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The 2008 Resource Directory and Editorial Index 
2007 from MultiLingual

is now online and available to download for free at 
www.multilingual.com/resourceDirectory

This 84-page must-have resource includes a 
comprehensive index of the eight 2007 issues of 
MultiLingual, listings for over 700 companies in the 
localization industry and illuminating editorial from 

regularMultiLingual contributors Adam Asnes, Renato 
S. Beninatto, M. Katherine Brown, Donald A. DePalma 

and Tom Edwards. Download yours today! 

How to use www.multilingual.com

GO TO the home page to see daily news updates and links 
to new website content as well as current job postings.

MANAGE your print or digital subscription at 
www.multilingual.com/subscriptionInformation

FIND a technology or service by searching our database 
of more than 1,700 industry resources at  
www.multilingual.com/industryResources

CHECK OUT current thoughts from the MultiLingual editorial board at 
www.multilingualblog.com

PLAN your travels by checking the calendar of events at 
www.multilingual.com/calendar

on the web at www.multilingual.com

Downloads — Free internationalization course

The new Resource Directory and Index is online now

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 international-

ization 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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O
Our esteemed managing editor, Laurel Wagers, is ill, and everyone else on staff — 

and seemingly the rest of the planet — is extraordinarily busy, so this task has fallen 
to me, the lowly production guy. Usually I communicate in grunts and gestures 
with the editorial staff as we work together through the somewhat stressful and 
deadline-laden process of making MultiLingual “fi t.” This time, though, I get to 
practice my language skills. Hopefully not too many of us will regret it.

When I say “make it fi t,” I don’t mean “fi t for publication,” though that is part 
of our goal in the editing and design process. I mean “fi t the space allowed,” as we 
endeavor always to cram as much information between our covers as we can. This 
issue is no exception. It’s jam-packed.

At the back of the issue in the Tech section, editorial board member Bill Hall 
is wading around in the .NET world again. At the front, in Reviews, Ultan Ó Broin 
has reviewed two books, Persuasive Games by Ian Bogost and The Culture Code
by Clotaire Rapaille. Reviewer John Hedtke also chronicles his tests of the Adobe 
Technical Communication Suite. In between, regular contributors explore the 
cultural signifi cance of holidays (Tom Edwards); test Franklin’s 12-language 
handheld translator (John Freivalds); and clarify some of that foggy territory lying 
between the concepts of localization and internationalization (Adam Asnes). 

In the Region Focus, we visit Central and Eastern Europe (CEE). Our tour guides to 
the CEE translation market are Annette Hemera and György Elekes. Evelina Iotzova 
introduces us to the Bulgarian language and alphabet. Ivan Lukavsky notes the 
“arrival” of Bosnian and Kazakh onto the localization scene. 

Jurek Nedoma leads us on an exploration of the nearly-new EN 15038:2006 
standard in the Business section. Joining Hall in the Tech section is Susan M. 
Colowick discussing the cross-lingual image search site, www.panimage.org. Way 
at the back of the issue, Jing Liang asks the question “Who determines translation 
quality?” in Takeaway to close out the editorial on an illuminative note. 

Add the News, the Calendar, the Buyer’s Guide and a number of well-placed ads, 
and — voilà! — it fi ts, once again. Happily, it is brimming with good things for our 
readers and certainly fi t to be read. 

Here in our currently snow-laden town of Sandpoint, Idaho, when I tell folks that I 
work at MultiLingual, they inevitably ask me what other languages I speak. I answer 
“Canadian, but they know I’m American by my accent.” (We live west of the 100th 
Meridian, and not many British Columbian neighbors speak Canadian French.) We all 
laugh, then, except those who have heard the joke ten times too many. 

My language abilities established, then, they ask what MultiLingual is about. I tell 
them, “I don’t really know. All I do is make it fi t.” That is not necessarily true, but it’s 
easier than trying to explain the complex idea of localization in three sentences or less. 
If they insist on an answer, I tell them that MultiLingual is about the art and science of 
making a message understood across cultural and physical borders via the technology 
of computing and the internet. “If you want to sell your product or communicate a 
message via the web into China,” I say, “you need a website that can be understood in 
both the Chinese language and culture — without making anyone angry or nauseous.” 
If they still have blank expressions, I get them the most recent edition of MultiLingual.

And now, you have yours. Enjoy. 

Making it fi t

Sandy Compton  Post Editing

www.multilingual.com March 2008 MultiLingual | 7
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Members accept XLIFF 1.2 
as new OASIS standard

The members of OASIS, the inter-
national open standards consortium, 
have approved the XML Localisation 
Interchange File Format (XLIFF) ver-
sion 1.2 as an OASIS standard. Devel-
oped through an open process by the 
OASIS XLIFF technical committee, the 
new standard defi nes a vocabulary 
for storing localizable data and car-
rying it from one step of the local-
ization process to another. The new 
standard defi nes how to mark up 
and capture localizable data that can 
interoperate with different processes 
or phases without loss of informa-
tion. Tool-neutral, XLIFF supports the 

entire localization process, including com-
mon software, document data formats and 
markup languages. It provides an extensibility 
mechanism to allow for the development of 
tools compatible with an implementer’s data 
formats and workfl ow requirements. The 
extensibility mechanism supports the con-
trolled inclusion of information not expressly 
defi ned in the specifi cation.
OASISOASIS
info@oasis-open.org, www.oasis-open.org

