nd International Conference: Media for All
November 7-9, 2007, in Leiria, Portugal. 

TRANSMEDIA Research Group
conference@transmediaresearchgroup.com
www.transmediaresearchgroup.com/mediaforall.html

Localization Project Management Seminar
November 12-13, 2007, Berlin, Germany. 

Localization Institute, www.localizationinstitute.com

CM Pros Fall 2007 Summit
November 26, 2007, in Boston, Massachusetts USA. 

Content Management Professionals, www.cmprosevents.org

Gilbane Conference Boston 2007
November 27-29, 2007, in Boston, Massachusetts USA. 

The Gilbane Group, http://gilbaneboston.com

Betwixt & Between III: Globalization, 
Interculturalization & Translation

November 28-30, 2007, in Sharjah, United Arab Emirates. 
American University of Sharjah (UAE) and Queen’s University Belfast 
sfaiq@aus.edu, www.aus.edu/conferences/bb3

Globalization Best Practices for the Life Sciences
November 29, 2007, audio conference. 

ForeignExchange Translations
www.fxtrans.com/resources/ac/future/ac20071129.htm

Translating and the Computer 29 Conference
November 29-30, 2007, in London, UK. 

Association for Information Management, ASLIB
training@aslib.com, www.aslib.com/conferences

TAUS Executive Forum
November 29-30, 2007, in Brussels, Belgium. 

TAUS, jvdm@translationautomation.com 
www.translationautomation.com/meetings.php

December

CIS²E 07 (CISSE 2007)
December 3-12, 2007, online. 

Computer, Information and Systems Sciences and Engineering 
info@cisse2007.org, www.cisse2007online.org

Second Conference on Translation, 
Interpreting and Comparative Legi-Linguistics

December 5-7, 2007, Poznan, Poland. 
Adam Mickiewicz University, lingua.legis@gmail.com
www.lingualegis.amu.edu.pl/konferencja/Konf_ang/Index.html

3rd Global Knowledge Conference - GK3
December 11-13, 2007, in Kuala Lumpur, Malaysia. 

Global Knowledge Partnership, gkp@gkps.org.my 
www.gkpeventsonthefuture.org/gk3

C
alendar
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default setting and back you are. Besides satisfying the child in you, 
this fl exibility allows you to optimize the actual editing window 
on any monitor and any screen resolution. Alternatively, you can 
optimize your screen to show all associated data and the larger 
context by minimizing the actual editor.

My second delightful observation was that CATALYST 7.0 develops 
Alchemy’s claim to provide “total visual localization” one step further 
by expanding its successful technology for visual HTML translation 
into the realm of online help systems. Now you can enjoy real-time 
WYSIWYG editing of an entire compiled help system and incorporate 
your translation routine at an early state while creating help systems 
in a variety of online help authoring systems such as Adobe Robo-
Help, ComponentOne Doc-2-Help, or MadCap Flare. Alchemy’s visual 
approach to HTML and derivatives still has its natural limits: CATA-
LYST’s internal parser does not execute script contained within HTML. 
This might cause web content not to look exactly like it looks in a web 
browser. However, as such content might run malicious procedures on 
your machine, it may be wise to block them and risk some differences 
between your visual translation environment and the target format in 
a browser. Besides this limitation, Alchemy has therefore proved my 
earlier statement to be correct: “supporting visual HTML translation is 
a clever extension of CATALYST as these formats do not only play a 
major role in the online documentation of software products” — the 
now-provided application to online help systems — “but are increas-
ingly used as highly customizable dialogs in software design itself, 
especially within dotNET applications.” The latter is CATALYST 7.0’s 
third major fi eld of improvements and novelties.

Figure 1 shows the new graphical user interface (GUI) of CATA-
LYST 7.0 using the visual editing mode to localize a HTML fi le of 
a help system that was entirely inserted using a single Microsoft 
Compiled HTML Help (CHM) fi le (center window). You are able 
to translate directly within the visual editor providing real-time 
WYSIWYG while you type. The Translator Toolbar below displays 

Alchemy CATALYST 7.0 is a translation and localization 
tool designed for localization professionals who translate 
software, websites and online help. It differs from other 
tools by offering a highly visual approach for all supported 
fi le types. This means strings and translations are displayed 
to the translator or localizer just as they will be to the end 
user. For translators, this saves time, reduces workload and 
increases the overall quality of the translation.

Alchemy Software Development Ltd. was founded in Dublin, Ire-
land, by Enda McDonnell and Tony O’Dowd, the original developers 
and designers of Corel Corporation’s internal localization tool, Corel 
CATALYST, which was fi rst made available to the wider community 
in November 2000. The new company acquired and rebranded the 
software as Alchemy CATALYST, and Corel acquired a 25% stake in 
the company. Alchemy and its partner XLsoft Corporation released 
a fully localized Japanese version of CATALYST 5.0 in April 2004; 
Chinese and German versions followed. Microsoft bundled an evalu-
ation version of Microsoft Visual Studio .NET 2003 in France with 
CATALYST; SDL enables CATALYST to read from and write to Trados 
and MultiTerm fi les; and an OEM agreement with Transware (for-
merly GlobalSight) enables integration of CATALYST’s visual localiza-
tion tools with enterprise-level workfl ow solutions. Alchemy recently 
opened offi ces in the United States, Japan, Germany and China.

Use and evaluation
In my review of CATALYST 6.0 (MultiLingual #77 January/February 

2006), I stated my enthusiasm about CATALYST’s user interface. 
Guess what? It got even better. The well-arranged environment 
consisting of several panes and toolbars might initially be over-
whelming to the novice. Once you spend a while exploring the 
options to create the optimal confi guration for your workstation 
and project, you will be amazed like me. If you get lost on the way 
and cannot fi nd one of the moved or closed panels, return to the 
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Dr. Thomas Waßmer is a biologist who 
works as a science teacher at the Rudolf Steiner 

High School in Ann Arbor, Michigan. He also 
works as a science and software consultant, 

translator, and multimedia/web developer. 

CATALYST 7.0

Reviewed by Thomas Waßmer
An important move in technology application and management

CATALYST 7.0
Alchemy Software Development Ltd.
Editions and prices: Translator/Pro €499; Localizer €3999; 
Developer/Pro €6499; Translator/Lite, free.
System requirements: Pentium 300 MHz, at least 32 MB of 
RAM, 55 MB hard disk space for the application and related files, 
Microsoft Windows Me, XP, 200x, Win64x, or NT 4.0 (with Service 
Pack 3 or later).
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tags that can be dragged and dropped to another position. At the 
very bottom of the GUI, the reference pane displays the associated 
translation memory (TM)/terminology and suggests full and fuzzy 
matches within the associated TMs and glossaries.

CATALYST 7.0 promises improved handling of all .NET formats 
using framework 1.1, 2.0 and 3.0. A complete visual approach is 
applied to .NET by producing the original dialogs within CATA-
LYST rather than just imitating them. This allows you to visualize 
.NET dialogs in all of their complexity including all types of visual 
inheritance. This is achieved either through the inclusion or caching 
of all resources into the TTK, which on the downside can lead to 
large TTKs. While the visualization worked well in most of the tested 
samples, I found again, as in CATALYST 6.0, a few circumstances 
where CATALYST failed to display certain strings in visual mode 
(such as ListView and TreeView controls). In addition, CATALYST still 
did not report missing fonts, which is admittedly not a major issue 
for translation purposes. Of course, due to the open and complex 
nature of .NET, the correct handling of all options is a problem of 
most software localization tools. In version 7.0 however, CATALYST 
graphically displays inheritance information from .NET application 
assemblies and between forms. This widely avoids inheritance prob-
lems. In addition, RESX handling also became fully visual. With these 
improvements and despite the mentioned shortcomings, CATALYST 
continues to be one of the best tools to handle .NET.

From CATALYST 5.0 on, CATALYST has featured a visual way to 
confi gure XML processing and localization by means of ezParse, 
which uses a visual way to add required tag elements to the list 
of localizable resources. I was generally pleased with the handling 
of this important fi le type but suggested two minor improvements: 
I wanted to see a faster, more accessible fi le handling right from 
within the editor instead of the ezParse dialog, and, secondly, I 
asked for synchronized views of the raw and parsed fi le structure 
of the XML fi le within ezParse (or the string/visual views of the 
editor). Unfortunately, both recommendations were not followed: 
parsing rules still must be created from the ezParse window, which 
is still hidden (Tools->Options->ezParse). This is admittedly a ques-
tion of accessibility of the feature as opposed to its effectiveness.
Unfortunately, there is still no way to use a local or remote DTD (or 
Schema) to streamline the manual confi guration process. Further-
more, the creation of rules using multiple smaller XML fi les contribut-
ing to a complex Schema/DTD of a complex proprietary XML system 
cannot easily be trained because the parsing rules created using one 
fi le are overwritten when trying to expand these rules with a second 
or third fi le, unlike in version 5.0 of CATALYST. Since then, however, 

Alchemy has found that in practice this does not seem to be an issue 
for most “XML-carrying” clients. In addition, the current ezParse asks 
for parsing rules for every inserted fi le but does not allow selecting 
special segmentation rules for individual fi les or even individual fi le 
types but depends on the selected TTK source language.

The integration of TRADOS has again been enhanced and allows 
you now to use exactly the same and full set of key strokes as in 
TRADOS. The redesigned Translator Toolbar now provides real-time 
glossary and TM suggestions and includes visual tag editing capa-
bilities such as drag-and-drop. You can now attach an unlimited 
number of TMs and terminology bases right within the Translator 
Toolbar. If you have too many large databases attached, however, 
this may slow down performance signifi cantly. You should therefore 
use this feature wisely.

As shown in Figure 2, you can now attach an unlimited number 
of TMs such as TTK, TMX, TRADOS Workbench (TMW) or TXT fi les 
to your translation project to interactively search and include 100% 
or fuzzy matches. You can directly add or remove associated TMs 
within the Translator Toolbar or in Tools->Options->Power Trans-
late. However, only two of the associated TMs can be active at any 
given moment. Note also the color-coding of the XML parser in the 
visual editor window, the tagged view of the fi le parsed according 
to a custom-made XML parser that only included translatable tags 
and the red highlighting of unknown words by the spellchecker in 
the Translator Toolbar.

In my test, the display of translation match results was sometimes 
only shown within the associated TRADOS Workbench window but 
not within the reference pane of the Translator Toolbar. Finally, dur-
ing leveraging and manual translation, TM matches are displayed 
in the order of relevance but unfortunately the percentage of fuzzy 
matches is displayed only during interactive leveraging. Further-
more, concordance results from TMW fi les are only displayed in 
TRADOS, while concordance results from a TTK are always displayed 
in CATALYST. It would be more consistent and easier to overview 
if the results were displayed in a single common pane or window. 
Unfortunately, although advertised, CATALYST does not highlight 
term matches when providing glossary hits from a terminology base.
As in CATALYST 6.0, SDLX, unlike TRADOS, is still not directly sup-
ported, although there seem to be APIs for both SDLX’s Termbase and 
TM available. Since CATALYST “talks” to all TMX-compliant products, 
including SDLX, STAR Transit and Déjà Vu, this is not a real problem. 

Since the acquisition of PASSOLO by SDL, one wonders whether 
the TRADOS APIs will continue to be available to PASSOLO’s 

Figure 1: Visual Help System Localization.

Figure 2: Translation of an XML fi le using Power Translate.
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competitors such as CATALYST. 
According to Keith Laska, the vice 
president of SDL’s Desktop Soft-
ware branch, there are no immedi-
ate plans to restrict the availability 
of SDL’s APIs (see interview page 
25). This is at least preliminary 
good news for several small soft-
ware companies and will enhance 
product variety and consumer’s 
choice in the industry.

Alignment, known as “Import 
Translation” in previous versions 
of CATALYST, still needs a lot of 
improvements to really become 
helpful. Despite the “advanced par-
sing technology” the automatic 
alignment did not properly align several 
coupled fi le pairs that resulted from previ-
ous translation jobs I have done in the past 
(in RTF and HTML formats). I therefore tried 
“interactive alignment” that, unfortunately, 
did not make the alignment much easier as 
it is in all reality a completely manual rather 
than an interactive (semi-automatic) proce-
dure. There is, for example, no easy way to 
correct the fi rst error made by the auto-
matic procedure manually and just start 
automatic alignment again from that posi-
tion on. Manual alignment is, of course, 
possible, and CATALYST 7.0 offers all 
alignment options that are found in the 
more elaborate alignment procedures of 
traditional TM products; but if you want 
to align batches, folders, projects or com-
piled help systems and JAVA resources, 
you should really be able to perform a 
semiautomatic procedure that can easily 
be edited and restarted from a manually 
corrected alignment point on. Shortly 
before fi nalizing this review, I was notifi ed 

by Alchemy that a solution for this issue 
will be available “imminently.” Fin ally, 
many users prefer keystrokes for alignment 
procedures instead of mouse functions. 
That functionality should defi nitely be 
included soon.

A great development is Alchemy’s con-
tinued marketing strategy to support free-
lance translators with a basic CATALYST 
version for a lower price as in version 6.0. 
The new Translator Pro edition runs at 
just €500 (under $700). Although it lacks 
the important Leverage Expert, you can 
import previous translations by means of 
attached TMs. In addition, it comes with 
the Translator Toolbar and CATALYST’s full 
TM memory interface to connect with all 
versions of TRADOS and SDLX (by means 
of TMX). Productivity is further enhanced 
by the inclusion of concordance search and 
terminology consistency checks.

Some of the minor issues I found in CAT-
ALYST 6.0 were fi xed, while others remained 
or new ones occurred. The many dialogs 

popping up when starting and 
closing a TTK or launching and 
shutting down CATALYST disap-
peared. Now I almost miss the 
start screen informing me of 
which components are available 
and activated. Some cleanup 
went a little too far for my taste.
In the older versions you would 
immediately get a string list view 
when clicking on any of the 
inserted fi les in the Project Navi-
gation panel. Now you fi rst need 
to activate this. I think that some 
general default settings could be 
changed, but that might be a 
matter of taste. 

Unfortunately, there still seems to be some 
issues with the CATALYST licensing system 
when you use a software-based personal 
fi rewall. The fi rst launch of CATALYST takes 
up to one-and-a-half minutes and might 
end with a demo screen, thus making it nec-
essary to reboot the system to get CATALYST 
working in licensed mode. However, this 
problem may be unique for my system as 
I have now three generations of CATALYST 
(versions 5.0, 6.0 and 7.0) running on my 
laptop. Version 7.0 reads and saves TTKs 
from all previous versions of the product, 
but, as in version 6.0, you cannot create new 
version-5.0-compatible TTKs — so if you still 
have some customers or clients who work on 
version 5.0, you will at  least need version 
5.0 and version 7.0 on your system. Due to 
CATALYST’s visual approach, its project fi les 
(TTKs) can get rather large, especially if many 
resources are included. TTKs can, however, 
easily be archived to only 10% of their size 
using various compression tools such as ZIP 
or RAR. CATALYST’s package technology 
QuickShip archives sent to external translators 
are zipped archives, saved as self-extracting 
executables. Although we live in a time of 
broadband and high-speed internet access, I 
still cannot comprehend why the QuickShip 
archives barely offer any compression over 
the original TTK. In my test, I zipped a 9.3 
MB TTK into a 0.95 MB self-extracting RAR 
archive, whereas the QuickShip archive was 
9.5 MB.

In conclusion, CATALYST 7.0 provides a 
solid set of classic and .NET software local-
ization tools enhanced with the most visual 
and powerful technology for the transla-
tion of HTML fi les and online help systems 
available today. Even after the acquisition 
of PASSOLO by SDL, I do not really worry 
about the future of CATALYST, which for 
sure will defend its place in the market.

Figure 3: Visualized levels of .NET Inheritance.
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What’s new in version 7.0?
CATALYST 7.0 provides exciting innova-

tions and improvements in language sup-
port, performance, productivity, usability, 
standards support and greater functional-
ity with online help:

1. CATALYST 7.0 supports all versions 
of the Microsoft .NET framework — .NET 
1.0, 1.1, 2.0 and 3.0. CATALYST 7.0’s envi-
ronment renders all existing versions for 
localization. In CATALYST 7.0, even more 
support has been extended to the area of 
.NET inheritance. CATALYST now graphi-
cally displays inheritance information from 
.NET application assemblies and shows 
inheritance which occurs between forms, 
clearly indicating private and public inheri-
tance. This defuses the inherent problems 
associated with translating inherited objects. 
A new report tab has been added to the 
Results Bar to display the inheritance infor-
mation of selected controls. Simple mouse 
clicks display inheritance and type informa-
tion and locate the original defi nition of 
a control or string. Finally, CATALYST 7.0 
automatically caches third-party controls 
within the project TTKs. This means that 
everyone in your localization project works 
in a WYSIWYG environment even if he or she 
does not have access to third-party controls. 
This is particularly useful when projects are 
shared between large teams.

Figure 3 shows how, using the .NET 
Inheritance View of the Navigator pane (left), 
and the Visual Inheritance view of the Result 
pane (right), CATALYST now displays the 
levels of .NET inheritance and dependency, 
which is important for the localization of the 
base strings. In this example, the highlighted 
upper button of the Inherited1 dialog dis-
played in the visual editor is derived from 
the BaseForm dialog. In return, the button 
below is inherited by the Inherited2 dialog. 

In addition to the visualization through the 
Navigator and Results panes, a red shortcut 
icon highlights the inherited upper button.

2. Layout Manager 3.0 is now fully inte-
grated for all supported fi le types, including 
all .NET platforms and RESX resources. This 
technology automatically or interactively 
detects and adjusts problems with the user 
interface. This can dramatically reduce 
product release cycles and signifi cantly 
increase engineering productivity, thus 
eliminating the repetitive work involved in 
resizing user interface elements.

3. Building on its visual HTML environ-
ment, CATALYST 7.0 now fully supports the 
visual localization, engineering and testing 
of compiled online help systems. Adobe 
RoboHelp, ComponentOne Doc-2-Help, or 
MadCap Flare help systems can now be 
managed from within the Alchemy project 
environment. You can either work directly 
on the compiled help project or the individ-
ual source documents themselves and 
rebuild compiled help systems on the fl y. 
CATALYST 7.0 is a complete TM solution 
for this labor-intensive and expensive part 
of the localization process and allows re-use 
of translations from all industry standard 
TMs. In addition, the enhanced Validate 
Expert that can auto-detect problems in 
online help content, that is, if links are 
removed or broken during the translation 
process. By allowing users to work on the 
binary help fi le, CATALYST removes the risk 
of breaking tags, links and so on, and elimi-
nates the rebuilding and re-engineering of 
the translated fi les. From a project manager 
(PM) perspective, fi le management is also 
considerably reduced, as the average help 
project now contains just one fi le.

4. Inline tags in all tagged formats (HTML, 
XML, Help Systems) can now be dragged 
and dropped directly into translations by 

the translator, while the advanced Leverage 
Expert now positions inline tags intelligently 
during leverage operations. This reduces the 
level of rechecking and testing during the 
translation process.

5. Graphical images, screenshots and 
animations (bitmaps, JPEGs, GIFs, PNG fi les 
and Flash, AVI and so on) can now be stored 
in project TMs for reference and re-use. 

MOST
FLEXIBLE

No More Compromises.

Editions & prices of CATALYST 7.0
Note: All versions currently include free Visual .NET, database and XLIFF components. 
Translator/Pro Edition, for professional freelance translators, €499 (about $690). Special 

pricing through ProZ.com. 
Localizer Edition includes all features of the Translator version plus Leverage, Update, 

Comparison and Pseudo-Translate Experts; Runtime Validation within the Validation Expert; 
ability to manage user profi les, import/export sections, create ezParse methods and create 
data source methods. €3999 ($5530). 

Developer/Pro Edition, for large enterprises or localization providers that translate multiple 
languages simultaneously and require large teams of translators, includes QuickShip Expert 
and SDK for development of custom editors for non-standard resources. QuickShip Expert 
allows licenses of Translator/Lite to be provided to teams of translators. €6499 ($8990). 

Translator/Lite Edition allows translators to translate projects created by the Developer/Pro 
Edition, includes all visual editors and the Validate Expert. It requires no dongle or hardware 
key. Cannot be used to establish independent localization projects. Free download from www 
.alchemysoftware.ie/translite.html.
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The idea behind this is again to reduce the 
amount of editing efforts — here in screen-
shooting and graphic editing. By using 
the comparison expert, a PM can see and 
immediately isolate which graphics need to 
be edited. This will simplify and reduce the 
work of the DTP department.

6. Support of compiled Java fi le types 
— .JAR, .WAR, .EAR and .class compiled fi les 
— signifi cantly affects the localization of Java 
applications because you can work on com-
piled fi les rather than hundreds of individual 
source fi les. The Validate Expert now also 
provides additional tests for Java binary fi les 
including placeholder and formatting tests. 
In addition, you can now translate multi-lin-
gual Java fi les. CATALYST 7.0 automatically 
detects language fi les requiring translation, 
thereby avoiding the time-consuming task 
of investigating Java build environments for 
possible translatable fi les.

7. The Visual Comparison Expert now 
provides a visual comparison for every fi le 
type supported in CATALYST. Color-coded 
highlighting of resources allows you to 

identify differences between project revi-
sions as additions, removals and changes 
easily in both individual objects and groups 
of objects. The results can be saved into a 
report, which provides fast access to the 
altered resources by a mouse click.

8. The Analysis Expert conducts statisti-
cal analyses on project fi les, calculating the 
number of full and fuzzy matches against 
many industry standard TMs such as TTK, 
TMX, XLIFF, TXT, SDL TM Server and Tra-
dos Translator’s Workbench. This allows 
PMs and freelancers to estimate and quote 
translation costs and plan turnarounds for 
desktop, mobile and online applications. 
The Analysis Expert processes single fi les, 
groups of fi les, folders containing fi les or 
entire projects. Reports use the same per-
centage categories as SDL Teamworks 3.0 
and Trados Translator’s Workbench, thus 
providing consistent calculations when both 
products are used side by side. Another 
nice feature is the extraction and export of 
a new project TM containing all segment 
matches (exact and fuzzies) into a new 

more compact project TM which can be 
distributed to external translators.

9. The user interface has been improved.
In the Project Navigator Pane, you can 

now organize your project contents by differ-
ent views and create custom confi gurations 
simply by dragging columns and content.

A new Interactive Statistical Report 
calculates real-time statistics on all aspects of 
localization projects and allows detailed sta-
tistics to be viewed at an object level within 
projects using the statistical report pane.

A new pane for the Comparison Expert 
displays the scope of change between revi-
sions of your project instantaneously.

The Translator Toolbar now provides 
real-time glossary suggestions and an advan-
ced properties panel and includes visual tag 
editing capabilities. Active TMs and termi-
nology bases can now be specifi ed within 
the Translator Toolbar. During leveraging, 
TM matches are now displayed in the order 
of relevance to the translator. After being 
already widely compatible with TRADOS in 
CATALYST 6.0, all keystrokes to control the 
translator’s toolbar are now 100% identical 
to the set of keystrokes used in TRADOS.

The Workspace Pane is now more 
customizable and fl exible, especially when 
processing online help systems. Transla-
tions are sorted based on attributes such 
as untranslated, for-review, TM-leveraged, 
perfect match and coordinate-changed. 
This allows translators to work more 
effi ciently by prioritizing tasks in large 
projects. In addition, you can now orga-
nize the content of the Workspace Pane 
using present or custom fi lters that can 
be created using simple drag-and-drop. A 
new search panel called QuickFind quickly 
locates segments in your project and stores 
the results in the workspace window.

10. Version 7.0 also includes a new online 
help system that contains details about best 
practices for localizing desktop, mobile and 
online applications and includes several 
video tutorials targeted for both novice and 
experienced CATALYST users.

11. A new alignment engine works on 
all supported fi le types. The default is 
set to align fi les automatically using the 
structure and metadata in these fi les to 
fi nd smart alignment points. This may 
reduce the manual work involved in this 
task substantially. Alignment now supports 
one-to-many and many-to-one relation-
ships between source and target languages. 
Finally, CATALYST 7.0 also supports batch 
alignment of a fi le-based folder structure 
in one single operation. It is, for example, 
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On June 19, 2007, SDL announced 
the acquisition of PASS Engineering, the 
developers of the software localization 
tool PASSOLO. This announcement came 
almost exactly two years after the acqui-
sition of TRADOS by SDL on June 21, 
2005 and a month after the acquisition of 
Tridion on May 18, 2007.

SDL paid €2 million (US$2.72 million), for 
PASSOLO, half in cash and the balance in up 
to 160,728 shares in SDL plc. The two PASS 
shareholders (Achim Herrmann and Florian 
Sachse) will remain in the employment of the 
SDL group (source: London Stock Exchange, 
RNS 5722Y).

This brief report investigates the effects 
of the recent acquisition on the product 
palette and marketing strategy of SDL, 
featuring a conversation with Keith Laska, 
vice president of SDL TRADOS Technolo-
gies, SDL’s independent Desktop and Server 
Technology division.

Talking with Keith Laska
Q: What were the reasons behind the 

acquisition of PASSOLO by SDL? 
A: In order to provide our customers 

with a global information management 
(GIM) strategy, we noticed that we needed 
a critical component added to our solution 
set: software localization. We were look-
ing around for quite some time to iden-
tify the best product to integrate into our 
consolidated portfolio. PASSOLO became 
our partner of choice due to its leadership 
in the localization of .NET applications, 
exponential growth in the marketplace, and 
already existing tight integration between 
PASSOLO and SDL Trados supporting the 
SDL Trados Translator’s Workbench TM and 
terminology base SDL MultiTerm. In addi-
tion, of all the products we investigated, we 
found PASSOLO to be the easiest to use. 
The positive company culture coupled with 
good reputation for customer service and 

support were to be deciding factors in the 
decision as well.

SDL anticipates that all of our customers 
will profi t from this acquisition. As demand 
for the localization of Microsoft .NET applica-
tions quickly becomes the de facto develop-
ment platform for delivering customer-facing 
web-based and desktop software applica-
tions, our corporate customers will gain tre-
mendous advantages through SDL Passolo’s 
superior .NET capabilities. Language service 
providers (LSPs) will gain access to a widely 
untapped and lucrative market by being able 
to support the entire software localization 
process of help, documentation and user 
interface localization. The combined efforts 
of SDL and PASSOLO will increase effi ciency 
and consistency, especially through the use 
of controlled and approved terminology and 
the new package fi le format for streamlined 
delivery of high quality translation projects 
through the translation supply chain.

Q: What are SDL’s plans to integrate SDL 
Passolo into the existing product line, espe-
cially into SDL Trados and SDLX?

A: First, SDL Passolo will continue to 
be commercially available as a standalone 

possible to align a single CHM with indi-
vidual HTML fi les stored on a fi le server.

12. The Export Project Expert exports 
TTKs to many important TM formats such 
as TMX, Trados Workbench and MultiTerm.

13. CATALYST 7.0 offers increased open 
standards and TRADOS compatibility, in-
cluding XLIFF, XML, TMX and all TRADOS 
desktop and enterprise technologies. You 
can work seamlessly with past, present and 

most probably future versions of SDL TRA-
DOS desktop and enterprise technologies 
such as SDL TM Server, Trados Translator’s 
Workbench (3.x, 5.x, 6.x, 7.0, 2007) and 
MultiTerm iX Server.  M
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product — just like the current PASSOLO 
6.0. We have also just announced the launch 
of the new SDL Localization Offi ce, which 
packages up SDL Trados 2007, the present 
PASSOLO 6.0 and SDL’s Q&A tools formerly 
known as HelpQA, HtmlQA and ToolProof 
(see review, MultiLingual Computing & 
Technology #66 September 2004).

The fi rst generation of SDL Localiza-
tion Offi ce will offer commercial benefi ts, 
and, although it will not provide a unifi ed 
user interface in the short term, the plan 
is to include an interface similar to SDL 
Trados Synergy to launch and control all 
applications of the suite. SDL will build on 
PASSOLO’s existing tight integration with 
SDL Trados (Workbench and MultiTerm) by 
means of the existing APIs.

Q: How can the integration of PASSOLO 
benefi t especially SDL Trados and SDLX 
users?

A: The integration of PASSOLO into the 
SDL product portfolio adds support for 
more than 15 previously unsupported fi le 
types such as Microsoft .NET resources, 
ODBC databases, and Palm applications. In 
addition, it adds a more visual translation 
environment for HTML pages to the tag-
based translation in SDL Trados TagEditor 
or SDLX. Investing in SDL Localization 
Offi ce gives a customer the power and 
fl exibility of tightly integrated SDL Trados 
and SDL Passolo technology. In a corporate 

environment, this will help tie up commu-
nication between developers and authors, 
and lead to increased effi ciency in quality 
deliverables. For LSPs, this will offer addi-
tional revenue stream capabilities by adding 
software localization services to an existing 
services portfolio.

Q: Which fi le formats do you anticipate 
to be better supported through SDL Passolo 
than through the current versions of SDLX 
and SDL Trados?

A: There is defi nitely better support for 
all software related formats using SDL Pas-
solo than the pre-existing options in SDL 
Trados or SDLX as SDL Passolo provides a 
visual translation environment. In addition, 
SDL Passolo adds visual translation of HTML 
fi les. Many fi le types can be processed by 
both environments and it is more a matter 
of taste or established working habits which 
tool serves the user best.

Q: Will the API for TRADOS continue 
to be available for third-party products, 
especially competitors such as CATALYST, 
RC-WinTrans, Multilizer, Visual Localize or 
Lingobit Localizer?

A: SDL has customers who use both 
SDL Trados and PASSOLO combined with 
other software localization tools, and it is 
important to respect existing workfl ows 
built around those technologies. In other 
words, we currently have no intention of 

withdrawing the present APIs combining 
SDL Trados to other third party tools. Lon-
ger term, we feel that users will benefi t more 
from the increase in effi ciency that they will 
receive from a more tightly integrated prod-
uct set such as SDL Localization Offi ce.  M
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About SDL: SDL (London Stock Exchange 
‘SDL’) was incorporated in 1992 as a service 
provider for the globalization of software. 
In 1998, SDL began to acquire and develop 
translation and localization software for 
its own use and to be sold as free-standing 
commercial products. SDL now has more 
than 400 installations and employs more 
than 2,000 people to deliver consulting, 
implementation and language services in 
more than 50 offi ces in 30 countries.

Until SDL acquired TRADOS in 2005, its 
translation memory (TM) technology was 
based on SDLX, which features a modular 
architecture. Key components are a TM 
database, a terminology database, a project 
wizard, an alignment tool and a single 
editor supporting a variety of fi le formats. 

TRADOS includes Translator’s Workbench, 
a TM database that can be fully integrated 
into Microsoft Word or SDL Trados TagEditor; 
MultiTerm, a concept-oriented terminology 
database and management system; and SDL 
Trados’ visual alignment system, WinAlign. 
SDL Trados 2007’s new module, Synergy, 
allows for a central dashboard view of all 
projects being worked on; is the basis for 
the creation of SDL’s new package delivery 
format for the translation supply chain; and 
ties TM and MultiTerm technology together.

SDLX and TRADOS are bundled in one 
product since the release of SDL Trados 
2006. (A review of SDL Trados 2007 is 
scheduled for next issue.) Both the SDLX 
and TRADOS component in SDL Trados 
only offer basic and non-visual support 
for common fi le types in software 
localization, especially .NET applications.

About PASS Engineering: Founded 
in 1990 by Achim Herrmann and Florian 
Sachse, PASS initially developed software 
solutions for medical systems. PASSOLO 
(PASs SOftware LOcalizer) can process a wide 
range of software fi le formats, including 
executable program fi les as well as resource 
fi les and XML. PASSOLO does not impact 
the program source code, so localization 
can begin during the programming process. 
Using an integrated TM technology, PASSOLO 
can use previous translations regardless of 
how they were created; is compatible with 
all available .NET development frameworks; 
and is multi-user capable. It is currently not 
well suited for the translation of software 
documentation and website fi le formats 
(see MultiLingual #81 July/August 2006).
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human nature, and it would be fair to characterize him as an 
amateur geographer. Even around the time of the US centennial 
years, it was clear that American citizens were already demonstrat-
ing a sense of geographic isolationism that warranted commen-
tary. While Twain references “travel” in his passage as the key to 
enlightenment, one could appropriately substitute the synonyms 
of “geography,” “cross-cultural exposure” and even “geocultural 
literacy” while wholly preserving his intended meaning. It stands 
to wonder what Twain might write if exposed to the state of 
geocultural awareness in the United States some 138 years later, 
witnessing the juxtaposition of incredible knowledge resources 
and travel capabilities alongside a palpable lack of interest in the 
diverse world that these modern amenities can deliver to people 
wherever they choose to be.

With the accelerating rate of cultural interaction, aided by exist-
ing and upcoming information technologies as well as ever-emerg-
ing regional and national economies (as well as the additional topic 
not focused upon here of global terrorism and national threats), 
there is no longer the convenience of decades to slowly foster 
geocultural literacy. What types of actions could be taken to slow, 
stop and reverse the negative trends? Realizing that entirely curing 
the problem would be a monumental, long-term challenge, we’re 
forced to at least address the rudimentary actions that can be taken 
now in order to start a long-term process of improvement. With 
that said, my recommendations for action are grouped in three 
general categories: government, business and personal.

Government actions
In the area of government, we all know that education sys-

tems are fraught with various signifi cant challenges that make 
learning geocultural literacy seem like a minor concern by com-
parison. And, yet, the geographic and cultural literacy of young 
people is a fundamental skill that will be used throughout one’s 
life and working career. 

When the No Child Left Behind Act in the United States was 
initiated in 2002, it outlined several areas of core competency for 

IIn part 1 of my column pertaining to the criti-
cal importance of geocultural literacy, I essentially 
made the argument that fundamental knowledge 
pertaining to cultures, geopolitics and geography 
in general is a key factor in business success in the 
globalizing economy. My goal was to highlight the 
ample evidence that shows that a lack of geo-
cultural literacy is an ongoing problem in today’s 
society, which impacts the global business environ-
ment. It affects a wide variety of businesses and 
leads to consumer mistrust within the United States 
and abroad, which then yields negative impacts on 
public image and revenue. 

This isn’t exactly an unrealized issue. Groups such as Business for 
Diplomatic Action (BDA), to which this author is a senior advisor, 
have been formed for the very purpose of improving the cultural 
acumen of businesses and reversing the starkly negative image of 
the United States within the international community. In a 2006 
study conducted by Zogby on behalf of the BDA, it was clear that 
US government foreign policy was a major contributor to that 
negativity, but surprisingly the close second reason was that the 
lack of Americans’ knowledge about other countries and cultures 
was a major factor in the negative perception (see the table “For-
eign impressions of Americans — the negative factors”). 

Given that this is a problematic issue — that employees of 
global companies should really maintain a better understanding 
of the world in which they conduct business — then how should 
we proceed from this critical juncture to reverse the trend and 
help people geogrify their minds (a term I coined recently, with an 
associated website coming soon)? Faced with very overt signals 
from academic studies, business results and the global economic 
environment, we are clearly at a crossroads. In 1869, the American 
humorist and writer Mark Twain wrote: “Travel is fatal to prejudice, 
bigotry, and narrow-mindedness, and many of our people need 
it sorely on these accounts. Broad, wholesome, charitable views 
of men and things cannot be acquired by vegetating in one little 
corner of the earth all one’s lifetime” (Innocents Abroad).

In his time, Twain was an avid traveler and astute observer of 

Tom Edwards is owner and principal consultant of Englobe, a 
Seattle-based consultancy for geostrategic content management. 
Previously, Tom spent 13 years at Microsoft as a geographer and 
as its senior geopolitical strategist.
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K-12 education. Geography was men-
tioned as one of the competencies, yet it 
received zero funding! Thus, the National 
Geographic Society, along with partners 
such as the National Council on Geography 
Education, has been supporting and lobby-
ing for the passage of a new congressional 
bill (Teaching Geography Is Fundamental 
Act) to fi ll the funding gap. If it passes, this 
act would at least ensure that the essential 
classroom resources are available to better 
prepare educators for teaching geography 
as well as to help students learn the sub-
ject. The funding would also be an overt 
sign of the government’s commitment to 
geocultural literacy as a high priority. 

While great efforts have been made in 
improving the academic focus at state and 
local levels, more must be done to instill 
students with the lifelong desire to con-
tinually reinforce their geographic literacy 
once they leave their academic careers 
behind. In 2006, National Geographic and 
its partners launched the My Wonder-
ful World (www.mywonderfulworld.org) 
website as the cornerstone of a new public 
service campaign to bolster both formal 
and informal geographic education in the 
K-12 ages. Other efforts hope to employ 
video games and kid-focused technologies 
to help bolster their interest in culture via 
casual learning techniques.

Business-side actions 
With regards to the business world, as 

mentioned in part 1 there already exist a 
plethora of cultural aids for business trav-
elers, but we need to move beyond those 
special-purpose tools and look at ways to 
truly integrate geocultural thinking into 
business activity. 

A key action that would help improve 
geocultural competency would be to 
establish and maintain a critical connec-
tion between geocultural academic learn-
ing and its applicability to business. If the 
private sector realized how much its global 

aspirations are dependent on geopolitics 
and cultural forces principles, it might be 
more apt to place value on hiring individu-
als who clearly demonstrate a geocultur-
ally-competent set of skills. 

Given the current economic impetus for 
educational design (for example, a strong 
focus on math and science skills), the value 
of geographic thinking in the workplace 
needs to be clarifi ed to business. In turn, 
this focus will help educators justify their 
time spent on teaching geography and 
cultural studies. It is also not only about 
the need for more spatially-oriented jobs, 
which are clearly in an increasing trend, 
but also about the proper infusion of 
geocultural literacy into the workplace and 
existing job functions. In reality, so many 
jobs today are dependent on a greater 
geopolitical and cultural understanding 
that it would appear that the real chal-
lenge is recognizing the inherent ubiquity 
of geocultural dependencies across the 
wide variety of business sectors. 

So while businesses help the academics 
to justify their greater teaching of geogra-
phy by making it a clearer job requirement, 
they can also take inventory of their exist-
ing functions and examine how a more 
overt, explicit geocultural strategy can 
empower management and employees and 
ultimately improve their global effective-
ness and thus their bottom line.

Personal actions
On a personal level, any one of us can 

take steps on a daily basis to ever improve 
our geocultural understanding. I’d like to 
offer a few suggestions, with the reminder 
that the goal is not to become obsessive 
about the geocultural aspects but rather 
look for ways that they are meaning-
ful and applicable in our daily lives and 
particularly our jobs:

Travel internationally. As Twain says, 
and from my own experience, there is no 
greater teacher of geocultural awareness 

Foreign impressions of Americans — the negative factors.

Column
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than direct experience in a particular culture. This option isn’t 
always economically feasible, but if/when you do go somewhere, 
strive for locations that stretch cultural expectations. Visiting the 
United Kingdom from the United States is a change of pace, but 
it’s nothing like going from the United States to India or China.

Learn a new language. Language is often the most overt 
window to a specifi c culture; thus, choosing a language in which 
you’re interested and putting some effort into learning it can open 
many opportunities to that particular culture.

Take a college course (classroom or distance learning) on 
geography, sociology, cultural anthropology, linguistics or any 
varieties of other subjects that emphasize the cross-cultural or 
comparative cultures approach.

When catching up on your news in whatever form you prefer, 
take specifi c interest in international news and read from a variety 
of sources (not all US-based sources or a particular network, and so 
on). Perhaps choose a country per week and pay specifi c attention 
to its news and events, and then switch to another and so on.

As opportunities arise, go out of your way to interact more 
with neighbors, colleagues and co-workers from other countries. 

If acceptable to the event organizers, respectfully take part in 
local cultural events, holiday celebrations and other festivities that 
are not associated with your personal culture. 

Read cultural etiquette guidebooks, travel guides, travelogues, 
narratives and other such resources to learn more about a country 
to which you’d like to travel or in which you’re generally interested.

Get out a recent atlas of the world or a digital version such 
as Google Earth and let your curiosity guide you.

Ultimately, a broad improvement in geocultural literacy is going 
to start at the personal level and spread onward and outward. 
Those who regularly “geogrify” their minds will pass on that habit 
to their children, spread their perpetual curiosity to those around 
them and take their geocultural advantage into their workplaces. 

As I ramble on about the need to improve geocultural lit-
eracy, I’m often asked: Is the problem strictly limited to the 
United States? Data actually show that this is hardly the case. 
In the National Geographic-Roper survey, students in European 
countries had clear diffi culties (30% of German students could 
not locate their neighboring country, The Netherlands, on a map 
of Europe in the 2002 poll). Likewise, it was recently reported 
that only 76% of Japanese high-school students could locate 
North Korea on a map, and only 40% could locate Iraq. It would 
seem then that a defi ciency in geocultural literacy might be a 
key characteristic of a technologically-developed, media-driven, 
post-industrial culture.

By improving their geocultural literacy, businesses and citizens 
can overtly demonstrate that they are committed to being “global 
citizens,” employing a new, fundamental cross-cultural under-
standing and a solid orientation about the world in which they live 
and work. Building geocultural literacy in business — starting at 
the individual level — is ultimately about building trust, not only 
between companies and their global customers but more broadly 
between one nation and another. So, I’ll put out a call to readers of 
this column — when the opportunity arises, when the mood strikes 
and/or when the time just seems right — to fi nd ways to enrich the 
geocultural aspects of your own experience.  M
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I was state controlled. Our generation grew up questioning 
everything purported, on TV or in print, to be factual. I 
remember commercials for a Western-made chocolate branded 
as just the thing to have in your pocket when feeling hungry. To 
many truly hungry Russians who couldn’t afford bread, no less 
sweet, the message sounded terribly cynical. I grew up to hate 
the brand for showing us what we couldn’t have. Let’s not have 
America make the same mistake.”

Hughes has made some disastrous trips abroad trying to 
improve the US brand. Fred Kaplan writing in Slate said, “Karen 
Hughes, stay home! What on earth is she doing in the Middle 
East? Put the shoe on the other foot. Let’s say some Muslim 
leader wanted to improve America’s image of Islam. It’s doubtful 
he would send as his emissary a woman in a black chador that 
had spent no time in the United States, possessed no knowledge 
of our history or pop music, and spoke no English beyond a 
heavily accented ‘Good morning.’ Yet this would be the clueless 
counterpart to Karen Hughes and her lame attempts at bonding 
(‘I’m a working mom’).”