STAR Servicios Lingüísticos 
achieves double certifi cation

STAR Servicios Lingüísticos S.L., the Span-
ish branch of the STAR Group, has achieved 
ISO 9001:2000 certifi cation for its quality 
management system and has been certifi ed 
under EN 15038, the new European standard 
for translation services that was created by 
the National Committee AEN/CTN 174 of 
the Spanish Normalization and Certifi cation 
Body AENOR and approved by the European 
Committee for Standardization.
STAR Servicios Lingüísticos S.L.STAR Servicios Lingüísticos S.L. 
starspain@star-group.net
www.star-spain.com

GALA 2008 board offi cers
The Globalization and Localization Asso-

ciation (GALA) has announced the 2008 
GALA board offi cers. The six board members, 
four of whom are newly elected to two-year 
terms, have agreed to the board positions and 
will commence work immediately. Kim Harris 
of text & form GmbH is in the second year 
of her two-year term and will act as chair-
person. Peter Reynolds of Idiom Technologies 
will assume the role of vice chair; Maria 
Gabriela Morales of Rosario Traducciones y 

Servicios will act as secretary; Michael Sank 
of TransPerfect will be treasurer; and Arancha 
Caballero of TSG will be membership liaison. 
Matthias Caesar of Locatech GmbH will act as 
the spokesperson — a newly created position 
— in line with the board’s goal to increase 
the visibility of GALA and the industry it 
represents.
Globalization and Localization AssociationGlobalization and Localization Association 
info@gala-global.org, www.gala-global.org

Industry companies trademark brands
The translation and interpreting fi rm 

Global Language Solutions, Inc., has received 
an offi cial certifi cate of registration for its 
mark — “Global Language Solutions” — from 
the United States Patent and Trademark 
Offi ce. The offi cial date of registration was 
December 27, 2007.

Foreign Translations, Inc. (formerly Mon-
dial Translations and Interpreting, Inc.), a 
translation, interpreting and website local-
ization fi rm, has received a registered trade-
mark for its brand message — “Go Global 
With Confi dence” — from the United States 
Patent and Trademark Offi ce.
Global Language Solutions, Inc.Global Language Solutions, Inc. 
info@globallanguages.com
www.globallanguages.com
Foreign Translations, Inc.Foreign Translations, Inc. 
translations@foreigntranslations.com 
www.foreigntranslations.com

Hermes obtains 
double certifi cation

Hermes Traducciones y Servicios Lingüísti-
cos, S.L., has obtained a double certifi cation 
under EN 15038 (translation services) and 
ISO 9001 standards. Issued by the multina-
tional certifi er EQA, both certifi cations are 
also guaranteed by the Spanish Federation 
of GILT Companies and the Spanish Associa-
tion of Translation Companies.
Hermes Traducciones yHermes Traducciones y 
Servicios Lingüísticos, S.L.Servicios Lingüísticos, S.L. 
hermestr@hermestrans.com 
www.hermestrans.com

Changes

IFL expands and adds staff
Idea Factory Languages, Inc. (IFL), a trans-

lation and localization services provider, has 
realized an 88% increase in revenue during 
2007. The growth resulted in IFL expanding 
its offi ces and in some cases moving to 
larger locations.

It also announced the addition of Ernesto 
Krawchik, taking on the role of business 
development director. As founding partner 

and an IFL board member since its start, 
Krawchik has a background of senior man-
agement positions with global information 
technology companies, including several 
years in charge of Oracle’s southern hemi-
sphere operations.
Idea Factory Languages, Inc.Idea Factory Languages, Inc. 
ifl info@idea-factory.net, www.ifl ang.com

NCS updates website 
NCS Enterprises, L.L.C., a company spe-

cializing in localization, cultural adaptations 
and multimedia development, has launched 
a new website to better educate prospective 
clients. As a provider of language transla-
tion and software and website localization, 
NCS serves a wide range of companies, not 
only with a global presence but also on a 
national level.
NCS Enterprises, L.L.C.NCS Enterprises, L.L.C. 
sales@ncs-pubs.com, www.ncs-pubs.com

Word Works promotes staff 
member, receives certifi cations

Word Works S.L., a translation com-
pany, has promoted Icíar del Campo from 
production manager to vice president of 
operations. Word Works currently serves 
over 500 customers worldwide in the 
industrial, automotive, energy and life sci-
ences markets. The company has recently 
been awarded ISO 9001:2000 certifi cation 
for its quality management system and 
the EN 15038, the new European quality 
standard for translation services.
Word Works S.L.Word Works S.L. 
info@wordworks.es, www.wordworks.es

MGO-Traducciones redesigns website
MGO-Traducciones, a linguistic and com-

munication services provider, has redesigned 
its website. New features include Spanish 
content and links to sites in the company’s 
working languages of Spanish, German, 
English and Latin. The redesign was done 
with TextPattern, an open-source content 
management system.
MGO-TraduccionesMGO-Traducciones 
info@mgo-traducciones.com.ar
www.mgo-traducciones.com.ar

Correction:
Nancy A. Locke (“Dispatch from 

Argentina: people, place, thing” Multi-
Lingual #91 October/November 2007) 
inadvertently identifi ed USAID as an 
Ocean Translations client while it 
should be UNAIDS (p. 36). We thank 
Beatriz Galiano for drawing this to 
our attention.
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Business

Welocalize buys Sinometrics
Welocalize, a provider of integrated global-

ization services, has announced the acquisi-
tion of Sinometrics, a multilingual software 
localization fi rm based in Seattle, Washing-
ton. Sinometrics will work closely with the 
Welocalize offi ce in Portland, Oregon, on a 
number of customer-focused initiatives, from 
technology integration to marketing outreach 
efforts.
WelocalizeWelocalize info@welocalize.com
www.welocalize.com
SinometricsSinometrics
information@sinomet.com
www.sinometrics.com

LLS acquires Coto Global Solutions
Language Line Services (LLS), Inc., has 

acquired Coto Global Solutions and its sub-
sidiaries Lingo Systems and TeleInterpreters. 
The acquisition will give clients of the three 
companies access to expanded resources 
and expertise. Lingo Systems and TeleInter-
preters will begin operating immediately 
under the Language Line Services name 
with the integration of customer services 
and operations completed during 2008.
Language Line Services, Inc.Language Line Services, Inc. 
info@languageline.com
www.languageline.com
Lingo SystemsLingo Systems 
info@lingosys.com, www.lingosys.com

Government of Nunavut 
selects MultiCorpora

MultiCorpora R&D Inc., a provider of 
multilingual asset management solutions, 
has been selected by the Government 
of Nunavut to provide a combination of 
multilingual asset management solutions 
and professional services that will allow 
the government to meet its ever-expand-
ing translation needs. The Government of 
Nunavut chose MultiTrans as the language 
tool to manage the diverse requirements of 
its four offi cial languages.
MultiCorpora R&D Inc.MultiCorpora R&D Inc. 
info@multicorpora.com
www.multicorpora.com

Lusoscript merges with euroscript
euroscript International S.A., a provider 

of innovative solutions in content life cycle 
management, has announced that Luso-
script will become a part of the company. 
The new organization is based in Porto 
Salvo, Portugal, and will be led by manag-
ing directors Marilita Oliveira and Aldina 

Rodrigues. Besides the traditional language 
services, Lusoscript will now also offer con-
tent and document management solutions 
for both the local markets and large-scale 
projects.
euroscript International S.A.euroscript International S.A. 
contact@euroscript.com
www.euroscript.com

Jonckers deploys Borland SilkTest
Jonckers Translation & Engineering, a 

provider of software, e-learning and multi-
media localization services, has announced 
the adoption of Borland SilkTest for auto-
mated software testing. SilkTest is designed 
to deliver stability and support for major 
enterprise environments in a cost-effective 
package, thus making automated regres-
sion and functional software testing a key 
capability instead of an expensive option.
Jonckers Translation & EngineeringJonckers Translation & Engineering 
info@jonckers.com, www.jonckers.com

Lingsoft Microsoft spell-checkers
Lingsoft, Inc., has entered into an agree-

ment with Microsoft Corporation to deliver 

spell-checkers for eight new languages. The 
new spell-checkers cover six central Asian 
languages and two European languages. 
All languages are offi cial languages of their 
respective countries and are spoken by a 
total of more than 70 million people.
Lingsoft, Inc.Lingsoft, Inc. 
info@lingsoft.fi , www.lingsoft.fi
Microsoft CorporationMicrosoft Corporation 
info@microsoft.com, www.microsoft.com

Idiom acquired by SDL
SDL, a provider of global information 

management solutions, has acquired Idiom 
Technologies, Inc., a provider of software-as-
a-service translation management systems. 
SDL acquired Idiom for a consideration of 
$21.7 million (£11.1 million) plus the assump-
tion of debt and working capital of $4.9 
million (£2.5 million). The transaction will see 
Mike Iacobucci continue to serve as the CEO 
of Idiom, reporting to Mark Lancaster, chair-
man and CEO of SDL.
SDLSDL nbogle@sdl.com, www.sdl.com
Idiom Technologies, Inc.Idiom Technologies, Inc.
info@idiominc.com, www.idiominc.com
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DTB, Syntes and Refresh Software 
become Clay Tablet channel partners

Clay Tablet Technologies, a provider of inte-
gration software that connects any content 
management system with any translation 
system, has signed channel partner deals with 
Detroit Translation Bureau (DTB), a provider of 
translation management services and solu-
tions to the auto industry; Syntes Language 
Group, Inc., a provider of translation, localiza-
tion, interpreting and consulting solutions 
in over 50 languages; and Refresh Software 
Corp., the provider of SR2, a component-
based content management and document 
management system.
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com, www.clay-tablet.com
Detroit Translation BureauDetroit Translation Bureau 
www.dtbonline.com
Syntes Language Group, Inc.Syntes Language Group, Inc.
info@syntes.com, www.syntes.com
Refresh Software Corp.Refresh Software Corp. 
www.refreshsoftware.com

Commit installs Plunet’s 
BusinessManager software

Commit, a language service provider, has 
installed Plunet’s BusinessManager software 
for its project management and workfl ow 
requirements. Plunet GmbH is a software 
supplier for the translation and documenta-
tion industry.
Plunet GmbHPlunet GmbH info@plunet.de, www.plunet.de
CommitCommit info@commit.gr, www.commit.gr

muegge.cc switches from 
Google to SYSTRAN Box

muegge.cc, an independent model website 
promoting the use of controlled language to 
maximize the benefi ts of machine transla-
tion, has switched to SYSTRAN Box from 
Google Language Tools to create virtual ver-
sions of the website in 12 languages. 

Uwe Muegge, author of the website, stated 
that unlike Google’s corpus-based approach, 
SYSTRAN’s translation engine supports evolv-
ing input, such as text optimized for readabil-
ity, comprehensibility and translatability.
muegge.ccmuegge.cc
info@muegge.cc, www.muegge.cc
SYSTRAN Software, Inc.SYSTRAN Software, Inc. 
info@systransoft.com
www.systransoft.com

Net-Translators joins 
Idiom LSP partner program

Net-Translators Ltd., a provider of trans-
lation and localization services, has become 
an Idiom LSP Advantage Partner. The part-
ner program provides independent language 

News
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SDL buys Idiom — a translator’s perspective

I remember what I was doing when I heard Idiom was acquired by SDL. Well, I had better! It 
was just days ago, but those of us who stay in this industry will remember that day for a while.