Kaplan longs for the expertise the United States showed in 
shaping the US ban against the Soviet Union during the Cold 
War. The US Information Agency ran vast independent public 
diplomacy programs in embassies all over the world — libraries, 
speakers’ bureaus, concert tours by famous jazz musicians — and 
broadcast tunes and music on the Voice of America (VOA). Willis 
Conover, who had a popular jazz show on VOA, was probably 
more popular than Michael Jackson in his day. Today, if you can 
imagine, the US-funded Iraqi TV station in Baghdad runs music 
videos of a semi-nude Britney Spears. 

Not much better closer to home
The VOA also funds TV Marti, which runs a 10-million-

dollar-a-year daily TV program aimed at Cuba. It does not 
encounter any cultural or political problems in sending its 
message to Cuba. This is, of course, because TV Marti has no 
viewers. I repeat: the United States spends $10 million a year 
to broadcast a TV show that has no viewers in Cuba. In a recent 

I have spent a lot of time reading about global 
branding, and it all seems to be from an American 
advertising point of view. The premise is “How do 
you make Cheerios more attractive to a Chinese con-
sumer?” rather than “Do the Chinese want Cheerios 
at all?” With all the marketing and expertise avail-
able in changing the world’s perception, the United 
States still can’t seem to get it right, whether the 
message is directed at Afghans, Iraqis or Cubans. 

We are not alone. The Chinese realize they have an image 
problem in fake goods and in months of complaints about the 
safety of their exports. And both the United States and China 
just turned to America’s advertising agencies to help solve it.

Knowing your target audience
Where this has become more telling is how the US foreign 

policy toward the rest of the world and even the war in Iraq 
can be and is being “branded.” I kid you not. The Pentagon 
has just paid $400,000 for a study to try and fi gure out how 
to re-brand a war. A headline in the Washington Post in July 
2007 read, “Pentagon tries to learn from Madison Avenue.” 
This, of course, is not the fi rst time. Charlotte Beers joined the 
US State Department as undersecretary for public diplomacy in 
October 2001, but departed abruptly in March 2003. Beers came 
from the advertising community, but, as CNN wrote, “though 
Beers spent a lot of money on slickly produced ads, she did not 
understand her target audience.” Margaret Tutwiler held the 
post from 2003 to 2004. The position was vacant for nearly a 
year until Karen Hughes, a former communications director for 
President Bush, was brought in to run the program in the White 
House Offi ce of Global Communications. Things have not gotten 
any better.

In our industry, Yuri Radzievsky of GlobalWorks, my former 
boss and that of many of the people working for Translations 
.com, wrote this in Brand Week about Beers and other ill-fated 
government attempts at mass marketing the US culture: “I 
believed in the power of communication. I was born in the 
Soviet Union where the media, as in many parts of the world, 

 John Freivalds is managing director of the marketing communications 
fi rm JFA and the marketing representative for his native country, Latvia. 

Government ‘branding’ 
that does not work
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survey of 1,000 Cubans, 99.7% said 
they have not seen it. Since TV Marti’s 
inception, the Cuban government has 
fi gured out how to jam the broadcasts. 
Lawrence Grossman in the Columbia
Journalism Review notes, “It has turned 
out to be the world’s most spectacularly 
unsuccessful station, with the worst 
cost-per-thousand viewership of all time. 
TV Marti goes on the air at 3:30 a.m. 
and signs off at 8:00 a.m. every day. It 
operates when nobody watches because 
international broadcast rules require 
that the U.S. not interfere with Cuban 
broadcast transmissions. To ensure that 
not even Cuban insomniacs tune in, the 
Cuban government jams TV Marti so that 
no picture shows up on the screen.” 

And the Cubans block it because it 
broadcasts propaganda, not news.

Grossman quotes the former Senator 
Max Baucus on the fl oor of the US Senate 
in October 2000, “For nine and a half mil-
lion dollars in the coming fi scal year, $139 
million over the last decade, another hun-
dred million dollars over the next decade, 
we ask Cubans to get up in the middle of 
the night to watch snow on a blank screen.”

In Cuba watching foreign broadcasts is 
illegal, and, if people were willing to take 
the risk, they would much rather watch 
Florida commercial stations. John Nich-
ols, a Penn State University professor of 
communications and a critic of TV Marti, 
compared the mentality to that of Radio 
Free Europe during the Cold War. “In East-
ern Europe during the Cold War,” Nichols 
says, “there were not many choices for the 
audiences in Eastern Europe, making Radio 
Free Europe important. But the technology 
has radically changed and the geographic 
position gives it a wealth of options. It may 
reach some rural areas between population 
centers, but why would the Cuban govern-
ment care if a dozen cows in the middle of 
nowhere can see the station?”

But, alas, the target audience for TV 
Marti is the Cuban exile community in 
Florida, which is politically powerful and 
wants this propaganda broadcast, even 
though no one watches it. 

The way it should be
Okay, I’m prejudiced. My father was 

the station chief for the VOA’s Latvian 
service, and he once won the VOA 
award for the best broadcast month 
in the 38 languages they aired at the 
time. He broadcast culture and music 
that would appeal to Latvians and, 

apart from a few press releases, nothing 
about politics. I am treated as a hero 
when I go back to Latvia because so 
many people regarded his voice as hope 
in the face of oppression.

The famous broadcaster and TV jour-
nalist Edward R. Murrow was the head 
of the VOA during my father’s time and 
brought professional journalism to bear 
on the way America’s image was broad-
cast. The technologies and approach used 
today to re-brand the war and the US 
image in Iraq don’t show the same pro-
fessionalism. But at least the Pentagon 
recognizes there is an image problem and 
commissioned the study. The offi cial title 
of the document is Applying Madison 
Avenue Principles and Recent Opera-
tional Experience to Counterinsurgency 
and Stability Operations. But an analysis 
by the Washington Post notes that “in 
the advertising world, brand identity is 
everything. Volvo means safety, Colgate 
means clean, iPod means cool, but since 
the military invasion in 2003 its show of 
force brand has proved to have limited 
appeal to Iraqi consumers.”

Branding a war
The author of the study points out 

some of the problems in implementing a 
re-branding campaign in an almost sur-
real tone: “The military’s predominant war 
fi ghting focus can jeopardize otherwise 

shaping activities due to unintended civil-
ian casualties and referring to attendant 
deaths as collateral damage. . . . Finally 
US responses to operational mistakes (for 
example rules of engagement violations, 
torture) can either mitigate the extent 
of damage or exacerbate the problem 
hindering shaping operations.”

But the study’s author correctly notes 
that “the US military and generals must 
stop thinking of themselves as a good 
idea factory whose every thought has 
better merit than those of its customers. 
Even Procter & Gamble doesn’t do that.”

As one response, the US government is 
pouring a huge amount of effort and ex-
pense into providing Arabic Pashto and 
Farsi interpreters to the Afghan and Iraqi 
battlefi elds. Today, the world’s largest 
translation fi rm is Global Linguist Solu-
tions, a joint venture between DynCorp 
— a far-reaching defense contractor 
that among other things also provided 
mercenaries to serve as bodyguards in 
Iraq — and McNeil Technologies. McNeil, 
as many of you know, has had a long-
standing translation and localization 
business. But to get the $4.6 billion 
contract from the US Army (INSCOM 
— Intelligence and Security Command), 
making it the largest translation fi rm in 
the world, it had to re-brand itself. The 
award was contested by the previous 
supplier, Titan Corporation.
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McNeil created the joint venture with an 

established defense contractor, then hired 
a retired general with the improbable name 
of “Spider” Marks and created a division 
within McNeil called the Intelligence and 
Language Center (ILC). ILC is located near 
the Pentagon, while McNeil Multilingual is 
located in St. Cloud, Minnesota, some 50 
miles from Minneapolis.

China re-branding under way
China has long held the “low cost 

supplier” brand. But with door-to-door 
corruption and in the absence of effec-
tive regulatory bodies, it is becoming 
a brand of fakes and poor safety. The 
New York Times (July 29, 2007) reports 
that “spurred on by a sense of economic 
realpolitik, Beijing has grown particularly 

fearful that mounting international pres-
sure could lead to sanctions or embargoes, 
and thereby hinder China’s booming 
economy.” And then we have the 2008 
Olympics in China, which will bring further 
scrutiny on what goes on in the country.

So, China chose to re-brand itself and 
hired Ogilvy Public Relations Worldwide 
(OPR). Ogilvy once owned Euramerica, 
which was the fi rm that I fi rst started to 
work in the language industry. According 
to Scott Kronick, president of OPR China, 
“[the Chinese] have not historically been 
advice takers. But they are reaching out in 
a genuine way to seek advice. I think they 
realize that everything doesn’t have to be 
rosy.” True to its word, the OPR website 
notes that it helps brands such as Pizza 
Hut, BAND-AID, Lipton and Qantas “fi nd 
creative solutions.”

What is to be 
learned from all this
I think that by looking over what the 

United States and now China are doing to 
re-brand their image we can draw several 
conclusions that have to be noted by any-
one who is global savvy. 

One, of course, is that any re-branding 
effort based on the impact of big media 
is doomed to failure. Any organization or 
business that relies on big media must real-
ize it simply doesn’t have the impact it used 
to have. The new media is democratic, open 
access and everywhere. Just look at You-
Tube, which is now being used in the presi-
dential debates. There are overseas clones 
everywhere: Brazil (Videolog.tv); China (56.
com); France (Dailymotion); Germany (My 
Video); India (Rajshri); Israel (Flix); Mexico 
(Buscatube); Netherlands (Skoeps); Russia 
(Rutube); South Africa (myvideo.co.za); and 
Turkey (Resim ve Video).

If the message is wrong, no amount 
of advertising, translation or localiza-
tion will help. While governments reach 
out to the communications industry to 
fi nd local solutions to their problems, 
they have to remember there is no quick 
image fi x — particularly if you keep wors-
ening your image. 

In August, I received an announcement 
that a new airline has been formed to fl y 
between Baghdad and Amman, Jordan. 
Called Expat Airlines, it will only accept 
US citizens and those from other Western 
countries. Iraqis, Indians and Pakistanis 
need not apply. No amount of global 
marketing can help “shape” the image 
that this will make in the Middle East. M
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When you take into account the enormity of many products’ 
code bases (we just fi nished internationalizing one with over six 
million lines of code) and the complexity of various components 
(databases, server pages, backend calculations, multiple pro-
gramming languages, third-party product integrations), a great 
deal of potential risk is involved. That risk and development pro-
cess is rarely in concert with market demands such as “We must 
be internationalized and ready to launch in ten countries using 
eight languages within two weeks!” I’m joking — well, kind of. 

Given the uncertainty and complexity, it’s no wonder that 
development managers typically don’t address internationalization 
in detail until it’s an absolute requirement. That mandate comes 
not from the localization manager or within the development 
team, but from sales, marketing and the executive team. Either 
somebody’s gone and sold something, or the company is making a 
strategic change to gain new revenues outside home markets. The 
fi rst case tends to make things happen fast in a reactive panicked 
mode in concert with new customer deadlines. The second strate-
gic case becomes more reactive as the parts come into place. For 
instance, if a company takes the steps to set up an offi ce in Japan, 
the supporting Japanese product becomes more and more urgent 
as events move forward beyond board rooms and whiteboards. No 
matter what the internationalization impetus may be, a company 
needs a predictable process so that it can understand technical 
and market requirements, how long it will take to international-
ize its product, the resource requirements, milestones and costs 
including localization.

C-level decisions
Unless a company is already a large multinational with multi-

ple globalized products, internationalization is always a decision 
that goes up to the highest executive levels. The choice of what 
vendor to use or the methods employed may not be the detail 

WWhen a company undertakes internationalizing 
its software, the process always starts as a business-
focused process rather than a technical one. It’s an 
exciting development because internationalizing 
code is part of cascading globalization effects on 
whole organizations — from marketing and sales 
to distribution, operations, support, development, 
future revenue streams and equity valuation. Yet, 
most published internationalization materials focus 
only on the tactical code-based issues of interna-
tionalization. Those technical tips and descriptions 
are important, but it’s primarily in the business 
processes around globalizing software development 
where I see the most organizational pain, delays 
and expenses endured when companies are reacting 
to demands of new customers in new locales or are 
undertaking strategic efforts globally.
The good news is that more and more managers are recogniz-

ing that internationalization is crucial to the successful support 
and maintenance of their products worldwide, with less evan-
gelizing persuasion needed. But especially when you get started, 
the emphasis needs to be on managing people, money and time 
rather than exclusively going straight to low-level tasks such as 
managing character encoding details.

Simply put, internationalization in the software development 
context is the re-architecting and enhancement of software so 
that it can support any locale requirement worldwide, using one 
version of the product. So, supporting multiple languages, formats 
and processes all happens elegantly depending upon the locale 
requirements and behaviors the developers build into the soft-
ware. This sounds simple enough, but the reality is usually a pretty 
intense development effort in which software is taken apart; new 
architecture is added that affects the entire product — not just 
the display strings; and the software is put back together without 
breaking existing functionality — more likely than not, merging in 
new product capabilities being built in parallel to the internation-
alization effort.

Adam Asnes founded Lingoport in 2001. As president and CEO, 
he focuses on sales and marketing alliances while maintaining 
oversight of Lingoport’s internationalization services engineering 
and Globalyzer product development. He is a frequent speaker on 
globalization technology as it affects businesses expanding their 
worldwide reach.

Adam Asnes The Business Side

Getting projects approved
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level that C-level executives are involved 
in, but you can bet they will be highly 
active in approving business pursuits 
involving return on investment (ROI) 
tracking, strategic partnerships, revenue 
accountability and expense approval. 
That means we have to support our 
technical stakeholders in the engineering 
department in talking the language of 
the CFO and CEO.

What information do you need to 
predict and manage an internationaliza-
tion effort in support of executive con-
cerns? Developer predictions on expense 
and time are notoriously inaccurate. In 
my own experience, it is not uncommon 
to run across clients who have tried and 
completely failed at internationaliza-
tion on their own. The deeper they got 
into executing, the more they saw it 
wasn’t just a simple interface problem. 
The effort can completely balloon and 
distract the engineering team from 
other feature development requirements 
needed to stay competitive with current 
customers.

It’s a challenge to estimate and plan 
internationalization, but it’s absolutely 
essential to do it well. The costs of being 
late and bogged down are enormous and 
usually far greater than the development 
costs themselves. Consider customer 
contracts unfulfi lled, sales and marketing 
staff handcuffed and revenue projections 

negated. It’s the kind of fi asco for which 
people can get fi red.

The localization industry’s response has 
generally been insuffi cient at providing 
scalable support for clients’ decisions and 
development needs when it comes to 
internationalizing code. The skills division 
between language management and code 
development is a major one, although 
they are fundamentally related as means 
to a common end. The typical localization 
vendor response to internationalization 

needs is to offer an assessment — typi-
cally a 25- to 50-page document that 
offers tactical advice and examples of 
what development practices to do and 
not to do, including helpful hints such 
as “Use Unicode.” That’s good stuff, but 
inadequate for the immediate decisions 
at hand. So, clients are back to fi guring 

out internationalization planning on their 
own, albeit with more technical data. 

Developing the plan
Creating an actionable plan, perhaps 

even including an assessment, starts with 
handholding on market and technical 
locale requirements development. This 
takes a highly experienced internation-
alization architect, familiar with actually 
leading internationalization implementa-
tion teams using your technologies. If you 
do your requirements well, you’re better 
ready to address architectural changes. 
If you don’t think requirements through, 
then you will build something that is 
inadequate, over budget and late. 

Next, you need detailed metrics on 
what’s in the code now that will have to be 
changed. There are two ways to approach 
this problem. The wrong way is to count 
fi les and lines of code, bang on the inter-
face a bit and take a guess at issues and 
complexity. That’s the way most compa-
nies do it and part of why they are so late 
and over budget so often. We have much 
greater success supporting our clients 
by scanning code with our rules-based 
software that can be customized based on 
requirements and programming elements. 

Blending architectural understanding 
and experience, mixed with actual metrics 
of what needs to be changed in the code, 
produces more accurate information 
on which to base plans. Furthermore, 
the results make the effort much more 
straightforward to delegate when it’s time 
to implement the code changes. You come 
out with costs, tasks, skill-level needs, 
deliverables and timeframes that manag-
ers can use as a basis for ROI calculations 
and realistic revenue planning.

Simply put, traditional assessments 
get read and circulated among techni-
cal staff, but leave a lot to be desired as 
management tools. I’ve seen too many 
companies that requested assessments sit 
on those reports for years with no action. 
That doesn’t really serve anyone involved. 
Instead, early in the internationalization 
planning stage, the emphasis needs to be 
on actionable information that concisely 
reports costs, timeframes and resources 
needed, based on well-founded metrics 
of issues that are in the code and those 
that need to be added to the code. When 
done right, internationalization plan-
ning and execution can be the fulcrum 
that supports the success of a company’s 
globalization evolution. M
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personal thanks. Since 1999, the two young women — language 
industry professionals and business partners — have invested 
tremendous energy and resources into creating a space for 
exchange and learning in Argentina. In the last eight years, “the 
two Cecis” have organized fi ve conferences and 15 fi eld-specifi c 
seminars and workshops — no mean task since, unlike in other 
places in the world, they receive no government funding for 
their efforts (see News, page 14 for conference report). 

After dinner Sunday night, the crowd lingered on as a guitar 
appeared and three conference attendees — Carlos Rivarola, Liane 
Lasoski and Nora Gomar — left their tables to take the stage. Brazil-
ian and Argentine standards performed with professional acumen 
gave way to “Les feuilles mortes” (a French rendition of the Johnny 
Mercer hit “Autumn Leaves”) performed by yet another attendee, 
every number greeted with cheers. The guitar regularly passed 
between Rivarola and Ignacio Martin, a project manager (PM) at 
spanishbackoffi ce SA and soulful musician. The crowd thinned, but 
a group of 30 or so hard-core revelers stayed on to sing well-known 
English-language pop and folk tunes. Spanish took over in the wee 
hours, and the evening fi nally ended at 6 a.m. Monday.

Despite the late-night/early-morning festivities, sessions were 
well attended on Monday. To close the conference, a panel of 
industry experts that included Renato Beninatto (Common Sense 
Advisory), Teddy Bengtsson (Idea Factory Languages), Cecilia 
Piaggio (Moravia Worldwide) and Facundo Fernandez-Irujo 
(SpanSource) fi elded questions from a full house of attend-
ees interested in what was ahead for the language industry in 
Argentina and globally.

Place
Since the trip to Buenos Aires represented a considerable time 

investment — from Montréal, it takes almost 24 hours door to door 
— and since I had never been to Argentina, I decided to stay awhile 
and visit language service providers in Rosario, a mecca for transla-
tion, and Córdoba, also home to a fair number of companies. At 

WWhen I fi rst embarked on a 17-day visit to Argen-
tina that would include participating in the fi fth 
Language & Technology conference (August 18-22, 
2007) organized by IMTT Translation and Training 
in Córdoba, I planned to visit companies and then 
write detailed profi les of each. As with most best-
laid plans, mine went awry almost from the day I 
arrived, not because of any particular misadventure 
— except for losing my pictures, the trip was fl awless 
— but because the story angle that I had originally 
chosen quickly appeared drab compared to the real-
ity of the language industry in Argentina. You may 
visit company websites to cull fundamental data 
about Argentine companies. This article offers a more 
impressionistic take on the Argentine language scene.

People
Space and time limitations prevent the mention of all the 

people who made the trip for a traveler with a feeble grasp of 
Spanish a pleasure from the fi rst day to the last. There was the 
fellow at the bus station who quickly understood that I didn’t 
understand enough Spanish to purchase a ticket through a tiny 
slot high above my head. He invited me into his heated kiosk, 
very welcome on a brisk winter day, perused online schedules and 
found the right bus for me. Then to make sure I didn’t miss my 
bus, he wrote a note to give to the cab driver who would bring 
me to the terminus at the appointed day and hour. I will also 
mention the doorman at the Rio Alba restaurant in Buenos Aires 
who found a French diner for me to chat with, and the fellow at 
the corner store who could have repeatedly robbed me blind — I 
thought that cigarettes cost 13.75 pesos, instead of merely 3.75 
— but didn’t, and Guillermina, a woman I met in a café in Córdoba 
who had a knack for choosing her words carefully so that for two 
hours I felt that I understood Spanish.

IMTT and the conference
First, Cecilia Irós and María Cecilia Maldonado of Córdoba-

based IMTT Translation and Training deserve mention and my 

Nancy A. Locke

Dispatch from Argentina: 
people, place, thing

Nancy A. Locke, a freelance writer, speaker, translator, editor and 
member of the MultiLingual editorial board, has taught “Langues et 
mondialisation/Language and globalization” in the localization and 
translation certifi cate program at the Université de Montréal.
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the end of my trip, with one morning free before my fl ight home, I 
also managed to visit a company in Buenos Aires.

Ocean Translations. In Rosario, my fi rst visit was to the new 
offi ces of Ocean Translations. Beatriz Galiano, the company’s 
founder and one of three partners who also include Luciana 
Ramos and Federico Carroli, deserves credit for stimulating and 
feeding my curiosity about Argentina in general and the Argen-
tine language industry in particular. Luciana Ramos welcomed 
me, gave me a tour of the offi ce, and arranged for meetings 
with translation and project management staff.

The offi ce occupies two fl oors on a busy street in the center 
of the city. The fi rst fl oor has an industrial feel; renovations are 
planned to create a warm work environment. The second fl oor 
offi ces are high-ceilinged with glossy dark wood doors and fl oors. 
The offi ce doors have frosted etched-glass windows. Project man-
agers and administrative staff work in glass-walled cubicles.

After the tour, four translators all in their twenties — Doris 
Paulaso, Sabrina Maceda, Vanina Picchio and Febe Diperna — shared 
their professional experience. Like many professional translators in 
Argentina, each has a four-year degree plus a three-year translation 
degree. Paulaso also studied interpretation. Picchio studied interpre-
tation as well and completed an additional year in legal translation.

As translators do everywhere, the women spoke of long hours, 
volume and tight turnarounds. They had experience with tools, 
SDLX and TRADOS and others dictated by specifi c clients for 
which the learning curve was steep and diffi cult as, by necessity, 
learning often occurs under the pressure to produce. Despite 
the demands of the job, they all see themselves working in the 
translation fi eld ten years from now. Paulaso added that Ocean 
was “a very human company.” Her colleagues agreed.

PMs Luciana Bartolucci, Carolina Curti and Pablo Serenelli were 
no less enthusiastic. Bartolucci and Serenelli have extensive project 
management and international work experience. Bartolucci also has 
desktop publishing experience. With three years’ tenure and a sci-
ence background, Curti, the youngest PM at 23, has had the longest 
experience at Ocean Translations. All three agreed that “learning 
something new every day” was what made their work enjoyable.

Galiano, who founded Ocean in 1998, trained as a medical inter-
preter and worked in the fi eld since 1981. Not surprisingly, then, 
Ocean Translations specializes in medical translation and inter-
pretation. Galiano is particularly proud of the work the company 
does for nonprofi t health organizations, a good deal of it pro bono,
including the World Health Organization, the Pan American Health 
Organization and USAID. She is also very proud of the extensive 
medical glossaries and terminologies that she has developed over 
the years, the fruit of a lifelong passion for language.

Rosario Traducciones & Servicios. “I had a crash course in 
corporate America,” Gabriela Morales laughs, “crash included.” 
Morales, founder of Rosario Traducciones & Servicios, spoke to 
me in her airy open-plan offi ces where the color orange domi-
nates. Her colleague, Sylvia Gallo, made coffee for us and joined 
in the conversation.

The “crash course” began in 1995 when Morales opened the 
Rosario offi ce of Lazoski, Beninatto & Associados. Since the 
Beninatto in question was Renato, a crackerjack salesman, the 
company didn’t sit around and wait for work. What followed was 
a series of takeovers, fi rst by LMI in 1998 and then by Berlitz in 
1999. In March 2000, the economic meltdown in Argentina led to 

a decision by Berlitz to close its operations in Rosario and shift the 
work to Chile. On April 1, 2000, Morales opened her own company.

Even before Berlitz moved on, Morales had differences with 
the company’s policies and philosophy that she felt took transla-
tors for granted. Despite the importance of technology, Morales 
insists, “this is a human industry. You cannot take the humans 
out of the equation.” Having her own company means being 
able to put her own philosophy into practice, and that means 
concentrating on Spanish and Portuguese. “We don’t want to be 
multilingual,” she said. “We don’t want to be the biggest transla-
tion company in the world.”

SpanSource. Across town, language professionals at Span-
Source work elbow to elbow in the living room of what was 
once a high-end apartment. The maid’s quarters now house the 
servers and tech staff. Facundo Fernandez-Irujo, the owner-
president, occupies what was probably a bedroom. Although the 
space has its charm, rapid growth means that the company will 
move to larger quarters within the year.

Like many translators in Rosario, Fernandez-Irujo did a stint 
with Berlitz. He was hired as an editor and then became a PM at 
LMI where he already had a contact, his childhood friend Gabri-
ela Morales. He stayed on when Berlitz acquired the company. 
Soon after, he was chosen to fl y to Dublin for training with the 
goal of returning to Rosario to train his colleagues. 

The closing of Berlitz’ Rosario offi ce forced Fernandez-Irujo 
to modify his plans. Since the job in Rosario had evaporated, he 
accepted a position as a PM on the Microsoft account which 
meant complex multilingual projects and localization. It also 
meant the possibility of moving to New York, a dream that 
Fernandez-Irujo fi nally realized when offered a position at Ber-
litz’ head offi ce. A series of diffi cult changes starting with the 
acquisition of Berlitz by Bowne and a strong desire to build his 
own company led him back to Rosario.

As he described SpanSource’s diverse service offering that 
includes texts relating to heavy machinery and medical, Fer-
nandez-Irujo became very animated about e-learning projects. 
He also added, “Something that I really do want to get into is 
software localization.” At the IMTT conference, Fernandez-Irujo 
described SpanSource as a “work in progress.”

spanishbackoffice SA. The offi ces of spanishbackoffi ce SA in 
Córdoba are literally a work in progress. The company moved only 
days before the IMTT conference, so the computers were up and 
running, but much of the furnishings and fi les were still in boxes. 
The best way to describe the place is as a rough-hewn monument to 
raw potential. Repeated construction delays mean that no sign yet 
announces the presence of the company. The stairs leading to the 
second fl oor, soon to be covered in marble, are currently battered 
brick with no banister (a challenge for the vertiginous), and a visitor 
has to step carefully to avoid exposed lumps of electrical wiring.

Inside, the large space is divided into discrete offi ces; double-
glazed windows let light circulate but prevent noise from travel-
ing. Bright white walls and tiles and cobalt-blue accents also 
make the most of the light. A large open area will remain open 
and provide a perfect space for training and meetings.

Charles Campbell took me into each offi ce where we chatted 
with translators, PMs, desktop publishers and administrative staff. 
We stopped only briefl y in the revisers’ offi ce where an air of 
intense concentration reigned.
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Campbell places a good deal of empha-
sis on training and fl exibility. For example, 
an upcoming project will involve freelanc-
ers who will spend half-days working in 
close collaboration with seasoned, full-
time translators and the rest of their time 
independently from home. The IMTT also 
provided an important learning opportu-
nity. Nine employees from spanishbackof-
fi ce SA attended. As for scheduling, some 
employees who have pressing family com-
mitments are given the choice of hours 
and may work from home. A massage 
therapist visits the offi ce twice a week.

Idea Factory Languages. The Buenos 
Aires offi ce of Idea Factory Languages 
takes open space to another level. It is 
shaped like a bracket, and except for the 
top of the bracket that houses discrete 
function-specifi c spaces — reception, 
a conference room, a sunny and sun-
colored kitchen — there are no private 
offi ces with doors and no cubicles. Orga-
nized by activity, everyone works together 
at long or square tables equipped with 
computers and phones. An overused 
metaphor suits the atmosphere perfectly: 
Idea Factory Languages is a buzzing hive 
without, however, an obvious queen bee.

Teddy Bengtsson, CEO and founding 
partner, believes in team building and job 
creation. His goal is to break down per-
ceived barriers between boss and employ-
ees by developing a well-integrated 
team with a shared long-term vision. The 
offi ces of Idea Factory Languages are an 
eloquent expression of his philosophy.

Thing
At the risk of waxing “new age-y,” the 

thing that struck me at the IMTT confer-
ence — in each offi ce that I had the plea-
sure of visiting and in conversations with 
colleagues that included business owners, 
employees and freelancers — was the 
positive energy that animated exchanges 
and emanated from everyone. Despite 
signifi cant differences in the details, 
despite tight deadlines, demanding 
clients and long hours, everyone seemed 
engaged in a fascinating, new and deeply 
satisfying experiment.

And despite a healthy interest in pricing, 
costs and obviously profi ts, professional 
development and training, job creation 
and quality dominated discussions at the 
IMTT conference; came up regularly in 
conversations; and obviously informed the 
organization of work spaces and processes.

It’s diffi cult to say why the general ambi-
ance is supercharged with positive ions in 
Argentina. Some suggest that after the 
economic crisis (1999–2002), people are 
seeking stability through new approaches 
to working relationships. It may be that 
after Berlitz closed shop in Argentina, the 
national language industry survived and, 
better yet, took on a vibrant life of its 

own, a source of well-deserved pride and a 
continuing source of motivation.

Whatever the cause, the outcome of the 
diverse visions emerging in the Argentine 
language industry and the drive to succeed 
bear watching. Colleagues elsewhere in 
the world might just learn something from 
the not new but constantly improving 
language dynamo. M
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Localization-specific view of quality
In terms of localization, quality means to ensure that the 

localized product can run in the target locale without restric-
tions. Quality measures in localization consist of a linguistic 
and a functional component, each covering specifi c areas of 
internationalization and localization. The quality measures 
related to the functional component apply to internationaliza-
tion and localization. The measures have to verify the correct 
working of a software or online help and are usually owned by 
product quality. Linguistic quality measures apply to localiza-
tion, covering translation, terminology and data formatting. 
They are performed by linguists. Both the linguistic and the 
functional component pursue the common goal of high quality 
in translation and in the product’s functionality.

The implementation of each requirement must be tested 
by adequate procedures. Acceptance criteria defi ne whether 
a requirement is fulfi lled or not. The criteria range from non-
compliant to partially compliant to fully compliant. Depend-
ing on the test result, various actions must be processed.

Acceptance criteria Meaning Action

Non-compliant
Defective product
Error is critical

Correct the product
Repeat the test

Partially compliant
Defective product
Error is not critical

Log the error
Release the product

Fully compliant No error Release the product

Acceptance criteria and their meaning.

Non-compliant means there is at least one error that impedes 
the localization of the product — for example, a product that 
does not support various date formats is not internationalized. 
The feature must be added to the product. Afterwards, the test 
will be repeated.

A partially compliant product doesn’t support all interna-
tionalization features — for example, time zone-dependent dis-
play of timestamps. Display of timestamps might not be critical 

E

Measures to achieve 
quality in localization
Eva Müller

English is today’s lingua franca, but the inter-
nationalization and localization of products are 
necessary to meet customers’ expectations, gain 
new markets and be compliant with government 
regulations. Product development and docu-
mentation requirements for quality and usabil-
ity also apply to localized versions. To achieve 
product requirements, it is essential to thor-
oughly verify internationalization and localiza-
tion by suitable quality measures. These measures 
are indispensable even if product development 
and localization teams are working according to 
internationalization and localization guidelines. 
This article covers the requirements to be ful-
fi lled and the quality measures to be taken 
before launching a software product.

General view of quality
Quality is the synonym for providing faultless products that 

fulfi ll 100% of their requirements specifi cation. A product must 
be “fi t for purpose.” When applied to internationalization and 
localization, quality stands for the following: on the one hand, 
it has to be verifi ed that the product is internationalized (for 
example, the user does not have to stick to a single date format) 
and, on the other hand, that a localization fi ts for the target locale 
(such as language and/or country) and does not look outlandish 
— what may result in a bad reputation not only for the current 

product, but for all products 
of a company as well. High 
quality in internationaliza-
tion and localization reduces 
the effort for customer sup-
port in the long run. Apart 
from this, higher customer 
satisfaction is achieved.

Eva Müller is 
an information 
developer at 
Rockwell
Automation.
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for the environment in which customers use 
the product, however, and the product 
can therefore be released. Due to 
traceability reasons, the error 
should be logged.

Meeting the fully compliant
criteria is the perfect result. 
No issues related to interna-
tionalization were detected. 
A fully internationalized pro-
duct can be released.

Basic measures 
enabling quality
All teams who are involved in the 

internationalization and localization pro-
cess should be familiar with the topic in principle 
and the concepts behind it. This supports the collection of the 
internationalization and localization requirements specifi c to 
the product. Again, all involved teams compile the require-
ments collection that becomes the basis on which the inter-
nationalization and localization features will be implemented 
and tested.

The quality of localized versions highly depends on the 
level of internationalization in the source code and the source 
language. Implementing internationalization requirements in 
the source code enables less error-prone and less time-con-
suming localizations of the product. The use of a defi ned ter-
minology, consistent wording and a “fi t for translation” user 
documentation also makes it easier to localize a product on a 
high-quality level.

Displaying date, time and number formats according to the 
current locale is essential. In order to avoid faulty calculations, 
a system should internally use single date/time and number for-
mats. Before such a value is displayed, it should be converted 
according to the current locale. Otherwise, calculations and con-
versions between lots of formats must be supported and tested.

Localizing with support of translation 
memories (TMs) is useful, but the 

TMs’ contents defi ne the qual-
ity of matches. The more the 
contents fi t to the source-
target language pair, the 
higher is the number of 
100% matches. TMs con-
taining only the last ver-
sion of the product’s 
translation do not offer 
potentially obsolete phrases 

as matches that had been 
used some versions earlier. 

The effort for cleaning up TMs 
pays back in a higher match rate and 

higher consistency in the target language.

Version Segments Match rate Comment

1 Click the OK button to confi rm 
your entry and close the window. --- New target 

language

2 Click the OK button to confi rm 
your entry and close the window. 100% ---

3 Click the OK button to confi rm 
your entry and close the form. 80%

Change of 
standard
wording:
window
replaced by 
form

4a

Click the OK button to confi rm 
your entry and close the form.
Click the YES button to confi rm 
your entry and close the form.

100%
80% (…close 
the window.) 

and 90% 
(…close the 

form.)

Without
cleanup
of TM

4b

Click the OK button to confi rm 
your entry and close the form.
Click the YES button to confi rm 
your entry and close the form.

100%
90% (…close 

the form.)

With
cleanup
of TM

TM contents and match rates.

Testing the internationalization 
by functional quality measures
Enabling a product for localization is called internation-

alization. Testing the product’s internationalization has to be 
executed once per product. Thus, the internationalization and 
the execution of internationalization tests signifi cantly reduce 
the number of localization tests required.

Some internationalization requirements are specifi c to cer-
tain products, locales, user groups and so on; therefore, not 
all requirements must be fulfi lled by all products. Typical test 
tasks are:

All user-interface elements are internationalized and 
localizable. User-interface elements are, for example, menus, 
fi eld labels, buttons, tooltips, hotkeys, shortcuts, messages, combo 
boxes and icons.

Test: Perform a pseudo-localization, either by using a soft-
ware localization tool or by manually modifying user-interface Functional and linguistic quality measures.
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elements, and do a visual check of the 
user interface.

Effort: One to fi ve minutes per form 
(except messages).

Full compliance: Must be met by all 
user-interface elements. 

Adaptable to local customs. A typi-
cal use case could be the support of dif-
ferent numbers of digits in ZIP codes in 
an address database program. Depending 
on an address type, different ZIP code 
styles are required.

Test: For ZIP code example, process ZIP 
codes with a different number of digits.

Effort: One minute per ZIP code style.
Partial compliance: Must be met if 

the product specifi cation covers such a 
feature.

Forms’ layout is designed in a 
way to provide enough room for local-
ization. The room must be suffi cient for 
the localization of labels, fi elds, buttons 
and other controls to accommodate 
different text lengths. The text length 
between English and German texts dif-
fers, on average, around 30%.

Test: Assuming that English is the source 
language, perform a pseudo-localization 

by enlarging the user-interface texts by 
at least 50% and do a visual check of the 
user interface.

Effort: One to three minutes per form.
Full/partial compliance: Must be met 

by at least all of the important forms and 
often used forms. For the remaining forms 
it is acceptable to require the user to scroll. 
The category of a form should be defi ned 
during the specifi cation phase. Neverthe-
less, all forms must be internationalized.

Support of left-to-right/bidirectional/
double-byte scripts and their specifi c lay-
out. In bidirectional scripts such as Hebrew 
and Arabic, characters run right to left, dig-
its run left to right. In some Asian scripts, 
vertical lines running from top to bottom 
are used.

Test: Run the product with the locale 
set to left-to-right/bidirectional/double-
byte scripts and verify the display. 
Assuming that forms have been devel-
oped in the same way, do some spot 
checks by opening three to fi ve forms 
and check if the position of fi eld and 
associated label fi ts.

Effort: Five minutes.
Full/partial compliance: Must be met 

to gain markets where left-to-right/bidi-
rectional/double-byte scripts are used.

Support of “foreign” date and time 
formats. The three date components (year, 
month and day) are used in different 
sequences and with various separators. 
Additionally, the time is displayed in the 
24-hour-clock or 12-hour-clock conven-
tion. The latter uses the symbols AM and 
PM to indicate the period.

Test: Run the product various times 
with the locale set to the required date 

Language Message with {placeholder} Message with replacement
Source Do you want to {action} fi le {fi leName}? Do you want to print fi le example.doc?

Target (unchanged placeholder sequence) Möchten Sie die Datei {action} {fi leName}? Möchten Sie die Datei drucken example.doc?

Target (changed placeholder sequence) Möchten Sie die Datei {fi leName} {action}? Möchten Sie die Datei example.doc drucken?

Placeholder sequence.

Example A B C D
Number of internationalization tests (not executed) 10 10 10 20

Acceptance criteria met? 0 7 7 20

Number of localization tests per language required due to not meeting 
internationalization acceptance criteria 10 3 3 0

Number of supported languages 5 5 20 20

Total number of localization tests required due to not meeting 
internationalization acceptance criteria 50 15 60 0

Number of internationalization tests and the impact on localization tests to be executed.

localization translation interpreting consulting

139 Plapouta Ave., GR 141 21 N. Iraklio, Athens, Greece
T: +30 210 8056930-2 F: +30 210 8056935 e-mail: info@commit.gr

38-45 QA Mueller.indd   40 9/20/07   10:19:41 AM

http://www.commit.gr
mailto:editor@multilingual.com
mailto:info@commit.gr


www.multilingual.com October/November 2007  MultiLingual || 41

Business

and time formats and verify the date 
and time display per setting.

Effort: Five minutes per date and 
time format.

Full compliance: Must be met in order 
to provide a user-friendly product.

Support of “foreign” currency for-
mats. The precedence of the currency 
symbol and the display of negative val-
ues vary. In Germany a negative amount 
is written as “-1,10 €” whereas the Swiss 
write “SFr.-1.10” and in the United States 
“($1.10)” is used.

Test: Run the product various times 
with the locale set to the required cur-
rency formats and verify the currency 
display per setting.

Effort: Three minutes per currency 
format.

Partial compliance: Must be met if 
the product specifi cation covers such a 
feature.

Support of “foreign” number for-
mats. Decimal symbol and digit group-
ing symbol are not used in the same 
way everywhere. In the United States “,” 
is the digit grouping symbol, and “.” is 
the decimal symbol; in Germany it’s the 
other way around (US: 123,456,789.00 
vs. Germany: 123.456.789,00).

Test: Run the product various times 
with the locale set to the required 

number formats and verify the number 
display per setting.

Effort: Three minutes per number 
format.

Full compliance: Must be met in order 
to provide a user-friendly product.

Support of “foreign” letters by 
combining characters. Combining char-
acters are widely used in European lan-
guages. For example, German umlauts 
(ä, ö, ü), French accents (é, è, à) or the 
Swedish å.

Test: A product using Unicode sup-
ports all letters by default. Other products 

require adding the “foreign” letters to the 
user-interface texts and verifying their 
display on the user interface.

Effort: One minute per combining 
characters.

Full/partial compliance: Must be met 
to sell the product in countries using 
“foreign” letters.

Support of various collation orders.
Some languages have additional letters 
in the alphabet, and these letters are not 
put at the end of the alphabet but at a 
meaningful position. The Spanish alpha-
bet includes three additional characters, 

Internationalization tests Unit Effort
(minutes)

Volume
(example)

Total effort
(minutes) Compliance

User-interface elements are internationalized Form 1-5 20 56 Full

Adaptable to local customs Use case 1 2 2 Partial

Forms’ layout Form 1-3 20 39 Full/partial

Left-to-right/bidirectional/double-byte scripts n/a 5 1 5 Full/partial

Date and time format Format 5 3 15 Full

Currency format Format 3 0 0 Partial

Number format Format 3 3 15 Full

Combining characters Character 1 10 10 Full/partial

Collation order Collation order 1 1 1 Full/partial

Punctuation Punctuation mark 1 10 10 Full/partial

Messages Message 1-3 20 39 Full

Placeholder n/a --- --- 0 Full

Case mapping n/a --- --- 0 Full

Style bold n/a --- --- 0 Full/partial

Online help n/a 2 --- 2 Full

Total --- --- --- 194 ---

Internationalization tests — use case.
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ch, ll and ñ. They are put in alphabetical
order (c, ch, d and l, ll, m and n, ñ, o).

Test: Can only be tested if the “Sup-
port of ‘foreign’ letters” requirement is 
met. The test requires the provision of 
corresponding data. Run the product 
various times with the locale set to 
the required languages and verify the 
alphabetic collation order per setting.

Effort: One minute per collation order.
Full/partial compliance: Must be met to 

fulfi ll linguistic rules of various languages.
Punctuation. Some languages have 

specifi c rules for quotation marks, question 
mark, exclamation mark, colon and semi-
colon. Language-specifi c quotation marks 
are, for example, used in

“English”
„German“
« French » and 
»Slovenian« 
Spanish questions and exclamations 

are introduced by the corresponding 
inverted punctuation mark (¿ at the 
beginning of a question, ¡ at the begin-
ning of an exclamation).

Test: A product using Unicode sup-
ports all letters by default. Other products 
require adding the punctuation marks 

to the user-interface texts and verifying 
their display on the user interface.

Effort: One minute per punctuation 
mark.

Full/partial compliance: Must be met to 
be compliant with local linguistic rules.

Correct display of messages. Mes-
sages must be displayed fully localized, 
complete and with a correct placeholder 
replacement. The check is diffi cult since it is 
time consuming to reproduce all messages.

Test: There are two distinct strategies 
for testing the appearance of messages. 
Either all messages must be reproduced 
and checked or this test is performed 
during the other tests since a lot of mes-
sages are displayed and can be checked 
then anyway.

Effort: One to three minutes per 
message.

Example A B C D
Number of supported languages 5 5 20 20

Total number of localization tests required due to not meeting 
internationalization acceptance criteria 50 15 60 0

Number of localization tests 10 10 10 10

Total number of localization tests 100 65 260 200

Number of localization tests to be executed (depending on internationalization tests).

Localization
tests Unit Effort

(minutes)
Volume

(example)
Total effort
(minutes) Compliance

Proofreading
(documentation) 1000 words 30 20,000 600 Full

Proofreading
(user interface) Form 1-5 20 56 Full

Style guide 
compliance Term/phrase 5-10 60 450 Full

Consistency
(user interface/
documentation)

Form 1-5 20 56 Full

Placeholders 100 
messages 5 20 1 Full

Forms’ layout fi ts Form 1-3 20 39 Full/partial

Correct links 
(automatic) 100 links 2 50 1 Full

Correct links 
(manual) Link 1 50 50 Full

Help system Call 1 20 20 Full

Hotkey/shortcut Menu 1 3 3 Full/partial

Hotkey/shortcut Form 1 20 20 Full/partial

Total --- -- --- 1296 ---

Localization tests — use case.

Contact: publication_m@cpsl.com
and CPSL will offer a translation
test free of charge.
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Full compliance: Must be met since 

messages transfer important informa-
tion for the user.

Correct placeholder sequence. If 
more than one placeholder occurs in a 
message, the sequence of the placehold-
ers might be changed in order to be com-
pliant with the grammatical sentence 
structure of the target language.

Test: This requirement should be 
covered by the development style guide 
and tested during a code review.

Effort: ---
Full compliance: Must be met to enable 

linguistically correct localizations.
Non-usage of case mapping. There

are lowercase letters that do not have an 
uppercase letter or the uppercase letter 
is not simply “the standard version.” For 
example, there is no uppercase version 
of the German ß; in French, the upper-
case version of é is E; in Turkish there is 
i and  and ı and I.

Test: This requirement should be 
covered by the development style guide 
and tested during a code review.

Effort: ---
Full compliance: Must be met in order 

to display linguistically correct user inter-
face texts.

Non-usage of font style bold. Asian 
fonts do not support the font style bold.

Test: This requirement should be 
covered by the development style guide 
and tested during a code review.

Effort: ---
Full/partial compliance: Must be met 

to make sure bold formatting is not used 
to transfer important information which 
in the worst case is critical for the usage 
of the product.

Support of localized online help 
system. Because an online help system 
is an integral product component, the 
help system and its contents must also 
be subject to internationalization.

Test: Perform a pseudo-localization 
of the online help and call the online 
help within the product.

Effort: Two minutes.
Full compliance: Must be met to provide 

online help in the product’s language.
The effort does not include test prep-

aration, installation of the product and 
test documentation. Navigating within 
the product is included.

Testing the localization
Localization tests must be performed for 

each language. The range of objects to be 

verifi ed depends on the scope of localiza-
tion. Localized objects can be the user inter-
face, parts of the printed documentation, 
the complete documentation and the online 
help. The number of supported languages, 
dialects (Spanish: European versus Latin 
America, Chinese: Traditional versus Sim-
plifi ed) and scripts also has an effect on the 
test scope. The existence of language pro-
tection policies (for example, in France and 
Poland) must as well be taken into account.

Testing the localization by 
linguistic quality measures
Linguistic quality measures should 

be performed by linguists or testers with 

proper language skills. Typical test tasks 
of the linguistic quality measures are:

Proofreading of translated objects 
such as user interface and user docu-
mentation. Topics such as complete-
ness, usage of defined terminology, 
spelling check, unique spelling, con-
formity with conventions, unique word-
ing, formatting and layout according 
to rules are covered by the proofread-
ing task.

Test: Read the translated user docu-
mentation and work with the localized 
product (to check the user interface). In 
addition, do some specifi c spot checks to 
check if all requirements are fulfi lled.

Call +1. . . 0 or visit www.commonsenseadvisory.com

Common Sense
Advisory

Pain # 9: Am I spending too
much or too little?

Call +1.978.275.0500 or visit www.commonsenseadvisory.com
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Effort: 30 minutes per 1,000 words 

(user documentation), one to fi ve min-
utes per form.

Full compliance: Completeness and 
the avoidance of misspelling must be 
met. Meeting the other topics should also 
be the aim in order to provide a high-
quality product.

Style guide compliance of the user 
interface. The naming of forms, menus, 
status bar, form titles, form elements 
and the wording of messages is usually 
defi ned in a style guide or localization kit. 
All items must be named consistently and 
according to the specifi cation in order to 
build a user-friendly localized product.

Test: Assuming translators follow the 
rules in a style guide or localization kit, 
only spot checks are required. Verifying 
the most linguistically complex terms 
and phrases is a good approach.

Effort: Five to ten minutes per term/ 
phrase.

Full compliance: Must be met to 
achieve a high level of usability.

Consistency between user inter-
face and user documentation. A consis-
tent naming in both objects supports the 
user in locating the description of a user 
interface’s form in the user documenta-
tion and vice versa.

Test: Do some spot checks to verify 
this requirement.

Effort: One to fi ve minutes per form.
Full compliance: Must be met to pro-

vide correct user documentation.
Not-translated placeholders. Place-

holders are mostly used in messages. They 
must not be translated since they refer 
to a specifi c value or fi le name and are 
replaced by the software during runtime.

Test: Execute automatic tests (by tools 
or scripts) that check the non-translation 
of placeholders in the user-interface texts.

Effort: Five minutes per 100 messages.
Full compliance: Must be met since 

messages transfer important informa-
tion for the user.

Testing the localization by 
functional quality measures 
The scope of the functional tests of 

localizations depends on the results of the 
internationalization tests. Most of the tests 
are only required if the corresponding 
internationalization failed. In that case the 
internationalization test is performed for 
a specifi c language as a localization test. 
The following topics are subject for being 
tested by functional quality measures:

Forms’ layout fi ts to specifi c local-
ization. Although a similar test is avail-
able as an internationalization test, it’s 
recommended to repeat this test per 
localization with a reduced scope.

Test: Ensure by a general visual check 
of the user interface that controls are not 
overlapping and no text is truncated. 
Focus the check on forms which are known 
as problematic forms, for example, due to 
their number of fi elds and buttons.

Effort: One to three minutes per form.
Full/partial compliance: Analogous 

to internationalization test.
Correct links within web-based ap-

plications or help fi les. The links offered 

A Card Up One’s Sleeve
a- kärd p w ns sle- v

[an idiom] To have an advantage 
that others don’t know about.

   

www.tmmarketplace.com • info@tmmarketplace.com
 541-271-0536 • 888-533-7886

Visit tmmarketplace.com 
to find out how our 
customized databases can 
be the card up your sleeve.

THE TRANSLATION 
MEMORY BROKERS
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in web-based applications and help fi les 
work and open the correct target.

Test: Broken links can be detected and 
solved by specifi c tools. Whether a link 
is misleading or not can only be decided 
by manual checks.

Effort: Two minutes per 100 links 
(automatic check), one minute per link 
(manual check).

Full compliance: Must be met; a prod-
uct with incorrect links cannot be used.

Call and mapping of context-sen-
sitive online help system. When calling 
the context-sensitive online help, the 
expected help text of the localized help 
system is displayed.

Test: Assuming the online help map-
ping fi le is language-dependent, run 
the localized product and repeat the 
context-sensitivity test of the source 
language online help.

Effort: One minute per help system call.
Full compliance: Must be met; the online 

help is an integral product component.
Unique hotkeys and shortcuts. Ex-

cept for Asian languages, the hotkeys and 
shortcuts are adapted according to the 
terms used in the target language. For ex-
ample, English: Alt+F(ile) vs. German: 
Alt+D(atei). After the translation, the hot-
keys and shortcuts must still be unique 
within their environment.

Test: Execute automatic tests (by tools 
or scripts) that check the uniqueness.

Effort: One minute per menu/form.
Full/partial compliance: Should be 

met to follow usability guidelines.

Conclusion
The best way to provide localized 

products is to start with the interna-
tionalization of a product. Even though 
internationalized products require many 
specifi c tests, the tests considerably 
reduce the number of localization tests 
to be executed per language. The more 
languages that are supported, the higher 
is the payback of the internationalization 
effort. The same applies to the quality 
measures. Thorough quality measures in 
the area of internationalization are key 
to high-quality localized products.

Internationalization and localization 
requirements are product-specifi c. Some 
requirements may not be essential for a 
product or target language, and some 
are a must with highest priority. There-
fore, requirements and acceptance crite-
ria should be defi ned with profound 
product domain knowledge. M
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Building a high-quality
global user experience
Evan Gerber

Ask anyone who has released software to a 
global audience without properly understanding 
the implications for the user experience, and he 
or she will tell you — it’s a train wreck. Building a 
comprehensive and intuitive user experience for 
an internationalized application requires diligence, 
focus and forethought. Failure to ensure a properly 
acculturated, translated and localized product 
can not only hurt tactical business goals but can 
create lasting damage at a strategic level. 

The good news is that the work isn’t diffi cult. It just requires 
creativity, mindfulness and fl exibility. In this article, I will dis-
cuss why usability is so important in the global marketplace and 
how global usability is different, and then explore three case 
studies to illustrate best practices and lessons learned. Project 
managers (PMs) will get an overview of the process; usability 
experts may get a few creative ideas on how to research and 
design; and techies can gather some insight into how a sound 
international user experience impacts the work that they do.

Defining and justifying usability work
There has been much talk lately about usability and ques-

tions about its being a fl avor-of-the-month marketing topic 
to enhance sales. The reality is that usability has always been 
crucial to business success, but it’s just now that businesses are 
recognizing and profi ting from it. Good usability is the junction 
where audience needs and business goals meet. More than a 
pretty interface and more than giving the user many options, 
usability is creating a holistic experience, encompassing all 
aspects of the user’s interaction with an application.

Global usability, in short, ensures 
that an application is functionally intui-
tive and culturally appropriate for all 
of the intended audiences. If it’s done 
right, the aesthetic manifests itself in 
elegant design and creative thought 
at all levels of the application, and is 

actively owned by each discipline on the team. PMs need to 
make sure that they account for usability exercises in the budget 
and project plan. Engineering teams need to ensure that the 
backend of the system can accommodate the needs of users 
from many different backgrounds, both linguistic and technical. 
Information designers need to step out of their cultural bound-
aries and plan for people who might not perceive information 
the way they do.  

From a strategic standpoint, global usability is critical to 
ensure that the information or functionality being localized is 
relevant and worthwhile to the user. If not, the user will not 
engage, and money is wasted on extraneous effort. Moreover, 
users around the world will have different technological back-
grounds and widely varying computers. These differences, 
which impact how they will use the application being made for 
them, must be accounted for in system design. 

When crafting the site or application, the information schema 
must refl ect the mental model of users from different places with 
different backgrounds. For example, workers in the United States 
expect to fi nd retirement information to be the purview of Human 
Resources; in Europe, it’s a function of the treasury. And just as 
different cultures will interpret words differently — the word fl at
in Nebraska is not the same as a fl at in London — homonyms in 
different languages can also be tricky. In English, gift is a nice 
treat, such as a fruit basket; in German, gift means poison. These 
details need to be considered when creating and naming a navi-
gation schema, and they will also impact both internal site search 
and fi ndability on the web. Test your navigation schemas with 
multiple audiences around the world, create faceted taxonomies 
for each language, and work with search specialists to ensure that 
the internal and external searches are properly translated. 

Another fundamental issue to consider is how visual design 
works when applied to multiple languages. Languages that go left to 

right must have a different design than those that 
go right to left. An application in Hebrew requires 
different iconography, imagery and layout than 
its English counterpart. This can mean developing 
more content and layouts to support it. 

Different character sets can pose challenges on 
the level of the technical infrastructure as well. 

Evan Gerber is a senior 
user-experience

design consultant with 
Molecular, Inc., an 

internet consulting fi rm. 
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If a legacy database system only handles 
basic ASCII characters, then information 
input by the user can wreak havoc with 
the system, thereby raising the cost of 
ownership. Therefore, developing a good 
international user experience is crucial to 
the success of any global software devel-
opment effort.

Three case studies
It should now be clear why global 

usability is important, but the real trick 
is how to do it. Analyzing these cases 
will help you understand best practices 
as well as mistakes to avoid. 

Case study 1. This global manufac-
turer of components found in cell phones, 
video games, televisions, you name it, 
wrestles for market share with four other 
big players, and all are simultaneously 
upgrading their websites to enhance 
communications with their audiences in 
Japan and China. The business goal was 
to optimize the site for this growing user 
audience as best as possible while con-
forming to time and budget constraints. 
The company knew that translating 
everything at once was impossible and 
wanted to prioritize the critical content 
for different user types. 

The fi rst exercise was to perform a 
competitive analysis to understand the 
overall market landscape. In addition 
to a traditional evaluation, the level of 
translation, cultural sensitivity and brand 
positioning within the respective market-
places was also reviewed. It was found 
that the level of translation correlated 
closely to brand perception, as well as to 
overall site functionality. Sites also used 
imagery that was specifi c to the particular 
cultures. Themes, languages and design 
choices were tailored to specifi c locales. 
This demonstrated where localization 
efforts needed to be focused and, more 
importantly, provided context for the 
next step in the exercise: user surveys. 

The surveys, which were to be con-
ducted with massive audiences in China 
and Japan, were challenging to write. 
Not only did a well-crafted usability 
survey have to be developed to explore 
weak spots from a user’s standpoint, but 
the survey also probed areas such as cul-
tural expectations, the impact of trans-
lation quality on brand perception, and 
myriad considerations required to make 
their version of the site easy for them 
to use. Once developed, the site had to 
be translated into the native languages 

fl awlessly from both a grammatical and 
a cultural standpoint. In order to do so, 
the approach was to enlist native speak-
ers to assist in writing the English ver-
sion before writing the translations. 

As the survey results were studied, it 
was important that cultural bias be 
accounted for in the answers. Japanese 
culture normally tends to be very group 
oriented, and people are generally hesi-
tant to express opinions which differ 
from the group. The saying “The nail that 
sticks out gets hammered down” sums 
the mindset up nicely. Unlike the results 
from the Chinese user group, which 
tended to skew towards one side or the 
other, the Japanese data tended to form a 
bell curve. It is important to take into 
account how such phenomena impact 
research.

The result, however, was worth the 
effort. With a strong understanding of 
what mattered to the end users and a 
deep insight into areas that needed to be 
changed, a strategic go-to-market plan 
was conceived that addressed larger busi-
ness needs. On a tactical level, informed 
decisions ensured that the site would be 
able to scale easily and grow to support 
the usability needs of an international 
audience.

Case study 2. The next case study 
centers on planning an information 
schema that will adapt to the needs 

of users around the world. The client 
is a household brand name in Europe, 
with a strong presence across the Euro-
pean Union and beyond. The company 
wanted to create a common user experi-
ence that reinforced the brand globally 
while speaking to the particular needs 
of the individual consumer in each 
country. Differing product lines in each 
country, combined with individual IT 
staff and marketing teams, complicated 
the approach. The goal of the infor-
mation design was to ensure that the 
application architecture was consistent 
across the brand yet individualized for 
each fi rm while accounting for growth 
over time. 

The fi rst step was to craft a compre-
hensive, detailed sitemap that depicted 
core content elements organized by key 
topics. A very clean architecture diagram 
was constructed to educate stakeholders 
around the world. Each country offi ce 
listed on the sitemap what it needed, 
what was extraneous and what additional 
content should be added. This informa-
tion design was coupled with a visual 
design that could be cleanly represented 
in multiple languages. 

Testing on multiple platforms and 
browsers made it clear, for instance, that 
drop-down menus had to be given room 
to expand to accommodate the relative 
length of German content. Arranging the 
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navigation on a vertical plane not only 
made more room for multiple translations 
but also provided room to add individual 
offi ces’ particular service offerings. This 
exercise ensured that the site architec-
tures and interfaces were consistent 
across the board, while allowing each 
country offi ce to feel that its individual 
customers’ needs were being met. End 
users saw the content that they needed in 
a consistent look and feel that conveyed 
the brand values. 

Another key aspect of a solid user 
experience was ensuring that the site 
content properly addressed the audi-
ence. For example, the United Kingdom 

site had a cheeky, jocular voice that was 
perfect for wry British humor but was not 
well received by the German audience. 
By working with local translators and 
involving local marketing resources, the 
copy was crafted to the specifi c needs of 
that audience.

Case study 3. This example is from one 
of the largest manufacturers of consumer 
goods. Given the company’s global breadth 
and the immense span of its product offer-
ings, business strategies and internal prac-
tices, a knowledge management portal 
was clearly required. Over time, each of 
the different country branches had evolved 
something particular to its users’ needs, 

not always considering the standardiza-
tion requirements of a global enterprise. 
So, the task was to combine the best 
aspects of different countries into one 
knowledge management repository that 
would be easy to manage and use. 

One key consideration was how different 
users in different areas searched for infor-
mation. To make information easy to fi nd, 
the application should be tailored to what 
the users are looking for. Where different 
countries had different requirements and 
cultural viewpoints, people would search 
using different phrases and would expect 
to fi nd information in different places. One 
approach to making the site more usable 
for these different locations was to under-
stand how users searched. Analysis of log 
fi les to map keyword prevalence was help-
ful because it provided insight not only on 
how users searched but also on what was 
most important to them. 

By looking at what users sought and 
how their mental models grouped infor-
mation, we were able to create a navi-
gation system that supported ongoing 
globalization and growth. The structure 
enabled administrators in the different 
geographic areas (Europe, Middle East, 
Africa and so on) to insert specifi c data 
while maintaining a globally consis-
tent organizational schema. Another 
interesting output of the research was 
an understanding of how multiple lan-
guages impacted taxonomy. Some spe-
cifi c industry terms were global, while 
others were different between individual 
countries with common languages, such 
as Germany and Austria. A faceted 
localized taxonomy was developed for 
each country to improve site search and 
search marketing. A faster search makes 
for better usability.

Conclusion
Users are the key to success for any 

application, and building them a good 
user experience requires the participation 
of the entire team. Developing a system 
that is usable across cultural and linguis-
tic boundaries compounds the challenges 
because a multitude of other factors must 
be considered in order to ensure success. 
But the extra work is critical and pays 
off in a happier user base and fi scally 
successful applications. Many steps can 
be taken to account for the user’s need, 
and, based on past experience, it is pos-
sible to learn and grow, simplifying the 
process and improving the output. M
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Client review of translation 
in a localization project
Frank Wang

Top quality is the goal of all software publishers, 
and client translation review plays a crucial role in 
ensuring the quality of the localized versions of 
software products. A professional review not only 
corrects problems in the translation, but also pro-
vides valuable feedback on the performance of the 
vendor. In contrast, a poorly performed or poorly 
managed review will lead to bad quality as well as 
wasted time and efforts. My comment to a project 
manager after receiving an SME (subject matter 
expert) review report on my translation proves the 
point: “Honestly, the SME was terrible. . . . This 
person did not know that a ‘convention’ here was 
a treaty, not a conference. Also, he/she misread 
‘from’ as ‘form’ and ‘handing’ as ‘handling.’” This 
SME obviously had poor English profi ciency and 
was careless in the review, doing more harm than 
good to the quality of the product.

In this article, l would like to address issues of client review, 
mainly from the perspective of a localization project manager 
(LPM), although I will also draw on my own experience as a 
client-side reviewer, a freelance translator and a vendor-side 
translation manager who had both pleasant and diffi cult 
encounters with client reviewers. 

Client review defined
Before starting the discussion, it is necessary to clarify the 

term client translation review — client 
review for short. 

These days few software companies 
rely on internal resources to translate 
their products. Instead, localization 
translation is outsourced to localiza-
tion vendors. When the translation is 
completed by the vendor, it is usually 

handed back to the client so that the client can perform a review of 
the translation before it is fi nalized. This validation process is the 
client review under discussion here. In some organizations it is also 
known as client validation or verifi cation. The reviewer is some-
times called the in-country validator, GEO reviewer or SME. Trans-
lation review on the vendor side for the purpose of their internal 
quality assurance (QA) is not included in our discussion.

During client review, the reviewer compares the translation 
against the English text, sentence by sentence, to make sure 
that the translation is a true refl ection of the original text in 
both linguistic meaning and technical accuracy. When faults 
are found, the reviewer would either type over the existing 
translation or list desired changes with the English text and 
original translation in a separate review report so that the ven-
dor can correct the faults. Client review is similar to editing in 
the translation process on the vendor side.

The need of client review
The importance of client review can never be over-empha-

sized. Like all human activities such as programming, translation 
is prone to human errors. Even the best and most experienced 
translator makes mistakes from time to time. The standard proce-
dure to ensure translation QA on the vendor side includes three 
steps — translation, editing and proofreading — and most of the 
serious vendors would promise this full cycle to their clients. So, 
can the client totally trust the vendor and do away with cli-
ent review? Why spend the extra resources and time on client 
review? 

In my experience, there are at least three reasons why client review 
must be performed. First, given the technical nature of localization 
translation, the vendor translators may not have all the technical 
knowledge for the subject matter even if they are linguistically com-

petent. It is unrealistic to expect the 
translator to be an expert on every 
piece of software and hardware, 
from desktop applications, to data-
bases, to graphics chipsets. One 
important aspect of client review is 
to make up for this weakness and 
ensure technical accuracy. 

Frank (Chengchi) Wang has worked in 
localization for over 15 years as localization 
project manager and translation manager. 
He is now an independent consultant offer-
ing translation, translation management 
and project management services.
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Second, if the vendor translator/edi-

tor/proofreader team is not linguistically 
competent or if they are inexperienced in 
localization translation, errors will still 
slip through the full translation cycle. 
Two or three incompetent or inexperi-
enced translators do not make a good 
one. This sometimes happens with MLVs 
that cover many language pairs. They 
might have a very strong German trans-
lation team but a weak Korean team. 
Top-notch teams across all the languages 
at all times are not very common. 

Third, when vendors are understaffed, 
either because they have more on their 
plate than they can chew or because they 
are in fi nancial diffi culties, they may 
skip one or two of these steps, leaving 
errors in translation. Such errors have to 
be corrected through client review. 

Reviewer: key to the success
Key to client review is the reviewer. 

The qualifi cations of the reviewer deter-
mine the quality of the client review. A 

simplistic view is that anyone who has 
the target language as his or her native 
language can be the reviewer of localiza-
tion translation. This is absolutely wrong, 
as shown by the example I cited in the 
opening paragraph of this article.

Here is the profi le of an ideal localiza-
tion translation reviewer: 

linguistically sensitive and compe-
tent, both in the source language and in 
the target language; 

attentive to details;
an expert on the subject matter, 

knowing the technology and the product; 
at home with localization tools for 

translation;
familiar with the localization pro-

cess and major issues; 
willing to suppress personal styles 

and opinions. 
Among these requirements, the fi rst three 
are straightforward, while the last three 
call for some explanation.

These days localization translation tools 
are in wide use by clients and vendors alike. 

They offer the benefi ts of protected codes, 
ease of translation, re-use of existing 
translations leading to cost savings, and 
consistency across products and releases, 
among other things. It is much easier and 
faster, for example, to translate compiled 
binary fi les with Alchemy CATALYST than 
to translate .rc fi les in Word. Also, Trados 
TagEditor is a better tool than NotePad 
or Word when it comes to .htm or .xml 
fi le translation. If the reviewer uses these 
tools, translation fi les in the tool’s format 
(.ttk fi les for CATALYST or .ttx fi le for 
TagEditor, for example) from the vendor 
can be passed to the reviewer directly, 
without the need to convert fi le formats, 
thus facilitating the localization process 
and eliminating possible errors caused by 
fi le conversion.

A reviewer who knows the major 
processes of localization and the issues 
involved will make the localization pro-
cess easier and the quality better. If a 
reviewer wants to make a lot of changes 
to user-interface translations during the 
help review stage, where the user-inter-
face translation is most likely frozen, 
much re-work or even rescheduling has 
to be arranged. Consistency is one of the 
top considerations in localization, yet 
inexperienced reviewers often overlook it. 
In a product that I managed that had been 
reviewed many times, the word operator
was found to have three different forms in 
Danish with no valid reason. The review-
ers of previous versions simply had not 
noticed the inconsistency. 

Last, the reviewer must learn to sup-
press his or her own personal preferences. 
Like editors on the vendor side, the 
reviewer should avoid making unneces-
sary changes just because the translation 
does not “sound right” to him or her, 
especially when such a change would 
lead to large-scale global changes. In 
a project that I managed, the French 
reviewer not only sent back dozens of 
pages of changes, he even suggested 
changes to the English strings, which did 
not sound right to him. Although this was 
an extreme case, it is not uncommon to 
see review changes purely out of personal 
preference, when the reviewer abuses his 
or her authority as the translation QA on 
the client side. 

The reality
Depending on how much importance 

the top management on the client side 
attaches to the quality of localized products 
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and to translation review, we see two major 
types of review team setup.

In the fi rst type, an in-house team 
of professional reviewers is organized, 
whose primary responsibility is review-
ing and sometimes testing the localized 
products. This team is often located close 
to the development and tech-writing 
teams for easy communication. There 
are several advantages to this setup. The 
reviewer’s linguistic competence, techni-
cal/product knowledge and localization 
experience are constantly accumulated 
and improved. Quality standards can be 
established across all the languages. The 
team gets involved in the translation pro-
cess early, providing glossary validation, 
query answers and even early sampling of 
translation long before review starts. This 
setup ensures translation quality across 
all the languages and all the releases of 
a localized product. In my own experi-
ence, Novell was the best example of this 
reviewer team setup before it moved its 
localization function to Ireland. 

In the other setup, reviewers are ama-
teurs. Product managers, marketing staff, 
service/support engineers or even offi ce 
administrative staff, who are native 
speakers of the target language and who 
happen to have time, are picked for the 
job. These reviewers often stay in the 
target-language countries, scattered all 
over the world (thus called “in-country 
review”). Some of these reviewers stay 
with the review job for years; others are 
rotated from release to release. Typically, 
little training is offered for the review 
task. The reviewers are left to their own 
for the job. The LPM has little control 
over the reviewer team. 

In this setup, the quality of review 
can vary widely among languages in the 
same release or from release to release, 
depending on the specifi c qualifi cations 
of the reviewer. Unfortunately, the orga-
nization I worked for had this setup. I had 
the chance to interact with both highly 
qualifi ed reviewers and reviewers who 
could barely do the job. I had an Italian 
reviewer who had a master’s degree in 
linguistics and then turned to technology. 
The quality of the reviewed translation 
was excellent both linguistically and 
technically. On the other hand, there was 
a French reviewer who, after reviewing a 
product for three years, did not know how 
to fi nd user-interface strings in help fi les, 
and a Swedish reviewer who did not know 
what a “tray icon” was on the computer 

desktop. In this situation, it is diffi cult 
to formulate uniform quality standards 
across all the languages due to the varia-
tions in the reviewers’ linguistic, technical 
and localization experience. Consistency 
and other linguistic issues are often over-
looked. The review result is idiosyncratic 
and inconsistent. “Top quality product in 
all the languages across all the releases” 
becomes wishful thinking.

Amateur reviewers with constant rota-
tion are the worst nightmare for the vendor 
translator. With the same reviewer check-
ing translations of continuous releases, the 
vendor translator can manage to adapt even 
if the reviewer has certain personal prefer-
ences. Initial differences can be worked out 
gradually. However, if the terms and styles 
demanded by one reviewer are thrown out 
of the window in the next release by a 
subsequent reviewer, there are no standards 
the vendor can look to in future projects. 
Worse, it will lead to inconsistencies in the 
localized product. 

Having a review team scattered all over 
the world, away from product manage-
ment and development, brings up another 
problem. Some of the reviewers do not 
know the details of the new features in the 
upcoming releases or how these features 
are implemented in the product. Their com-
munication with the design and implemen-
tation team is indirect and inconvenient. 
This undermines their ability to judge the 

translation of these new features, which 
happen to be the focus of product updates 
and upgrades.

Finally, using amateur reviewers means 
drawn-out review schedules because these 
reviewers are working “on the side” and 
therefore need a much longer time to do 
the review. Even so, there is no guarantee 
that the review feedback will be delivered 
on time. When this happens, review has 
to be skipped, leaving the translation 
open to errors.

The remedy
Considering the many advantages of 

the fi rst setup of the review team (profes-
sional, full-time reviewers located close to 
the development team) in ensuring consis-
tent, satisfactory translation quality, this is 
the preferred approach for an organization 
if the quality of the localized product is 
priority and if budget is not an issue. 

If, however, an organization has to 
adopt the second type of setup, with 
amateur reviewers scattered all over the 
world, there are some steps that the LPM 
can take to reduce the negative effects on 
the vendor translation team and transla-
tion quality. Following are some ways that 
have proven to be effective in my project 
management work. They are by no means 
exhaustive, though. There must be other 
measures that can be taken to remedy the 
situation.
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Take a more active role in the review 

process and provide more training, guid-
ance and support to the reviewer. Have 
glossaries and style guides defi ned for each 
language as corporate localization stan-
dards. Glossaries and style guides provide 
standards for terms and language styles 
that the vendor translators can refer to in 
their translation. Likewise, the reviewer 
should follow these glossaries and style 
guides during review. Once glossaries and 
style guides are defi ned, they should not 
be changed by one individual reviewer’s 
opinion. Rather, a formal procedure involv-
ing group approval is required to make 
such changes. This will ensure consistency 
of terms and styles in translation despite 
rotating reviewers.

Prepare a review kit when sending 
translations out for review. In addition 
to the fi les to be reviewed, this kit should 
include style guides and glossaries, as well 
as instructions as to what to do and what 
to pay attention to during review, such as 
sentence-by-sentence comparison between 
the source and the target language text, 
consistent translation of the same terms 
and strings, and suppression of personal 
preferences. Documentation on the new 
features of the release should be included 
in the kit, too. If the vendor sent queries on 
technical details and/or language during 
translation, these queries with their answers 
should also be supplied to the reviewers in 

the review kit because they might have the 
same questions. Reviewers should be given 
the opportunity to ask questions, especially 
when they cannot see the user interface 
because they do not use localization tools, 
and therefore need context information to 
user-interface strings during review.

Now that the reviewer cannot be 
totally depended on because of his or her 
lack of competence and experience, the 
LPM should become more involved in the 
review process, as he or she is now the 
most knowledgeable person on the his-
tory of the localized products. The LPM 
has to ensure that the review changes 
do not deviate from the past localization 
practice or general industry standards 
such as the standard Windows glossaries. 
One of the things to do is ask the reviewer 
to mark his or her changes in some way, 
either turning on Word’s “Track Changes” 
function or reporting the changes in a 
separate review report. When the reviewer 
deviates from previous releases or indus-
try standards, the vendor translator often 
would report or question the validity of 
the change during the implementation 
stage. In this situation, it is up to the LPM 
to fi nd out the reason for the change and 
to determine whether it is valid. The LPM 
acts like a referee.

Evaluate the reviewers’ performance. 
Keep a list of good reviewers and ask for 
them in subsequent projects. If possible, 

replace underperforming or very opinion-
ated reviewers.

Use an external team of freelance 
localization professionals to comple-
ment internal review, if the budget 
allows. Of the qualifi cations listed for a 
good reviewer, external freelancers have 
only one missing — technical knowledge 
of the products. If the internal team 
of reviewers focuses on the technical 
accuracy of the translation, the exter-
nal reviewers can be entrusted with 
the job of validating linguistic quality, 
including consistency. Technical and 
linguistic review can be run in paral-
lel, so it would not require extra review 
time. Freelancers’ charge for such work 
is very acceptable. 

If the budget is very tight, a partial 
review — between 15% and 50% — by free-
lancers will also give good indications of 
the translation quality, although it will not 
eliminate all the errors. It was an external 
reviewer who discovered the three versions 
of translation for operator in Danish that I 
mentioned earlier. A localization company 
can be contracted for external review, too, 
at a higher cost. An added advantage is 
that these external reviewers hardly miss 
the deadline.

It is possible to reverse the weight of 
internal vs. external review, with exter-
nal vendors doing 100% review and 
internal reviewers performing sampling. 
If internal reviewers have to be paid for 
their hours, this reversal may even save 
money, since the internal hourly cost is 
typically much higher than the vendor’s 
charge, especially when freelancers are 
used. For clients who do not insist on 
internal reviewers giving their fi nal 
approval, this is a better and more cost-
effective solution. 

Conclusion
To ensure the quality of localized prod-

ucts, the client must perform review to 
eliminate possible technical and linguistic 
errors in the translation. The qualifi cations 
of the reviewer determine the outcome 
of the review. The best setup of such a 
reviewer team is a group of full-time 
professional reviewers who can retain 
technical and localization knowledge and 
constantly improve their skills over time. 
If that is not possible, the LPM needs to 
be aware of the limitations and disadvan-
tages of using part-time reviewers for the 
job and take some measures to make up 
for them. M
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Localization into Irish
Michal Boleslav Měchura

Irish is one of Europe’s minority 
languages, spoken by approximately 
300,000 people in Ireland. As such, it 
has only entered the digital age fairly 
recently. Even though some localized 
software has existed in Irish for a long 
time, mostly in the open-source camp, 
localized software only became a real 
option for most Irish-speaking com-
puter users in 2005 when Microsoft 
launched its fi rst-ever Irish version of 
Windows XP and Offi ce 2003.

This, as well as other recent developments, pro-
vides a good test case for what happens when a 
lesser-used language is introduced to computing. In 
this article, I will take a look at some of the characteristics of 
Irish and other Celtic languages and consider the challenges 
they pose for software.

The basics
Irish (ISO 639-1 code ga) is a language spoken by a minority 

of the population in the Republic of Ireland and in Northern 
Ireland. Both Irish and English are offi cial languages in the 
Republic of Ireland, but, in reality, most of the country’s public 
administration, business and the media function exclusively 
through the medium of English. Practically all Irish speakers 
also speak English natively and are often more 
literate in it than in Irish.

Irish is not a dialect of English, nor is it 
similar to it. Note that there exists a dialect of 
English called Irish English or Hiberno-Eng-
lish, and this is also completely distinct from 
the Irish language. Irish is a Celtic language, 
a family which also includes Welsh, Cornish, 

Breton, Manx Gaelic and Scottish Gaelic. Of these, Irish is most 
similar to Scottish Gaelic, the language spoken in the Highlands 
of Scotland. Irish and Scottish Gaelic are to some extent mutu-
ally comprehensible, although not without effort.

Sometimes, the word Gaelic is used to refer to the Irish lan-
guage, especially in North America. However, the term is rarely 
used in Ireland itself. It is also slightly inaccurate because Gaelic 
is actually the name of a sub-family of the Celtic languages con-
taining Irish, Scottish Gaelic and Manx Gaelic. In some versions 
of Microsoft Offi ce, Irish appears listed as “Gaelic (Ireland).” 
This is an error, presumably resulting from a confusion as to 

Michal Boleslav Měchura works in Fiontar, an Irish-language 
teaching and research centre in Dublin City University, where 
he builds lexical databases. The author thanks Delyth Prys and 
Dewi Jones of Canolfan Bedwyr at the University of Wales in 
Bangor for checking his claims about Welsh.

Sample text in Irish, shown fi rst in the traditional Gaelic script, then in a 
slightly modernized version of the same script and fi nally in the Latin alphabet 

used for writing Irish today (Gaelic fonts designed by Vincent Morley).
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the status of the three Gaelic languages 
as separate languages or as dialects.

In 2004 the Offi cial Languages Act 
was passed in the Republic of Ireland 
that, like similar legislation in Canada, 
Wales and other countries, compels state 
bodies to produce large amounts of con-
tent bilingually. In 2007 Irish became 
an offi cial language of the European 

Union (EU). Along with the launch of 
localized Irish Windows and Offi ce, this 
has somewhat increased the language’s 
public profi le and has also increased the 
demand for electronic resources such 
as dictionaries and terminology and for 
software tools that are either localized 
into Irish or at least capable of process-
ing content in the language.

Modern Irish today is written in 
the Latin alphabet which includes the 
accented vowels á, é, í, ó, ú. Until approx-
imately the 1950s, Irish was written in a 
variant of the Latin alphabet called the 
Gaelic script. This can be recognized by 
the distinctively round and wide shape 
of its letters. The Gaelic script was 
phased out with the onset of typewriters 
and is rarely used these days except for 
ceremonial or ornamental purposes.

The modern Latin alphabet of Irish 
is included completely in ISO 8859-1 
(Latin-1), in Windows-1252 and in simi-
lar Latin-based encodings, so encoding 
issues have never been much of a prob-
lem for the language — unlike some of its 
Celtic cousins that possess more exotic 
accents such as the circumfl ex (ˆ) and the 
diaeresis (¨).

Do I need to localize into Irish?
As practically all Irish speakers also 

understand and speak English natively, 
it is almost never necessary to localize 
software and content into Irish. Most 
Irish speakers are quite prepared to 
accept content in English and in some 
cases might even prefer it due to under-
developed literacy skills in Irish.

This situation is common to minor-
ity languages in Europe. There is often 
another “major” language in the neigh-
borhood, and this is the language that 
people mostly use for literacy-related 
activities such as using the computer, 
even though they might speak a minor-
ity language at home and with friends.

Even if localizing is, strictly speak-
ing, unnecessary, presenting content 
or software in a minority language is 
bound to produce an effect of novelty 
and to make a product attractive in ways 
that could not be achieved through the 
majority language. When websites and 
software in Irish are launched, the event 
is almost guaranteed to be mentioned in 
the Irish-language media. Furthermore, 
public and state bodies in Ireland and 
institutions of the EU may be required by 
law to produce content in Irish.

Computer-related terms such as mouse,
screen, network and database exist and are 
well-known among Irish speakers (they 
are luch, scáileán, líonra and bunachar 
sonraí, by the way). More specialized terms 
also exist, largely as a result of the work of 
the state-funded Irish Terminology Com-
mittee, but are not so well-known among 
the Irish-speaking public. When con-
fronted with user interfaces localized into 
Irish or with texts of technical nature, 
some Irish speakers will inevitably be 
slightly lost at sea because of unfamiliar 
terminology.

An additional diffi culty is that the 
syntax of Irish does not lend itself easily 
to constructing long noun phrases where 
chains of nouns modify each other, 
such as database effi ciency assessment 
methods. When such terms are translated 
word for word, the result is usually very 
diffi cult for Irish speakers to parse men-
tally. Some careful rewording may be 
necessary, such as rendering the above 
as methods to measure the effi ciency of 
databases. Unavoidably, Irish transla-
tions of English user-interface captions 
are going to be longer than the original, 
as is indeed common in many other 
languages.

When localizing into Irish, it is impor-
tant to remember that localizers will, to 
a large extent, be setting new standards 
because there are no existing ones to fol-
low and, like it or not, they will be either 
promoting or demoting the language in 
the users’ minds. Too many incompre-
hensible translations on screen can turn 
the user away not only from the software 
but also from the language altogether. 
Vice versa, an easy-to-understand user 
interface is likely to encourage users to 
use more of the language as well as more 
of the software.

Words for yes and no
One quirk of Celtic languages, includ-

ing Irish, is that they have no words 
corresponding to yes and no. When 
giving answers, Irish speakers recycle 
the main verb from the question. For 
example, the question Will you travel to 
Dublin? produces the answer Will travel
or Will not travel meaning yes and no
respectively.

This poses diffi culty for user interfaces 
where ready-made dialog boxes with Yes
and No buttons are re-used again and again 
for all sorts of questions. One common strat-
egy is to translate yes and no as verbs and 

€
€
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then make sure that all questions are phrased with the same verb. 
Exactly which verb is used differs among software packages, but 
it is always some generic verb that fi ts a number of situations. 
In Windows XP, all yes/no questions begin with the phrase an
bhfuil fonn ort. . . ? (literally is there an inclination on you to. . 
. ?), and the pre-captioned answer buttons are tá for yes (literally 
there is) and níl for no (literally there isn’t). In Microsoft Offi ce 
2003, a different phrasing with the same effect is used: questions 
begin with an mian leat. . . ? (literally is it a desire with you to. 
. . ?) and the answer buttons are is mian (literally is a desire)
and ní mian (is not a desire). This works fi ne for most types of 
yes/no questions as long as localizers consistently phrase them 
in the prescribed way.

This solution is nothing more than a workaround. An ideal 
solution would be for localizers to have control of the button 
captions in each individual case and to translate them appro-
priately for each question. Unfortunately, this is almost never 
possible. Re-usable dialog boxes with pre-captioned buttons 
have been part of software architectures for decades. Until 
Celtic languages came along, apparently nobody considered 
the possibility that there may be a language in the world with 
no words for yes and no. Now, it is too late to go back to 
the drawing board, and it is the language that must accom-
modate the technology instead of the opposite. This situation 
is quite possibly the ultimate example of insuffi cient software 
globalization.

Interestingly, not all Celtic languages are affected. In Welsh, 
even though it doesn’t have a word for yes or no either, it is 
acceptable to answer yes/no questions with the words iawn and 
na. These do not mean yes and no literally — iawn is an adjec-
tive/adverb meaning good/well and na is a particle that conveys 
negativity — but they are functionally equivalent to yes and no.
These words are indeed the translations for yes and no that usu-
ally appear as button captions in localized software, including 
Welsh versions of Windows XP and Offi ce 2003.

Initial mutations
Like other Celtic languages, Irish displays a phenomenon 

called initial mutations. In Irish, words change not only at the 
end as the result of infl ection, but also at the beginning on 
account of prepositions and other words preceding them. These 
changes at the beginning of words are called initial mutations.
For example, the word for woman is bean but when preceded 
by the defi nite article an, it mutates to an bhean (the woman).
The change from b to bh is an example of an initial mutation 
called lenition.