When Idiom entered the market in 1998 — at the height of the dot-com boom — it 
seemed the perfect solution for corporate translation management needs. Its faithful 
investors stuck with it even after the bubble burst. In response, Idiom revamped its tool, 
had a management shake-up, and delivered new versions and features for its increasingly 
complex product at an astonishing rate. 

After SDL acquired TRADOS three-and-a-half years ago, Idiom came up with a wickedly 
good idea. The tool was too costly for many language service providers (LSPs), so why not give 
it away? LSPs could then use Idiom for translation needs and replace the LSP editions of Trados 
and SDLX. In the process Idiom would be introduced to large corporate translation buyers that 
would potentially become paying Idiom customers. Idiom’s LSP Advantage Program was born. 

And then came February 11, 2008 — the day SDL announced that it had acquired Idiom. 
Much has been written about it since, but there is one thing that haunts me. Before 

Idiom was purchased by SDL, it had eaten up tens of millions of dollars of investment 
money and was deep in the red again. Does this mean it’s not possible for an independent 
software maker that offers enterprise-level translation/globalization software to be profi t-
able? Or is it inevitable that they will eventually be gobbled up by a company that will 
continue to sell the tools while also using it for their own service and marketing purposes? 

Let’s hope this isn’t a foregone conclusion. Idiom has gone through a unique evolution 
from high-end corporate tool through the dot-com bust to embrace a whole new market 
and offer a whole new distribution model. This costs money, and Idiom was heavily 
funded by investment capital. This doesn’t have to be a problem, but it doesn’t exactly 
make you truly independent to make decisions the way you would like to. 

Some of Idiom’s ups and downs may now be avoided by successors that will take up the 
mantle. And mantle-takers there must be. If not, our industry will go through some unfor-
tunate changes. Language technology that caters to large corporate translation buyers will 
be in the hands of a few, very large LSPs, and the mid-sized LSP market will essentially be 
cut out, leaving smaller clients to the smaller LSPs. 

Large LSPs are equipped to do jobs that only they can do, but the majority of jobs can be 
done by LSPs large and small(er). We need that diversity to keep our market healthy.

— Jost Zetzsche
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service providers (LSPs) access to the trans-
lation management technologies provided 
by WorldServer for their internal production 
processes. The program combines this offer-
ing with alliance-building opportunities for 
growth.
Net-Translators Ltd.Net-Translators Ltd. 
sales@net-translators.com
www.net-translators.com
Idiom Technologies, Inc.Idiom Technologies, Inc. 
info@idiominc.com, www.idiominc.com

Financial

CETRA sees 42% growth
CETRA, Inc., a language services pro-

vider, saw revenues in 2007 grow by 42% 
compared to 2006. CETRA has had a total 
growth of 577% over the past fi ve years, 
maintaining an average annual growth rate 
of 53%. The company attributes some of the 
growth to its new interpretation division.
CETRA, Inc.CETRA, Inc. info@cetra.com, www.cetra.com

CPSL becomes ‘large’ company
CPSL, a provider of language solutions, 

turned over more than six million euros 
in 2007, thereby increasing its revenue by 
20% in comparison to 2006. These results 
have moved CPSL into the “large” company 
tax category. Much credit for this success 
is being given to the strategic restructur-
ing process that took place in 2006. CPSL 
integrated its previous spin-offs — CPSL 
Technologies and CPS Forum — into one 
company comprised of three business units 
— Language Solutions, Consultancy and 
Events Management.
CPSLCPSL info@cpsl.com, www.cpsl.com

Sajan closes year up 140%
Sajan, Inc., a provider of on-demand lan-

guage translation technology and services, 
has announced 2007 year-end profi tability 
with revenue growth in excess of 140%, 
adding over 150 new clients in 2007 alone. 
The company believes that investments in 
differentiating technology represents the 
greatest means of creating new value for 
its clients.
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com

thebigwordGroup
reports record single quarter

thebigwordGroup, a translation services 
company, reports that the third quarter of 
2007 was the company’s best single quar-
ter in its history. With over 35% revenue 
growth for 2007, the company attributes 

its success to an increase in contract wins 
as well as the launch of its new product, 
LanguageDirector.
thebigwordGroupthebigwordGroup info@thebigword.com
www.thebigword.com

GLS increases revenue by 75%
Global Language Solutions, Inc. (GLS), 

a translation and interpreting company, 
has increased its sales revenues in 2007 by 
75%. In addition to revenue growth, GLS 
achieved certifi cation as a Women’s Busi-
ness Enterprise by the Women’s Business 
Enterprise National Council. GLS specializes 
in key vertical industries such as medical 
devices, pharmaceutical, legal and adver-
tising. It attributes much of the growth 
to the demand in website, document and 
marketing materials translation for an 
increasingly multilingual US population.
Global Language Solutions, Inc.Global Language Solutions, Inc. 
info@globallanguages.com
www.globallanguages.com

Cabinet Champollion 
reports 70% sales growth

Cabinet Champollion, a translation agency, 
has increased its sales by 70% in 2007. Rein-
forced partnerships with several translation 
agencies have contributed to this growth. The 
agency has capitalized on its experience in 
information technology-related projects and 
progressively enlarged its fi elds of compe-
tence to technical and scientifi c translation.
Cabinet ChampollionCabinet Champollion 
champollion@cabinetchampollion.com
www.cabinetchampollion.com