The existence of initial mutations produces some capital-
ization oddities which may look like typographical errors to 
non-Irish speakers. Some mutations work by prefi xing a par-
ticular character to another character, such as the character b
that under some circumstances mutates into mb. When the fi rst 
character of the word is to be capitalized, it is the fi rst character 
after the prefi xed mutation that is capitalized. For example, in 
the phrase ón mbean (meaning from the woman), the noun must 
be capitalized as ón mBean.

Capitalizing all the characters of a text into uppercase is 
problematic. Prefi xed mutations should be left in lowercase, for 
example ón mbean should be capitalized as ÓN mBEAN. Capi-
talizing it as ÓN MBEAN would be viewed as a typographical 
error by most Irish speakers who cultivate literacy. Apart from 

instances of text where no prefi xed mutations occur, this means 
that Irish text can never be capitalized completely.

Unfortunately, no major software package I am aware of 
supports the intricacies of Irish capitalization, not even the 
localized version of Microsoft Offi ce, although recognizing 
mutation in text is relatively straightforward. Certain sequences 
of characters at the beginning of a word, such as bh and mb, are 
practically always the result of a mutation. Interestingly, this is 
not the case in some other Celtic languages. For example, both 
Irish and Welsh possess the mutation of the /t/ sound into the 
/d/ sound at the beginning of a word. In Irish, this is written as 
dt and is easily recognizable as a mutation. In Welsh, it is writ-
ten as d (the t disappears), and there is no easy way of telling 
whether a word beginning with a d is mutated or not.

Alphabetical sorting
The Irish alphabetical order is the same as it is in English and 

many other Latin-based orthographies. As is common in many 

Microsoft Windows XP and Word 2003 localized into Irish, 
with the Irish-language spellchecker making a suggestion.

Example of a yes/no dialog box from Windows XP: 
The text in the Untitled fi le has changed. 

Do you want to save the changes? Yes – No – Cancel.

Example of a yes/no dialog box from Microsoft Offi ce 2003: Do you 
want to save changes to Document1? Yes – No – Cancel.
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languages that use accented vowels, 
accented vowels in Irish are listed after 
their unaccented base vowels (á comes 
immediately after a, for example).

Initial mutations present a problem 
for alphabetical sorting. In theory, muta-
tions should be ignored when sorting. 
For example, bhean should be sorted 
alphabetically as if it were unmutated 
(as bean). In fact, no software applica-
tion I am aware of supports this, even 
though recognizing mutations in text is 
quite straightforward. Essentially, char-
acter sequences that result from muta-
tions should be treated as digraphs for 
sorting purposes, similar to the Dutch 
ij or the Czech ch — except that in Irish 
this only applies when they appear at 
the beginning of a word.

Initial mutations are not always a 
problem for sorting. For example, noun 
phrases in the nominative case rarely 
begin with a mutation. However, it 
becomes a large issue when alphabet-
izing lists of place names or other proper 
names that begin with the defi nite 

article an and its plural equivalent na.
The article often induces a mutation on 
the word that follows it. When the article 
is moved to the end for alphabetization 
(for example, An Bhó Dhearg, a place in 
Dublin, becomes Bhó Dhearg, An), the 
resulting item begins with a mutation 
and the mutation should be ignored by 
the software in order to sort the item 
correctly.

Sorting Irish-language names is also 
rather complicated. Surnames in the Irish 
language usually start with a preposition 
which indicates the gender and fam-
ily status of the person. For example, 
in the surname Ó Briain the preposi-
tion Ó indicates the person is male. Its 
female equivalent is Uí Bhriain, where 
the preposition Uí and the mutation it 
causes indicate the person as female and 
married. By the way, these surname pat-
terns should not be confused with their 
anglicized equivalents, such as O’Brian. 
When handling Irish-language names, 
it is important to respect the specifi c 
typographical conventions that pertain 

to them so as not to anglicize them 
accidentally.

The status of these prepositions is not 
clear. In many other languages where this 
phenomenon occurs, such as von Lemberg
or d’Estang, it is largely accepted that 
these should be ignored for alphabetical 
sorting purposes. In Irish, such a consen-
sus does not exist. Some people consider 
them integral parts of the surname, some 
do not. Some even prefer to spell them 
uncapitalized to emphasize the point.

A further issue is that male and female 
versions are slightly different from each 
other, as we have seen in the example 
of Ó Briain and Uí Bhriain. Even if the 
preposition is ignored for sorting, the 
male and female forms of the same sur-
name will not end up near each other in 
an alphabetically sorted list due to the 
mutation that most female names carry 
— unless, of course, the sorting algorithm 
is mutation-aware.

Unfortunately, no established con-
ventions exist for dealing with these 
problems. Compilers of phone books 
and similar directories in Ireland usu-
ally “solve” the problem by avoiding 
it altogether and by applying a purely 
alphabetical sorting algorithm that does 
not do justice to the conceptual structure 
underlying Irish-language surnames.

One existing strategy for making sure 
that male and female versions of the 
same surname appear next to each other 
is to add a sorting key. The male form of 
the surname is typically chosen as the 
sorting key. So for example, a woman of 
the surname Uí Bhriain would be sorted 
as “Ó Briain: Uí Bhriain,” thus appearing 
next to a man of the same surname. This 
strategy, systematic as it is, has the disad-
vantage of being quite wordy, and, when 
the sort key is included in the listing, the 
resulting impression is confusing. The 
bottom line is that anybody wishing to 
implement a smart sorting algorithm for 
Irish should consult widely with literate 
Irish speakers before making any deci-
sions, as no consensus currently exists.

This, after all, is a useful strategy for 
any aspect of computing with minority 
languages. Localizers and content pro-
ducers are well advised to negotiate with 
the target language community early 
and often in order to avoid terminologi-
cal misunderstandings and unanticipated 
problems such as the above-mentioned 
lack of translation equivalents for yes
and no. M
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Y2K.et — localization 
for the Ethiopic calendar
Daniel Yacob

Localization in Ethiopia follows the usual pattern 
of translating terminologies, applying a keyboard 
for the writing system, and applying collation and 
formatting rules, but to really get it right is a mat-
ter of time. Time localization is more than merely 
getting the format pattern right and GMT+3 set as 
the time zone — a virtually unknown offset from a 
reference point under some external system of ref-
erence. Ethiopia has its own system of reckoning 
that even the most advanced localization infra-
structure is ill prepared to cope with. Think “time 
realm” — it’s easier to think of Ethiopia as existing 
outside of regular time as we know it.

Here comes the sun . . .
“The day starts with sunrise” is the conceptual basis for the 

clock in Ethiopia and many of its neighbors. Being near the equa-
tor, this translates to roughly 6 a.m. each day with an even 12 
hours of light and darkness and only a little seasonal drifting. A 
12-hour clock is used that begins at “12 a.m.” with sunrise (aka 
6 a.m. in the West), reaches “noon” at “6 a.m.,” followed by “12 
p.m.” six hours later and “6 p.m.” at “midnight.” Think of it as a 
clock or watch with the 6 at the top and the 12 at the bottom.

But doesn’t this convention break the notion of ante and post
meridian? Meridian, shimidian — another external concept to 
break free from. The terms a.m. and p.m. have been used in the 
previous example as a matter of convenience for comparison; in 
fact, the Ethiopic day has ten divisions (Figure 1).

To be sure, the names and divisions 
are subject to change with sub-region. 
a.m. and p.m. are not entirely unknown 
either since technology items are largely 
imported, and computer users are sure 
to have encountered them. But they are 
known to be a Western reference and are 
not used locally in discussing time. 

13 months of sunshine
The calendar in Ethiopia has 13 months, and the year is seven 

years, eight months and 11 days behind the Gregorian calendar 
(12 days when a leap year occurs). This means that the year 2000 

has only just occurred on Sep-
tember 12 of this year! But why? 
Many references will state that the 
Ethiopic calendar is based on the 
Julian, but this is only partly true. 
The Ethiopic calendar descends 
more directly from the Coptic, 
which in turn is a reformation of 

Daniel Yacob has worked on localization 
of Ethiopic languages for 15 years. 
He is director of the Ge’ez Frontier 
Foundation – a nonprofi t organization 
dedicated to the advancement of 
Ethiopic script in electronic environs.

Period Name 24-hour
Example

Localized
Example

23:00 - 00:59 (Ekul Leilit)
23:34 5:34

01:00 - 03:59 (Wedek’et)
00:34 6:34

04:00 - 05:59 (Nigat)
04:34 10:34 

06:00 - 08:59 (T’uwat)
06:34 12:34

09:00 - 11:59 (Refad)
09:34 3:34

12:00 - 12:59 (Ekul K’en)
12:34 6:34

13:00 - 15:59 (Kese’at Behwala)
15:34 9:34

16:00 - 17:59 (Wedemata)
16:34 10:34 

18:00 - 19:59 (Sidenegiz)
18:34 12:34

20:00 - 22:59 (Mishet)
21:34 3:34

Figure 1: Day division in Amharic.
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the ancient Egyptian solar calendar with 
respect to the Julian scheme also known 
as the “Alexandrian Calendar.”

The ancient Egyptian solar calen-
dar used a 365-day year with the year 
divided into three seasons of 120 days 
and each season divided into four 
months of 30 days each. Five corrective, 
or epagomenal, days were added at the 
end of the year. The months were only 
numbered initially, but they later took on 
the corresponding month names from a 
second, lunar-based calendar of Egypt. 
The month names under the lunar calen-
dar derived their names from the major 
feast that would occur during the respec-
tive month. The problem with “calendar 
creep” was not addressed until the arrival 
of the Julian calendar in 46 BCE with the 
introduction of an extra day for a “leap 
year.” The Coptic calendar applied the 
Julian leap year in 25 BCE, thus forever 
fi xing the date synchronization between 
the two calendar systems.

The Coptic and Ethiopic calendars, 
however, do not apply the leap-year cor-
rection rule where the leap year is skipped 
every 100 years, except every 400 years, 
except (maybe) every 16,000 years. So 
“calendar creep” will continue among the 
Coptic, Ethiopic and Gregorian calendars. 
Leap years, however, do not occur when 
the year is a multiple of 4, as with the 
Gregorian system, but will occur on the 
year prior. Thus, 1999 was a leap year 
as will be 2003 and so on. The four-year 

Languages

Ethiopic
(Amharic)

Ethiopic
(Tigrinya)

Ethiopic
(Ge’ez)

Coptic
(Coptic/Arabic)

Gregorian
(English)

(Meskerem) (Meskerem) (Kereme) (Toot) September 11/12

(T’ek’emt) (T’ek’emti) (T’ek’eme) (Baba) October 11/12

(Hedar) (Hedar) (Hadere) (Hatoor) November 10/11

(Tahsas) (Tahsas) (Hasese) (Kivahk) December 10/11

(T’er) (T’eri) (T’eher) (Tooba) January 9/10

(Yekatit) (Lekatit) (Ketete) (Amsheer) February 8/9

(Megabit) (Megabit) (Megebe) (Baramhat)
March 10

(Miazia) (Miazia) (Ahaze) (Baramooda) April 9

(Genbot) (Genbot) (Genbat) (Bashans) May 5

(Senei) (Sene) (Seneye) (Ba’oona) June 6

(Hamlei) (Hamle) (Hamele) (Abeeb) July 8

(Nehassei) (Nehasse) (Nehasse) (Mesra) August 8

(Pagumein) (Pagumein) (Pagumein) (Nasie)
September 6

Figure 2: Ethiopic and Coptic month names.
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cycle is also enumerated with the names 
of the four evangelists — Mateos, Markos, 
Luqas and Yohannes as they are known in 
the Ethiopian Orthodox Church. Yohannes 
is the leap year and is considered the end 
of a four-year cycle.

Where the Coptic and Ethiopic calen-
dars differ will be in the month names, 
which are language specifi c even within 
Ethiopia, as are the days of the week and 
day divisions. The other major difference 
is that the year in the Coptic calendar is 
presently 1724, some 276 years behind the 
Ethiopic. The modern Coptic calendar’s 
origin, or epoch, is counted from the year 
284 CE, when many Coptic Christians 

were martyred under the reign of Roman 
Emperor Diocletian. So, what accounts 
for the difference in the Ethiopic cal-
endar versus the Gregorian? Popular 
legend has it that the seven-year, eight-
month and 11-day difference is the 
time it took for the news of the birth 
of Christ to reach Ethiopia. More likely 
the answer is that the Ethiopic calendar 
went through fewer reformations than 
did other calendar systems (notably 
skipping the reformation by Dionysius 
Exiguus in 525 CE), which potentially 
makes it more in keeping with “actual 
time” since the birth of Christ. The truth 
is that we may never know.

If 13 months and four year names 
still aren’t enough for you, you’re in luck 
— there is still more to come. Each of 
the 30 days of the month has a unique 
tabot. A day’s tabot (Figure 3) is usually 
a saint’s (Est’ifanos), angel’s (Gabriel) or 
some religious fi gure’s personal name 
that commemorates that given day. A 
person will typically want to know the 
tabot of the day and always knows the 
tabot for the day he or she was born 
— oftentimes more so than the day’s 
numeric date. While they are not critical 
for a simple clock widget, the tabots, like 
the evangelists, are “nice to have” in a 
calendar application.

Languages

1

(Lideta)

2

(Aba Guba)

3

(Be’Eta)

4

(Yohannes)

5

(Abo)

6

(Iyesus)

7

(Selassie)

8

(Aba Kiros)

9

(Tomas)

10

(Meskel)

11

(Hana Mariam)

12

(Michael)

13

(Egziher Ab)

14

(Abune Aregawi)

15

(K’irk’os)

16

(Kidane Mihret)

17

(Est’ifanos)

18

(Tekle Alfa)

19

(Gabriel)

20

(Hintsite)

21

(Mariam)

22

(Ura’el)

23

(Giorgis)

24

(Tekle Haimanot)

25

(Merk’orios)

26

(Yosef)

27

(Medhani Alem)

28

(Amanu’el)

29

(Bale Egziabeir)

30

(Mark’os)
     

Figure 3: The 30-day month showing the tabot for each day.

Julian Date from Ethiopic Calendar Date Ethiopic Calendar Date from Julian Date

Mathematical Expressions:

Ethiopic: joffset = 1723856 
Coptic: joffset =  1824665

n = 30(month-1) + day - 1
j = joffset + 365(year - 1) + ⎣year÷4⎦ + n

r = mod( ( j - joffset), 1461)
n = mod(r, 365) + 365⎣r ÷ 1460⎦
year = 4⎣( j - joffset) ÷ 1461⎦ + ⎣r ÷ 365⎦- ⎣r ÷ 1460⎦
month = ⎣n ÷ 30⎦ + 1
day = mod(n, 30) + 1

Pseudo Code:
jdn = (jdOffset + 365) + 365 *(year – 1)
     + quotient(year·4) + 30 * month
     + day – 31;

r = mod( (jdn – jdOffset), 1461 );
n = mod(r, 365) + 365 * quotient(r, 1460);
year = 4 * quotient( (jdn - jdOffset), 1461) + quotient( r, 365 ) 
      - quotient(r, 1460);
month = quotient(n, 30) + 1;
day = mod(n, 30) + 1;

Utility Functions:

mod(i, j) {
     return i – (j * quotient(i, j) );
}

quotient(i, j) {
     return  fl oor(i / j);
}

Figure 4: Calculating the Julian Day Number to or from an Ethiopic Calendar Date.
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While Ethiopia has caught up to the 

twenty-fi rst century (okay, maybe not 
really until 2001), it is also in the seventy-
fi fth. The convention of using the birth of 
Christ as an epoch is something relatively 
new in Ethiopia. It was not in common 
practice until around the turn of the last 
century. Before then, the years were ref-
erenced from the creation of the world 
— 5,500 years before the birth of Christ. 
So, it is also the year 7500, and the cal-
endar system does not have a year zero or 
use negative numbers. Rather, what hap-
pens at the year zero is that the reference 
era will switch back to the creation of the 
world. That is, at 0 /  (  or 
“Amete Mihret” for “Year of Grace”) will 
become 5501 /  (  or “Amete 
Alem” for “Year of the World”). And what 
about 7,501 years ago? Well, time before 
the creation of the world is not something 
man can sensibly contemplate in the 
Christian tradition. But if one must, a 
foreign calendar is suitable.

Presentation
The presentation of Ethiopic dates is 

for the most part straightforward, with the 
added twist of the Ethiopic numeral sys-
tem (see MultiLingual Computing & Tech-
nology #36 December 2000). By default, 
the Ethiopic year should be presented in 
the Ethiopic numeral system, while the 
day of the week is given in Western digits. 
This is the prevalent convention found in 
Ethiopian newspapers, but the choice of 
numeral systems for both the day and year 
should be left independently confi gurable 
to a user’s personal tastes. A date and time 
presentation may then be rendered as:

11 10:15:44
EAT /

Which applies the date-time pattern:
DAY  MONTH <d>  hh:mm:ss a Z 

<yyyy> G
Where <d> and <yyyy> are may 

be confi gured in either the Ethiopic or 
Western numeral systems. A maximally 
formatted date, incorporating the tabot
and evangelist, could be given as:

11  ( )
10:15:44 EAT  ( ) /

While on the topic of numbers and 
presentation, it is also worth noting that 
the Ethiopic Millennium is sometimes 
abbreviated to , short for 2,000 in the 
Amharic language and is analogous to 
2k in English. In the Ethiopic numeral 
system, 2,000 is represented by the 
sequence twenty hundred or .

Calendar conversion
Conversion to and from the Ethiopic 

and Coptic calendar systems is easily 
done through a Julian Day Number (JDN). 
JDNs are the number of elapsed days 
since the Julian epoch (January 1, 4713 
BC) and have been used for centuries as 
a common reference point for calendar 
conversions. Berhanu Beyene and Man-
fred Kudlek developed JDN formulas for 
the Ethiopic and Coptic calendars in the 
paper “Calendars in Ethiopia” presented 
at the International Conference of Ethio-
pian Studies XV (July 21-25, 2003). Many 
algorithms can be found with a simple 
web search to convert the Gregorian cal-
endar to and from a JDN, so we will not 
go into detail here. The Beyene-Kudlek 
algorithm is summarized in Figure 4.

Software resources
The International Components for Uni-

code (ICU at http://icu.sf.net) project 
applies the Beyene-Kudlek algorithms to 
support both the Coptic and Ethiopic 
calendar systems. ICU also provides sup-
port and conversion among many other 
calendar systems as well, such as Chi-
nese, Gregorian, Hebrew, Islamic and Jap-
anese calendars. Date and time formatting 
services are also provided. ICU is the best 
place to start for Ethiopic language loc-
alization, but, if you want to fully local-
ize for time concepts, plan to add your 
own extensions for the additional day 
divisions, the offset clock and Ethiopic 
numerals.

ICU is so richly featured that it can be 
overkill when all you want is a simple 
calendar conversion code snippet — or 
not applicable when you need an algo-
rithm in an unsupported language such 
as JavaScript. In these cases, see http://
ethiopic.org/Calendars for standalone code
fragments and an explanation of the 
algorithm.

The Ethiopic calendar is the offi cial 
calendar of Ethiopia, as it was in Eritrea 
until recently — while remaining cen-
tral to the Eritrean Orthodox Church. 
Localization for the Ethiopic calendar is, 
however, just the entry point into this 
time realm. It is not the only calendar of 
Ethiopia. The Siltie, Oromo and Borena 
peoples all have traditional calendars 
still in use for ceremonial purposes. And 
the Sidama people use an interesting 
fi ve-day-based week system. But these 
are temporal adventures we’ll leave for 
another day.  M

Localization Is
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Global challenges require flexible and professional 
service providers. Take advantage of our experience 
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A character description 
language for CJK
Tom Bishop & Richard Cook

The roughly 72,000 encoded CJK (“Chinese, 
Japanese and Korean” or “Han”) characters consti-
tute by far the largest chunk of Unicode. And even 
that many code points aren’t enough, since many 
thousands of CJK characters remain unencoded. 
Most of them are rare variants, but nevertheless 
important for certain purposes. Scholars frequently 
encounter strange characters in ancient texts, and 
government workers may need to write the names 
of people and places that use unusual characters.

This problem can never be solved by simply assigning a num-
ber to each character, since the set of CJK characters is open-
ended. In this article we introduce Wenlin’s Character Description 
Language (CDL), an XML application that solves the unencoded 
CJK character problem once and for all. CDL is here shown to 
provide methods for handling all CJK characters, encoded and 
unencoded. And CDL methods will be seen as more generally 
applicable to other complex writing systems.

An infinite set of characters
Historically, the most common way of creating 

new CJK characters has been to combine two or 
more existing characters and squeeze them into a 
square. Here is an unencoded character combining 
車 chariot on the left and 鳥 bird on the right:

Characters that can serve as pieces of more complex characters 
are called components. In the days when most writing was done 

by brush or by woodblock printing, it was easy and common for 
writers to invent new characters this way.

Usually one component serves to suggest the meaning and 
the other to approximate the pronunciation. The combination of 
chariot and bird might represent a word for a kind of chariot 
whose name sounded similar to the word for bird or vice-versa; 
or maybe a fl ying wagon. The truth is that we don’t know! This 
character doesn’t have a Unicode number yet, but it comes from 
the Adobe-Japan1 collection and was recently proposed by Ken 
Lunde and Eric Muller for future Unicode encoding.

In principle, any character, no matter how complex, can be 
used as a component in another more complex character. Like-
wise, any recurrent pattern of strokes can be identifi ed and re-
used as a component.

Describing characters, not just numbering them
The basic idea of CDL is that a character can be represented or 

described as a sequence of what we call basic script elements. For 
CJK these basic script elements are not the characters themselves, 
but rather the kinds of strokes used to write the characters. While 
components aren’t basic in this sense, they often play a useful 
intermediate role in CDL, between individual strokes and entire 
characters.

A CDL description simultaneously identifi es the character and 
also gives instructions for displaying it. The idea is similar to how 
the spelling of a word in an alphabetical script is described as a 
sequence of letters — for example, cat is simply described as c, a, t.

Similarly, the character 呆 can be described as a sequence 
of the two components — 口 and 木; and those, in turn, can 
be described as sequences of strokes. That’s not enough infor-

mation to display or identify 呆, however, since 
the same components can be arranged differently, 
forming distinct characters such as 㕲 and 困 with 
completely different pronunciations and meanings. 
For this reason, CDL descriptions specify the two-
dimensional positions of the components and strokes.

     An alphabet of stroke types
Since the set of components is unlimited, the com-

ponents themselves need to have descriptions, and we 
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don’t stop describing until we’ve described — either directly or by reference — the individual 
strokes of each character. Fortunately, we fi nd that an “alphabet” of just 36 stroke types is 
enough for a very large class of CJK characters.

The CDL specifi cation defi nes a set of stroke types, which has been translated into 
the block of 36 CJK Strokes, shown in “The CJK Strokes Block.” The strokes in the fi rst 
column are already encoded in Unicode 5.0, while the rest will become a formal part of the 
standard presumably in version 5.1. 

    From pictures to strokes
One of the unique features of CJK characters is their high degree of dependence on 

norms determining stroke type, stroke order and stroke count. These handwriting norms 
began to take form in the earliest known periods of Chinese writing more than 3,000 years 
ago and underwent various changes and refi nements in subsequent periods as the result 
of changes in writing implement, writing media, writing method (printing) and language 
changes (vocabulary development).

A major script reform took place in the 秦 Qín Dynasty (about 200 BCE). In the 東漢
Eastern Hàn period (about 121 CE), an infl uential analysis codifi ed the elements of the 
script. There were 9,353 Chinese characters at that time and 1,163 variants, according to 
the most important 清 Qı̄ng Dynasty recension of the《說文解字》Shuō Wén Jiě Zì text 
(that of 段玉裁 Duàn Yùcái, d. 1815).

As written texts grew in complexity, as libraries collected more and more books, and as 
the inventories of Chinese characters became larger and larger, it became urgent to defi ne 
the methods for organizing and indexing the elements of the complex character set.

Through refi nements climaxing in the 宋 Sòng period (about 1000 CE), coinciding with 
the widespread use of woodblock printing, the Han glyphs attained the 
style evident in Unicode’s code charts. Glyphs in the Sòng style are highly 
constrained in many ways, but most importantly in terms of the types of 
strokes which may occur.

Figure 1a is an archaic pictograph for the word meaning chariot (such 
as is seen in oracle bone inscriptions [OBI = 甲骨文] from more than 3,000 
years ago). Compare this with the Eastern Hàn Small Seal form (小篆, Figure 
1b), more than 1,000 years later, but having the relatively simple form 
attested much earlier (in middle and late 周 Zhōu Dynasty inscriptions). 

In the Sòng printed style, many old curves are now sharp angles and the 
strokes are very regular and stylized.

The Sòng-style chariot character 車 (Figure 1c) has exactly seven strokes; 
it is the standard form in Japan, Taiwan and Korea. In PRC and Singapore, 
the standard simple form 车 has only four strokes.

Like many simple forms, 车 (Figure 1d) is based on cursive forms in use 
for many centuries. Nevertheless, its strokes are all Sòng style. 

In Figure 1e, the fi gure on the left is an archaic pictograph for bird
(again, an early OBI form) and on the right is the Eastern Hàn Seal form. Of 
their modern Sòng-style descendants (Figure 1f), full form 鳥, has 11 strokes 
and simple form 鸟 has fi ve strokes.

Han characters were not originally composed of a limited set of strokes, 
but only gradually came to be written that way. If the characters were still just 
pictures rather than being made up of standard strokes, maybe the best that 
could be done would be to assign a number to each picture. Fortu-
nately, the set of stroke types evident in a Sòng-style typeface can 
be regarded in a very real sense as the alphabet of CJK writing.

    The origins of CDL
CDL was developed by Wenlin Institute as part of its software 

package for learning Chinese, to teach the fundamentals of tra-
ditional Chinese writing. The software provides animated stroke-
by-stroke display of more than 50,000 CJK characters. In the 
published versions of Wenlin, the CDL language itself is a hidden 
feature of the software implementation. The special abilities to 
view, create and modify CDL descriptions have so far only been 
included in unpublished versions of the software.

車

车

Figure 1a.

Figure 1b.

Figure 1c.

Figure 1d.

Figure 1e.

鳥鸟
Figure 1f.

The CJK Strokes Block
U+31CO . . U+31CF: Unicode 5.0
U+31DO . . U+31E3: Unicode 5.1?
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Stroke and comp(onent). The most important keywords in 

CDL are stroke and comp (an abbreviation for component). We’ve 
called strokes the basic CJK “alphabet,” and CDL can describe 
any Han character purely in terms of strokes, but the majority 
of characters can be described more briefl y and more meaning-
fully in terms of components. Components then have their own 
descriptions, sometimes in terms of simpler components, until 
fi nally the simplest components are described purely in terms of 
strokes. Since that is the usual situation, we’ll demonstrate the 
usage of comp fi rst, and stroke later.

A bird in the chariot (is worth ...)
A CDL description for our fl ying chariot (or wheeled bird?)

character might look almost like this:
 <cdl>
 <comp char='車'
  position='left' />
 <comp char='鳥'
  position='right' />
 </cdl>

Just looking at the code, it isn’t hard to see that the character 
being described is built from two components:車 chariot on the 
left and鳥 bird on the right. 

We generally want more precise control over the positions 
of components and especially strokes. Otherwise, CDL would be 
similar to an older technology known as Ideographic Descrip-
tions Sequences, which is useful but lacks many of the capabili-
ties of CDL.

Most often, when we create descriptions, we use a graphi-
cal interface to position the elements visually, by dragging 
on “control points” with the mouse. We usually don’t need to 
read or type any numbers; the CDL description is automatically 
updated to contain the exact coordinates.

Therefore, the form of CDL that we actually use doesn’t 
have a position attribute. Instead, it has a points attribute with 
numerical (x, y) coordinates and looks like this:
<cdl>
 <comp char='車'
 points='0,0 64,128' />
 <comp char='鳥'
 points='68,0 128,128' />
</cdl>

Technical note: Any coordinate system could be used. We have 
found it convenient and effi cient to use coordinates from 0 to 128, 
where (0,0) is the (left, top) corner and (128,128) is the (right, bot-
tom) corner. Decimal points are allowed for fractional coordinates 
(such as 3.14159), so the precision is practically unlimited and does 
not depend on the number (such as 128) that is chosen for the 
maximum coordinate value.

The Stroking Box 
The next illustrations are screen-

shots from the Stroking Box in an 
unpublished CDL-development ver-
sion of the software. The interface 
can be seen in the fi gure to the right.

It’s the same interface that the 
published educational version uses 
when displaying stroke-by-stroke 
animation, but with two additional 

capabilities: one for displaying the CDL code, 
and one for modifying the positions by point-
ing with the mouse and dragging on “control 
points.” The fi rst illustration to the right shows 
the control points at the corners of the bound-
ing boxes. Next is what it looks like if we drag 
some points around to make the chariot
smaller and the bird bigger.

It’s possible to convert automatically any 
description that uses comp elements into one 
that uses only stroke elements (eighteen of 
them in this case). When this is done, all con-
trol points are at the stroke level, as in the third 
illustration at the right.

The all-strokes description allows us to 
adjust the position of any stroke, add or remove 
strokes, and so forth, perhaps to describe a 
peculiar variant such as the one in the fourth 
illustration.

Seven-stroke chariot. To demonstrate the 
stroke element, here’s a description of 車:
 <cdl>
 <stroke type='h' />
 <comp  char='日' />
 <stroke type='h' />
 <stroke type='s' />
 </cdl>

That’s pretty simple. In fact, it’s too simple for some pur-
poses, and we’ll add some important details shortly, but fi rst 
let’s explain what we have so far.

The character 車 is described as a sequence of four elements: 
a stroke, a component and two more strokes. This is the order in 
which the character is traditionally written: basically from top 
to bottom, but with the long vertical stroke last.

The component 日 needs to have its own description, which 
we’ll supply. As we’ll see, 日 itself has four strokes, so 車 has a 
total of seven strokes. Now, what do h and s stand for? 

Each of the stroke elements has a stroke type attribute, speci-
fying one of the 36 types, represented by the ASCII abbreviation 
that is used in the Unicode CJK Stroke name. 車 starts with an h
and ends with an s.

The fi rst stroke in 車, h, goes horizontally from left to right. 
Its name is an abbreviation for Mandarin héng 横 horizontal,
which is the traditional name for this stroke type. It’s a coinci-
dence that héng and horizontal both start with the letter h.

The last stroke in車, s, starts at the top center and goes straight 
down. The letter s is an abbreviation for shù vertical stroke.

The 36 members of Unicode’s new CJK Strokes Block make it 
possible to use the Unicode characters or numbers as alternatives 

to the Mandarin-ASCII stroke-name abbreviations.

     Here comes the sun
We promised to show the description of 日, which is 

needed for a complete interpretation of the description 
we gave for 車. The character 日 by itself means sun or 
day, but as a component in 車, it’s simply a re-usable 
arrangement of four strokes.
 <cdl>
 <stroke type='s' />
 <stroke type='hz' />
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 <stroke type='h' />
 <stroke type='h' />
 </cdl>

The only new stroke type here is hz, which stands for Man-
darin héng-zhé 折 horizontal-turning. This is a stroke that 
turns a corner — in this case, the top-right corner of 日.

We could choose to describe 車 directly in terms of seven 
strokes and avoid using 日, but it would be a longer description 
(with seven elements instead of four). The re-use of components 
makes a collection of descriptions not only more effi cient in 
terms of space, but also more internally consistent and easier to 
develop and maintain.

Getting to the points 
To enable the full power of CDL to describe exactly how to dis-

play a character, each stroke element has a points attribute specify-
ing placement of its control points.

Just as with components, a graphical inter-
face enables us to move the control points 
around visibly on the screen, by dragging 
on them with a mouse. Therefore, it’s often 
unnecessary for the person who creates, edits 
or uses a CDL description to be concerned 
with the actual numerical coordinates.

In Figure 2a, we see how the control points 
are displayed in the Stroking Box. By dragging 
them apart (Figure 2b), we can see the four 
individual strokes.

The number of control points depends on 
the stroke type. The simple h and s types 
each require only a starting point and an 
ending point. The more intricate hz uses 
three points: the start, the corner and the 
end. The most intricate stroke type is named 

hzzzg and uses six points. It occurs in the character 乃.
Here is a description of 日 with points included:

<cdl>
 <stroke type='s'
 points='0,0 0,128' />
 <stroke type='hz'
 points='0,0 128,0 128,128' />
 <stroke type='h'
 points='0,60 128,60' />
 <stroke type='h'
 points='0,128 128,128' />
 </cdl>

Here is our most complete description of 日 sun:
<cdl char='日' uni='65e5'
  variant='0'
  points='24,8 104,120'>
 <stroke type='s'
 points='0,0 0,128'
 tail='long' />
 <stroke type='hz'
 points='0,0 128,0 128,128'
 head='cut' tail='long' />
 <stroke type='h'
 points='0,60 128,60'
 head='cut' tail='cut' />
 <stroke type='h'
 points='0,128 128,128'
 head='cut' tail='cut' />
 </cdl>

The fi rst line opens the cdl element, and the last line ends 
it with </cdl>. This time we’ve included four optional attri-
butes for the cdl element: char and uni, which simply say 
this is a description of 日 (U+65e5), also variant, which assigns 
the description to a particular variant identifi er in case we have 
multiple descriptions for the “same” character. 

The fourth optional attribute is the points for the character as a 
whole — that is, the fi rst points attribute before the two stroke ele-
ments. As we’ve used it in , it has the effect of making  slightly 
narrower and shorter than the regular square, and this improves 

Figure 2a.

Figure 2b.
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its appearance, partly by avoiding having strokes running along 
the outer edges of the square. By the way, this fi rst points attribute 
only affects the display of  as a standalone character. When 

 is used as a comp in another character, such as , the points 
attribute of the comp tag in that character overrides this one.

Finally, the strokes have optional attributes such 
as tail='long' which affect subtle decorative 
features of the Sòng style outlines, especially where 
strokes meet. CDL descriptions can be displayed in 
a “plain” style without decorations, in which case 
these decorative attributes are superfl uous.

Some of the most important applications for CDL 
include teaching stroke order; representing unen-
coded characters; distinguishing unifi ed variants; 
a font format with built-in indexing; handwriting 
recognition; indexing by strokes and components; 
maintaining and building Unicode; optical charac-
ter recognition (OCR). CDL has already been put to 
all of these uses, in varying degrees.

Teaching stroke order
The Stroking Box, an educational software fea-

ture that was and still is the original application for 
CDL, displays animation of a character being written 
stroke-by-stroke. Each stroke is written gradually so 
that the learner can see where it begins and ends. 
There are controls for setting the speed, colors, style 
and stroke thickness. In addition to the dynamic 
Stroking Box, Wenlin displays static stroke-order 
diagrams like the ones shown at right.

Our primary reference for stroke order and other orthographic 
questions is a PRC national standard published under the title of 

 (ISBN 7-80126-201-8).
Of course, CDL descriptions can and should be created as 

needed to represent orthography in other locales, whenever there 
is variation between the standards.

Representing unencoded characters
We’ve already demonstrated how CDL can represent any com-

bination and arrangement of Sòng-style strokes and components, 
regardless of whether there is a Unicode number assigned to it. 
Such a description can be included directly in a text fi le, inter-

spersed with ordinary text, perhaps including other 
XML-based markup. CDL-enabled software will dis-
play the character by interpreting the CDL, without 
needing a customized font, a Private-Use Area code 
point or an embedded graphical image. Users won’t 
see codes; they’ll just see characters.

So far, Wenlin is the only software with this 
ability to display embedded CDL, and its CDL fea-
tures are mostly unpublished or undocumented, 
but we expect this ability eventually to be included 
by mainstream web browsers, word processors, 
operating systems and other software. 

When end users are able to create CDL descrip-
tions of characters, encoded or not, and can embed 
these in online documents, web spiders crawling the 
internet will be able to collect them automatically and 
use associated metadata to feed these descriptions 
into encoding and variant-mapping processes.

    The elements of CJK input
Imagine that instead of typing the letters of the 

alphabet on your computer keyboard to write Eng-
lish words, you needed a keyboard with one key for 
each word. This would be a big keyboard indeed! 
Even if the size were not a problem, no matter how 

many words it included, there would always be missing words 
that couldn’t be typed. Or imagine an infl exible spellchecker that 
absolutely refuses to let you write any word not in its diction-
ary. The situation in CJK encoding is rather similar to this, to the 
extent that the Han character (comprised of strokes) is like the 
English word (comprised of letters).

Being lost in translation can be 
fatal to your business.

1.888.5.RUSLOC (1.888.578.7562)   From outside the US: +1.425.774.0489

Business translation and localization services.

Specialists in Russian, Ukrainian and other former Soviet bloc languages. 

 www.rusloc.com

日 sun/day (4 strokes)

车 car (simple form, 4 
strokes)

車 car (full form, 7 strokes)

鸟 bird (simple form, 5 strokes)

鳥 bird (full form, 11 strokes)
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CJK input methods, as a rule, only allow inputting a limited 

set of characters. They don’t allow constructing new (missing 
or unencoded) characters by combining strokes or components. 
In this way, they really are like the absurdly enormous English 
keyboard we were imagining that has no letters or like a spell-
checker that won’t allow exceptions and can’t be turned off.

Most CJK “words” are in fact written as strings of two or 
more characters. So, 10,000 or so characters are enough to write 
hundreds of thousands of words. New words are created all the 
time, but, partly due to technical limitations for typesetting, new 
Han characters are rarely created any more. The current Unicode 
CJK set is suffi cient for most ordinary modern vocabulary used in 
newspapers and so on.

Nevertheless, these analogies do accurately portray the dif-
fi culties people are up against when they wish to represent on 
a computer the characters that were so freely and frequently 
created in the past with handwriting and woodblock printing.

Distinguishing encoded variants
By design and by necessity, Unicode unifi es — lumps together 

under a single code point — many variants of CJK characters 
that differ in small — and presumably, mostly non-distinctive 
— ways, such as the presence or absence of a dot or whether 
stroke segments are joined or separated.

Such variations can be very important for some purposes. 
Different national standards sometimes assign different offi cial 
stroke counts to the “same” character, and the stroke counts deter-
mine the organization of dictionaries and so on. And historical 
Chinese texts can often be dated on the basis of a single stroke 
being intentionally omitted in taboo avoidance of the name of 
the reigning emperor.

Shakspere, Shaksper, Shaxper: unified variants?
The Bard himself reportedly spelled his name variously in 

his own day as Shakspere, Shaksper, Shaxper and Shakespeare.
If English words had to be encoded like CJK characters and the 
variant spellings were unifi ed, then we’d be unable to write the 
preceding sentence without resorting to some non-standard text 
representation practice. The digitization of original editions of 
important historical texts would be hindered by the lack of prior 
lexicographic and encoding work. This is the status quo for CJK 
texts, and it presents an unacceptable, unnecessary bottleneck.

Given that a goal of Unicode is to provide an international 
CJK character encoding, transcending temporal and political 
boundaries, Unicode doesn’t have the luxury of narrow scope. In 
fact the problems faced in Unicode’s CJK encoding are greatly 
compounded, requiring in effect innovative and comprehensive 
lexicographic work to be the gating constraint on the digitiza-
tion of texts.

Unicode has recognized the need for identifying variants that 
share a code point and for this purpose has established the “variant 
selector” mechanism. The need remains, however, to assign a precise 
meaning to each combination of code point and variant selector 
(see Hiura & Muller 2006: UTS #37, www.unicode.org/reports/tr37). 
Using CDL, each code point can have multiple descriptions, one 
description for each variant, uniquely identifi ed by a selector.

CDL fonts
A database of CDL descriptions serves as a font that can be 

used by a CDL-aware application to display any CJK text. A 

CDL font can be compressed to an extremely small size because 
the vast majority of characters can be described with just two 
comp tags each, and for such a character all that must be stored 
is two Unicode numbers and a few coordinates. The re-use of 
component descriptions means that each component only needs 
to be described once in the font. Wenlin’s CDL font fi le of over 
50,000 CJK characters occupies less than one megabyte of stor-
age (about 18 bytes per character).

A CDL font displays quickly at a speed comparable to conven-
tional font formats such as TrueType. We have implemented utilities 
for converting CDL descriptions into other font/graphics formats 
including Postscript, scalable vector graphics and METAFONT.

Since the descriptions are standards-based and components are 
re-used, the CDL font is inherently highly consistent. Adding a new 
glyph to a CDL font is generally just a matter of combining a few 
elements and adjusting a few coordinates. That’s much easier than 
adding a new glyph to an ordinary font, especially if you are trying 
to match the style. A single CDL font can be displayed in different 
styles and weights. Thus, it really serves as a font family. In this 
respect, CDL has something in common with the METAFONT lan-
guage and with Multiple Master fonts. The CDL descriptions them-
selves determine the essential shape or “skeleton” of a character in 
a general way. The CDL interpreter is responsible for deciding 
stroke thickness and whether to include optional 
decorations. Here are two examples of the same 
text, displayed using the same CDL descriptions 
but different styles.

Handwriting recognition
Since CDL describes the way each CJK character is actually 

written by hand, stroke by stroke, it naturally has applications for 
handwriting recognition. The recognition accuracy rate is high, 
provided that characters are written with standard stroke count 
and stroke order. The recognition algorithm currently employed 
counts the strokes in the handwritten character, then compares it 
with all the characters in the CDL database with the same num-
ber of strokes and fi nds the most similar character or characters, 
based on the distance (sum squared difference) between the cor-
responding stroke coordinates. Perhaps surprisingly, this is not 
only fast (a fraction of a second), but also accurate.

Only the beginning and ending coordinates of each stroke are 
currently used. Even higher accuracy could be achieved by taking 
into account intermediate points along the path of a stroke, rather 
than only the beginning and ending points. The algorithm could 
be extended to handle cursive handwriting, in which strokes are 
not necessarily separated by lifting the pen.

Theoretically, it should be possible to implement a recognizer 
which would create a complete CDL description based on a hand-
written character even if no matching description appeared in the 
database. In that situation, the recognizer could insert the descrip-
tion itself as XML, rather than a Unicode character code, directly 
into the text. In this way, one could input unencoded characters 
such as our fi rst example of the “chariot plus bird” combination.