People

Tek expands Ireland team
Tek Translation International S.A., a pro vider 

of globalization solutions, has announced 
a number of initiatives to better respond to 
Ireland’s growing demand for new approaches 
to translation and localization. To expand 
its customer support team in Ireland, Niall 
Carey will join the team of industry execu-
tives as business development manager. Carey 
joins Tek from the information technology 
and telecommunications industry where he 
was European regional account manager at 
Touchbase Communications Ireland Ltd.
Tek Translation International S.A.Tek Translation International S.A.
tekinfo@tektrans.com, www.tektrans.com

New VP of sales at viaLanguage
viaLanguage, a language translation and 

localization agency, has announced that 
Scott Herber has joined the company as 

executive vice president of sales. His previ-
ous experience includes vice president of 
sales, director of business development, 
fi eld marketing, sales training and human 
resource management with companies 
such as Eastman Kodak, Sequent Comput-
ers and IBM.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

Contact: publication_m@cpsl.com
and CPSL will offer a translation
test free of charge.
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Plunet Berlin expands management
Plunet GmbH, a provider of business man-

agement software for translation services 
and agencies, has appointed Gottfried Arne 
Vonderlinn as product manager. Vonderlinn 
studied information management and spe-
cialized in workfl ow optimization.

Plunet has also expanded its marketing 
team with the addition of Daniel Rejtö as the 
marketing and communications manager for 
the Berlin offi ce. Rejtö graduated in media 
studies and has acquired experience in agency 
business.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de

Geo Group continues to grow
The Geo Group Corporation has expanded 

its staff with four project managers. The 
new hires include Emma Goessling, Kath-
erine Minski, Jennifer Lassiter and Davide 
Novelli. It has also added Jesse Schingen 
and Adam Imp to the information tech-
nology department. The Geo Group is a 
translation agency providing desktop pub-
lishing, AV/multimedia production, soft-
ware and website localization, interpreting 
services, technical writing and US Hispanic 
consulting.
The Geo Group CorporationThe Geo Group Corporation 
xlate@thegeogroup.com
www.thegeogroup.com

Common Sense Advisory hires CEO
Common Sense Advisory, Inc., an indepen-

dent market research fi rm specializing in the 
language services industry, has hired Tahar 
Bouhafs for the newly created role of chief 
executive offi cer. Prior to joining Common 
Sense Advisory, Bouhafs spent more than a 
decade with Forrester Research. He was a 
strategic business consultant for Manage-
ment Ventures and served as vice president 
at exevo, an international knowledge process 
outsourcing fi rm serving market research 
organizations.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com
www.commonsenseadvisory.com

Welocalize appoints new 
sales director, production lead

Welocalize, a provider of integrated 
globalization services, has announced the 
further expansion of its Japanese offi ce 
with the appointment of Terukazu Konishi 
as director of sales in Tokyo. Konishi, an 
industry veteran with experience ranging 
from business development to localization 
solution engineering, recently served as the 

managing director of Moravia Japan and 
director of sales, where he helped start up 
the Moravia Tokyo offi ce.

Welocalize has added Maxwell Hoffmann, 
a publishing expert in the localization 
industry, to its team located in Portland, 
Oregon. With nearly 25 years of desktop 
publishing experience, he has also special-
ized in multilingual publishing, document 
conversion, XML and process training in the 
localization industry. Hoffmann recently 
served as the manager of consulting and 
training solutions at ENLASO Corporation.
WelocalizeWelocalize info@welocalize.com
www.welocalize.com

NCS adds vice president 
of business development

NCS Enterprises, L.L.C., a translation ser-
vices company, has added Linda Richardson 
as vice president of business development. 
NCS provides translation and desktop pub-
lishing of business documents, software and 
global website localization, and services for 
clients in the medical industry requiring 
product labeling, informed consent forms, 
protocol and equipment manuals, and other 
required documentation. 
NCS Enterprises, L.L.C.NCS Enterprises, L.L.C. 
sales@ncs-pubs.com, www.ncs-pubs.com

New IT manager at 
Fluent Language Solutions 

Fluent Language Solutions Inc., a pro-
vider of interpreting and translation ser-
vices for American Sign Language and over 
180 other languages, has hired Ash Bowers 
as information technology manager of the 
Charlotte, North Carolina, offi ce.
Fluent Language Solutions Inc.Fluent Language Solutions Inc. 
info@fl uentls.com, www.fl uentls.com

euroscript names new managing 
director of syselog Canada

euroscript International S.A., a provider of 
content life cycle solutions, has announced 
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that Amedeo Clara has been named man-
aging director of syselog Canada Inc. He 
succeeds Benoît Laxenaire, who is now con-
centrating on his role as chief sales offi cer 
of euroscript. Clara is a business develop-
ment and technical systems professional 
with extensive experience in computing 
and engineering systems, and simulation 
technology. He comes to euroscript from 
Utility Consulting International, where he 
was a lead consultant to utility companies 
worldwide.
euroscript International S.A.euroscript International S.A. 
contact@euroscript.com
www.euroscript.com

Products

MadCap Lingo and Analyzer
MadCap Software, Inc., a multi-channel 

content authoring company, has developed 
two products that are being released in 
tandem — Lingo, an XML-based, fully-inte-
grated Help authoring tool and translation 
environment, and Analyzer, software that 
proactively recommends documentation 
content and design improvements.

Lingo offers an easy-to-use interface, 
complete Unicode support for all left-to-
right languages and a list of industry-fi rst 
features for localization task assistance.