Indexing by strokes and/or components
Many CJK dictionaries and other reference works include 

indexes for locating characters according to their strokes and/or 
components. Pronunciation is another popular key to organiz-
ing CJK dictionaries, but of course it requires knowledge of the 
pronunciation.
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Components used for organizing dictionaries and indexes are 

known in English as radicals. A conventional set of 214 radicals 
has been used to organize many dictionaries, starting with Zihui 
in the fi fteenth century and including the famous Kangxi Dic-
tionary published in 1716. Our “chariot plus bird” character might 
be listed under either the chariot radical or the bird radical. You 
would have to guess which of the two and generally try both, but 
this character probably isn’t in your dictionary.

Thousands of characters may share the same radical, just as 
thousands of words written alphabetically may start with the 
same letter. For alphabetical indexing, the order depends on the 
non-initial letters in a word. Early radical-based dictionaries listed 
same-radical characters in essentially random order, but eventually 
it became common to sub-group using residual stroke count, which 
is the number of strokes a character would have if its radical were 
removed. Characters with the same radical and same residual stroke 
count were still listed in random order, and this practice survives in 
the Unicode standard. Some twentieth-century dictionaries, how-
ever, started using a third organizing principle to determine the 
order of characters with the same radical and same residual stroke 
count. This principle takes into account the types of the residual 
strokes, using classifi cation systems related to what in CDL are the 
stroke types h, s and so on. The system that has become standard 
in PRC distinguishes fi ve categories of stroke types with a conven-
tional ordering. The CDL specifi cation includes the mapping of the 
36 CDL stroke types to the fi ve stroke categories.

Because of the diffi culties with radicals, many reference works 
employ an alternative method instead of or in addition to radi-
cals. This method simply orders characters by their total stroke 
counts and orders characters with the same stroke count by the 
type of the fi rst stroke. If the stroke count and fi rst stroke type 
are the same, the type of the second stroke is taken into account, 
and so forth.

The CDL database can provide lists of characters ordered by 
radical, residual stroke count, and residual stroke type, and also 
lists ordered by total stroke count and stroke types.

We used CDL to prepare the radical and stroke indexes for 
the ABC Chinese-English Comprehensive Dictionary, edited by 
John DeFrancis (University of Hawaii Press, 2003). The Institute 
also provided the Unicode Consortium with CDL-based data to 
assist in the construction of a radical index for a subset of the 
Han characters in the Unicode Standard 5.0.

Maintaining and extending Unicode
Organizing the more than 70,000 CJK characters already in 

Unicode and the thousands more destined for future encoding is 
an extremely challenging task, especially since the main method 
of organization used so far has been the venerable Kangxi Dic-
tionary system just described. Some characters have accidentally 
been encoded twice — that is, sometimes two different Unicode 
numbers have been assigned to the same character. This problem 
has been greatly exacerbated by the fact of variation. Two forms 
of the “same” character may be different enough that they are 
not easily recognized as the same character in spite of unifi cation 
guidelines.

Another problem with the continuing addition of thousands 
of Han characters to Unicode is that each new version of Unicode 
causes existing fonts and input methods to become out of date.

CDL can help to solve these problems or at least alleviate them. 
Digitization of ancient Buddhist manuscripts, for example, will be 

able to proceed using CDL to represent unencoded or rare vari-
ant characters, rather than waiting years for those characters to 
become part of Unicode or creating incompatible temporary fonts 
and documents using private-use code points.

When addition of rare Han characters to Unicode continues, a 
complete database of the already-encoded Han characters can be 
searched exhaustively to make sure that each candidate charac-
ter really is unencoded and not just hiding under a non-obvious 
radical. To facilitate this kind of searching, each encoded character 
should have not only one CDL description in the database, but 
multiple descriptions corresponding to different ways of writing or 
analyzing the “same” character. The search algorithm should use 
robust and fuzzy matching to fi nd similar or identical descriptions. 
Similarity can be based on components or strokes or both. CDL’s 
ability to automatically convert a component-based description into 
a strokes-only description can be exploited to avoid the problem of 
variant component analysis. For example, 章 can be described as 
音 over 十, as 立 over 早 or as 立 over 日 over 十. When converted 
to a sequence of strokes, the descriptions are identical.

The problem of fonts becoming out of date can be alleviated 
by using CDL to display a character that is missing from a font 
and by using CDL descriptions to assist in font creation. Similarly, 
input methods based on strokes could be updated easily.

OCR
Another potential application of CDL is to the problem of CJK 

OCR. When applied to CJK text, current OCR technologies yield 
largely binary results: either a printed character is identifi ed with 
an encoded character, or it is not. Where matching fails or is 
imperfect, either a completely wrong character is selected or else 
OCR fails completely. Using CDL, the results of partial or failed 
OCR matches become meaningful.

Other scripts
The applications of CDL technology for scripts beyond the 

CJK world are just as important — cuneiform scripts, Tangut (西
夏 Xı̄xià, an extinct CJK offshoot recently proposed to Unicode), 
Egyptian hieroglyphs, Mayan and other complex scripts with 
componential basis and special component and character posi-
tioning requirements.

Such scripts are similarly limited by the open-endedness of 
their character sets due to historical and local variation and due 
to the ill-defi ned nature of the bounds of the higher-level units 
of writing. Basic script elements are identifi able in each of these 
scripts, that can be employed in conjunction with CDL to struc-
ture text, to remove the encoding bottleneck, and to empower the 
paleographers, lexicographers and linguists who must ultimately 
seek to resolve these problems.

In the end
CDL is a core infrastructure technology, providing a solid 

framework for data structure, data storage and data. Because 
CDL is pure Unicode and pure XML and because its applications 
for CJK are clearly based on traditional orthographic standards 
active across CJK scripts, CDL is completely standards-based. 

We are working to bring the CJK part of the CDL database 
online so that everyone can use this technology. And we are 
working to promote and refi ne CDL methods to make them more 
fl exible, more generally applicable. Further information is avail-
able at http://wenlin.com/cdl M
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Branding. A name, logo, slogan and/or design scheme 
associated with a product or service. Brand recognition 
and other reactions are created by the use of the product 
or service and through the influence of advertising, design 
and media commentary. A brand is a symbolic embodiment 
of all the information connected to the product and serves 
to create associations and expectations around it. A brand 
often includes a logo, fonts, color schemes, symbols and 
sound that may be developed to represent implicit values, 
ideas and even personality.

Computer-aided translation (CAT). Computer techno-
logy 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 trans-
lation and localization of content, so most of them have been 
partnered with globalization management systems (GMS).

Double-byte character set (DBCS). This term has two 
basic meanings. In CJK (Chinese-Japanese-Korean) comput-
ing, the term traditionally means a character set in which 
every graphic character not representable by an accompa-
nying SBCS (single-byte character set) is encoded in two 
bytes. Han characters would generally comprise most of 
these two-byte characters. The term can also mean a char-
acter set in which all characters — including all control 
characters — are encoded in two bytes.

Dubbing. In filmmaking, the process of recording or 
replacing voices for a motion picture. The term is most 
commonly used in reference to voices recorded that do not 
belong to the original actors and speak in a different lan-
guage than the actor is speaking. 

Full match. A source text segment that corresponds 
exactly (100%) with a previously stored sentence or phrase 
in a translation memory (TM) tool.

Fuzzy match. Refers to the situation when a sentence or 
phrase in a translation memory (TM) is similar — but not a 
100% match — to the sentence or phrase the translator is 
currently working on. The TM tool calculates the degree of 
similarity or “fuzziness” as a percentage figure.

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

Globalization management system (GMS). A system 
that focuses on managing the translation and localization 
cycles and synchronizing those with source content man-
agement. Provides the capability of centralizing linguis-
tic assets in the form of translation databases, leveraging 
glossaries and branding standards across global content.

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

Internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it can 
handle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

Lingua franca. A language that is adopted as a com-
mon language between speakers whose native languages 
are different.

B
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Localization (l10n). In this context, the process of adap-

ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, cus-
toms and the characteristics of the target locale. It fre-
quently involves changes to the software’s writing system 
and may change keyboard use and fonts as well as date, 
time and monetary formats. 

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

Open-source software. Any computer software distrib-
uted under a license that allows users to change and/or 
share the software freely. End users have the right to mod-
ify and redistribute the software, as well as the right to 
package and sell the software.

Search engine. A program designed to help find informa-
tion stored on a computer system such as the worldwide 
web or a personal computer. A search engine allows a user 
to ask for content meeting specific criteria — typically those 
containing a given word, phrase or name — and retrieves a 
list of references that match those criteria.

Source language. A language from which text is to be 
translated into another language.

Terminology management. Primarily concerned with 
manipulating terminological resources for specific pur-
poses — for example, establishing repositories of termino-
logical resources for publishing dictionaries, maintaining 
terminology databases, ad hoc problem solving in finding 
multilingual equivalences in translation work or creating 
new terms in technical writing. Terminology management 
software provides the translator a means of automati-
cally searching a given terminology database for terms 
appearing in a document, either by automatically display-
ing terms in the translation memory software interface 
window or through the use of hotkeys to view the entry 
in the terminology database. 

Translation. The process of converting all of the text 
or words from a source language to a target language. An 
understanding of the context or meaning of the source lan-
guage must be established in order to convey the same mes-
sage in the target language. 

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

Translation Memory eXchange (TMX). An open stan-
dard, based on XML, which has been designed to simplify 
and automate the process of converting translation memo-
ries (TMs) from one format to another.

Translation unit (TU). A segment of a text that the 
translator treats as a single cognitive unit for the purposes 
of establishing an equivalence. The TU may be a single word, 
a phrase, one or more sentences, or even a larger unit.

Voice-over. Refers to a production technique where 
a disembodied voice is broadcast live or pre-recorded in 
radio, television, film, theater and/or presentation. The 
voice-over may be spoken by someone who also appears 
on-screen in other segments or it may be performed by a 
specialist voice actor.

Written Chinese. Written Chinese refers to the thou-
sands of symbols or Chinese characters used to represent 
spoken Chinese, along with rules and conventions about 
how they are arranged and punctuated. Chinese charac-
ters do not constitute an alphabet or a compact syllabary. 
Instead, they are built up from simpler parts representing 
objects or abstract notions, although most characters do 
contain some indication of their pronunciation. 

Resources
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ORGANIZATIONS
American Translators Association: www.atanet.org; and its 

Language Technology Division: www.atanet.org/divisions/LTD
Fédération Internationale des Traducteurs/International 

Federation of Translators: www.fit-ift.org
Localization Industry Standards Association (LISA): 

www.lisa.org
The Localization Institute: www.localizationinstitute.com
Translation Automation User Society (TAUS): 

www.translationautomation.com
The Unicode Consortium: www.unicode.org

PUBLICATIONS
Ethnologue: Languages of the World, 15th ed., Raymond G. 

Gordon, Jr., editor: www.ethnologue.com
The Guide to Translation and Localization,

published by Lingo Systems: www.lingosys.com
Index of Chinese Characters With Attributes, George E. Bell, 2006, 

available at www.multilingual.com
MultiLingual (formerly MultiLingual Computing & Technology): 

Additional resources available at www.multilingual.com
The Translator’s Tool Box: A Computer Primer for Translators 

by Jost Zetzsche and The Tool Kit newsletter: 
www.internationalwriters.com/toolkit

WEBSITES

Omniglot: writing systems & languages of the world — Irish:
www.omniglot.com/writing/irish.htm

Ethiopian Treasures: www.ethiopiantreasures.toucansurf.com/
pages/calendar.htm
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Bitext or TM?

Why not both?

> Eliminates tedious manual alignment process

> Recycles all legacy documents

> Retrieves matches from terms to paragraphs

> Facilitates in-context translation within preferred editor

> Ensures terminology consistency

> Provides web access to TM and terminology

Bitext or TM?

Why not both?

Discover how more and more global organizations,

governments and language service providers are

TEXTBASE TM
Powered by MultiCorpora, an independent technology provider

www.multicorpora.com

North America: 1-877-725-7070

Europe: +32(0)2 21 3 0020Unlocking the “TRUE” value

of their Multilingual Assets
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 ASSOCIATIONS

AILIA Association de l’industrie de la 
langue/Language Industry Association
Description AILIA is the voice of the Canadian language 
industry, bringing together organizations and professionals 
from three sectors: translation, language technologies and 
language training. Through a single point of contact, AILIA 
members can access key resources to stimulate their growth 
around the world. 
AILIA 65 Sherbrooke Street East, Suite 110, Montréal, QC, Canada 
H2X 1C4, 514-285-6596, E-mail: communication@ailia.ca, Web: 
www.ailia.ca

Globalization and Localization Association 
Description The Globalization and Localization Association 
(GALA) is a fully representative, nonprofit, international 
industry association for the translation, internationalization,
localization and globalization industry. The association gives 
members a common forum to discuss issues, create innova-
tive solutions, promote the industry and offer clients unique, 
collaborative value.
Globalization and Localization Association 23 Main Street, 
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361, E-mail: 
info@gala-global.org, Web: www.gala-global.org  

AUTOMATED TRANSLATION

KCSL Inc.
Languages All Description NoBabel Translator is based on 
25 years of KCSL research and development in mult lingual 
spelling and grammar correction, data compression and 
search technology. It not only provides automated, multi-
document alignment but also offers a powerful way to improve
translation memory (TM) creation and leveraging. NoBabel’s 
strength lies in its unique ab lity to draw upon a variety of 
sources to synthesize newly matched, high-quality transla-
tion units with optimal relevance to source material. Without 
human interaction, NoBabel maintains TM integrity while 
lowering costs and increasing productiv ty. Designed origi-
nally for large enterprises, today NoBabel is equally beneficial 
to corporations and individual translation service providers. 
KCSL Inc. 5160 Yonge Street, Suite 1012, Toronto, ON, Canada M2N 
6L9, 416-222-6112, Fax: 416-222-6819, E-mail: info@kcsl.ca, 
Web: www.kcsl.ca See ad on page 15

Language Weaver, Inc.
Languages All Description Language Weaver’s statistical 
automated translation software is designed for companies 
interested in leveraging existing translation resources to 
increase translation efficiency and productivity. Language 
Weaver has proven success delivering productivity improve-
ments and time savings to large corporations, LSPs and 
translation solution providers by quickly creating custom-
ized translation systems using each company’s existing 
translated data. These systems produce high-quality transla-
tions of domain specific data. Language Weaver software can 
be easily integrated into customer support tools, knowledge 
bases and translation workflow applications for added effi-
ciency. Find out how Language Weaver can meet your trans-
lation needs. Contact us to set up a p lot project.
Language Weaver, Inc. 4640 Admiralty Way, Suite 1210, Marina 
del Rey, CA 90292, 310-437-7300, Fax: 310-437-7307, E-mail: info
@languageweaver.com, Web: www.languageweaver.com See ad on 
page 34

CONFERENCES

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

The Internationalization & Unicode Conference
Description The Internationalization & Unicode Conference 
(IUC) is the premier technical conference focusing on multi-
lingual, global software and web internationalization. Each IUC 
conference features a variety of tutorials and conference sessions 
that cover current topics related to web and software interna-
tionalization, globalization and Unicode. Internationalization 
and Unicode experts, implementers, clients and vendors are 
invited to attend this unique conference. The interactive format 
makes the IUC a great place to meet and exchange ideas w th 
leading experts during birds-of-a-feather gatherings, find out 
about the needs of potential clients, or get information about 
new and existing Unicode-enabled products in the exhibit hall. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320, E-mail: dana@
omg.org, Web: www.unicodeconference.org See ad on page 37

ENTERPRISE SOLUTIONS

Idiom Technologies, Inc. 
Multiple Platforms
Languages More than 120 Description Idiom Technologies
optimizes the globalization supply chain by aligning global 

enterprises, language service providers and translators. 
Award-winning WorldServer™ software solutions expand 
market reach and accelerate multilingual communication 
with a proven platform for automating translation and 
localization processes. Idiom works with global organiza-
tions including Adobe, Autodesk, Continental Airlines, 
eBay, Motorola and Travelocity to cost-effectively trans-
late global websites and applications, streamline software 
localization and delivery, and speed time-to-market for 
international product documentation. Idiom also partners 
with consulting firms, systems integrators and technology 
vendors to help customers achieve high-quality results and 
maximize existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc
.com, Web: www.idiominc.com See ad on page 83

STAR Group
Multiple Platforms
Languages All Description STAR is a leader in information 
management, localization, internationalization and global-
ization solutions as well as a premier developer of language 
technology tools such as Transit/TermStar, WebTerm and 
of our information management system, GRIPS. For more 
than 22 years, STAR has specialized in information man-
agement and publishing, multilingual processing including 
translation services, terminology management, software 
localization/internationalization, software development and 
multimedia systems engineering. With 38 offices in 28 coun-
tries and our global network of pre-qualified freelance trans-
lators, STAR provides a unique combination of information 
management tools and services.
STAR Group America, LLC 5001 Mayfi eld Road, Suite 220, 
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-691-
8910, E-mail: info@us.star-group.net, Web: www.us.star-group.net 
See ad on page 18

XTRF Management System 
Multiple Platforms
Languages All Description XTRF is a global management 
system for translation agencies. 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 transla-
tion companies to streamline all of their daily activities, 
and it guarantees smooth management of the company 
while reducing administrative costs. Project management, 
invoicing, quotations, ISO 9001 reports and CRM are the 
main fields covered by the system. Designed by transla-
tion and localization professionals and created by the best 
IT team, this powerful tool will reduce the time spent on 
repetitive tasks and increase the company’s effectiveness.
XTRF ul. Walerego Slawka 3, 30-653 Krakow, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu

INTERNATIONALIZATION TOOLS

across Systems GmbH
Windows
Languages All Description across Systems GmbH is a spin-
off of Nero AG with its world’s leading CD/DVD applica-
tion. across includes TM and terminology system as well as 
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powerful tools to support the project and workflow manage-
ment of translations. Product manager, translator and proof-
reader all work together w thin one system, either in-house 
or smoothly integrated with translation service providers. 
across provides several partner concepts and the Software 
Development K t (SDK) for system integrators and technol-
ogy partners, to allow the translation desktop to be integrated 
directly, in order to include both preliminary and subsequent 
process steps. This results in more flexible and transparent 
processes that benefit all sides.
across Systems GmbH Im Stoeckmaedle 18, D-76307 Karlsbad, 
Germany, 49-7248-925-425, Fax: 49-7248-925-444, E-mail: info@
across.net, Web: www.across.net See ad on page 2

LOCALIZATION SERVICES

ADAPT Localization Services 
Languages More than 50 Description ADAPT Localization 
Services (founded in 1999 as transline Localization) offers 
the full range of services that enables clients to be success-
ful in international markets, from documentation design 
through translation, linguistic and technical localization ser-
vices, pre-press and publication management. Serving both 
Fortune 500 and small companies, ADAPT has gained a rep-
utation for quality, reliability, technological competence and 
a commitment to customer service. Fields of specialization 
include diagnostic and medical devices, IT/telecom and web 
content. With offices in Bonn, Germany, and Stockholm, 
Sweden, and a number of certified partner companies, 
ADAPT is well suited to help clients achieve their goals in 
any market.
ADAPT Localization Services Clemens-August-Strasse 16-18, 53115
Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, E-mail: 
adapt@adapt-localization.com, Web: www.adapt-localization.com 
See ad on page 24

Alliance Localization China, Inc. (ALC)
Languages Major Asian and European languages Description
ALC offers document, website and software translation and 
localization, desktop publishing, and interpreter services. We 
focus on English, German and other European languages to 
and from Chinese, Japanese, Korean and other Asian lan-
guages. We use TRADOS, CATALYST, SDLX, Transit and 
other CAT tools, as well as DTP tools including CorelDraw, 
FrameMaker, FreeHand, Illustrator, InDesign, PageMaker, 
Photoshop and QuarkXPress. Our customer-oriented app-
roach is supported by strong project management, a team 
of specialists, a large knowledgebase and advanced meth-
odologies. We always provide service beyond our custom-
ers’ expectations at a low cost and w th high quality, speed, 
dependability and flexib lity.
Alliance Localization China, Inc. Suite 609, Building B, Number 10 
Xing Huo Road, Fengtai Science Park, Beijing 100070, P.R. China, 86-
10-8368-2169, Fax: 86-10-8368-2884, E-mail: customer_care@
allocalization.com, Web: www.allocalization.com

Alpha CRC — Translating Excellence
Languages All Description You benefit from 19 years of 
experience in software localization when choosing Alpha 
CRC. A private company, we pride ourselves on meet-
ing the individual needs of customers. Our in-house staff 
includes translators covering 17 languages plus experts in 

software engineering, DTP, QA and testing, voice record-
ing and project management. This means we always have 
people available to discuss and deliver your requirements. 
When selecting Alpha, you have the added confidence of 
knowing that top technology companies do the same. Our 
customers include SAP, Sun and Symantec. Whether you’re 
an experienced global player or starting, Alpha has the solu-
tion for you.
Alpha CRC Ltd. St. Andrew’s House, St. Andrew’s Road, Cambridge,
CB4 1DL UK, 44-1223-431011, Fax: 44-1223-461274, E-mail: 
cruggiero@alphacrc.com, Web: www.alphacrc.com  

Beijing E-C Translation Ltd.
Languages Asian Description Beijing E-C Translation Ltd., 
one of the largest localization and translation companies in 
China, focuses mainly on software and website localization; 
technical, financial, medical, patent and marketing transla-
tions; and desktop publishing services. We use TRADOS, 
SDLX, CATALYST, TTT/PC, STAR Transit, Robohelp, 
FrameMaker, PageMaker, InDesign, QuarkXPress, MS 
Office and other graphic and DTP tools. Having more 
than 150 full-time employees located in Beijing, Taipei, 
Singapore, Seoul, Shanghai, Hong Kong, Shenyang and 
Chengdu, we can handle English/German into and from 
Simplified Chinese/Traditional Chinese/Japanese/Korean/
Thai. We guarantee that clients’ projects will be handled 
not only by native speakers, but also by topic specialists. 
Clients can expect and will receive high-qual ty services, 
on-time delivery and low cost. 
Beijing E-C Translation Ltd. 2nd Floor, Hua Teng Development 
Building, No. 23, Xi Huan Bei Road, BDA, Beijing Economic-
Technological Development Zone, Beijing 100176, P.R. China, 86-
10-67868761, Fax: 86-10-67868765, E-mail: service@e-cchina
.com, Web: www.e-cchina.com

Binari Sonori
Languages From all European languages into Italian Descrip-
tion Binari Sonori has served the localization and translation 
market since 1994. Binari Sonori has been awarded a number 
of crucial projects and has become one of the major players 
in the Italian localization industry. Our goal is to guarantee 
high quality, timeliness and flexibility. We are accustomed to 
working for clients throughout the world who need to reach 
the Italian market with their products. Our project managers, 
translators and revisers are trained to solve today’s challenges 
of translation/localization projects, regardless of text length 
or the software tools to be used. Fields of expertise are soft-
ware, hardware, telecommunications, finance, training, web 
and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on 
page 45

Boffin China, Inc.
Languages Translation/localization: Asian languages; DTP:
most Asian and European languages Description Based in 
China w th an office in North America, Boffin crosses the 
boundaries of language, culture and technology to deliver 
best-of-class localization products. Services include website/
application localization, software localization, documents 
translation, HTML/XML engineering/testing, rich media, 
and desktop publishing. We’ve bu lt a reputation for quality, 

fast turnaround, consistency and value during the past ten 
years w th our teams of experienced in-country translators, 
project managers, DTP experts and technicians. Providing 
full support and tailored solutions at reasonable prices is the 
foundation of Boffin’s quality service to its clients. 
Boffi n China, Inc. 65 Forest Manor Road, Suite 1603, North York, 
ON, Canada M2J 1M5, 800-340-5563, Fax: 514-372-5363, E-mail: 
ca@boffi nchina.com, Web: www.boffi nchina.com See ad on page 25

Commit
Languages All, with a focus on Balkan languages Description
Founded in 1997, Commit is a leading language services 
provider with offices in Athens, Greece. Commit offers 
a complete portfolio of services — localization, transla-
tion, interpreting, consulting — with a special focus on the 
Balkan languages (Albanian, Bosnian, Bulgarian, Croatian, 
Greek, Macedonian, Romanian, Serbian, Slovenian and 
Turkish). Key strengths include project managers, translators 
and proofreaders with vast experience, responsiveness and 
flexibility; competitive local market prices; and a commit-
ment to high quality, all resulting in long term partnerships 
with our customers. 
Commit 139 Plapouta Avenue, GR 141 21, N. Iraklio, Athens, Greece, 
30-210-8056930, Fax: 30-210-8056935, E-mail: info@commit.gr, 
Web: www.commit.gr See ad on page 40

CPSL
Languages All Description CPSL offers all the standard 
localization services, yet so much more. With over 40 years 
of global experience, CPSL provides its customers with best 
practices consultancy, event planning, translation, localiza-
tion, publishing and interpreting services. CPSL focuses on 
localization services for life sciences, technical, automotive, 
IT and energy industries, and is renowned for its ability to 
retain long-term relationships with its clients. These attri-
butes, paired with its reputation for outstanding customer 
care, competence, quality and state-of-the-art technology, 
make CPSL an industry leader. While other translation busi-
nesses have come and gone, CPSL has consistently grown to 
become the largest Spanish-owned localization company.
CPSL Torre Llacuna, Llacuna 166, 9ª, 08018 Barcelona, Spain, 34-
902-363-085, Fax: 34-933-000-040, E-mail: info@cpsl.com, Web: 
www.cpsl.com See ad on page 42

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompassing 
a whole range of client needs, from plain translation to desk-
top/web publishing to localization development and testing. 
Over the years, EuroGreek’s services have been extended to  
cover most subject areas, including German and French into 
Greek localization services. All of EuroGreek’s work is pro-
duced in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG UK  
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production@
eurogreek.gr, Web: www.eurogreek.com See ad on page 61
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iDISC Information Technologies
Language Spanish Description iDISC, established in 1987, 
is a leading independent localization company based in 
Barcelona, Spain. Services range from localization to DTP, 
from compiling to product testing. We are backed by a team 
of in-house, full-time professionals and a carefully selected 
and assessed freelance database which allows us to tackle 
any size of project in our areas of expertise, mainly software 
localization, technical and telecom documentation, ERP and 
marketing. As a single-language localization company, we 
leverage from long-time experience using TRADOS, IBM 
Translation Manager and other translation tools. Highly 
technical capabil ties, in-house know-how and professional 
support are guaranteed by iDISC’s Support and Development 
Department. Contact us for a quote or other details.
iDISC Information Technologies Passeig del progrés 96, 08640 Olesa 
de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 34-93-
778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

iSP — The Localization Experts
Languages From English into all major languages 
Description iSP (international Software Products) is a 
distinct provider of localization services. For 20 years iSP 
has served its clients with the principles of honesty and 
customer-centric services. Not surprisingly, first-time cus-
tomers and new customers have always stayed w th iSP. 
We are dedicated to delivering the highest quality localized 
products. Our flat, in-house organizational structure means 
decision-making and action-taking are quick and simple. 

We are located near Amsterdam, The Netherlands, where 
we surround ourselves w th languages. Our services cover 
all aspects of localization. We are in the heart of Europe. We 
are iSP. We are the localization experts.
iSP — international Software Products B.V. Dorpsstraat 35-37,
1191 BH Ouderkerk aan de Amstel, The Netherlands, 31-20-496-5271, 
Fax: 31-20-496-4553, E-mail: localization@isp.nl, Web: www.isp.nl 

New markets for your
products and solutions

Janus Worldwide Inc.
Languages Russian, ex-USSR and Eastern European lan-
guages Description Janus provides translation, localization, 
DTP and linguistic consulting for Russian, Ukrainian and 
other European languages. Our deep expertise, flexibil ty, 
diversity and exceptional value of services are recognized by 
many industry-leading customers and partners worldwide. 
Our uniqueness is a solid team of the best professionals in all 
relevant areas — localization engineers, language specialists,
QA officers, DTP and software engineers, and more. We do 
it end-to-end — from servers to handhelds, from ERP to 
automotive solutions and from interface specifications to 
legal notices. Janus is ISO 9001:2000 certified. Company 
activities including translating, localizing, DTP and linguis-
tic consulting were subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Offi ce 113, Moscow 
115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail: 
management@janus.ru, Web: www.janus.ru See ad on page 26

Jonckers Translation & Engineering s.a.
Languages All Description Jonckers is focused on delivering 
software, e-learning and multimedia localization services. We 
support the globalization strategies of industry leaders such 
as Adobe, Hewlett-Packard, IBM, Microsoft and SAP. Our 
service range covers the complete localization value chain, 
including linguistic, publishing, engineering and testing ser-
vices. With headquarters in Brussels, Jonckers has local offices 
in the United Kingdom, the Czech Republic, Japan, South 
Korea, Taiwan and the People’s Republic of China. Jonckers 
is a founding member of LCJ EEIG and a Microsoft Premier 
Vendor. To learn more, please visit www.jonckers.com 
Jonckers Translation & Engineering s.a. Avenue Herrmann-
Debroux 15a, B-1160 Brussels, Belgium, 32-2-672-80-30, Fax: 32-
2-672-80-19, E-mail: info@jonckers.com, Web: www.jonckers.com 
See ad on page 6

Lingo Systems, Translation & Localization
Languages 100+ Description Lingo Systems, a division of 
Coto Global Solutions, provides customer-focused solu-
tions for global companies in 100+ languages. We specialize 
in the translation and localization of technical documenta-
tion, software, multimedia applications, training materials, 
e-learning solutions and online applications. Other global-
ization services include quality assurance testing (hardware 
and software), integration of content management solu-
tions, interpretation (170+ languages), cultural training 
and assessment and internationalization consulting. Lingo 
Systems has never caused a late release. No other firm makes 
this claim. For a free copy of our award-winning book, The
Guide to Translation and Localization — Communicating 
with the Global Marketplace, visit www.lingosys.com or call 
800-878-8523.
Lingo Systems 15115 SW Sequoia Parkway, Suite 200, Portland, OR 
97224, 503-419-4856, 800-878-8523, Fax: 503-419-4873, E-mail: 
info@lingosys.com, Web: www.lingosys.com See ad on page 28

LinguaGraphics — Multilingual DTP; Web, 
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi, 
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao, 
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese 
Description LinguaGraphics is a leading provider in the area 
of multilingual desktop publishing and web/software/Flash 
localization engineering. Our seasoned DTP professionals 
and localization engineers are working w th the latest tools 
on top-of-the-line equipment to produce a wide range of 
projects in InDesign, FrameMaker, QuarkXPress, Photoshop 
and Flash. We specialize in typesetting high-end marketing 
and communications-type material in difficult and rare lan-
guages at very competitive rates. For a quote on your next 
project, please visit us at www.linguagraphics.com. You have 
our word that we will never compromise on qual ty and do 
the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718-
623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web: 
www.linguagraphics.com 

Lionbridge Software and Content Localization
Languages All Description  Lionbridge provides globaliza-
tion and offshoring services that enable clients to develop,  
localize, test and maintain their enterprise content and 
technology applications globally. Through its globalization 
service offerings, Lionbridge adapts client products and con-
tent to meet the linguistic, technical and cultural require-
ments of customers, partners and employees worldwide. 
Lionbridge offshoring services include the development and 
maintenance of content and applications as well as testing 
to ensure the quality, interoperability, usability and perfor-
mance of clients’ software, hardware, consumer technology 
products, websites and content. Lionbridge offers ts testing 
services under the VeriTest brand. Lionbridge has more than 
4,000 employees based in 25 countries worldwide.
Lionbridge 1050 Winter Street, Waltham, MA 02451, 781-434-
6111, Fax: 781-434-6034, E-mail: info@lionbridge.com, Web: www
.lionbridge.com See ads on pages 3, 5

LocHouse Translation & DTP
Languages Translation: Brazilian Portuguese; DTP: All 
European Description Translation, DTP and project man-
agement — this is what we do well and what we focus on 
doing. We work with experts, under strict quality control, 
respecting deadlines and offering customized services. Our 
translation team specializes in software, online applications, 
technical documentation and e-learning. Our DTP team 
has proven expertise in working as a low cost center, dealing 
w th multi-language DTP projects under strict deadlines and 
w th superior qual ty results. For more information, visit us 
at www.loc-house.com or call or e-mail us, and you have our 
word that we will do the utmost for you to achieve success.
LocHouse Translation & DTP Av. Rio Branco, 277/301, Rio de 
Janeiro - RJ, Brazil 20040-009, 55-21-2533-6051, E-mail: info@
loc-house.com, Web: www.loc-house.com 

Logrus International Corporation
Languages EE, EA, ME, WE, rare languages Description
Logrus offers a full set of localization and translation ser-
vices for various industries, including top-notch software 
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engineering and testing and DTP for all languages, including 
bidirectional and double-byte ones. The company is proud 
of its unique problem-solving skills and minimal support 
requirements. The company offers all European and Asian 
languages as well as many rare languages through its offices 
and established long-term partners. With its production site 
in Moscow, Russia, Logrus provides a winning combination 
of quality, experience and affordability. With over 14 years 
in business, the company has received multiple awards for 
excellence from its long-time customers, including IBM, 
Microsoft, Novell, Oracle and others.
Logrus International Corporation Suite 305, 2600 Philmont Ave-
nue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 215-947-4773, 
E-mail: ceo@logrus.ru, Web: www.logrus.ru See ad on page 58

Loquant Localization Services
Languages English, Brazilian Portuguese Description
Loquant bases its operations on the experience of its found-
ers and collaborators, professionals who closely follow the 
ongoing evolution of technology and the latest processes 
in internationalization and localization of information. 
Adhering to rigorous processes that were developed by the 
software localization industry during the last few decades, 
Loquant is able to prepare the most diverse products for 
the primary world markets. To do this, Loquant counts on 
the best project managers, native translators, engineers and 
desktop publishers to guarantee a quality control recog-
nized internationally by the main international standards 
organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/114, 
22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 55-21-
2104-9597, E-mail: contact@loquant.com, Web: www.loquant.com

2G Localization Alliance
Languages All Description milengo Inc. is a global pro-
vider for localization, engineering and testing services for 
the high-tech industries. It is the largest 2nd Generation 
(2G) Localization Alliance in the market, formed by 16 
leading localization companies located in the most impor-
tant global ITC markets spanning Europe, the Americas 
and Asia. 
milengo Inc. 1001 Fourth Avenue, #3200, Seattle, WA 98154, 
877-224-8740, 49-30-2248-7681, Fax: 866-203-1685, E-mail: 
contact@milengo.com, Web: www.milengo.com See ad on page 13

Moravia Worldwide
Languages All Description Moravia Worldwide is a leading 
globalization solution provider, enabling companies in the 
information technology, e-learning, life sciences and finan-
cial industries to enter global markets w th high-quality mul-
tilingual products. Moravia’s solutions include localization 
and product testing services, internationalization, multilin-
gual publishing and technical translation. Hewlett-Packard, 
IBM, Microsoft, Oracle, Sun Microsystems and Symantec 
are among some of the companies that depend on Moravia 
Worldwide for accurate, on-time localization. Moravia 
Worldwide maintains global headquarters in the Czech 
Republic and North American headquarters in California, 
with local offices and production centers in Ireland, China, 
Japan and throughout Europe. To learn more, please visit 
www.moraviaworldwide.com
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 
91360, 805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: 
info@moraviaworldwide.com, Web: www.moraviaworldwide.com  
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 50

PTIGlobal
Languages All commercial languages for Europe, Asia and 
the Americas Description PTIGlobal is committed to devel-
oping ongoing, long-term partnerships with its clients. This 
means a dedication to personal service, responsiveness, 
high-qual ty output, and sensitivity to clients’ cost goals and 
timelines. Backed by over 30 years of experience in technical 
translation, PTIGlobal provides turnkey localization services 
in 27 languages simultaneously for software, web applica-
tions, embedded devices, wireless applications and gaming 
technology. Projects are customized to fit client needs and 
feature our expertise in end-to-end project management; 
internationalization consultation; glossary development; 
native-language translation; mult lingual web content man-
agement; translation memory maintenance; localization 
engineering; linguistic and functionality QA; desktop pub-
lishing, graphics localization, complete multilingual video 
and audio services, as well as on-site managed services. 
PTIGlobal 9900 SW Wilshire, Suite 280, Portland, OR 97225, 888-
357-3125, Fax: 503-297-0655, E-mail: sales@ptiglobal.com, Web: 
www.ptiglobal.com

RusLoc Ltd.
Languages Russian, Ukrainian, other ex-USSR, major 
European languages, Traditional and Simplified Chinese 
Description RusLoc Ltd. is a Seattle-based corporation spe-
cializing in the translation and localization of software and 
other IT materials, scientific and technical publications, 
medical instrument manuals, web content, tests and tutorials. 
We provide in-country qual ty assurance and testing; quality 
graphic design; and multilingual DTP (PC and Mac). We 
have a proven ability to meet tight deadlines at competitive 
rates maintaining the highest possible quality with virtually 
unlimited capacity due to the online nature of the enterprise. 
RusLoc is reliable, financially secure, NATO Commercial and 
Government Entity (NCAGE), CCR and D&B registered.
RusLoc Ltd. 20310 53rd Avenue West, Suite A, Lynnwood, WA 98036,
888-578-7562, Fax: 425-673-1322, E-mail: info@rusloc.com, Web: 
www.rusloc.com See ad on page 66

SAM Engineering GmbH
Languages All Description Global challenges require flex-
ible and experienced service providers. Take advantage of 
our experience and know-how and make your product a 
worldwide success. Products and services can only be mar-
keted successfully if they have been localized to the local and 
cultural conditions of the target country. Our team of expe-
rienced project managers coordinates translators, software 
specialists and DTP experts, ensuring that the individual 
localization processes are performed professionally for our 
clients. Using tried-and-tested project management meth-
ods and the latest TM technology, our team ensures that 
deadlines are met and budgets adhered to, while also pro-
viding the highest standards of quality.
SAM Engineering GmbH Kirchstrasse 1, D-64367 Muehltal, 
Germany, 49-6151-9121-0, Fax: 49-6151-9121-18, E-mail: sam
@sam-engineering.de, Web: www.sam-engineering.de See ad on 
page 60

SDL International — E-nabling Global Business
Languages All Description SDL International is the leader 
in global information management (GIM) solutions that 
empower organizations to accelerate delivery of high-quality 

mult lingual content to global markets. Our enterprise software 
and services integrate with existing systems to manage global 
information from authoring to publication and throughout 
the distributed localization supply chain. Global industry lead-
ers rely on SDL to provide enterprise software or full outsourc-
ing for their GIM processes. SDL has implemented more than 
150 enterprise solutions and has over 130,000 software licenses 
deployed across the GIM ecosystem. Our global services infra-
structure spans over 50 offices in 30 countries.
SDL International 5700 Granite Parkway, Suite 410, Plano, TX 
75024, 214-387-8500, Fax: 214-387-9120, Web: www.sdl.com 
See ad on page 84

Studio Gambit Sp. z o.o.
Languages Central and Eastern European Description
Studio Gamb t, a regional vendor of choice for many 
renowned global companies, has helped clients to get their 
message across to Central and Eastern Europe for the past 
14 years — always on time, on target and within budget. The 
fields of our subject matter expertise include IT, life sciences, 
consumer electronics, financial services, automotive and 
engineering industries. Streamlined ISO 9001:2000-certified 
processes, advanced engineering capab lities and value-added 
project management create a solid foundation of our services 
which go far beyond translation. We provide a full range of 
quality localization engineering and DTP services that every 
day yield tangible benefits to our customers’ bottom line.
Studio Gambit Sp. z o.o. ul. Matejki 6, 80-952 Gda´nsk, Poland, 48-
58-345-3800, Fax: 48-58-345-1909, E-mail: gambit@stgambit
.com, Web: www.stgambit.com

Tek Translation International
Languages European, Scandinavian, Latin American, Middle 
Eastern, Asian Description Tek Translation has over 40 years 
of experience in working worldwide for the leading technology 
companies. Now, thanks to the web, we operate globally from 
one production center offering a complete translation, web and 
software localization service into more than 50 languages at 
lower prices than our major compet tors. Our English-speaking 
project managers, specialist translators, linguistic controllers 
and engineers are all connected via Tek’s exclusive Project Web, 
which provides clients with their latest information online, 
schedules and query logs and allows them to keep track of their 
projects at all times. To learn more about Tek, contact:
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com See ad on page 31

TOIN Corporation 
Languages Traditional and Simplified Chinese, Japanese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN Corporation is a full-service localization 
provider with services encompassing authoring, localiza-
tion, content management and workflow/process consulting.  
TOIN offers global reach and exceptional strength in Asia, 
with headquarters in Tokyo and add tional operations in the  
United States, Europe and China. The company has more than 
40 years’ experience helping Global 1000 companies in indus-
tries such as automotive, information technology, life sciences, 
engineering, electronics, training, publishing, software devel-
opment, manufacturing, semiconductors and consumer prod-
ucts. TOIN has worked w th clients such as IBM, Microsoft, 
NEC, Panasonic, SAP, Sun, Sybase, Toshiba and others. 
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo 
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
yoshikazu-omi@to-in.co.jp, Web: www.to-in.com
Europe Dodaarslaan 55, 3645 JB Vinkeveen, The Netherlands, 
31-297-212-091, Fax: 31-297-212-086, E-mail: rene-savelsbergh@
to-in.co.jp, Web: www.to-in.com
USA P.O. Box 19407, Minneapolis, MN 55419-0407, 612-926-0201, 
E-mail: aki-ito@to-in.co.jp, Web: www.to-in.com 
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Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Braz l) De-
scription Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, localization 
and globalization needs. Ushuaia Solutions is focused on 
being creative and proactive to meet tight time frames with a 
high-quality level and a cost-effective budget. Customizing its 
processes, Ushuaia assures project consistency and technical 
and linguistic accuracy, thus reducing clients’ time-to-market. 
Ushuaia combines state-of-the-art technology with top-notch 
experienced native translators, editors and software engineers. 
Our mission is to work together w th our clients, thereby cre-
ating a flexible, reliable and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 54-
341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 41

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications. 
VistaTEC provides translation, technical consulting, engi-
neering and testing during the design, development and 
marketing cycles of software products. VistaTEC has head-
quarters in Dublin, Ireland, and satellite offices in the United 
States. Additional information on VistaTEC is ava lable at 
www.vistatec.ie
VistaTEC 
Europe VistaTEC House, 700 South Circular Road, Kilmainham, 
Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099, E-mail: 
info@vistatec.ie, Web: www.vistatec.ie
USA East 2706 Loma Street, Silver Spring, MD 20902, 301-649-3012, 
Fax: 301-649-3032, E-mail: info@vistatec-us.com
USA West 131 Shady Lane, Monterey, CA 93940, 831-655-1717, Fax: 
831-372-5838, E-mail: info@vistatec-us.com  See ad on page 43

Welocalize
Languages More than 40 European, Middle Eastern and 
Asian languages Description Welocalize offers integrated 
globalization services for the fluid and rapid deployment of 
enterprise content and applications to international markets. 
In response to unique customer needs, we provide globaliza-
tion consulting, translation, localization and testing solutions 
that manage risk, improve repeatability and ensure transfer 
of knowledge from project to project. Our Hybrid Delivery 
ModelSM offers a flexible mix of onshore expertise and off-
shore production to create a scalable, cost-efficient solution 
that delivers predictable business outcomes in a shorter time 
frame. Welocalize has over 250 employees worldwide and 
offices in the US, Germany, Ireland, Japan and China.
Welocalize 241 East 4th Street, Suite 207, Frederick, MD 21701, 301-
668-0330, Fax: 301-668-0335, E-mail: info@welocalize.com, Web: 
www.welocalize.com See ad on page 32

WhP 
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description WhP, a 
major supplier for the industry-leading corporations, local-
izes software, documentation and web content. WhP has been 
benchmarked “Best Localization Vendor” by Compaq. Clients 
specifically appreciate WhP’s dedication to high quality and 

strict respect of deadlines and, consequently, entrust WhP 
with their most sensitive projects. WhP also helps many 
fast-growing companies to get their first localization projects 
smoothly off the ground. WhP’s flexible and open workflow 
technology adapts to any production process. WhP’s high stan-
dards satisfy the most demanding globalization requirements.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex, 
France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: info@
whp.fr, Web: www.whp.net, www.whp.fr See ad on page 51

WORDSTATION GmbH
Languages Br tish and US English, German, French (other 
European languages are ava lable upon request) Description
Since its founding in 1991, WORDSTATION has become a 
superior quality provider of localization services, including 
terminology work, software and documentation transla-
tion, electronic publishing and film production — starting 
from the bytes of the software down to the final deta ls of 
the documentation. We also conduct prototype translations 
to ensure translatabil ty of software and documentation. 
WORDSTATION is large enough to ensure security and 
continuity, yet small enough to provide numerous advan-
tages: no administrative overhead, short communication 
channels, fast and efficient feedback, short production 
cycles, high motivation and excellent team spirit. Updates 
and follow-up versions are done by the same specialists.
WORDSTATION GmbH Max-Planck-Strasse 6, D-63128 Dietzen-
bach, Germany, 49-6074-91442-0, Fax: 49-6074-91442-29, E-mail: 
info@wordstation.com, Web: www.wordstation.com 

LOCALIZATION TOOLS

Alchemy Software Development Ltd.
Multiple Platforms 
LanguagesAll Description Alchemy Software Development is 
the market leader in localization technology. With over 8,000 
licenses worldwide, Alchemy CATALYST is the dominant 
choice among professional development companies, local-
ization service providers and global technology leaders that 
need to accelerate entry into international markets. Alchemy 
CATALYST 7.0 boosts localization velocity, improves qual-
ity and reduces localization cost. Supporting all Microsoft 
platforms and development languages (VB, .NET, C++, C#), 
Borland C++Builder and Delphi, XML/XLIFF and databases 
(Oracle, MS-SQL), it is an indispensable solution for soft-
ware localization, helping clients achieve near-simultaneous 
release of their translated applications. Corel Corporation 
holds a 20% equity stake in Alchemy Software Development. 
Alchemy Software Development Ltd. Block 2, Harcourt Business 
Centre, Harcourt Street, Dublin 2, Ireland, 353-1-708-2800, Fax: 
353-1-708-2801, E-mail: info@alchemysoftware.ie, Web: www
.alchemysoftware.ie See ad on page 9

Visual Localize
Windows 98, NT, 2000, XP
Languages All, including Eastern European, Asian and 
bidirectional languages using Unicode support Description
Visual Localize is a leading application that fully supports 
the software localization process of Microsoft Windows 
applications (including .NET applications), databases and 
XML f les. It dramatically reduces cost, effort and complex-
ity of software localization. W th its MS Explorer “look and 

feel,” it is user friendly and intuitive to use. After a very short 
introduction time, you will be able to handle all kinds of 
localization projects. Visual Localize remembers all previ-
ous translati ons and thus maximizes re-use. With Visual 
Localize, no programming skills are required for localiza-
tion. This makes it applicable for everyone. A free evaluation 
copy is available at www.visloc.com
AIT — Applied Information Technologies AG Leitzstrasse 45, 
D-70469 Stuttgart, Germany, 49-711-49066-431, Fax: 49-711-
49066-440, E-mail: info@visloc.com, Web: www.visloc.com

Idiom Technologies 
Multiple Platforms
Languages More than 120 Description Idiom Technologies
optimizes the globalization supply chain by aligning global 
enterprises, language service providers and translators. 
Award-winning WorldServer™ software solutions expand 
market reach and accelerate multilingual communication 
w th a proven platform for automating translation and 
localization processes. Idiom works with global organiza-
tions including Adobe, Autodesk, Continental Airlines, eBay, 
Motorola and Travelocity to cost-effectively translate global 
websites and applications, streamline software localization 
and delivery, and speed time-to-market for international 
product documentation. Idiom also partners with consult-
ing firms, systems integrators and technology vendors to 
help customers achieve high-quality results and maximize 
existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc
.com, Web: www.idiominc.com See ad on page 83

PASSOLO
Version 6.0 for Windows NT, Windows 2000 and Windows XP
Languages All, including Eastern European, Asian and 
bidirectional languages using Unicode support Description 
PASSOLO offers cutting-edge localization technology for all 
major Windows development platforms to process Windows 
software, Microsoft .NET, Borland Delphi/C++ Bu lder, Java, 
XML, XLIFF, HTML, text files and databases. The integration 
of translation memory systems (for example, SDL Trados), 
terminology databases, spell checkers and WYSIWYG edi-
tors guarantees high-quality and short turn-around cycles. 
PASSOLO offers fuzzy-matching, pseudo-translation, num-
erous check functions, statistical reports, and experts for 
project setup, alignment and update processes. The optional 
Layout Engine can automatically re-size Windows dialogs 
and so reduces engineering costs. Automation and integra-
tion technologies provide users the means to adapt quickly to 
special requirements and non-standard file formats. 
PASS Engineering GmbH Remigiusstrasse 1, D-53111 Bonn, 
Germany, 49-228-697242, Fax: 49-228-697104, E-mail: info@
passolo.com, Web: www.passolo.com See ad on page 7

PROJECT MANAGEMENT TOOLS

Projetex: Project Management Software 
for Translation Agencies 
Windows
Language English Description Projetex 2006 is time-tested, 
multiuser project management software for translation 
agencies. It is effectively used by managing directors, proj-
ect managers, accountants, in-house translators, human 
resources managers and sales managers in 150+ small 
and medium-sized translation agencies around the world. 
Current deployments range from 2 to 100 workstations, with 
tested capacities of up to 500. Does not require additional 
components. Includes built-in AnyCount (word and char-
acter count software) and CATCount (computer-assisted 
translation tool for easy word count). Reasonable pricing, 
fast implementation time and free technical support. 
Advanced International Translations, Ltd. Suite 1, Tolstogo 15 Street, 
01033 Kyiv, Ukraine, 380-44-288-11-45, Fax: 380-44-288-11-52, E-
mail: info@translation3000.com, Web: www.projetex.com 
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RESEARCH

Make Our Knowledge Your Power
Description Common Sense Advisory is a research and 
consulting firm committed to improving the qual ty of 
international business and the efficiency of the online and 
offline operations that support t. We provide independent 
research, executive sales and management workshops, and 
business consulting to help companies make informed deci-
sions about the technology, business services and organiza-
tional structures on which a global enterprise depends. Of 
course, keeping abreast of the fast pace of a global economy, 
whether you are a vendor or a buyer, is difficult, at best. Get 
accurate information. Profit in a global market. Contact 
Common Sense Advisory today. 
Common Sense Advisory, Inc. 100 Merrimack Street, Suite 301, 
Lowell, MA 01852, 866-510-6101, E-mail: info@commonsenseadvisory
.com, Web: www.commonsenseadvisory.com See ad on page 43

SOFTWARE TESTING

MULTILINGUAL QA Ltd.
Description MULTILINGUAL QA Ltd. is dedicated to the 
single task of testing localized software for localization ven-
dors and software publishers. We offer third-party verification, 
including functional, linguistic and cosmetic testing in more 
than 30 languages. Located in the heart of Israel’s Silicon Valley, 
we attract highly professional and technical QA testers who are 
also native speakers of the target language. QA is performed in 
our professional testing center, thereby enabling us to retain 
our know-how and provide all the needed infrastructure and 
human resources to support our linguistic QA personnel.
MULTILINGUAL QA Ltd. 7 Hamasger Street, P.O. Box 778, Or 
Yehuda 60500, Israel, 972-3-533-3999, Fax: 972-3-548-0212, 
E-mail: sales@multilingualqa.com, Web: www.multilingualqa.com 
See ad on page 61

TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously trans-
lated data: the translation memory (TM). The consistently 
growing size of the TM represents an ever-increasing value 
to you as its owner. By the same token, it becomes increas-
ingly attractive to TM buyers from the same industry to 
either jump-start a TM or complement it with proven, 
industry-specific translations. Through TM Marketplace, 
this asset can now provide an immediate return on invest-
ment through licensing to other parties. As TM brokers, 
TM Marketplace connects corporate owners of translation 
assets w th parties who want to license and benefit from 
those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864, 
208-265-9465, 888-533-7886, Fax: 208-263-6310, E-mail: info@tm
marketplace.com, Web: www.tmmarketplace.com See ad on page 44

TRAINING & SEMINARS

The Localization Institute
Languages All Description The Localization Institute pro-
vides training, seminars and conferences for the global 
localization community. Best known for its four annual local-
ization roundtables, the Institute’s events train localization
professionals and promote the sharing of experience and infor-
mation. Seminars include “Mult lingual Websites,” “Writing and 
Designing for an International Audience,” “Localization Project 
Management,” “Advanced Localization Project Management,” 
“Designing International Web and User Interfaces,” “Writing 
Software for Win32API,” “Introduction to Localization,” “Tools 
and Technologies for Localization/Internationalization,” “QA 
of Global Products,” “Implementing a Translation Memory 
Process” and “Introduction to Unicode.” See our website for 
deta ls. Most seminars are available in-house.
The Localization Institute 4513 Vernon Boulevard, Suite 11, 
Madison, WI 53705, 608-233-1790, Fax: 608-441-6124, E-mail: 
info@localizationinstitute.com, Web: www.localizationinstitute.com  
See ad on page 17

TRANSLATION SERVICES

2tr Soluções Globais
Language Brazilian Portuguese Description Firmly com-
mitted to providing top-quality services, 2tr is backed by the 
proven track record of its founders, Adriana Ferreira and Jorge 
Marinho, w th over ten years’ experience in the localization 
industry. We specialize in technical translations, from a few 
words on a label to complex million-word projects involving 
TEP, DTP, QA and testing of web, mobile and desktop appli-
cations and documentation fields ranging from IT, telecom, 
energy and pharmaceuticals to business, finance and legal 
affairs. We are fully qualified in related localization services, 
such as DTP, engineering and testing in Western European 
languages. For add tional information, please contact us.
2tr Soluções Globais Ltda. Rua Voluntários da Pátria, 45 Sala 401, 
Rio de Janeiro, RJ, 22270-000, Brazil, 55-21-2266-6449, Fax: 55-21-
2286-1694, E-mail: info@2tr.com.br, Web: www.2tr.com.br 

ACP Traductera
Languages From all the world languages to languages of 
Central and Eastern Europe Description ACP Traductera  
is a translation agency based in the Czech Republic. Our local 
experience in Central Europe and our strong focus on appro-
priate language use make us the reliable partner for provid-
ing high-quality translations into Bulgarian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Polish, Romanian, Russian, 
Slovak, Slovenian and Ukrainian. Document translation ser-
vice, translation, proofreading, review, independent specialist 
review, legal certification of translated documents, webs te 
and software localization, localization engineering, testing, 
documentation localization, graphic design, DTP operations 
and pre-press review and printing. Our team of more than 
1,000 professional translators, proofreaders, terminology spe-
cialists, graphic designers, IT engineers and, last but not least, 
experienced project managers is our most significant asset.
ACP Traductera Na Vysluni 201/13, Prague 10, Czech Republic, 420-
384-361-300, Fax: 420-384-361-303, E-mail: info@traductera
.com, Web: www.traductera.com See ad on page 12
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Technology Translations and Software Localization
Languages Chinese, Japanese, Korean and major European 
languages Description Arial Global is a US-based localiza-
tion company. Since 1993, we have translated and localized 
technical manuals and software for some of the best-known 
US and European technology firms in the world, all with the 
greatest precision, on time and on budget. We are known for 
our meticulous quality and uncompromising standards, and 
that’s why companies such as Intel have chosen to partner 
with Arial Global for more than a decade.
Arial Global, LLC 1820 East River Road, Suite 106, Tucson, AZ 
85718, 307-587-2557, Fax: 307-587-7448, E-mail: globalsales@
arialglobalreach.com, Web: www.arialglobalreach.com   

Celer Soluciones, S.L.
Translation — Technology — Quality
Languages All major European languages Description Celer
Soluciones provides suitable solutions to ensure we meet our 
clients’ objectives. We study their documentation require-
ments; produce translations that are adapted to specific 
markets and cultures; and prepare an end product in DTP or 
printed format in accordance with the demands of each proj-
ect. Specialized fields include software localization; engineer-
ing and technology; life sciences; and institutional-corporate 
sector. Three elements of fundamental importance are devel-
oped and combined at Celer Soluciones: translation — good 
translation practice; technology — use of suitable computer-
assisted translation, file-handling and management tools; 
qual ty — qual ty in our client relations, quality of project 
management and quality of the documentation produced.
Celer Soluciones, S.L. Plaza de España, 12, 28008 Madrid, Spain, 
34-91-540-0540, Fax: 34-91-541-9259, E-mail: info@celersol.com, 
Web: www.celersol.com See ad on page 15

Conversis
Languages All Description Founded in 2003, Conversis is a 
UK-based leading provider of globalization, international-
ization, localization and translation (GILT) services, tailoring 
business needs to each company’s relevant markets worldwide. 
Conversis offers a full range of global linguistic services, from 
high-quality translation of marketing collateral and techni-
cal documentation to localization of software and websites. 
Serving clients in more than 30 markets worldwide, Conversis 
partners with industry and linguistic experts to deliver return 
on investment for clients’ global business needs. 
Conversis Bignell Park Barns, Chesterton, Bicester, Oxfordshire, OX26 
1TD UK, 44-845-450-0805, Fax: 44-845-450-0806, E-mail: info@
conversisglobal.com, Web: www.conversisglobal.com See ad on page 45

Decoder Plus Ltd
Languages All Asian languages Description Decoder Plus is 
a highly trusted language service provider in Hong Kong, the 
gateway to mainland China and Asia. Since our establish-
ment in early 2000, we have provided solutions for Asian 
language requirements to translation/localization compa-
nies, multinational corporations, listed companies and gov-
ernment departments from over 25 countries in Asia Pacific, 
North America and Europe. We offer translation, editing, 
proofreading, web localization, software localization and 

multilingual DTP services at competitive prices. Fields of 
expertise include IT, telecommunications, business, finance, 
banking, legal affairs/contracts, marketing, education and 
manufacturing as well as all areas of science and technology.
Decoder Plus Ltd 16/F Cheung Kong Center, 2 Queen’s Road, Central, 
Hong Kong, 852-2992-0656, Fax: 852-2992-0434, E-mail: mail@
decoderplus.com, Web: www.decoderplus.com

Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web localiza-
tion and cultural consulting. For 20 years, Er ksen has helped 
a broad range of organizations in both the public and private 
sectors excel across print, desktop and web environments 
in the domestic and global marketplace. With a worldwide 
network of over 5,000 linguists, a commitment to leading 
technologies, and an in-house staff dedicated to tailoring our 
proven project management process to the individual needs 
of each client, Eriksen is your globalization partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY 
11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@er kseninc
.com, Web: www.er kseninc.com

EuroGreek Translations Limited
Language Greek Description EuroGreek Translations 
Lim ted is Europe’s number one Greek production house, 
specializing in technical and medical translations from 
English into Greek and from Greek into English. EuroGreek’s 
aim is to provide high-quality, turnkey solutions, encom-
passing a whole range of client needs, from plain transla-
tion to desktop/web publishing to localization development 
and testing. Over the years, EuroGreek’s services have been 
extended to cover most subject areas, including German and 
French into Greek translation services. All of EuroGreek’s 
work is proofread by a second in-house specialist and is fully 
guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG UK
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production@
eurogreek.gr, Web: www.eurogreek.com See ad on page 61

Follow-Up Translation Services
Languages English, Braz lian Portuguese, Latin American 
Spanish Description With more than 17 years of experi-
ence, we know exactly how to help your products and docu-
ments penetrate South American markets faster and more 
efficiently. Trust our expertise and leave your software/web-
s te localization with us. Follow-Up gathers a select group 
of translation, localization, DTP, engineering and project 
management specialists to always exceed your company’s 
requirements of high quality and time-to-market. Our 
areas of expertise include IT, telecom, finance, ERP, market-
ing, medicine and pharmaceuticals.
Follow-Up Av. Presidente Wilson 165, Sala 1308, Rio de Janeiro, 
RJ 20030-020 Brazil, 55-21-2524-2994, Fax: 55-21-2210-5472,
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br See ad 
on page 65

ForeignExchange Translations
Languages 42 languages and growing Description Foreign 
Exchange is the global leader in providing translation ser-
vices to life sciences companies. We work with many of the 
biggest pharmaceutical companies, medical-device manu-
facturers, biotech companies and CROs. Our proprietary 
Multilingual Compliance Process combines expert linguists, 
best-of-breed technology and measurable translation qual-
ty in a process that is both robust and completely scalable, 

ensuring your projects are finished on time and within bud-
get. For more information on how we can help meet your 
translation requirements or for a quote on your next transla-
tion project, please contact us directly or vis t our website at 
www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315, 
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781-
893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com

Hermes Traducciones y 
Servicios Lingüísticos, S.L.
Languages Spanish, Portuguese (Continental and Braz lian), 
English, French, Italian, German and other languages on 
demandDescription Established in 1991, Hermes Traducciones 
is a leading Spanish translation company, specializing in soft-
ware and hardware localization and also undertaking a broad 
range of other translation projects. Comprehensive in-house 
translation teams include translators, reviewers and linguists 
with an expertise in Spanish and Portuguese, a knowledge of 
CAT tools, and a comm tment to deliver cost-efficient, reliable 
and high-quality services to customers. Hermes Traducciones 
is a member of the International Committee for the creation 
of the European Quality Standard for Translation Services. 
Hermes Traducciones also organizes university courses on 
localization and translation.
Hermes Traducciones y Servicios Lingüísticos, S.L. C/ Cólquide, 
6 - planta 2 - 3.oI, Edifi cio “Prisma”, 28230 Las Rozas, Madrid, Spain, 
34-916-407640, Fax: 34-916-378023, E-mail: hermestr@hermes
trans.com, Web: www.hermestrans.com See ad on page 22

ISO 9001:2000-Certified Translation Services
Languages All major languages Description Idem Transla-
tions, Inc., is a full-service translation/localization com-
pany, 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 data-
bases 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.
Idem Translations, Inc. 550 California Avenue, Suite 310, Palo Alto, 
CA 94306, 650-858-4336, Fax: 650-858-4339, E-mail: info@idem
translations.com, Web: www.idemtranslations.com See ad on page 61

KERN Global Language Services 
Your language partner
Languages All Description KERN Global Language Services 
is a leading provider in the area of global communica-
tion with over 35 offices worldwide. With more than 30 
years of experience, our services include translation and 
interpreting in all languages; software, multimedia and 
website localization; terminology management; multi-
lingual desktop publishing; and individual and corporate 
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language training in all major languages. KERN has estab-
lished itself as a preferred insourcing and outsourcing 
solution provider for language services. We serve clients 
in all industry sectors, including the automotive, medical, 
pharmaceutical, chemical, IT and financial services indus-
tries. To learn more about us, please visit www.e-kern.com
KERN Global Language Services
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-953-
2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 49-
69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Right Emperor Commercial Building, Unit B, 11/F, 122-126 
Wellington Street, Central, Hong Kong, SAR China, 852-2850-4455, 
Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: www.e-kern.com

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991, 
Lido-Lang has expertise in technical translations into Central 
and Eastern European languages. We also possess in-depth 
experience in the following fields: economics, law, medicine 
and IT, providing translations in nearly all European and 
Asian language combinations. Our global network of more 
than 1,000 approved and highly qualified translators, our 
comprehensive project management processes which cover 
translations, proofreading, editing and desktop publishing 
(QuarkXPress, InDesign, PageMaker, FrameMaker), and 
our experience with CAT tools (TRADOS, SDLX) allow us 
to provide a premium quality service in accordance w th 
the provisions of ISO 9001:2000 standard to which we were 
certified in May 2005.
Lido-Lang Technical Translations ul. Walerego Slawka 3, 30-653 
Krakow, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail: 
offi ce@lidolang.com, Web: www.lidolang.com

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becoming 
increasingly difficult to differentiate one translation agency 
from another. We stand apart by taking the most proactive 
approach to quality in the industry, utilizing stringent project 
management procedures, offering one of the most aggressive 
rate structures available and applying a sincere dedication to 
providing the best possible service.
LinguaLinx Language Solutions, Inc. 650 Franklin Street, Suite 
502, Schenectady, NY 12305, 518-388-9000, Fax: 518-388-0066, 
E-mail: info@lingualinx.com, Web: www.lingualinx.com

McElroy Translation
Languages All Description If you could design one, what 
would your ideal translation vendor be like? Your ideal trans-
lation vendor would, above all, give you more peace of mind 
at the end of the day. Maybe your ideal translation vendor 

focuses on helping you use translation to achieve a competi-
tive advantage in the global marketplace by improving turn-
around times, cost savings, communication, product quality 
and workflow processes? McElroy empowers you to design 
communication and processes around schedules and proj-
ect benchmarks that optimally meet your needs. McElroy’s 
clients have found their expectations met and exceeded for 
almost 40 years. Now, that’s peace of mind. 
McElroy Translation 910 West Avenue, Austin, TX 78701, 800-531-
9977, 512-472-6753, Fax: 512-472-4591, E-mail: quotes@mcelroy
translation.com, Web: www.mcelroytranslation.com See ad on page 14

Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European 
languages (31 today and counting) and Japanese as well as 
translation-related services to manufacturers of medical 
devices, instruments, in vitro diagnostics and software; phar-
maceutical and biotechnology companies; medical publish-
ers; national and international medical organizations; and 
other customers in the medical sector. Projects include the 
translation of documentation for medical devices, surgi-
cal instruments, hospital equipment and medical software; 
medical information for patients, medical students and phy-
sicians; scientific articles; press releases; product launches; 
clinical trial documentation; medical news; and articles 
from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburger-
weg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, Fax: 31-
71-5234660, E-mail: simon.andriesen@medilingua.com, Web: www
.medilingua.com See ad on page 60

the medical information company

mt-g — the medical information company
Languages All Description mt-g is the leading provider 
of translations and global information services dedicated 
to the medical science. We specialize primarily in medical 
technology and diagnostics, regulatory affairs, dental medi-
cine and other specialist medical fields. We offer a range 
of professional services covering translation, information 
production, global information management and XML 
documentation applications. At its head office in Ulm and 
its branch in Munich, 31 salaried staff deliver solutions for 
information processes in medical science. More than 450 
medical and pharmaceutical experts in over 100 countries 
are engaged in translating, producing, managing and docu-
menting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-731-
17-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com 

NCS Enterprises, L.L.C.
LanguagesAll Description  W th NCS you’ll find that the focus 
is on our clients and their translation projects. From the small-
est product label requiring desktop publishing to the largest, 
multilingual, online help text, our project managers will make 

the process smooth and painless. We find the right team of 
native-speaker professional translators and editors with 
industry-specific knowledge for each project. Our working 
knowledge of all types of software makes sure the translations 
are delivered as required. Even with being ISO 9001:2000-
compliant and using the latest technology, it’s about the 
people, communication and commitment to service. Call us 
at 412-278-4590 to see how this translates into qual ty.
NCS Enterprises, L.L.C. 1222 Hope Hollow Road, 2nd Floor, 
Carnegie, PA 15106, 412-278-4590, Fax: 412-278-4595, E-mail: 
sales@ncs-pubs.com, Web: www.ncs-pubs.com See ad on page 56

Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified ts quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas  
of expertise are in the oil and gas industries, auto manufac-
turing, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru See ad on page 52

One Planet
Languages All Description What makes One Planet differ-
ent? A deep understanding of corporate culture. Our clients 
require accuracy, measurable productivity and excellence 
in communication. How can one firm specialize in areas 
such as high technology, medical products and technical 
manufacturing? By blazing the path in translation since 
1979, we ut lize knowledgeable translators in the United 
States, Europe and Asia in every field and every specialty. 
Services include technical translation, software localiza-
tion and multilingual website development. Our customers 
from Ametek to Unisys like the fact that we function as an 
extension of their teams. 
One Planet 820 Evergreen Avenue, Pittsburgh, PA 15209, 888-677-
1010, Fax: 412-632-1071, E-mail: info@one-planet.net, Web: www
.one-planet.net 

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations 
is an established provider of specialized Polish translation, 
localization and DTP services, primarily for life sciences, IT, 
automotive, refrigeration and other technology sectors. We 
work with multilanguage vendors and directly w th docu-
mentation departments of large multinational customers. 
Our in-house team (12 full-time specialists) is comprised 
of experienced linguists with medical, engineering and 
IT backgrounds. We guarantee a high standard of quality 
while maintaining flexibil ty, unparalleled responsiveness 
and reliability. 
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wroclaw, 
Poland, 48-601-728018, Fax: 48-71-3414441, E-mail: info@jarza
.com.pl, Web: www.jarza.com.pl See ad on page 61
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Skrivanek Translation Services
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in the provision 
of language services, specifically translations spanning a 
multitude of languages and the localization of products for 
maximum effect and achievement on international markets. 
Established in the Czech Republic in 1994, t quickly domi-
nated the Central European translation market, creating a 
network of outlets stretching across 51 c ties around the 
world. Its staff of professional translators, experienced proj-
ect managers, and dedicated software engineers and pro-
grammers has enabled Skrivanek to provide translation and 
localization services in any conceivable language, building 
up, in the process, an enviable clientele. Skrivanek’s quality 
of service is backed by EN ISO 9001:2001 certification.
Skrivanek Translation Services, Ltd. Nad Zaloznou 499/6, 180 00
Prague 8, Czech Republic, 420-233-320-560, Fax: 420-224-321-
556, E-mail: sales@skrivanek.com, Web: www.skrivanek.com 

Syntes Language Group, Inc.
Languages All Description Syntes Language Group is a 
leading qual ty provider of customized language solu-
tions to business, government and professional clients. We 
deliver a full line of services in translation, interpreting and 
conference coordination; product, software and website 
localization; desktop publishing; multimedia production 
and voiceovers; and consultation in both project-specific 
and long-term planning for the incorporation of foreign 
language elements into your business. For 19 years, we’ve 
offered proven expertise in all major fields of industry, deliv-
ered by accomplished, experienced professionals. All of this 
means that you get the ultimate in customer care and the 
best value for your project dollars.
Syntes Language Group, Inc. 7465 East Peakview Avenue, Centennial, 
CO 80111, 888-779-1288, 303-779-1288, Fax: 303-779-1232, E-
mail: inquiry@syntes.com, Web: www.syntes.com

German Localization Provider 
Language German Description At Think Global we are 
experts in German translation and localization for the IT 
and telecom industries with more than 15 years of experi-
ence and blue-chip references. Our team of more than 30 
in-house translators and editors assures ready-to-publish 
quality translation, editing and proofing. English > German 
translations start at €0.13 per word, with discounts for large 
contracts and agencies. DTP, engineering and testing ser-
vices are also ava lable.
Think Global GmbH Schwedter Strasse 9a, 10119 Berlin, Germany, 
49-30-22-48-93-48, Fax: 49-30-22-48-93-52, E-mail: mlc@
think-global.com, Web: www.think-global.com See ad on page 16 

TripleInk Multilingual Communications
Languages All major commercial languages Description
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
w th precise translation and multilingual production ser-
vices for audio-visual, online and print media since 1991. 
Our experience in adapting technical documentation 
and marketing communication materials covers a wide 
range of industries, including biomedical and health care; 
building and construction; financial services; food and 
agriculture; high-tech and manufacturing; and hospital-
ty and leisure, as well as government and nonprofit orga-

nizations. Using a total quality management process and 

state-of-the-art software and equipment, our team of for-
eign language professionals delivers the highest quality 
translations in a cost-effective and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com

TRANSLATION TOOLS

Applications Technology, Inc.
Multiple Platforms
Languages All Description Machine Translation (MT) sys-
tems (TranSphere): Fully automated (parsing + statistics), 
special-domain dictionary stacking/update. Language pairs: 
English, Arabic, Turkish, Persian, Dari, Pashto, Korean, Chi-
nese, Japanese, Hebrew, German, French, Italian, Spanish, 
Portuguese, Russian, Polish, Ukrainian and Dutch. Cross 
language pairs new releases: Arabic-French/Arabic-German/
Turkish-German. Translation Memory: Statistical parallel cor-
pora-based system decoupled/integrated with MT. Webtrans: 
Web page translation — target language page reconstructed 
with hyperlinks, images, applets, objects and embedded 
scripts. MT API: For MT system integration (all languages 
with various solutions). NameFinder: Proper noun detection 
(languages w th no capitalization). MLIR (Multilingual Infor-
mation Retrieval): retrieval of multilingual content, including 
query translation, morphological and thematic searches (geo-
graphic, personal, corporate) name/event combinations.
Applications Technology, Inc. 6867 Elm Street, Suite 300, 
McLean, VA 22101, 703-821-5000, Fax: 703-821-5001, E-mail: 
info@apptek.com, Web: www.apptek.com

Quality Assurance Software for Translations 
Windows
Languages All/Unicode Description ErrorSpy, a quality assur-
ance software for translations, generates automatically a list of 
potential errors (terminology, numbers, completeness, tags, 
consistency and so on). The formats supported are bilingual 
files, all TRADOS formats, TMX (translation memories) and 
Transit. An evaluation report of the translation qual ty can be 
customized. ErrorSpy is also available as a server-based ver-
sion and can be integrated into individual workflows. 
D.O.G. Dokumentation ohne Grenzen GmbH Neue Ramtelstrasse
12, D-71299 Leonberg, Germany, 49-7152-354-11, Fax: 49-
7152-354-11, E-mail: francois.massion@dog-gmbh.de, Web:
www.multilingual-products.com See ad on page 54 

Heartsome Translation Studio
Multiple Platforms
Languages All Description Heartsome is a new generation 
language technology and service company w th a product 
strategy that is founded on our four cornerstones of efficacy: 
genuine compliance w th all open standards; completely 
cross platform; user-driven innovation; and no-frill mini-
malist approach towards product embodiment design and 
packaging. Heartsome CAT tools went through a complete 
overhaul to bring the deployment of language technology 
open standards to a level far beyond those of similar prod-
ucts in the marketplace. The all new Heartsome Translation 
Studio (previously known as Heartsome XLIFF Translation 
Editor) will provide a whole new experience in computer-
aided translation.
Heartsome Holdings Pte Ltd 2190 Middle Road, #19-05 Fortune 
Centre, Singapore 188979, 65-68261179, Fax: 65-67220655, E-mail: 
info@heartsome.net, Web: www.heartsome.net See ad on page 61

Idiom Technologies, Inc. 
Multiple Platforms
Languages More than 120 Description Idiom Technologies 
optimizes the globalization supply chain by aligning global 
enterprises, language service providers and translators. 
Award-winning WorldServer™ software solutions expand 
market reach and accelerate mult lingual communication 

w th a proven platform for automating translation and 
localization processes. Idiom works with global organiza-
tions including Adobe, Autodesk, Continental Airlines, eBay, 
Motorola and Travelocity to cost-effectively translate global 
websites and applications, streamline software localization 
and delivery, and speed time-to-market for international 
product documentation. Idiom also partners with consult-
ing firms, systems integrators and technology vendors to 
help customers achieve high-quality results and maximize 
existing enterprise infrastructure. 
Idiom Technologies, Inc. 200 Fifth Avenue, Waltham, MA 02451, 
781-464-6000, Fax: 781-464-6100, E-mail: idiom_info@idiominc
.com, Web: www.idiominc.com See ad on page 83

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 4
is an innovative software solution integrating TextBase 
Translation Memory (TM) with best-in-class terminology 
management. The unique and revolutionary text align-
ment capabilities of the TextBase TM allow unlocking lin-
guistic assets by rapidly creating very large TextBase TMs 
and extracting relevant terminology. MultiTrans 4 deploys 
linguistic assets through desktop and centralized enter-
prise applications for authors, project managers, in-house 
translators and revisers, LSPs and freelancers. MultiTrans 
4 is a value-added alternative to conventional TM and is 
widely adopted by corporations, institutions, governments, 
LSPs and freelancers in over 30 countries, including the 
Translation Bureau of the Government of Canada, several 
United Nations’ organizations, Ford, Pfizer and Kraft.  
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, QC, Canada 
J8Y 3Y7, 819-778-7070, 877-725-7070, Fax: 819-778-0801, E-mail: 
info@multicorpora.com, Web: www.multicorpora.com See ads on 
pages 29, 71

SDL TRADOS Technologies
Languages All Description SDL TRADOS Technologies, 
a division of SDL International, is the world’s largest pro-
vider of trusted technology solutions for global informa-
tion management (GIM), which benefit corporations and 
institutions, language service providers and freelance trans-
lators worldwide. SDL has over 130,000 software licenses 
deployed across the translation supply chain and has dem-
onstrated proven ROI in over 150 enterprise solution instal-
lations. SDL delivers innovative software products that 
accelerate global content delivery and maximize language 
translation productiv ty. The new launch of SDL Trados 
Synergy 2007 empowers enterprises to efficiently manage 
translation projects across multiple suppliers and ensures 
total visibility of all project elements across the entire trans-
lation supply chain.
SDL International 5700 Granite Parkway, Suite 410, Plano, TX  
75024, 904-683-9259, Fax: 904-683-9259, E-mail: productsales@
sdl.com, Web: www.sdl.com See ad on page 84

SYSTRAN 
Multiple Platforms
Languages52 language combinations Description SYSTRAN
is the market leading provider of language translation soft-
ware products for the desktop, enterprise and internet that 
facilitate communication in 52 language combinations and 
in 20 domains. With over three decades of expertise, research 
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Binari Sonori srl  . . . . . . . . . . . . . . . . . . . . . . www.binarisonori.it
CEET Ltd. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . www.ceet.eu
GALA . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . www.gala-global.org
Heartsome Holdings Pte Ltd  . . . . . . . . . . . . .www.heartsome.net
LinguaLinx Language Solutions, Inc.. . . . . . www.lingualinx.com
Lionbridge . . . . . . . . . . . . . . . . . . . . . . . . . . .www.lionbridge.com
Localization World  . . . . . . . . . . . . . .www.localizationworld.com
Logrus International Corporation . . . . . . . . . . . . . www.logrus.ru

Magnum Group, Inc.. . . . . . . . . . . . www.magnumgroupinc.com
MediLingua BV . . . . . . . . . . . . . . . . . . . . . . www.medilingua.com
NCS Enterprises, L.L.C.  . . . . . . . . . . . . . . . . . www.ncs-pubs.com
Palex Languages and Software . . . . . . . . . . . . . . . . . www.palex.ru
Ryszard Jarza Translations  . . . . . . . . . . . . . . . . www.jarza.com.pl
Sajan, Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . www.sajan.com
WhP . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . www.whp.net
XINYISOFT Shanghai . . . . . . . . . . . . . . . . . . . www.xinyisoft.com
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E4NET 74
EuroGreek Translations Limited 61
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and development, SYSTRAN’s software is the choice of 
leading global corporations, portals and public agencies. 
Use of SYSTRAN products and solutions enhances mul-
tilingual communication and increases user productivity 
and time-savings for B2E, B2B and B2C markets as they 
deliver real-time language solutions for search, content 
management, online customer support, intra-company 
communications, and e-commerce. 
SYSTRAN 
North America 9333 Genesee Avenue, Plaza Level, Suite PL1, San 
Diego, CA 92121, 858-457-1900, Fax: 858-457-0648
Europe Paroi Nord - La Grande Arche, 1, Parvis de la Défense, 92044 
Paris La Défense Cedex, France, 33-825-80-10-80, Fax: 33-1-46-98-
00-59, E-mail: info@systransoft.com, Web: www.systransoft.com 
See ad on page 48

Solutions for Terminology,   
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWeb-
Plus: Unicode Description A single software package to man-
age your terminology and databanks. Efficient and effective 
consultation of terms and texts. The most robust alignment 
tool on the market. More consistent use of terminology 
and phraseology in-house and by freelancers. Internal and 
external repetition detection and pretranslation. The web 

version allows access to your terminology, b texts and docu-
ments by translators, writers and subcontractors from any-
where in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, Canada 
K2P 1X4, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 61

WORKFLOW SOLUTIONS

LTC Worx
Multiple Platforms
Languages All Description LTC Worx and its time-saving 
ph losophy of “automate what you can, control what you 
need” mean that the software adapts to the user’s needs, not 
the other way around. Users themselves define company-
wide and project-specific workflows to save significant time 
and money on every step of every project from the quotation 
right through to the invoice. LTC Worx is su table for any 
size LSP or language department, and its powerful multi-
s te, multi-currency and time zone management means it 
will also satisfy the largest players.
The Language Technology Centre Ltd. 5-7 Kingston Hill, Kingston 
upon Thames, Surrey, KT2 7PW UK, 44-20-8549-2359, Fax: 44-20-
8974-6994, E-mail: info@langtech.co.uk, Web: www.langtech.co.uk
See ad on page 23 

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and 
documentation industry. On a web-based platform, the sys-
tem includes business management as well as process and 
document management and integrates translation software, 
financial accounting systems and existing software environ-
ments for LSPs, translation and documentation depart-
ments, organizations, institutions and government agencies.  
Plunet BusinessManager impresses with its significant time 
and money savings, unrivalled high adaptability to individ-
ual workflows, optimal quality control and effective project, 
time and contact management. Functions include quota-
tion costing, order/job/workflow management, schedule 
management, document management, invoicing, financial 
reports, contact management and customer acquisition.
Plunet GmbH Prenzlauer Allee 214, 10405 Berlin, Germany, 49-30-
322971340, Fax: 49-30-322971359, E-mail: info@plunet.de, Web: 
www.plunet.de      
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W services on my machine is not running (which it only tells me 
about in a very cryptic error message). But, hey, here is a guy who 
describes exactly this problem and another one telling him about 
the solution. As simple as that.

Dealing with complex issues
For more complex issues there usually is not one single question 

but loads of questions. With a magazine such as MultiLingual or a 
moderated blog we have a medium that could be used to come up 
with a collection of details on a certain problem. And then with a 
solution and/or workarounds for the problem. 

That means working together on the solution by adding new 
facets of the problem and not just consum-
ing solutions that we forget in the blink of 
an eye because they don’t really apply to 
the issue at hand.

For that, we would need to come up with 
a new way of creating articles. Putting out a 
question/issue/problem, collecting the details 
and then asking all those who already solved 
the whole or part of it, to give their input. 
This way there could be a real one-to-one 
question-solution package for download 
among all those nice case studies. Some kind 
of a knowledge base (another buzz word 
that seems to have come and gone. Time to 
revive it, maybe.)

I fi nd that looking deeply into a problem, playing out solutions 
in my mind, fi nding new problems (assisted by those solution ideas 
or other people with another viewpoint) and comparing my prob-
lem description to that from others help me much more to fi nd 
one of the best solutions for me, than reading about the oh-so-
wonderful solution with the help of tool XYZ or process so-and-so.

And what do you think? 
Looking forward to your input,
Angelika

We all love to download best practices, case stud-
ies and the like, don’t we? Having them (not having 
read them; that we will do later on when we have the 
time for it or we have printed them or whatever) gives 
us a good feeling of having a solution for a problem, 
should it ever arise. 

I have lots and lots of case studies and best practice descrip-
tions stored somewhere on the hard drive of my computer, thanks 
to lots of disk space that I don’t need to clean up, except by mov-
ing the fi les to an external disk drive.

Sometimes, when a customer asks for a solution to a specifi c 
problem, I dig up those articles and fi nd 
that none of them really details the 
problem itself — which means I can’t 
really compare the solution to my actual 
problem or fi nd out what of the proposed 
solution could be applied to my situation.

First, I’ll have to make a list of details on 
the issue that I want to solve. I should not 
do so alone (I learned that the hard way) 
because my way of thinking might take 
something for granted that other people 
don’t know about. Or my specialized, tools-
focused view on things might leave out 
some important aspect of the problem. 

Issues should be talked about, mulled 
over, taken apart and put together again, if possible also with 
people who have nothing whatsoever to do with the issue itself.

Dealing with simple issues
So, where do I usually go for a solution to a simple problem? 

I type in my question in the search fi eld of my internet search 
engine — that is, I google for it. (By the way, is to google already 
an accepted English term, not just slang?)

There are so many mailing lists and blogs out there where 
people describe their problems and solutions, that one of them 
is bound to have had the same problem that I have right now. 
Admittedly, at the moment, these lists are mostly good for techni-
cal questions, on how to make Windows install all those updates 
it feels I should have but does not download because one of the 

Angelika Zerfaß
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Angelika Zerfaß is an independent consultant and trainer for 
translation tools and localization-related processes, and a 
member of the MultiLingual editorial board.
To reply to this Takeaway, write to editor@multilingual.com

Can we develop interactive MultiLingual articles 
that help readers fi nd their own answers?
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Be Free. 
Only Idiom® gives you the freedom to choose the language service providers you trust, the desktop

translation tools that meet your needs, and the right content management solutions for your global

information assets. 