Analyzer allows the user to design and 
generate reports for information such as 
broken and missing links and provides sug-
gestions for Flare and Blaze projects.
MadCap Software, Inc.MadCap Software, Inc. 
info@madcapsoftware.com
www.madcapsoftware.com

Language Weaver language pairs, 
SMTS 5.0, LW Statistical Syntax

Language Weaver, Inc., a software company 
developing enterprise software for the auto-
mated translation of human languages, has 
added fi ve bidirectional language modules. 
The new automated translation language 
pairs include Arabic/Spanish, Arabic/French, 
French/Spanish, Danish/English and Greek/
English. Language Weaver’s statistically-based 
approach to translation allows it to develop 
translation systems between any two lan-
guages without having to use English in the 
translation process.

Version 5.0 of its statistical machine 
translation software (SMTS) is also available. 
In addition to quality improvements, Lan-
guage Weaver is also introducing the fi rst 
version of LW Statistical Syntax, initially for 
Chinese-to-English translations. This is an 
evolution of Language Weaver’s SMTS that 

incorporates linguistic information into the 
statistical probability process the company 
uses for automated translation.
Language Weaver, Inc.Language Weaver, Inc.
info@languageweaver.com
www.languageweaver.com

nCore adds FreeType to nScript, 
introduces Messaging Suite

nCore Ltd., a provider of localization 
software solutions for embedded devices, 
has created a new version of nScript that 
includes FreeType. The combination provides 
a solution for text rendering and editing in 
embedded systems. In addition to the Latin 
script used in Western countries, nScript 
supports complex scripts such as Arabic, 
Bengali, Devanagari, Gujarati, Gurmukhi, 
Hebrew, Kannada, Malayalam, Tamil, Telugu, 
Thai and Vietnamese.

nCore has also developed a multilingual 
messaging software suite designed for mass 
market phones. Messaging Suite provides 
all major functionality required for native 
rich-text messaging for any mobile device. 
Combined with a text editor such as nScript, 
Messaging Suite’s wide language support 
enables messaging in native languages.
nCore Ltd.nCore Ltd. ncore@ncore.fi , www.ncore.fi

XML-INTL XTM v3.0
XML-INTL, a developer of XML authoring 

and translation tools, has announced the 
release of XTM v3.0. XTM is based on open 

standards with an open architecture to 
allow for integration with other open stan-
dard-based tools. Updated features include 
built-in support for author memory, which is 
an optional authoring consistency module. 
Advanced linguistic and web search tech-
nology enables improved concordance and 
fuzzy matching. The spell-checker module 
has been enhanced and comes with support 
for 62 languages.
XML-INTLXML-INTL
sales@xml-intl.com, www.xml-intl.com

Localizer 5.3
Lingobit Technologies has launched Lin-

gobit Localizer 5.3 — its one-stop localization 
solution. The latest version supports fi ve new 
formats and can be used to localize not only 
applications, but also Help systems, websites 
and applications with a complex fi le struc-
ture. The product has become compatible 
with all the major Windows platforms for 
software development with its new support 
of Delphi .NET and MFC/.NET mixed.
Lingobit TechnologiesLingobit Technologies 
info@lingobit.com, www.lingobit.com

viaLanguage OLS 5
viaLanguage, a language translation and 

localization provider, has released the latest 
version of its customer translation portal 
— OLS 5. In addition to technology enhance-
ments that provide for faster and more robust 
services, OLS 5 delivers a new set of tools for 

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
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customers to obtain estimates, process fi les 
and view relevant information on their trans-
lation jobs. Also, new reporting tools allow for 
easier export to other applications, and new 
administrative tools allow administrators to 
more easily aggregate departmental transla-
tion billings and manage user accounts.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

Schaudin.com RC-WinTrans 8.6
Schaudin.com, a developer of software 

localization tools, has launched RC-WinTrans 
8.6. The update introduces several new fea-
tures, such as simplifi ed data storage with 
Microsoft Access database fi les, the ability 
to write multiple-language Win32 EXE/DLL 
fi les, and project alignment with RESX fi les 
contained in Visual Studio .NET projects. 
Other changes/improvements affect data 
exchange with translators, .NET localization 
and fi nd text capabilities.
Schaudin.comSchaudin.com
info@schaudin.com, www.schaudin.com

dominKnow LCMS 5.1 
offers Language Module

dominKnow Inc., a creator of learning soft-
ware and related courseware development, 
has announced that the dominKnow LCMS 
5.1 web-based learning content management 
system (LCMS) now offers a language mod-
ule. LCMS 5.1 provides customers the ability 
to present courses and courseware interfaces 

in Canadian French, European French, Ger-
man, Spanish, Japanese, Simplifi ed Chinese, 
Italian and Korean.

The new Language Module also gives 
customers a translation tool to extract the 
text assets of a course on their own and 
have them translated into any language 
they choose. Additionally, customers can 
substitute same-language interface words 
to match organizational terminology.
dominKnow Inc.dominKnow Inc. sales@dominknow.com 
www.dominknow.com

OrcaTec Information 
Retrieval Toolkit v2.0

OrcaTec LLC, an information manage-
ment software and consulting company, 
has announced the release of v2.0 of the 
OrcaTec Information Retrieval Toolkit. The 
toolkit is based on language modeling, 
which is the process of analyzing the pat-
terns of language usage in a text and using 
these patterns to organize and retrieve it. 
The toolkit will be distributed as an rPath-
based software appliance. This software 
appliance provides an integrated collection 
of information analysis and management 
services, including concept search, near-
duplicate clustering, language identifi cation 
and an interesting-phrase fi nder. OrcaTec 
Concept Searching learns the meaning of 
words from the documents that it reads. 
v2.0 supports data ingest rates as high as 
two million documents per day, per system. 

These documents can be in any language 
from any source.
OrcaTec LLCOrcaTec LLC 
sales@orcatec.com, www.orcatec.com

LTC Worx v1.1
The Language Technology Centre Ltd. 

(LTC), a developer of language technol-
ogy solutions, has updated LTC Worx — its 
web-based business system for multilin-
gual information management — to v1.1. 
New features include improved workfl ow 
customization and management, as well as 
new functions designed to increase project 
management effi ciency. Advanced report-
ing features have been developed that 
make it possible to create custom reports 
on any data in the system.
The Language Technology Centre Ltd.The Language Technology Centre Ltd. 
info@langtech.co.uk, www.langtech.co.uk

Mondeca ITM T3
Mondeca S.A., a developer of semantic 

technology, has developed ITM T3, a col-
laborative server-based environment for the 
creation, maintenance and sharing of multi-
lingual taxonomies, terminologies and the-
sauri. ITM T3 is designed to allow enterprises 
and organizations to manage reference 
vocabularies and make them interoperable 
with other information system applications 
such as search engine, text mining, transla-
tion and classifi cation tools.
Mondeca S.A.Mondeca S.A. 
info@mondeca.com, www.mondeca.com

SDL Trados 2007 SP2
SDL, a provider of global information 

management solutions, has made avail-
able SDL Trados 2007 Service Pack 2 (SP2). 
Key updates include additional fi le format 
support; improved quality assurance with 
QA Checker 2.0; localized SDL Trados 2007 
documentation in French, German and Jap-
anese; and a conversion utility for complex 
markup language. SP2 also includes SDL 
MultiTerm 2007 SP1 with over 40 updates.
SDLSDL nbogle@sdl.com, www.sdl.com

Expand Access.Expand Access.
Advance Communication.Advance Communication.
Accelerate Growth.Accelerate Growth.

Language Weaver translation software offers:

- Improved productivity
- Fast customization
- Simple integration

- Rapid ROIwww.languageweaver.com
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TILP certifi ed 
localization courses for 2008

The Institute of Localisation Professionals 
(TILP), a nonprofi t organization for indi-
vidual professionals working in localization, 
has announced the 2008 roll-out of Certi-
fi ed Localisation Professional (CLP) courses 
for members of the localization community 
in multiple locations worldwide. In collabo-
ration with in-country partners, TILP will 
offer the Level 1 CLP Courses as a combina-
tion of online and onsite training modules.

TILP is collaborating with the European 
Commission’s TechLink project, govern-
ment and development agencies, as well 
as with localization tools developers and 
localization companies on this project. TILP 
will organize special training sessions for 
trainers who wish to become involved in 
the delivery of the onsite modules of the 
course and welcomes expressions of inter-
est from professionals.
The Institute of Localisation ProfessionalsThe Institute of Localisation Professionals
info@tilponline.org, www.tilponline.org

ALC 2007 industry survey results
According to the 2007 Industry Survey 

conducted among members of the Asso-
ciation of Language Companies (ALC), 
US-based language companies reported 
slightly higher profi ts in 2007 and a larger 
amount of government-related work. The 
results of the survey — available to ALC 
members only — provide a representative 
sampling of industry information about 
its members’ skills, fi nances and business 
practices. Some revealing statistics include 
a drop in the average sales fi gure; member 
companies hire an average of 380 outside 
contractors; an increasing number of cli-
ent contracts require security clearances; 
translation work remains the dominant 
product category; and advertising, medi-
cal and government clients are the largest 
sources of revenue.
The Association of Language CompaniesThe Association of Language Companies 
info@alcus.org, www.alcus.org

Beyond Translation guide
viaLanguage, a translation and local-

ization agency, has published the fi rst 
edition of its Beyond Translation guide to 
help those responsible for translation and 
localization for the health-care industry 
to better apply translation best practices 
to effectively meet their goals. With a 
step-by-step methodology for dealing 
with translation issues, a set of case studies 

related to both hospital and health-plan 
language translation and localization, 
the guide helps provide a framework for 
applying translation and localization in the 
changing health-care landscape.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

Database of Arabic Names expanded
Specializing in the compilation of CJK and 

Arabic lexical resources, The CJK Dictionary 
Institute, Inc., has expanded its Database of 
Arabic Names (DAN), which is expected to 
reach over a million entries by March 2008. 
DAN covers Arabic personal names in both 
the Roman and Arabic scripts and includes 
numerous orthographic variants and other 
attributes such as web frequency, name 
type codes and normalized forms.
The CJK Dictionary Institute, Inc.The CJK Dictionary Institute, Inc.
info@cjk.org, www.cjk.org

JupiterResearch fi nds website 
localization advantageous

JupiterResearch, LLC, a market research 
fi rm focused on the impact of the internet 
and emerging consumer technologies on 
business, has released a new report, “Web 
Site Localization: Best Practices in Global 
Expansion.” The report fi nds that the com-
panies that are positioned for success in 
markets outside the United States are those 
that have not simply developed and applied 
a uniform template to their websites, but 
have tailored the sites to the needs and 
tendencies of individual countries.