The preferred globalization management system for many of the world’s leading global enterprises,

IdiomWorldServer™ provides freedom of choice.

Learn how one leading enterprise uses WorldServer to achieve more in the global economy. Request

a free copy of the new white paper, Building an Enterprise-Class System for Globalization at

www.idiominc.com/workflow.

© 2007 Idiom Technologies, Inc. All rights reserved. Idiom and WorldServer are trademarks, or registered trademarks of Idiom Technologies, Inc. All other trademarks
belong to their respective holders.
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To improve is to change. To be perfect is to change many times.

Massimo Ghislandi
Manager, Global

Marketing Initiatives
SDL TRADOS Technologies

Email: massimoghislandi@sdl.com

I want to help you become
more proficient in the
localization industry…
Providing education for the translation community has been a major

focus for us at SDL TRADOS Technologies. To achieve this we have

been running a series of web delivered educational seminars

throughout 2007, free of charge . 

We use internet technology to bring you live sessions hosted by

leading industry experts, so you are kept up to date on localization

best practices, academic debates and introductory product training 

sessions amongst others. 

Some of the webinars we have run and will continue to run in 2007 are:

1) Best practices in localization processes and software productivity:

• The importance of Terminology,

Dr. Sue Ellen Wright, Kent State University

2) Updates on general interest localization industry topics:

• The EN 15038 EC standard for translation services,

Gabriele Sauberer, TermNet

3) Introduction to using SDL Trados products:

• SDL Trados for Beginners, Tracey Byrne

“

”

To find out more and join our scheduled

educational webinars please visit: 

www.sdl.com/events

If you have any comments on our level 

of customer service, please email me at:

massimoghislandi@sdl.com
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Localization has several meanings. The term has recently 
been used to refer to the practice of supporting local purveyors. 
Medically, it is a restriction to a particular area of the body. But 

one very basic defi nition, “to make local,” is the succinct expression of what it means to localize: 
to render a product or document so comfortable for a local user that the possibility of foreign 
origin is not even considered. In this guide, we pursue keys to that comfort.

Dan Johnson addresses business considerations for getting started in localization. Ginette 
Lytton Cobbold and Renato Pontes outline fi ve steps to creating a global enterprise from a local 
business. Janaina Wittner and Daniel Goldschmidt describe tools and systems available to over-
come technical challenges. A capability maturity model, described by Donald A. DePalma, helps 
organizations improve localization processes. Fulvio Sioli, Fabio Minazzi and Andrea Ballista 
describe what is involved in audio localization, which many companies are moving into.

There is much to learn and consider, but by reading this guide, you make a good fi rst step toward 
getting comfortable with making people comfortable — via localization.  — The Editors
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Getting started in localization can some-
times be as simple as asking, “Where 
do I find a person who speaks XYZ 

language?” In other cases, online machine 
translation (MT) may be the right approach 
for quick-turn, simple translations where only 
“the gist” is necessary. But for those projects 
where a high-quality, cost-effective solution 
is required, getting started means design-
ing a “process” or workflow that meets the 
needs and expectations of the end user. 
Most localization is outsourced to vendors 
who specialize in providing language ser-
vices, so understanding the procedures they 
will perform, what or whether quality assur-
ance (QA) steps are included, and where the 
project team is located is critical.

The process employed by localization 
vendors is also affected by advances in 
publishing, the introduction of new tech-
nology and the changing expectations on 
the part of customers, vendors and trans-
lators. As you consider options for starting 
localization, it is a good idea to review how 
your current English-language content is 
created, published, distributed and actu-
ally used by your end users. In many cases, 
localization requirements must be fulfilled 
immediately, and there may not be time or 
interest to address big-picture, holistic pro-
cess evaluations. Even when introspection 
and planning are not options, however, you 
still need to determine where you need to 
be and how you will get there. If your situ-
ation allows process review and possibly 
even tool evaluation, resources such as this  
magazine can provide information about 
trends in localization and publishing.  

Last, I’ll discuss a set of short-term 
objectives to shoot for and long-term goals 
to keep in mind as you develop your local-
ization and plan for future projects. Mea-
suring against a few simple objectives and 
goals creates a perspective for evaluating 
success and deciding what elements of the 
program still need improvement.

  
Situational awareness

The first step toward designing a local-
ization process is knowing where you are, 
what you have to work with and how much 

time you have available. When the time 
comes to move forward, having a clear pic-
ture of your current situation and resources 
provides your basis for decision making. 

This list suggests a few of the main 
considerations.

Source content. What file types are 
you working with? Do you have static 
content embedded in an application, help 
systems or documentation files? Or are 
you working with dynamic, database or 
content management system (CMS) con-
tent? In some cases you may have some of 
both. You may, for example, be preparing 
to localize both a product and its accompa-

nying documentation for which localizable 
content is stored in a database-driven web 
application and a FrameMaker file. 

Contributors and production process. 
How many authors are creating the con-
tent? Are they contributing to the same 
source or multiple sources? When, how and 
by whom will new content be approved for 
translation?

Timeframe and available resources. 
Looking at your process in a linear time-
frame, how soon after the source language 
version is completed will the target lan-
guage versions be needed? Another sig-
nificant factor is managing change during 
the localization process. 

Publishing. How do you plan to pre-
sent the information to the user? If it is 

•

•

•

•

software, will the application run on a 
local-language operating system, multi-
ple operating systems or online? For user 
assistance, do you plan to provide your 
users with printed materials, PDF or online 
documentation, help, Wiki or perhaps a 
combination of several of these? 

Laying the groundwork, assessment
Now that we have performed the situ-

ational analysis and have our feet solidly 
planted relative to our source, resources 
and timeframe, how do we go about plan-
ning a localization project? 

Let’s begin with a process summary. The 
core steps for the localization of software 
and user assistance are basically the same, 
including these:

Source content is provided and pre-
pared for translation. In some cases a trans-
lator may work directly in the source file. 
For example, if computer-aided translation 
(CAT) software is not being used, transla-
tors may work directly in Word, Excel, Pow-
erPoint or in some cases even in resource 
files or publishing applications. This, how-
ever, requires a certain level of technical 
competence on the part of the translator 
in order to ensure that the content struc-
ture or product functionality will not be too 
severely harmed during translation. 

If you are working with an established, 
professional localization vendor, the expec-
tation is that the source content will be “pre-
pared” prior to the translation step. This will 
involve isolating the translatable text from 
the tags or code where the content resides. 
There are two reasons for this. First, most 
translators prefer and are trained to focus 
their energy on the conversion of source to 
target language. We have found that it is 
inefficient and a significant risk when trans-
lators attempt to navigate through tags or 
code in order to perform their translation. 
Second, if CAT tools are being used in the 
process, the content must be prepared to a 
standardized format in order to process the 
file. In most cases, RTF is the format used 
during the translation and editing steps. 

Content is submitted to translation 
and editing. One translation step may 

•

•
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be adequate for simple content. In most 
cases, however, multiple translation and 
editing steps are necessary in order to 
maintain adequate quality and consis-
tency. We use and advocate a translation 
and copy-editing process where the pri-
mary translator converts from source to 
target and then that source-plus-target is 
given to an editor who reviews the target 

translation against the source and pro-
vides suggestions, changes and feedback 
to the primary translator. This copy-edit 
step, which is often skipped by companies 
that hire their own linguists or use their 
own employees, is critical in large-volume 
localization projects where multiple trans-
lators are used.

A professional translator can be expec-
ted to produce roughly 2,000 words per 
day of translation for most types of content. 
This equates to 10,000 words per week of 
production per target language. Should a 
project timeline require faster productivity 
in order to meet delivery requirements (a 
common situation), multiple translators for 
each target language are needed in order to 
increase throughput. Using multiple trans-
lators creates a risk of inconsistency, which 
can be mitigated by using unified terminol-
ogy, server-based translation memory (TM) 
and style guides. But channeling all of the 
translation for a given language through 
one copy editor is the best QA procedure 
for maintaining consistency.

Publishing a draft deliverable. After 
translation, the target-language content 
must be put back into the original format. In 
most cases, some degree of modifications 
will be needed because of text expansion 
or contraction to ensure that characters 
are displayed properly and that the act 
of translation has not somehow compro-
mised the functionality or readability of 
the materials. This may involve functional 
review/validation and/or reformatting of a 
document. 

Linguistic review of the draft target 
languages is also recommended. In nearly 
all cases, the translated text should be 
reviewed in context prior to final distribu-
tion. In many cases, software strings are 
translated out of the context of the actual 
user interface, so the linguistic reviewer 
will need to test a draft build of the transla-
tion and make changes where appropriate. 
You may also want to have a single linguis-
tic reviewer read all of the printed materi-
als for a given product to ensure stylistic 
consistency across product components 
that may have been translated by different 
resources at different times.

In-country review. Following the draft 
build and linguistic review step, the final 
product is ready for release/distribution. 
Prior to or simultaneous with release, we 
advocate having one of your in-country 
associates review the target-language prod-
uct. This review enables you to solicit com-
ments from your in-country product leads 

•

•

•

or distribution network. This feedback can 
then be integrated back into future product 
releases, which effectively works as a feed-
back loop for your global team.

Update the TM. If CAT tools are being 
used in your localization process, the last 
process step is to update the TM database 
with your final target-language translation. 
With an up-to-date TM, the cost of future 
localization projects will be significantly 
reduced by re-using previous translations.

Options and time to plan
In all too many cases, localization proj-

ects come up out of nowhere and must be 
started and completed yesterday. Consider 
yourself fortunate when there is time to 
plan, evaluate vendors and perhaps even 
develop documentation toolsets. 

Now, more than any other time in the 
short history of commercial content 
localization, a broad selection of tools 
and vendors can be combined to suit 
your business conditions and desired 
outcomes. The tool choices for manag-
ing software development and docu-
mentation are also both developer and 
localization friendly. Moreover, the days 
of running non-Unicode applications on 
specific target-language operating sys-
tems, worrying about extended char-
acter and browser support and most of 
the “can’t get there from here” technical 
issues, are in the past.

CAT/TM tools have already come a long 
way in terms of usability and flexibility, 
and the rate of change is only accelerating. 
Historically, these tools were standalone 
applications that resided on desktop com-
puters. Today, there are hosted, online op-
tions; specific tools for WYSIWYG software 
localization; and tools specifically oriented 
to the complex task of database localiza-
tion. They are also offered as integrated 
components of content management ap-
plications and process management sys-
tems. These tools are sophisticated, and 
implementation is not out of the box or 
inexpensive. If you have a large volume 
of rapidly updating content, one of these 
tools might be for you.

Another category of tools that you will 
want to research and closely consider is 
CMS. Web CMS has been widely used by 
large and small organizations for many 
years. Many options are on the market, 
from “enterprise” systems all the way 
through to open-source do-it-yourself app-
lications. Search online for website CMS, 
and you’ll find an incredible variety. 

•
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Document CMS has also been around 
for a while, although adoption has been 
less widespread — at least until now. 
In the past, some barriers to adopting 
documentation CMS have been cost and 
complexity. From our point of view, the 
early adopters in this field tended to be 
large technology and industrial compa-
nies that had both the need to manage 
huge amounts of multilingual content and 
the financial and organizational where-
withal to support large-scale custom 
implementations. 

While single-source publishing has been 
popular and relatively widespread for sev-
eral years, true object-oriented CMS pub-
lishing takes the concept one step further. 
An object-oriented CMS stores your source 
content as chunks and separates it from 
the design and look/feel elements that 
are used in published output. Localiza-
tion costs are often significantly reduced 
because translation and editing are per-
formed at a more granular level and no lon-
ger must you send an entire manual out to 
translation with every revision.

Most significantly, the hurdles to pur-
chasing and implementating a documenta-
tion CMS have lowered significantly in the 
past few years to the point where many 
small and medium-sized organizations can 
come up with the funding and technical 
support required to use these powerful 
tools. In our experience, compared to a tra-
ditional print and online help localization 
program, the cost savings that result from 
adopting a CMS almost always justify the 
effort and cost. 

The integration and automation of local-
ization tools and process are only begin-
ning. The next frontier seems likely to 
include the blending of CAT with MT and 
CMS. There is currently a race in the indus-
try to create end-to-end workflows that 
start with content creation and end with 
delivery of local-language content to the 
end-user. These products are still a bit on 
the early-adopter end of the technology 
spectrum, but they are not too far away 
from useful application.

Objectives and goals
In terms of short-term goals and long-

term objectives, you will want to have your 
localization delivered to the user when he 
or she needs it, in a format that is easy to 
read and search, and translated in a way 
that accurately represents the source con-
tent it was derived from. If you can meet 
these goals on a project-to-project basis, 

you then have a platform from which to 
build a successful localization program. 

As previously described, the localization 
process is influenced by the type of source, 
the contributors and the media used for pub-
lishing and distribution. It is also dictated by 
the amount of re-use potential within your 
content and the number of publishing cycles 
that are expected in the future. 

When the time comes to design a local-
ization plan, evaluate tools; talk with 
vendors; and consider all of these ele-
ments as you define your scope. Today is 
a great time to start localization or per-
haps to re-tool your current process. The 
future is bright, and the marketplace has 
a fantastic variety of solutions to fit your 
needs.  G
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Many different phenomena can drive 
companies to localize a product or 
website. For example, your CEO 

reads an article about huge opportunities 
in China and adds “going global” to his or 
her list of top three goals for the next fiscal 
year. Or a rival creates German- and Span-
ish-language commerce websites to sell 
its wares. National regulations mandate 
that you localize your products or lose the 
right to sell in Europe. A regional distribu-
tor demands marketing materials in the 
local language. Loyal customers begin to 
buy a local supplier’s products instead of 
the ones they used to get from you. Web 
page views from Europe draw even with 
your domestic traffic.

In an ideal world, any of these incidents 
might cause your company to add localiza-
tion as a budgetary line item, create a spe-
cial team to scope out the problem and then 
undertake a full-blown international initia-
tive. Much more likely, these events will cre-
ate scattered pockets of awareness around 
the company, perhaps incite someone to 
start building a business case for localizing 
a product or adding a language to your web-
site, or start a small-scale, perhaps one- or 
two-person ad hoc project to fix whatever 
problem causes the most pain.

Localization is the process of adapting 
websites, software, documentation and pro-
ducts themselves to satisfy the needs and 
requirements of international markets or 
cultural nuances. It is a black art to some 
companies, a well-defined process to others 
and a continuing journey for most. Common 
Sense Advisory has a mantra with our con-
sulting clients — make new mistakes! We 
think it’s very important that they make new 
mistakes rather than duplicate the same old 
mistakes. Because many organizations will 
pass the same milestones on their way to 
localizing their wares or their communica-
tion channels, in 2006 we decided that it was 
high time to document those landmarks.

Capability Maturity Model 
identifies and formalizes best practices 

A capability maturity model (CMM), a 
reference model of accepted practices in 

a given discipline, is used to improve and 
appraise a firm’s ability to perform the 
functions required in that arena. The CMM 
is the degree to which processes and activ-
ities are executed following “good prac-
tice” principles and are defined, managed 
and repeatable. CMMs vary by domain 
— for example, a CMM for software engi-
neering differs from one for business intel-
ligence — and by how they define maturity 
(discrete phases or continuous process 
improvement). 

A CMM does not provide a detailed cook-
book on how to create an effective organi-
zation or which technology makes the most 
sense for your firm. Rather, it describes 
behaviors or best practices demonstrated 
by successful projects. While CMM com-
pliance will not guarantee success, it does 
increase the likelihood of succeeding by 
helping planners understand what others 
have experienced and learned before them. 

The Localization Maturity Model
From many discussions and interviews 

with companies that have localized prod-
ucts, documents and websites, we have 
found that most pass through four stages 
of maturity before reaching the ideal local-
ization process (Figure 1). Companies will 
proceed through these localization matu-
rity model (LMM) levels at different speeds, 
often finding themselves more advanced 
in one aspect than in others. Therefore, an 
organization may be Level 3 when it comes 
to technology deployment, but Level 2 in 
terms of process isolation. We find such dis-
parities all the time. 

For each level of the LMM, we outline 
activities that companies will encounter in 
three key process areas:

People. The need for human resources 
begins inside the company and extends out 
to a broad ecosystem of language service 
providers (LSPs), consultants and technol-
ogy vendors. Besides questions about who 
does the work, we discuss questions of 
training, organizational knowledge and 
global governance.

Process. Localization is not a discrete 
operation, but rather an interlocking series 

•

•

of processes that crosses organizational 
lines. How content gets managed for mul-
tiple markets, what interactions with cus-
tomers involve, how money gets paid, all 
flow into localization’s assembly of pro-
cess, project, resource, financial, technol-
ogy, and workflow management tasks and 
solutions. 

Technology. Specialized tools for trans-
lation and localization engineering comple-
ment content management, database and 
customer relationship management tech-
nology. Translation management systems 
integrate with corporate systems of record 
to support websites, documentation and 
marketing programs.

As we discuss these key process areas, 
we outline what companies at each stage of 
localization evolution should do and what 
their LSPs can do to help.

Level 1: Reactive localization – 
the ad hocracy of international support 

An ad hoc response to business demands 
for international or domestic multicultural 
support characterizes this first phase of 
localization. There are few defined pro-
cesses — and lots of individual heroics. 
Small companies, websites at any size firm, 
and self-contained business units of larger 
organizations typically find themselves at 
this level as they first begin responding to 
international market demands.

In this early phase of realization, compa-
nies typically delegate the work to interna-
tional business units, outsource IT work to 
third parties, or pick someone from an inter-
nal line-up or hire a new employee to do the 
work. This new localization manager can 
expect little guidance from management or 
others. Processes have yet to be discovered, 
and the technology to support localization 
efforts is often missing in action. 

Level 2: Repeatable 
localization – the discovery phase 

Most companies that operate interna-
tionally will find themselves in this sec-
ond level of localization maturity, largely 
driven by increasing demands to globalize 
their websites, products, user manuals and 

•
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marketing materials. In this next phase, 
companies may have done some product 
development, marketing and website work 
for global markets, but they don’t have a 
dedicated budget, named team or organi-
zational visibility.

Staff members will dig into their past ex-
periences and current reality. Their research 
unearths repeating processes, systematic 
flaws and best practices. They will estab-
lish basic project management patterns 
and begin to track cost, schedule and mul-
tilingual functionality. They will find much 
redundancy due to being organized hier-
archically rather than as a service shared 
across their enterprise. Finally, firms that 
reach this level will observe that they are 
not alone. An ecosystem of suppliers, con-
ferences and research exists to help guide 
their journey. 

Companies establish basic project man-
agement processes to track cost, sched-
ule and functionality. External translation 
resources and engineering resources sup-
port the effort. Firms of any size that have 
undertaken some international product 
development, marketing and website glo-
balization fall into this category as they 
begin realizing how much work is involved 
in localization. In this phase, inefficient 
automation is the rule rather than the 
exception. “Leverage” enters the vocabu-
lary, but translation memory (TM) is 
under-used and badly managed. 

Level 3: Managed localization – 
stabilizing and formalizing process 

This third stage of the LMM constitutes a 
major leap from the chaos of the first level 
and the active discovery of the second. Dur-
ing this phase, practitioners and observers 
recognize that many of the localization 
issues that they encounter appear in dif-
ferent shapes across the company. Manag-
ers observe language and culture on their 
budget and planning radar. Translation of 
words and adaptation of code underpin the 

globalization of websites, technical publi-
cations, product development, marketing 
and sales systems. 

This realization drives them toward doc-
umenting, standardizing, integrating and 
even centralizing their localization proj-
ects. Ideally, by this time some individual 
departments with an express need for 
international support — technical publica-
tions and software development — have 
already agreed upon and implemented a 
reproducible process for localizing their 
output. Other groups begin to follow their 
lead for the web, customer service 
and marketing.

Recognition of common prob-
lems drives efforts to document, stan-

dardize, integrate and sometimes centralize 
localization projects across the firm. Ide-
ally, all projects use an approved version 
of a corporate-standard process for local-
ization. Larger firms — especially high-
tech companies in software and hardware, 
consumer electronics, and automotive 
manufacturers — have generally reached 
this level.

Level 4: Optimized localization – 
automating processes and practices 

By this time, executives, project man-
agers, developers and marketers remem-
ber to factor localization into any project 
just as they do with any other business or 
development issue. Companies now work 
toward optimizing how things work with 
goals of pumping up efficiency, increas-
ing the usability of their products and 
websites, improving predictability and 
consistency, and moving more quickly 
into new markets. 

Level-4 firms have educated IT, customer 
relations management and enterprise re-
source planning staff in the art and science 
of timely localization. Meanwhile, early ad-
vocates of globalization such as technical 
publications and software engineering con-
tinue to push better quality source and pro-
cess automation. The swelling volume of 

content and applications mandates more in-
vestment in quality management. 

At this stage companies take a more sci-
entific approach, collecting detailed pro-
cess, quality and efficiency metrics. They 
begin requiring use of localization-centric 
and language-centric tools both by their 
internal development groups and by their 
sourcing partners. Companies with highly 

evolved internal processes, a modern soft-
ware infrastructure, a content management 
architecture, and experience in distributed 
authoring and product development will 
aim for this next level of localization matu-
rity. In most cases, they opt for a hybrid 
organizational model in which they share 
centralized technology, process and much 
corporate content, but provide for a local 
voice and some local control.

As companies become aware of the need 
to publish content in many different forms, 
many will reevaluate how they manage 
information domestically and internation-
ally. Content wranglers develop a theory of 
content transformation. They look to the 
original source and factor in adaptations 
required for different platforms and oper-
ations. They complement these quotidian 
operations with transformations required 
for different market demographics, lin-
guistic communities and countries. Each 
conversion to meet this transformational 
imperative adds complexity, cost, time, 
potential errors and brand dilution.

Consumers’ demand for more words in 
their own languages drives the localization 
team to experiment with machine transla-
tion (MT) at the corporate website. Their 
goal is to give visitors the choice of read-
ing less frequently traveled parts of the 
site in their own, albeit lower-quality, lang-
uage. Candidates for MT include web-based 

Figure 1: Phases of Localization Maturity Model.
Source: Common Sense Advisory, Inc. 
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self-help, legacy product information and 
deep reference material.

Level 5: Transparent localization – 
by now it’s everyone’s job 

Companies in the final phase of the LMM 
have internalized the concept of localiza-
tion so that it is a natural part of their code 
and content life cycles, business planning, 
quality management programs and gen-
eral outlook. They undertake a program of 
continuous process improvement in which 
they insert the globalization “gene” into 
every product, customer interaction and 
employee. Some high-tech companies — 
Microsoft, Oracle and Symantec among 
them — aspire to this stage of awareness 
and practice, but we find few firms at this 
level of localization maturity. Of course, 
we regularly speak with LSPs and software 
vendors who paint a picture of this nirvana 
to their prospects and clients.

Now that localization is “bred in the bone,” 
they consider localization to be another busi-
ness practice, like hiring, expense reporting 

or revenue recognition — something that is 
a matter of course for any function within 
the organization. Early-in-the-process inter-
nationalization, structured localization and 
just-in-time translation underpin main-
stream processes for product, website and 
internal applications. Importantly, every-
body in the company recognizes that his 
or her job depends on global markets and 
on customers who speak other languages. 
Each business unit includes international 
websites, products, marketing materials, 
documentation and customer service in its 
project plans. They regularly review process 
variation, performance issues, and changing 
economic conditions as they strive to meet 
business objectives. 

As with any fundamental business prac-
tice, reversals are not out of the question. 
Fundamental business changes such as a 
new CEO, a merger or acquisition, or a deci-
sion to shut down unprofitable country 
units and stop language support still have 
the potential to derail even the best local-
ization efforts. 

What next?
Is the practice of localization scientific 

enough to define it so thoroughly? Prob-
ably not, but we do believe that there is 
enough commonality in practice to docu-
ment the mistakes, learnings and exper-
tise of those who have preceded them. So, 
we are extending our research to include 
more details, such as costs, benefits, 
checklists, common errors and an inter-
active assessment. This work is currently 
under way. We are also working on the 
LMM model for LSPs.

In the final analysis, a maturity model 
provides a baseline for future analysis 
and metrics. The LMM helps in assessing 
your status and forward momentum — or  
understanding where your clients are and 
what they are thinking. This knowledge will 
reduce organizational risk and, we hope, 
avoid costly failures. By defining measures 
to chart your progress, you will undertake a 
journey toward managed process improve-
ment rather than the riskier “big bang” of 
business process re-engineering.  G
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Tapping Into 
the China Market?

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!

XINYISOFT Shanghai
Room 505-506, JD Tower 

2790 North Zhongshan Road 
Shanghai 200063, China

86-21-52668636 • Fax: 86-21-52668637
sales@xinyisoft.com • www.xinyisoft.com

LinguaLinx Language 
Solutions, Inc.

A translation and localization industry leader, 
LinguaLinx leverages worldwide resources to provide 
accurate, cost-effective localization and globalization 
solutions. Offering a comprehensive suite of 
multilingual solutions in over 150 languages, 
LinguaLinx possesses the diversity and expertise to 
assess the impact of concepts and language in
worldwide markets. From translation, interpretation 
and desktop publishing to international branding, 
cross-cultural research and website localization, 
LinguaLinx stands apart in today’s highly competitive 
global environment.

LinguaLinx Language 
Solutions, Inc.

650 Franklin Street, Suite 502
Schenectady, NY 12305

518-388-9000 • Fax: 518-388-0066
info@lingualinx.com • www.lingualinx.com 

Central Point 
for CEE Languages 

Company
We are a language solutions provider located in 

Prague, CZ, and Pullman, Washington, USA. 

Services 
We provide translation, proofreading, localization, 

DTP, interpreting, voice-over and cultural consulting in 
all major world languages — with special expertise 
in Central and Eastern European (CEE) languages. 

Approach
We approach all projects with respect to customers’ 

needs and the cultural uniqueness of each country 
because we believe the language of your firm 
communicates to the audience who you are.

CEET Ltd.
Rohacova 1095/77

Prague 3, 130 00, Czech Republic
420-482-311-073 • 509-338-9483

Fax: 420-485-100-016
info@ceet.eu • www.ceet.eu 

Magnum Group helps you zoom in on the linguistic 
needs of your global audience. 

We specialize in the following services for the 
healthcare, pharmaceutical and global training sectors: 

• Technical translations 
• Multilingual desktop publishing 
• Website localization 
• Foreign language voice-over and subtitling 
• Linguistic and cultural consulting 
 Magnum Group’s experienced team of translators, 

language specialists, DTP experts and project managers 
has earned a worldwide reputation for excellence. 
All projects are delivered on time and within budget.

Magnum Group, Inc.
610 South 2nd Street, Philadelphia, PA 19147

215-413-1614 • 800-320-1662
translations@magnumgroupinc.com

www.magnumgroupinc.com

Heartsome Holdings Pte Ltd
190 Middle Road

#19-05 Fortune Centre
Singapore 188979

65-68261179 • Fax: 65-67220655
info@heartsome.net • www.heartsome.net

Heartsome
Translation Studio

• all new translation environment 

• all open standards inclusive: TMX, TBX, GMX, 
SRX, XLIFF

• all new Mac- and Vista-style graphical user 
interface

Your Polish 
Production Center

Since 2000, Ryszard Jarza Translations has been 
providing specialized Polish translation, localization and 
DTP services, primarily for life sciences, IT, automotive, 
refrigeration and other technology sectors. 

We work with multilanguage vendors and directly 
with documentation departments of large multinational 
customers. We have built a brilliant in-house team 
made up of experienced linguists and engineers, who 
guarantee a high standard of quality while maintaining 
flexibility, responsiveness and accountability. 

Ryszard Jarza Translations
 ul. Barlickiego 23/22 

50-324 Wroclaw, Poland
48-601-728018 • Fax: 48-71-3414441
info@jarza.com.pl • www.jarza.com.pl 

Your Partner for Excellence
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W ith more than 200 countries and 
over six billion people speak-
ing different languages, using 

different currencies and applying coun-
try-specific business practices, being a 
global player is no easy matter. In fact, 
most global companies concentrate on 
a few poles around the world. The Local-
ization Industry Standards Association’s 
(LISA) Global Business Practices Report, 
published in 2006, revealed that target 
languages chosen by organizations break 
down as follows: French 56%, Spanish 
53%, German 50%, Japanese 29%, Simpli-
fied Chinese 27%, Italian 21% and all other 
languages less than 7%. However, a com-
ment by former German Chancellor Willy 
Brandt still holds true: “If I’m selling to 
you, I speak your language. If I’m buying, 
dann müssen Sie Deutsch sprechen [then 
you must speak German].”

If a company is to become a global player, 
its product lines must be designed in such 
a way that they can be sold anywhere in 
the world with minimum change. Let’s take 
McDonald’s, which is present in more than 
100 countries, as an icon of globalization. 
McDonald’s has started to “localize” its 
menus. In Hong Kong, burgers are served 
with two patties of glutinous rice instead 
of buns. In Japan, you will find shrimp burg-
ers and green-tea-flavored milkshakes. In 
India, instead of beef you will find lamb, 
chicken or vegetarian burgers. 

For information technology (IT) products 
to be easily changed, internationalization 
guidelines must be followed. Products 
are designed and/or coded to support 
national standards and conventions. Con-
sequently, only internationalized products 
will be cost effective to localize. Localizing 
a product means not only translating it, 
but also giving it a “local flavor” by mak-
ing the content meaningful and accept-
able on a local level. End users should be 
under the impression that the product was 
designed by a native of their country and 
not have the feeling that it has been badly 
adapted to their local needs. 

Localization challenges tie in with lin-
guistics and cultural differences. In this 

article we will give a few examples of these 
challenges to illustrate the most common 
issues. Another challenge inherent in local-
ization is the choice of tools used to man-
age the localization cycle effectively and 
efficiently. While localization is possible 
without these tools, it would mean a great 
deal of wasted time and would probably 
result in poor quality.

Technical challenges linked to linguistics
Text string expansion. It is not uncom-

mon for short texts, such as the titles of 
software commands, to be three times 
as long in German as they are in English, 
while the Chinese equivalent will be much 
shorter. For example, the English word redo 
translated to German is wiederherstellen, 
up from four characters to 16, an expansion 
of 400%.

Character sets and encodings. Char-
acter encoding schemes are limited in size 
and do not always cover all the characters 
of a specific language. For instance, encod-
ings belonging to the ISO-8859 family are 
represented by one byte and are thus lim-
ited to 256 characters. In this family, Latin 
1 covers Western European languages with 
characters such as © , «, ¿ and à, while Latin 
2 covers Central and Eastern European lan-
guages with characters such as ś, ŭ, ť and č. 
Latin 8 covers Hebrew characters.

For Far East languages, other complicated 
character encoding schemes are defined, 
such as S-JIS (Microsoft for Japanese) and 
GB 18030 (Simplified Chinese). The lat-
est Unicode standard (5.0) covers almost 
100,000 characters and most scripts (writ-
ing systems) in use today. Multilanguage 
software should be adapted to Unicode to 
support as many languages as possible. 
The necessary adaptation process is by no 
means trivial because it is necessary not 
only for the software but also for all related 
legacy systems that store data.

Bidirectional text and vertical charac-
ter display. In Arabic and Hebrew, the text 
is written from right to left, but references 
in Latin characters and numbers remain 
from left to right. Third-party applications 
necessary during the localization cycle may 

•

•

•

not support this, thus resulting in high con-
version costs. Similar challenges are faced 
for languages such as Chinese that can be 
written vertically.

Keyboard character layout. Keyboard 
layouts vary from one country to the next 
because they have been customized to 
the most-used characters and symbols in 
a given language. For some languages, 
there are various ways in which to input 
the language (Chinese, Japanese and even 
English). Keyboard input may not be appro-
priate if the product is not internationalized 
and does not recognize other keyboards. 

Fonts. Fonts are generally limited to 
a set of scripts. So, the appropriate set 
of fonts should be chosen and used dur-
ing runtime and desktop publishing (DTP). 
This can cause visual problems, especially 
when multiple languages are represented 
on the same page.

Keyboard shortcuts. These will also 
have to be localized to make sense for a 
particular language. [Ctrl] O makes sense in 
English for Open, but not for its Portuguese 
equivalent Abrir.

Alphabetical sorting order. Sorting 
rules for extended characters differ from 
language to language. In Polish, extended 
characters are collated after their non-
extended counterparts: A, Ą, B, C, Ć, D, 
E, Ę and so on, while in Swedish, they are 
placed at the end — X, Y, Z, Å, Ä, Ö. In 
Hungarian, both extended characters and 
consonants are written with single, double 
or triple characters. Thus, the alphabetic 
order thus looks something like A, Á, B, C, 
CS, D, DZ, DZS, E, É, F and so on. It goes 
without saying that when sorting lists of 
items in the graphical user interface (GUI) 
or in your documentation’s indexes, you 
need to be fully concentrated and have all 
the rules at hand.

Text and audio concatenation or place-
holders. Concatenation is when a sen-
tence is composed of different segments 
of text. For instance: do not, click on and 
print could be composed as click on print 
or do not click on print. Well-intentioned 
programmers use concatenation to save 
space. While it makes perfect sense in 

•

•

•

•

•
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one’s native language, it may not work for 
other languages that are structured dif-
ferently. German, for instance, requires 
the verb to be at the end of the sentence. 
If composed in the same way, a German 
sentence will thus be grammatically incor-
rect: Nicht klicken auf Drucken instead of 
Klicken Sie nicht auf Drucken. These local-
ization issues require re-engineering and 
are time consuming. 

Similar issues occur with placeholders. 
If we take %d red, flag and flags where 
%d is the placeholder for the number, 
it will be impossible to obtain a correct 
sentence in Polish because the word red 
changes based on both the numbers and 
the gender. In Figure 1, we have selected 
the Polish word for flag (flaga — female), 
for armchair (fotel — male) and for lake 
( jezioro — neutral).

Linguistic style. Writing styles invari-
ably differ from one translator to another, 
even though all may be correct. Maintaining 
consistency is, therefore, a major localiza-
tion concern, especially when more than one 
translator is working on the translation. Using 
linguistic style guides, translation memories 
(TMs) and a single reviewer can 
help maximize consistency. 

Abbreviations. Abbrevia-
tions are often used to save 
space in English documenta-
tion, but they don’t always 
translate into other languages. 
Worse, an abbreviation may 
sound like an offensive word.

Terminology. Terminology 
is related to a specific domain 
(finance, IT, travel and so on), 
but choices will depend on both 
branding and overall corporate 
strategies. Content created in differ-
ent business units will have different 
formats. It can represent the actual 
software, but also documentation, 
online help, training material, the 
company website, newsletters, con-
tracts and so on. Keeping terminol-
ogy consistent in all these areas is 
not possible without a centralized 
system and strict processes. Defining ter-
minology when creating the content is the 
best way to ensure good quality transla-
tion. The systems to use will be described 
later in this article.

Technical challenges 
linked to cultural differences

Numeric formats are not universal. For 
example, 10,000 means the number 10 for 

•

•

•

a French person, while for an American it 
means ten thousand; 100,000.99 does not 
mean anything in France, where decimals are 
separated by a comma (,) and not a dot (.) as 
in the United States. In France, this number 
should be written 100 000,99.

Currency. In Europe, the symbol associ-
ated with the currency is placed after the 
numbers and not before. For example, 
twenty-five thousand euro (€25,000.00) is 
written 25 000,00 €. Currency must be local-
ized to its local equivalent to be meaningful 
for the end user. 

Payment methods. E-commerce solutions 
must account for local payment preferences. 
In Germany, people tend to prefer wire trans-
fer payments to online Visa payments. In 

Slovakia, payments by check do not exist. In 
other countries, people may simply not have 
credit cards.

Local address and telephone formats. 
Local address input forms have to be 
adapted to the country’s address format. 
The same goes for phone numbers, either 
for input or when published in the content. 
Locals should understand address forms 
straight away without having to guess if 

a country code or an area code has to be 
included for it to work.   

Name formats. Hungarians expect to 
see their family name first and their first 
name second. A Hungarian called Zoltan 
(first name) Kiss (family name) would thus 
expect to see his name displayed as Kiss 
Zoltan. In Germany, The Netherlands or the 
United States, however, the first name is 
displayed first: Christian Meier. 

Calendars. The Gregorian calendar is the 
most widely used calendar in the world, but 
references to the New Year will not have the 
same meaning if the person has the Chinese 
or Islamic calendars in mind.

Dates. The date 03/05/01 does not have 
the same meaning for all of us. It could be 

referring to the third day of May 
2001 or the fifth day of March 
2001 or the first day of May 
2003 — and does the 01 refer 
to 2001 in the first two cases? 
In the United States, the date 
format is mm/dd/yy, whereas 
in Europe, dd/mm/yy tends to 
be used. In Sweden, the year is 
placed at the start.

Time zone. Greenwich Mean 
Time and Coordinated Univer-
sal Time are international stan-
dards that are widely used. 

However, people in the United 
States and Canada tend to refer 
to Eastern Time, Eastern Standard 
Time and so on. In France or Spain, 
people like to use Central European 
Time or Eastern European Time. 

Time format. Use of a.m. and p.m. 
instead of a 24-hour clock has to be 
localized for Europe. Only a minor-

ity of Europeans will understand 8 p.m. 
Metric system. Only three countries 

have not officially adopted the metric sys-
tem, and among them is the United States. 
Also, when speaking to British or Irish citi-
zens, you will make far more sense if you 
talk about miles and pounds rather than 
kilometers and kilograms.

Colors. Choices of colors seemingly with -
out consequence used for a background or 

Figure 2: Colors send different messages in different regions.

Figure 1: Variations of red in Polish.

Figure 3: The Yahoo! finance website colors for arrows 
indicating direction of market trends differ according to locale.
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graphic can send different messages depend-
ing on the target region. If the intended effect 
given does not correspond to that of the 
original product, it will require localization 
(Figure 2).

Concerning illustrations, consider how 
Yahoo! localized its finance website (Figure 
3). The colors for numbers and/or arrows 
that indicate whether the market trend is up 
or down differ according to locale. 

Graphics or icons. Graphics may indi-
cate events or actions particular to a 
specific country, but will have no signifi-
cance for others. Icons showing images of 
animals or body parts such as the eyes, 
hands or feet may be offensive in some 
countries. 

Geopolitical issues. When illustrating 
a map of China or India, should the dis-
puted border with Tibet be included or 
not? Given that the Kuril Islands are under 
Russian administration, but that the Japa-
nese refer to them as the Northern Terri-
tories, how can this be represented? Can 
Ireland be illustrated as the whole isle, or 

should it stop at the northern border line? 
Is Jerusalem to be represented as the cap-
ital of Israel? Not all countries recognize 
it as such.

These illustrations show that the 
translation process, which entails com-
municating the meaning of words or 
sentences, only represents a subset of 
what we refer to as localization. Techni-
cal issues are to be solved. Processes 
and procedures are to be put in place to 
attain the ultimate objective of localiza-
tion, namely, having the same function-
alities across different language editions 
of the same product.  

The localization process is far from 
straightforward. Terminology must be cor-
rect and consistent. Source files have dif-
ferent formats, and translations should 
ideally be re-used from one project to 
another and from one version to another. A 
great many tasks and people are neces-
sary to accomplish all of this. Various tools 
are available on the market to ease the 
localization cycle and enhance quality. 

These tools range from terminology man-
agement systems to pure TM tools, local-
ization tools or comprehensive workflow 
management systems. Selecting the appro-
priate tools and using them properly are 
obviously all-important. 

Terminology management systems
As mentioned earlier, managing terminol-

ogy is crucial to ensure localization quality. 
Terminology management systems should 
be used to maximize the consistency and 
relevance of terms used in both the source 
authoring and localization stages. These 
systems help manage lists of terms and give 
information such as context, explanations, 
definitions, classifications and graphics, 
where applicable. This information may be 
important for the translation of these terms 
and for their selection during the transla-
tion cycle.

Terminology management systems can be 
used as components of TM and localization 
tools or as standalone solutions that plug 
into them during the translation phase. 

Building a terminology management data -
base is no easy task. First, all existing data 
and assets have to be analyzed to extract 
the existing terms. Although this task can 
be done using tools, it will inevitably entail 
a great deal of human work. Once the 
terms have been validated — preferably by 
the end customer — they are translated to 
the target languages, reviewed and ready 
to use.

Combined with TM tools, the terminology 
management system helps translators in 
their work by providing them with a term’s 
translations whenever required. Although 
many term management systems are avail-
able, most of them are complex and must 
be customized. This alone explains why 
spreadsheets are often used instead.

TMs
The basic concept inherent in TMs is 

simple: once a text has been translated, it 
is “memorized” in a database for possible 
use in future translations, thereby avoiding 
redundant work. This is achieved by seg-
menting the source text into “translation 
units” (phrase, paragraph and so on) and 
saving these units in the TM database along 
with their translations for future use. New 
segments for translation are subsequently 
matched against the existing segments in 
the TM database. If there is a match, the 
existing translations are used. The words 
in the matched segments are counted as 
“repeated words.”

It’s time you dealt yourself a winning hand. 
NCS gives you a dedicated project 
manager, team members 
hand-picked for your
specific project, and 
knowledgeable DTP 
specialists. All backed by 
customer focus and quality 
service. Think of it as a 
five-of-a-kind for your business.

Are you in? Call us to
learn more.  We’d love to 
get you in the game.

Translation that goes beyond words.

www.ncs-pubs.com                                 Tel.: 412.278.4590

Lost in the
translation shuffle?
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There are several types of matches:
Exact match (also called 100% match): 

the current translation unit (source 
language) exactly matches the 
one stored in the TM. 

Fuzzy match: when the 
match between the current 
translation unit and the 
one stored in the TM is 
not exact, it is said to be 
“fuzzy.” Here, the exist-
ing translation can be 
used as a reference for the 
new translation. 

ICE match (In Context Exact 
match): not only does the current 
translation have an exact match, the sur-
rounding translation units have a match, too 
(location within the paragraph, for example).

Figures show that in a given product 
line’s documentation, the repetition rate 
of segments can reach 30%. For updates to 
the same product, this repetition rate can 
be as high as 80%.

Benefits of such tools are considerable:
Translation consistency and, therefore, 

quality: Once a segment is translated, the 
same translation will be used — when pos-
sible — across the entire project (docu-
mentation, software, online help and so 
on). Consistency is additionally ensured for 
future releases of the product.

Speed: Only what has to be translated is 
translated.

Cost: Payment does not go beyond what 
is translated or reviewed.

TMs can also be used to analyze work-
loads involved in new projects and give 
an accurate word count (total word, words 
to be translated, ICE match words, exact 
match words, fuzzy match words). Based 
on these figures, costs can be estimated 
in terms of the translation itself, the effort 
required and the timeframe.

While TMs are useful for localization work, 
considerable effort is needed to maintain 
them. Once a translation has been approved 
by reviewers, the TM has to be updated with 
the latest translations, then cleaned up (this 
is an automatic process that removes bad 
translations, bad segmentations and other 
quality-related issues). 

Note that it is not necessarily a good 
idea to use the same TM database for 

all translated segments, even if 
specific attributes are defined 

for each. It usually makes 
more sense to use a dif-

ferent TM per business 
unit or product line.

Localization tools
Localizing software 

is not the same as local-
izing documents. The 

strings to translate are 
often short (even single 

words), the context is unclear, 
and other components must be 

localized such as text messages (strings 
table); shortcut keys; accelerator keys; 
dialog structure (size, location and other 
properties); menus; bitmaps; and icons.

The all-too-common solution of simply 
extracting the GUI strings into a file (text 
or spreadsheet) leads to major problems 
and affects the overall quality. Local-
ization tools should be used in order to 
overcome these problems. Localization 
tools use dedicated parsers to parse 
the components of the application to be 
localized. Relevant resources are loaded 
into a common database, and non-local-
izable resources are locked or hidden. A 
pseudo-translation can be done to con-
firm that all the extended characters are 
correctly displayed before preparing the 
translation kit. 

Figure 4: The major steps in a 
conventional localization process.
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During the actual translation cycle, 
the information is presented to the user 
(localization project managers, transla-
tors and reviewers) in WYSIWYG format. 
Translation and review work can thus be 
done in context, and the impact of long or 
out-of-context translations can be seen 
and fixed immediately by adapting the 
translation or the dimensions of the GUI 
component. Once localized, the target 
resources are reloaded in the localization 
tool, and the target files are generated for 
delivery to the publisher. 

The main drawback with localization 
tools is that they cannot successfully 
handle dynamic content. This makes them 
unsuited for localizing enterprise and 
web applications. A significant amount of 
research work is under way in this area.

Workflow systems
The localization process involves numer-

ous steps and functions, both for the 
publisher and the multilingual vendor. As 
illustrated in Figure 4, the major steps in a 
conventional localization process are:

fetching content to be localized
preparing the content (text segmenta-

tion, resource extraction and so on)
leveraging content from existing TMs
effort estimation, costing
management approval
work assignment 
translation and localization 
proofreading/editing/reviewing
testing, if applicable
TM updates, maintenance of linguistic 

assets
delivery
billing 

The number of roles involved is no less 
significant:

content providers (editors, technical 
writers, R&D teams and so on)

localization project managers (on the 
publisher and vendor sides)

localization engineers (on the publisher 
or vendor side)

product managers
translators (in-house, freelance, single 

language vendor [SLV], sub-contractors)
reviewers (in-house, freelance, SLV, 

sub-contractors)
finance personnel
quality assurance engineers (on the 

publisher and vendor sides)
Workflow management systems are 

used to keep track of the process and 
manage the distributed tasks. There are 
two kinds of workflow systems: pure 

•
•

•
•
•
•
•
•
•
•

•
•

•

•

•

•
•

•

•
•

management systems and automation 
systems. 

Pure management systems help the local-
ization project manager gather all the infor-
mation related to the project and process, 
thereby giving visibility over the project’s 
status. Sophisticated tools will issue alerts 
in case the project’s status falls behind 
schedule (late delivery and so on).

Automation workflow systems connect to 
the various systems used in the localization 
process to fetch the necessary data and push 
the work down the stream. For example,

The tools used are connected to the 
content management system to fetch the 
content to be translated and deliver the 
localized content.

TM systems are used to automate the 
leveraging, word count and effort/cost 
estimates (using information from finance 
systems).

Localization tools are used to automati-
cally extract all the resources and prepare 
localization kits to be sent to localization 
vendors. 

Localization tools are used to auto-
matically build the application resource in 
the target languages to be shipped to the 
publisher.

E-mail systems are used to dispatch 
localization kits to localization vendors, 
translators and reviewers and gather the 
localized work.

Reports systems are used to give full 
visibility over the project’s status.

This type of tool, a globalization man-
agement system, exists as a standalone 
solution or as part of a suite of localization 
solutions.

Now that you have gained greater insight 
into the issues involved in localization and 
the tools needed to successfully manage a 
multilingual localization project, you must 
bear in mind that the localization industry is 
fast changing. Clearly, even more automa-
tion is required in the localization process, 
and a great deal of effort is being made in 
this respect. For example, machine trans-
lation (MT) systems represent an exciting 
area of research for many around the world. 
Although considerable progress has been 
made in recent years, the resulting quality 
still lags behind that of a human translation. 
In order to be effective, this technology 
requires a very large corpus of multilin-
gual content (up to one million words), but 
the future is open. In fact, MT is set to play 
a very important role if we are to meet the 
increasing desire to go global and thus to 
localize content.  G

•
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Lionbridge's Clients 
put their 
9 Billion Pennies...

___ A. More Words
___ B. More ROI
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___ D. More Markets
__ E.X All of 

the above

* These savings add up in any currency. For example,
using current exchange rates, 9 Billion pennies
equal approximately 6.2 Billion Euro cents,
4.5 Billion Pence Sterling, and 680 Million yuan.
Please contact Lionbridge to begin saving today.

THE IMPACT OF 
FREEWAY™ IS CLEAR. 
In an industry where pennies count, 
we’ve been counting a lot. 9 billion 
pennies* to be precise.  Enough to fund 
an additional 450M words of translation!

Just 16 months after its launch, more 
than 250 companies have already 
moved onto Freeway, Lionbridge’s free, 
web-based translation management 
platform. They have each saved 
hundreds of thousands of dollars in 
license fees, integration costs, process 
rework time, and maintenance costs 
required to deploy and operate a 
traditional, closed GMS system. In
addition, more than 10,000 individual 
translators have signed onto Logoport™
the free, web-based TM and term 
management environment within 
Freeway, saving them thousands of 
dollars in license fees. From buyer to 
supplier, Freeway has delivered $90M in 
value to the localization supply chain.
That’s the power of the Web!

Where will you put 
YOUR savings? 

www.lionbridge.com/savings
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Are you trying to migrate from being a 
local business to a successful global 
enterprise? To compete in the global 

economy, language and communication 
channels are key to presenting and selling 
products and services globally.

Feeling challenged? These steps will 
provide the foundation for improving the 
baseline localization and translation pro-
cess. They will not only help address the 
growing demands of the global economy, 
but they will also give your company a 
healthy dose of due diligence, tighter con-
trol and better performance — all of which 
will contribute to improving your business 
and business processes.

A single integrated, automated process
Internationalization, localization and trans-

lation combine the written word with tech-
nology and people from many different 
cultures. This is an immensely exciting com-
bination, but it is also a complex one with 
many potential conflicts. The challenge is 
to maintain control over these conflicting 
entities without crowding their creativity. 
At the heart of a successful globalization 
project is one integrated and ideally auto-
mated process that is driven by innovative 
technology.

For a software product where the user 
interface and help or documentation are to 
be localized into 25 languages, one project 
manager (PM) will probably be managing 
125 to 150 people working in 25 different 
countries and several different time zones. 
These would include client validators, 
subject matter experts (SMEs), transla-
tors, reviewers, desktop publishing (DTP) 
staff, engineers, quality assurance (QA) 
testers, terminologists and so on. One PM 
will most probably have several of these 
projects going on at the same time. This 
is only possible if a highly experienced 
team is working on the project with great 
tools, good communication channels and 
a superb process in place.

Any localization company worth working 
with has to spend much of its time fine-tun-
ing this process and developing its people, 
tools and technologies to improve it. For 
a localization company, people, process, 
technology and innovation are vital in order 
to succeed and grow.

The optimum process will link the entire 
globalization and development team to-
gether. The tools used must talk to each 
other, to content management systems 

(CMS) for access to localized files, to serv-
ers for QA testing and repair, and to the 
web for managing foreign-language con-
tent. Everyone needs to share the same 
linguistic assets.

By establishing one process for the entire 
team to follow and by giving everyone access 
to the workflow online, the client can retain 
control over the localization process and 
ensure that every detail is included. Everyone 
working on the project can follow the same 
workflow steps and see the same status 
reports, financial information, queries, ter-
minology, style guides, project instructions, 
translation memory (TM) management, vali-
dation approvals, TM savings and so on.

Many clients complain that they cannot 
get their overseas offices to cooperate, but 
quite often it is because the client does not 
understand the local needs and does not 
share information about or give support to 
those needs. By giving local team members 
easy access to linguistic assets, forecast-
ing and planning information, online query 
logs, status reports and so on, the client 
gets the local office buy-in, cooperation 
and innovative input. As a result, products 
can be approved far more quickly.

Because of this common process, the 
best SMEs can be selected for global proj-
ects. They can be provided with the tools, 
technology and knowledge needed to 
achieve excellence. By using this central-
ized process and technology, SMEs located 
worldwide can bring individual technical, 
cultural, linguistic, creative and manage-
rial abilities and expertise to the table. 
Open architecture respects, harnesses and 
shares individual expertise and local coun-
try know-how. Once this process has been 
defined, it should be automated for truly 
best results. 

Step 1. Quality at the source
Quality at the source is the essential 

starting point. The final localized and trans-
lated product can only be as good as the 
source material. Thorough preparation for 
selling into overseas markets is critical, 
and myriad companies can provide excel-
lent advice.

Well-written source material that has been 
written with localization in mind prepares a 
good foundation for a successful localization 
project. If a technical manual or help text is 
ambiguously written with omissions and is 
full of technical and stylistic inconsistencies, 
then the translated versions will suffer, and 
any TMs that are created will not render max-
imum re-use of existing translations. The 
solution here is to create an authoring style 
guide, authoring memory tools, terminology 
or, even better, to invest in a CMS.

For example, a health care vendor that 
had acquired several companies and used 
many different freelance authors without 
ever building a CMS or technical writing 
style guides wasted many thousands of 
dollars rewriting and translating the same 
texts over and over again. Eventually, there 
were 25 slightly different versions of the 
same copyright sections written in English, 
and these 25 texts had all been translated 
into 35 languages several times over. A lot 
of time and money wasted!

How a company presents itself and its 
products overseas varies a great deal from 
country to country. Europeans do not like the 
short telegraphic style of writing of the United 
States or the United Kingdom. One sentence 
in Spain often takes up an entire paragraph. 
Web design also varies. In the United King-
dom, users like interactive, factual content; 
the Italians and the Spanish prefer much 
more movement and design; and so on.

Software must be reviewed by an inter-
nationalization company or by in-country 
engineering teams. Commas and full stops 
(periods or decimal points) in numbers are 
used differently in the United States and the 
United Kingdom than in the rest of Europe. In 
Europe, dates must be date/month/year, dif-
ferent from the US month/date/year format. 
It is important to ensure that software is 
double-byte enabled if it is to be translated 
into Chinese or Japanese character sets. How 
products are programmed can cause many 
problems when extracting text for transla-
tion and protecting the code. Repeated com-
piling and testing cycles that are caused by 
translation errors that came about because 
the product was not properly prepared can 

Five Steps From 
Local to Global 
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delay product launches by months. Trans-
lated texts run out much longer than English 
– in French, Italian, German, and Spanish by 
approximately 25% — so dialog boxes must 
allow for this expansion. 

Who is going to sell the products in the 
target markets — overseas subsidiaries, 
distributors, or one European or Asian 
headquarters that covers various countries? 
They will need to finally approve any mate-
rial that is localized for their markets and 
must be consulted on what they need, what 
their market wants, how they are going to 
sell the product and so on. They should be 
made part of the localization cycle from 
beginning to end.

Step 2. The localization budget 
The questions to be answered before 

building a budget are many. What markets 
and languages? How much should be local-
ized? How often? How complex is the prod-
uct? How often will it need updates? How 
many products are involved? Should the 
company single-source help and documenta-
tion? The answers will help shape the scope 
of the localization. The resource choices 
include in-house personnel, distributors or 
local offices, single language vendors (SLV) 
or multi-language vendors (MLV). 

If the client has decided to translate into 
several languages, the budget should go 
beyond a single project and should be con-
sidered as an upfront investment in product 
internationalization and preparation of lin-
guistic assets so that an efficient process 
including tools can be amortized over a 
period of one to three years.

It is important to receive ongoing business 
intelligence reports that show what is being 
spent per language, per project, per month, 
per service and so on. It is also important to 
receive business intelligence on what return 
on investment (ROI) the client is getting on 
the linguistic assets and technology invest-
ments. If the client is using an MLV with a 
translation management system, it should 
be simple to obtain this information auto-
matically as part of the process.

Having tested the market and having 
decided to make a commitment to certain 
markets and translate and update products 
regularly, it is more cost effective to estab-
lish a master-level agreement or at least a 
list of standard rates for agreed chargeable 
workflow steps. This can be done with one 
or more language service providers (LSP), 
but having a master agreement in place will 
guarantee commitment, professionalism 
and consistently better-quality work from 

each of them. Going out to quote on every 
project to many LSPs delays project starts 
and the quality tends to suffer.

Much preparation is required to produce 
quality work — obtaining product or service 
knowledge or training, terminology prepara-
tion, stylistic briefings for presales material, 
brand information, training in specific tools 
or technologies and so on. Project reports, 
reviews and post-mortem meetings should 
take place at the end of projects to see how 
the work went and what can be improved for 
the next version. The LSP needs to under-
stand the client’s company and preferences, 
and this takes an investment in time and 
money. In this way the client gets the LSP 
to achieve the required quality and does not 
have to spend so much time reviewing and 
setting up time after time.

Quality is not personal in business, 
though people can be motivated and sup-
ported to achieve standards of excellence 
that go far beyond the call of duty. They can 
work long hours, carry out special research, 
show huge commitments of time and care, 
and will generally respond well to being 
appreciated.

A great quality system and automated 
process will help them to achieve their 
potential. The business rules must be clear 
to everyone, however, since people make 
mistakes despite their skills and expertise. 
For best results, the client and the LSP need 
to work together to define and set out the 
quality standards for every project and 
agree to the metrics that will be used to 
track and measure that quality.

Centralized linguistic assets with tools to 
control adherence and well-managed TMs 
that are accessible to all project stakehold-
ers are also metrics for controlling quality. 
These tools are in place not only for the LSP 
to attain quality, but also for the client to 
check quality. These are precious assets 
that should be shared, managed and main-
tained by the client as well as the LSP. 
Projects would be much better if everyone 
followed the same rules.

Step 3. Forecasting and planning 
Once the client has started on the local-

ization path, it is essential that international-
ization, localization and translation become 
part of the product development cycle. There 
is no point waiting until the product is almost 
ready to launch in the source language and 
the help and documentation are all written 
before starting to plan for globalization. 
This will delay global project launches by 
months, and the company will lose its edge 

over the competition that have managed to 
launch products in ten countries all at the 
same time because of good planning and 
forecasting.

It is important to share yearly forecasts 
and planning information and to update 
regularly as product development slips or 
marketing plans change. By sharing product 
knowledge and planning with LSPs and the 
client’s validators, the client saves months 
of time and cost. Plan the localization and 
validation into the product development 
cycle. Everyone knows that plans change, 
but many problems can be avoided. Best 
resources and speedy turnaround can be 
guaranteed through good planning.

Step 4. Building a worldwide team 
Having clarified the localization require-

ments and planned a globalization strat-
egy with the rest of the internal team, the 
client is in a much stronger position to 
select the right LSP to meet his or her spe-
cific needs.

The most successful selection processes 
are those that focus on what the client really 
needs. Very broad selection processes that 
involve eight or more LSPs are a waste of 
time and money. It is better for the client 
to spend more time analyzing needs and 
setting selection criteria rather than gen-
erating a big spray of requests and huge 
information-gathering exercises that take 
teams of people months to wade through.

Decide on the selection steps and set 
dates for each. The first step should be a 
request for information (RFI), which should 
address the client’s main concerns without 
excessive detail. The client should be able 
to rule out companies that do not fulfill 
the criteria early on without lengthy ques-
tionnaires. The RFI should also have some 
predetermined method for comparing and 
measuring results. 

Next is the request for quotation. Again, 
the files sent for evaluation should not be 
very long. There should be a cross sec-
tion of the type of work that the client 
wants translated and sample quotes for 
each type. The client should decide on the 
services required and set the chargeable 
items up front so that apples can be com-
pared with apples. Otherwise, it is very 
difficult to compare costs.

Short sample translations are a good 
idea, not just to see the quality of the 
translation itself, but more to treat it as 
a pilot project to understand how the 
LSP manages the project and to see what 
questions they ask and what value added 
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they put into the sample. The test is to see 
how they work and whether they meet the 
clearly thought out selection criteria.

Short-listed companies should attend 
a meeting at the client’s office to make 
a presentation and answer questions. 
Finally, an audit should be made of the 
finalist LSPs to check their quality systems 
and IT infrastructure, meet key managers, 
identify the project team and so on.

Step 5. Tools and workflow systems 
A number of tools can help to make the 

localization process faster and of consis-
tent quality. Not all of these are appropri-
ate for every project, but understanding 
their application can be useful. For exam-
ple, in the mid-1990s the localization busi-
ness radically changed its approach with 
the introduction of TM technologies. 

TMs were created and implemented to 
re-use previous content and translations, 
to increase consistency and to speed up 
the entire localization process. Author-
ing memory tools were developed to help 
technical writers recycle previous content 
and improve consistency of the source 
material. Enterprise terminology manage-
ment solutions help manage linguistic 
assets in a central repository where all 
project stakeholders can access common 
terminology, glossaries, style guides and 
reference material worldwide. Alone, each 
of these tools helps improve a specific 
technical aspect of localization projects, 
but more is needed to help worldwide 
teams collaborate.

Many people are needed to complete a 
globalization project — developers, tech-
nical writers, project managers, engineers, 
translators, reviewers, SMEs, client valida-
tors, DTP staff and more — so document 
management systems or CMSs were imple-
mented to control the creation, localization, 
version control and publishing of software 
products, documentation, help, websites 
and all collateral material needed.

Team members are geographically dis-
persed and belong to different companies. 
In-country validators, for example, are 
almost always located in a different country 
than the product development team. The 
project team can therefore strongly ben-
efit from a true virtual workspace where 
all aspects of the project are taken into 
account. 

Workflow and collaboration platforms 
were designed to close this gap. This power-
ful technology platform was created to man-
age the complex globalization workflow, 

integrate all developed tools and create a 
virtual workplace for all stakeholders. Vir-
tualizing the work and communication 
space is made possible using internet 
technologies. This technology can be found 
in the marketplace offered, by technology 
companies or through LSPs who have 
developed their own proprietary solutions 
and offer them as an added value to their 
main accounts.

Localization projects can have highly 
complex processes, and a workflow and 
collaboration platform can help a PM to 
configure a clear and detailed project plan 
based on a workflow process that can be 
tightly budgeted, managed and tracked. 
Clients can receive quotes and invoices 
online, see full financial enterprise-wide 
information over the entire localization 
budget, monitor progress and perfor-
mance of all ongoing projects, and man-
age exceptions and time-critical events.

But further steps must also be taken, 
such as standardization of processes and 
user-friendly interfaces that allow non-
specialists to participate in the project. 
For example, an SME in radiotherapy does 
not have to be a localization specialist to 
review a technical manual.

Up to now the answer in the industry 
has been to limit this tool-set and funnel 
the work through a fixed and inflexible 
(but worldwide) process. This method has 

its advantages, and in all fairness it is only 
lately that internet technologies and busi-
ness-to-business connectivity have given 
us the ability to go beyond. 

A better approach lies within open archi-
tecture — integrating third-party tools and 
interfacing with other systems and enter-
prise resource planning. In other words, 
the new online community in localization 
should adopt and integrate an application 
exchange platform. This opens new per-
spectives for companies with aggressive 
growth plans and time-critical product 
introductions. 

There has never been a better time 
for any organization, large or small, to 
become involved with localization. Our 
world is growing both larger and smaller 
at the same time. Companies are expand-
ing their product reach far beyond their 
local areas into rich distant markets. Mul-
tinational people, words and technology 
are constantly changing and developing. 
There is much to be learned, but with a 
well-thought-out automated process and 
a powerful technology platform to drive 
it, knowledge and experiences can be 
shared openly, thereby making the migra-
tion from a local to a global enterprise 
much easier. We are in the global commu-
nication business, and this is a great thing 
if it gives a voice to all countries working 
on the team.  G
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Localization of a multimedia product 
with audio is a mandatory phase for 
any language service provider (LSP). 

Clients whose requests are usually limited 
to translation projects and desktop publish-
ing often decide to add audio to a text trans-
lation in several languages. To do so, their 
immediate reaction may be to approach 
a local recording studio and try to get it 
sorted out. This approach can be problem-
atic in terms of time, cost and quality. 

Once inside the studio, the “language” 
used switches from a text-based one 
(words, pages, Word documents) to an 
audio-based one (actor bookings, dub-
bing direction, equalization levels, audio 
formats). Moreover, traditional recording 
studios are usually used for music, adver-
tising or dubbing for film or television, and 
it is rare to find one with a specific exper-
tise in localization. Instead of providing 
answers to production requirements, they 
often present unusual questions or sug-
gest production methods that are difficult 
to understand for those working in the 
fields of translation and localization.

It is fundamental, therefore, to analyze in 
detail those issues specific to audio local-
ization and, in particular, to multilingual 
speech localization. An audio track consists 
of two or more elements: a spoken track and 
one or more international tracks (music and 
effects), which usually remain the same in 
each localized version. In this article we will 
explain the basic concept of audio localiza-
tion, focusing on speech localization rather 
than on the localization of background 
music and songs.

Stages of audio localization 
and the professionals involved

Audio localization is structured into four 
sequential stages. The first is pre-produc-
tion, which includes all the necessary 
preparation for recording: translation, 
script formatting and adaptation, actor 
casting, definition of pronunciation and 
the setup of a recording session on the 
sound engineer workstation (Figure 1). 
With preparation complete, recording can 
proceed. The actor, the dubbing director 

and the sound engineer meet in the stu-
dio and record the voice. Once recording 
is over — in the third stage, known as 
post-production — the audio track will 
be cleaned of mouth noises and “dirty 
takes,” and the audio files are produced, 
named and converted into the final 
format(s). Finally, particularly with a mul-
tilingual product, quality assurance (QA) 
will be performed on the recorded audio, 
involving an integral proof-listening and 
file-naming check.

The person with the job of casting the 
actors and managing the audio budget 
is the project manager — also known as 
“producer” in audio recording terminol-
ogy. The key figures for audio localization 
are the dubbing director, who is respon-
sible for the artistic quality of the record-
ings; the actors, who recite the text; and 
the sound engineer, who is technically 
responsible for the recording quality and 
generation of the audio files. Finally, some 
of the more organized studios offer proof-
listeners for the audio QA.

Collecting the basic information
When an audio localization request is 

received, some fundamental information 
must be gathered in order to decide how to 
best organize production. 

How long is the source text? The answer to 
this question will affect not only the transla-
tion but also the time needed for recording.

How many characters will be speaking? 
What sort of characters are they? This will 
affect the number and type of actors to 
be cast.

Will the characters be shown on screen? 
Will the screen action and speech have to be 
synchronized? The answer to this question 
will influence the type of recording used.

Is the original audio or video reference 
material available? This is necessary for 
some recording types (Table A).

How many files are to be produced? This 
affects post-production time.

What audio format is required? This influ-
ences the type of post-production.

While it may seem impolite to bombard 
a potential new client with questions and 

Audio Localization
for Language Service Providers 

FULVIO SIOLI, FABIO MINAZZI & ANDREA BALLISTA

Figure 1: Four tracks on the sound engineering station: English, Italian, French and Spanish. 
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requests for information, doing so can save a 
considerable amount of time during produc-
tion. It also means an accurate quote can be 
presented to the client. Experience has shown 
us that it is far better to find out the details of 
the project beforehand than to discover them 
bit by bit as the project progresses.

Types of speech recording 
In dubbing for film and television, artistic 

formats are fairly standardized (feature film, 
documentary, comedy and so on). When 
speaking of recording types, terms are often 
used in reference to the artistic result you 
wish to obtain — the most used terms being 
voiceover and dubbing — but it is impor-
tant to know that there is no international 
standard. In the world of localization, audio 
is reproduced on a computer or console 
(online training applications, interactive pre-
sentations, games, podcasts and so on), and 
there are no artistic genres that define with 
precision the type of recording used. For 

localization, four main recording types can 
be identified: Wild, Time Constraint, Sound 
Sync and Lip Sync recording. These types, 
which are based on the recording process 
used, differ in complexity, execution times 
and budget.

Wild recording. The text is recorded with 
no time constraints. Typical examples would 
be text for an automated telephone switch-
board or a user-initiated audio help on fixed 
screens. The timing of the original version is 
not a constraint for the localized version, so 
the original audio files will be used by the 
studio purely for the actor’s reference. 

Time Constraint recording. The total 
duration of each audio file must be iden-
tical to the original. The reasons for this 
may be purely technical — a software 
plays synchronized media on screen, for 
example — or they may be technical and 
expository. Time Constraint may be tight 
if there are moments when the spoken 
description is synchronized with events on 
screen — for example, if the text recited by 
a narrator is commenting on events with a 
set duration such as mouse movements on 
screen or a sequence demonstrating the 
assembly of a product.

Care must be taken during translation 
of the script not to lengthen the text, just 
as when translating graphic interfaces. 
Eventual points of synchronization must be 
identified and marked before translation 
begins so that the translator can take them 
into account and not alter the flow of text —
inverting the display sequence to improve 
the syntax, for example. When possible, 
give the translator a copy of the video that 
will accompany the audio. It’s advisable to 
adapt the text after translation anyway.

Sound Sync recording. This means, lit-
erally, a recording that is synchronized with 
the audio. The term, specific to the gaming 
industry, is used when synthetic screen char-
acters must be dubbed in lip sync with the 

•

•

•

original audio, but the characters’ rendering 
has yet to be completed. During the record-
ing stage, not only must the total length of 
individual audio files be maintained, but also 
pauses within the speech. The translation of 
the script must not be longer than the origi-
nal text, and the text should be adapted to 
match the pauses within each sentence.

Lip Sync recording. This is a record-
ing synchronized with lip movements. 
Real or synthetic characters are available 
to be shown on screen during recording, 
speaking alone or with each other. Local-
ization in this case follows the process of 
traditional film or television dubbing. The 
translated text must be adapted on the 
video to match the movement of the lips.

Table A summarizes the main data for 
various types of recording.

Translating and 
adapting text for audio/video

The first point to remember for a good 
audio localization is that the final quality 
depends largely on the information gath-
ered during the initial phases of trans-
lation. Before starting to translate, it is 
essential to understand the type of record-
ing needed and to check whether restric-
tions should be set on expansion of the 
target text. Expansion coefficients, which 
vary from language to language, are usu-
ally the main causes of delays and difficul-
ties during recording. Simply reading the 
text faster does not always compensate 
for a translation that is too long, especially 
when the text is fragmented and synchro-
nized with frequent screen events.

The recording speed, or rather productiv-
ity expressed as a ratio between the num-
ber of words recorded and the time required 
for the actor to record them, drops dramati-
cally when moving from Wild recording to 
other types of recording because of the con-
stant need to check consistency between 

•

Recording 
type

Character 
appearing 
on screen

Restrictions 
on the 

translated text

Text 
adaptation

Mandatory audio/video 
reference for studio

Studio time for recording 
one hour of final speech

Wild No No restrictions No Not needed 3-4 hours

Time Constraint No
Check text length and 

synchronization points if 
applicable 

Yes Need original audio files 6-8 hours

Sound Sync Yes Check text length and 
internal pauses Yes Need original audio files 12-16 hours

Lip Sync Yes Requires adaptation to 
lip movements Yes Need original video files 12-16 hours

Table A: Summary of recording types.

Translation of recording scripts

In the case of long texts, it may be useful 
to transfer the text to a spreadsheet so that 
numeric information about the character 
length in each source and target cell (file) 
is easily available. For recordings with 
time constraints, this approach is always 
recommended as it allows you to
1) immediately see how much the target text 
expands in translation;
2) prevent the translator from altering the 
text by joining or dividing phrases that may 
be linked to important screen events; and
3) link the document text to the relative 
audio file once work has ended, ensuring 
the completeness and accuracy of the 
names assigned to the audio files to be 
delivered to the client. 

Table B shows a basic model usually 
used for Time Constraint recordings.
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the length of the original file and that of the 
target audio (Table A). 

Recording speed is much faster when 
the text has been properly adapted 
— when the right compromise is found 
between comprehension of the translated 
text and containment of the final text 
within the limits set by the original prod-
uct. Remember, in cinematographic dub-
bing, adaptation often takes longer than 

the translation itself and is always done by 
professionals known as text adaptors and 
dialogue specialists. When a multimedia 
application is being localized, adaptation 
is often relegated to a secondary position, 
if not neglected entirely. Its value is clear, 
however, when one sees the speed with 
which the actor is able to proceed during 
the subsequent recording stage — as well 
as the final quality of the product.

Syncing for film and multimedia
There is a vast range of material discuss-

ing Lip Sync recordings, so rather than dwell 
on a specific case here, we will simply stress 
that not all films with real characters require 
a Lip Sync recording. If it is important to pre-
serve the effect of the person speaking — if 
the speaker has a different nationality than 
that of the target language, for example, and 
if it is necessary to convey a documentary 
style dubbing — then a different approach 
may be appropriate. A social communication 
made by a company director, for instance, or 
an interview with a person whose identity 
is made clear will mean that the spectator 
must be made aware of the real voice of the 
person. This is done by laying the dubbing 
over the original, which can be heard in the 
background and is not completely omitted. 
The final text will also need to be shorter 
than the original so that the original voice 
of the speaker can be heard clearly at the 
beginning and end of sentences. Finally, the 
original audio track must be available — 
possibly with the voice separated from any 
international tracks with music and effects 
— so that the source voice can be mixed 
with the target voice.

Many interactive applications are now 
based on the use of author software. In 
this context, Flash applications present an 
interesting case. Most often we advise to 
adapt a strict policy on limiting the length 
of translations, as this allows just replacing 

the original audio files with the localized 
ones. Failure to do so implies re-engineer-
ing the software, the complexity of which 
depends on how the Flash application was 
developed. Assessment of which solution 
to use will necessarily involve a careful 
analysis of the Flash files and a compari-
son of software engineering costs against 
adaptation and recording costs.

 
Actor casting

Actors are vital to a good audio local-
ization. The actor used must always be a 
professional mother-tongue actor, possi-
bly residing in the target country to avoid 
regional inflections that will be immediately 
recognized in the target countries. A studio 
that works within such parameters can offer 
a variety of voices and acting styles that will 
suit the needs of listeners. In general, for 
business-to-business (B2B) applications, 
two or three voices will be required for char-
acters and will be taken from the studio’s 
database, whereas for more critical produc-
tions or those with vivid characterizations, 
the studio can record a short piece of spe-
cially selected text. The speed with which 
the studio can respond to requests of this 
kind is a strong indicator of its professional-
ism in the field of audio localization.

Once the voice has been selected, the 
actor’s availability at the time of production 
must be taken into account. As it is more 
difficult to change an actor than a transla-
tor, ask for more than one voice sample for 
each character and give a preference rating 
so that if the first choice of actor is not avail-
able in the short lead times typical of local-
ization, the second choice may be booked.

Give reference material 
to studios and translators

The recording type will also affect the 
amount and type of reference material to be 
provided and post-production activities. A 

ID Filename Source text Target text Difference 
characters

Difference 
% Hyperlink

1 082.wav
In this demonstration, you will 

see launching a serial session and 
closing a serial session.

O exemplo mostra como iniciar 
sessão serial e encerramento de 

sessão serial.
-15 -20% 082.wav

2 083.wav
Topics include detailed reporting, 
e-mail notifications, exit macros, 

virtual media, and many more.

Os tópicos incluem relatório detal-
hado, notificações por e-mail, macros 

de saída, virtual media e mais.
4 4% 083.wav

3 084.wav
In this lab exercise, you will create 

a macro to log off the server.
Neste exercício, você criará 1 macro 

para fazer log off do servidor.
0 0% 084.wav

Table B: Basic model of script for Time Constraint recordings.

18-23 Audio 91G.indd   20 9/20/07   11:18:39 AM

http://www.palex.ru


GETTINGGETTING STARTEDSTARTED :Guide
LOCALIZATION

page 21October/November 2007 • www.multilingual.com/gsg

Wild recording will simply entail sending a 
script via e-mail to the recording studio. 
Other types of recording will require a script 
plus reference audio and/or video files. In 
any case, the script provided must contain 
the names of audio files so that the audio 
files can be named correctly during post-
production. During pre-production, the stu-
dio will prepare the recording sessions 
(Figure 1) so that the actors can be given 
the original audio on headphones and the 
original video can be shown on the screen 
during recording. As with adaptation, prep-
aration for recording will save time later 
during the recording stage itself.

To facilitate communication and to sim-
plify recording, ask the studio which system 
it uses for recording. Hard-disk recording 
systems will usually accept uncompressed 
audio files — for example, Wave, PCM, 
44.100 Hz, 16 bit — and video files in AVI, 
WMV or QuickTime format with various 
compression types.

Audio files can be transferred easily, 
but video files should be converted into 

compressed formats so that they can be 
sent through the internet to the studios and 
translators. Unless one needs to mix audio 
tracks onto the video tracks, high-resolution 
video files are not necessary. Such files can 
reach 100 megabytes per minute of film. 

Pronunciation management
Definition of pronunciation is crucial and 

plays the same role in audio as a glossary 
does in translation. Common lexis has stan-
dard pronunciations in each country, but 
special terms and names may have different 
or undefined pronunciations. For example, 
even if they are not translated, product 
names must be pronounced according to the 
client’s specifications. In pre-production, a 
glossary of pronunciations is drafted con-
sisting of those terms the client deems criti-
cal with instructions on how to pronounce 
them. Usually the instructions are in the 
form of a description (“Use English pronun-
ciation”) or, more rarely, phonetic symbols. 
A surer way to ascertain correct pronuncia-
tion without forcing the client to take part in 

lengthy recording sessions is for the client 
to record a low-quality file of critical terms 
in the various languages so that the actors 
can refer to them when speaking in the tar-
get language. Marketing offices and local 
branches of the client company are usually 
sensitive to the importance of this issue and 
are willing to help.

If doubts on some pronunciations remain 
at the time of recording, the studio can 
record two versions of those phrases con-
taining the words in question. This approach 
can be impractical, however, if there are 
many of these words or if they are repeated 
frequently.

Primary economic implications 
Cost structure is one of the areas in 

which audio localization differs most 
from localization of text and graphics. The 
quantity of text to be spoken, the type 
of recording and the number of actors 
required will all influence cost greatly. 
The simultaneous presence of several 
people during recording sessions with 
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relative booking fees and union rules for 
actors in the various countries also means 
that, with the exception of series produc-
tions, it is not possible to simply multiply 
a quantity by a price and obtain a cost.

As prices vary from country to country 
and often from studio to studio depending 
on the studio’s areas of specialization (dub-
bing for film, advertising, multimedia), here 
we will discuss those production parame-
ters that will allow us to construct a produc-
tion model with which to assess offers.

Bearing in mind that our assessments 
here are for the practical purposes of this 
article and are approximate, to produce an 
hour of finished audio with a professional 
actor, a studio needs three to four hours 
for a Wild recording, six to eight hours for a 
Time Constraint recording and at least 12 to 
16 hours for Sound Sync or Lip Sync record-
ing. The actual time will increase if the text is 
technical and if the text must be interpreted 
artistically, and it will also depend on how 
well the text has been adapted for time con-
straints or screen action. On the other hand, 

if the text is conversational, consisting of 
long sentences spoken in the same manner, 
recording speed will be greater than a case 
where short individual phrases are required, 
each with a different interpretation.

From a financial perspective, it is clear 
then that the recording type plays an even 
greater role than the amount of text to be 
recorded. Its effect on cost is also amplified 
by the fact that an increase in recording time 

does not just mean higher studio costs, 
which usually include the sound engineer, 
but also higher fees for the dubbing director 
and actors.

As regards the actors, in most countries 
where dubbing has a consolidated tradi-
tion, actor fees are based on a fixed book-
ing fee — which can be fairly high — plus a 
fee based on the number of words/pages/
lines/takes/minutes recorded, with stan-
dards that vary according to the countries 
and regulations to which the studio must 
adhere. The costs deriving from fixed book-
ing fees may be significant for recordings 
with few words but many actors. One can 
make considerable savings without affect-
ing the artistic quality of the final prod-
uct by carefully examining the characters 
involved and possibly combining several 
characters to be played by a single actor. 
It’s advisable to discuss with the studio all 
the possible options. The number of actors 
involved in recording is also an indicator of 
how complex the process is.

Assessment and selection 
of the audio localization vendor

For those with limited experience in 
audio localization, choosing an audio ven-
dor may appear complicated because of 
the number of different parameters and 
people involved. Here are several steps 
that may help you to choose the vendor 
that best suits your requirements.

Define precisely what you need from 
your audio vendor, what you need to give 
the vendor and what you want in return. 

Immediately discern musical studios 
from dubbing studios. The former are eas-
ier to find, but the latter are the ones to be 
used for localization. 

Be sure of the production chain you are 
buying. Ask for a description and explana-
tion of all activities that must be carried 
out to complete the job successfully. It 
may seem obvious, but it is very important 
that the audio vendor has a transparent 
approach when describing its production 
methods.

Make sure that at least three profession-
als are included in the price: actor, sound 
engineer and dubbing director. A recording 
without dubbing direction is like a transla-
tion without proofreading. 

Always request a technical sheet of 
hardware and software that will be used, 
even if you are not sure how to assess their 
appropriateness. Avoid studios that record 
on to tape. Recording studios for multime-
dia entertainment or B2B are now based 

Ask for 
 two samples of   
  male voices and 
 two samples of 
  female voices 
for each language.
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purely on hard-disk recording technology 
(usually Digidesign Pro Tools) that allows 
complex editing in a short period of time.

Ask for two samples of male voices and two 
samples of female voices for each language.

If the studio you are in contact with coor-
dinates and provides several languages, 
make sure that the actors who do the 
recording are not just native speakers but 
also professional actors, possibly resident 
in the target country. It is even better if the 
recording is made in a studio in the target 
country. In this way, the dubbing direction 
is also carried out by mother-tongue direc-
tors, and the final result will be, without 
doubt, of a higher quality.

As usual, when comparing quotes, make 
sure they all cover the same working pro-
cesses. It may seem obvious, but, when an 
artistic component is involved, personal 
sensibilities can vary enormously and may 
result in a significant difference in terms 
of time involved. If in doubt, ask for an 
estimate of times divided into stages or 
macro-activities.

In some countries — in particular in the 
United States — clients will take part in the 
recording session so that they can control 
production directly. However, if the pre-pro-
duction phase is carried out correctly and 
recording is done in-country, you can rely 
on professional recording studios that can 
produce daily audios in the target language 
ready for air. In this way you can obtain a very 
high-quality level. For multilingual speech 
localization, the in-country solution can save 
many hours spent in the studio or on the tele-
phone checking the recording stage.

Project coordination
Once the audio vendor has been chosen, 

a good coordination performed by the LSP 
is essential for a successful project. More 
specifically, it is the LSP’s responsibility:

to manage translation of the script 
and draft the pronunciation glossary.

to define the level of freedom that 
the studio can have in editing the text. 
These levels may range from not being 
able to touch the text at all as it has been 

•

•

approved by the client to a limited possi-
bility of editing syntax errors to freedom to 
alter the text at will to improve comprehen-
sion. Remember that editing or adapting 
the text during recording will take up the 
time of at least three people — actor, dub-
bing director and sound engineer — with a 
consequent increase in costs.

to assess the work to be done together 
with the recording studio, planning every 
stage of the production process.

Conclusion 
Creating audio should be tackled with 

the same level of professionalism and 
transparency used for undertaking a trans-
lation. Audio, just like translation, requires 
dedicated resources both from a technical 
perspective (sound engineer, hardware 
and software) and from an artistic one 
(text adapter, actors and dubbing direc-
tor). Although recording is a substantially 
different activity from translation, many of 
the same quality control and assessment 
principles apply. Happy recording!  G

•

18-23 Audio 91G.indd   23 9/20/07   11:18:47 AM

mailto:enquiry@whp.net
http://www.whp.net
http://www.multilingual.com/gsg


24 LW ad.indd   24 9/20/07   11:19:32 AM

http://www.localizationworld.com


This guide is a component of the magazine MultiLingual. The 
ever-growing easy international access to information, ser-
vices 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 pro-
vides 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 inter-
ested 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.

Four 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 com-

municating ideas and information between speakers of different 
languages? Translators are vital to the development of interna-
tional and localized software. Those who specialize in technical 
documents, such as manuals for computer hardware and soft-
ware, industrial equipment and medical products, use sophisti-
cated tools along with professional expertise to translate complex 
text clearly and precisely. Translators and people who use transla-
tion services track new developments through articles and news 
items in MultiLingual.

Language technology
From multiple keyboard layouts and input methods to Unicode-

enabled 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 technol-
ogy is also changing the way in which people communicate on a 
personal level — changing the requirements for international soft-
ware 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 inter-
net and worldwide web for e-mail, for purchasing services, for 

promoting your business or for conducting fully international e-
commerce, 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 manage-
ment systems (CMS and GMS), customer relations management 
(CRM) and other management disciplines is increasingly impor-
tant as systems become more complex. Leaders in the devel-
opment 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 col-
ors 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 inter-
national 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 chal-
lenges of computing in various languages, explain and update 
encoding schemes, and evaluate software and systems. Other 
articles focus on particular countries or regions; specific lan-
guages; 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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