According to the report, 37% of all large 
US companies have not translated their 
website content into any other language, 
despite the fact that the average number of 
languages for the top ten global brands is 
almost thirty. Large companies that are not 

developing content for markets other than 
those that speak English — domestically or 
internationally — risk losing market share to 
competitors with relatively more targeted 
strategies.
JupiterResearch, LLCJupiterResearch, LLC
researchsales@jupiterresearch.com
www.jupiterresearch.com

European Union report 
highlights LTC Technology

In its fi nal evaluation of the Aladdin Proj-
ect (www.aladdin-project.org), the Euro-
pean Union (EU), funders of the research, 
particularly emphasized the importance of 
the multilingual component supplied by The 
Language Technology Centre Ltd. (LTC) and 
recommended that it be developed further. 
LTC contributed its expertise and LTC Com-
municator technology to the project for 
the development of a multilingual mobile 
destination system for the tourism industry. 
It combines a mobile incoming tour opera-
tor workspace with a mobile content and 
service management system for destina-
tions. In its report the EU emphasized that 
the multilingual component is of particular 
interest in the face of the growing demand 
in global tourism and that it may aid to 
improve understanding and intercultural 
interaction.
The Language Technology Centre Ltd.The Language Technology Centre Ltd.
info@langtech.co.uk, www.langtech.co.uk

The World Atlas of 
Language Structures

Research and Markets, a web source 
for international market research and 
market data, has added The World Atlas of 
Language Structures to its offerings. The
World Atlas of Language Structures is a 
book and CD combination displaying the 
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+ Technical and general translation. 
+ Interpreting. 
+ Third-party translation review.
+ Style guide creation. 
+ Desktop publishing. 
+ Linguistic advisory. 
+ Terminology and document management.
+ Technical writing. 
+ Multimedia translation.
+ Web site design, development and internationalisation.
+ Linguistic, typographic and style revising and review.   
+ Video and audio tape transcription,
   including studio dubbing and voice-over. 
+ Training on translation and localisation. 

TRADUCCIONES Y SERVICIOS LINGÜÍSTICOS

Founded in 1991
Cólquide, 6, portal 2 - 3.º I, Edificio Prisma,
28230 Las Rozas, Madrid  -  SPAIN
Phone: (+34) 91 640 7640, Fax: (+34) 91 637 8023
Email: hermestr@hermestrans.com
www.hermestrans.com

Parque Tecnológico de Andalucía
Juan López Peñalver, 17,  3.º, ofic. 6
Edificio Centro de Empresas
29590 Campanillas, Málaga - SPAIN
Phone: (+34) 952 020 525 Fax: (+34) 952 020 529
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News
structural properties of the world’s lan-
guages. Each world map shows an average 
of 400 languages and is accompanied by a 
fully referenced description.
Research and MarketsResearch and Markets 
www.researchandmarkets.com

Common Sense Advisory 
website globalization report

Common Sense Advisory, Inc., an inde-
pendent market research fi rm specializing 
in the language services industry, has 
released a new language industry research 
report — “Website Globalization: The Avail-
ability Quotient.” Going beyond anecdotal 
evidence from a few dozen websites and 
high-tech fi rms, the report establishes 
a systematic method for analyzing the 
business reasons for building a global web 
presence and then measures the success or 
failure of such websites in meeting those 
business objectives. The report outlines how 
to maximize the total available audience 
for a website, how companies around the 
globe guide visitors through their customer 

experience, what countries and languages 
these companies support on their websites, 
and how to benchmark against these sites. 
These fi ndings are a result of the analysis 
of the top 505 websites in the 15 largest 
world economies.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com
www.commonsenseadvisory.com

Services

Translators Training 
compares tools side by side

Translators now have access to a service 
to help them understand the similarities 
and differences among the various transla-
tion environment tools. Translators Training 
sent the 13 most prominent tool vendors a 
single document and asked the question, 
“Using your tool, what’s the best way to 
translate this Word document?”

The result is 13 video tutorials that show the 
step-by-step process of translating the same 
document with each of the leading tools. 

The video tutorials are available at Transla-
torsTraining.com, a joint project between Jost 
Zetzsche of International Writers’ Group and 
Intrawelt, a language services and e-learning 
solutions company. The designers have no 
affi liation with any of the software vendors 
profi led.
International Writers’ Group, LLCInternational Writers’ Group, LLC 
info@internationalwriters.com
www.internationalwriters.com
Intrawelt Servizi LinguisticiIntrawelt Servizi Linguistici 
info@intrawelt.it, www.intrawelt.it

VistaTEC VLRS
VistaTEC, a supplier of localization ser-

vices, has announced the establishment 
of the VistaTEC Language Review Services 
(VLRS) division. VLRS will be part of the 
Language Services Group, but will func-
tion as an independent business unit with 
its own project managers and team lead. 
The mission for VLRS is to provide objective 
feedback and review on translations per-
formed by other vendors for the company’s 
mutual clients.
VistaTECVistaTEC info@vistatec.ie, www.vistatec.ie

Translationjm.com goes live
The Montreal-based company Jean Media 

has made live the website of its web-based 
translation agency Translationjm.com. The 
new website will showcase the different 
language services offered, including docu-
ment translation, website and software 
localization, proofreading, and editing as 
well as audio and video transcription.

Offering translation and other language 
services for over two years, Jean Media tar-
gets mainly web-based companies, websites 
and start-ups.
Translationjm.comTranslationjm.com www.translationjm.com

Digital Sonata transliterator
Digital Sonata Pty Ltd, a provider of 

natural language processing products 
and services, has developed a component 
that transliterates texts from one script to 
another. The outcome is not a translation 
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but a character grouping and substitution. 
Any combination of source and target 
scripts is possible. The page transliterates 
between any combination of English, Rus-
sian, Greek and Hebrew scripts.
Digital Sonata Pty LtdDigital Sonata Pty Ltd 
info@digitalsonata.com
www.digitalsonata.com

Applied Language Solutions 
translation tool bar

Applied Language Solutions, a provider 
of translation services, has created a new 
translation service — a translation tool bar 
that can be uploaded to a user’s website. 
The tool bar is designed to give all visitors 
to a website the option of translating the 
page they are viewing. The tool bar func-
tions allow users to search through the 
entire website after translating the page 
from English into German, Italian, Spanish, 
French, Japanese, Korean, Dutch, Portu-
guese, Russian or Chinese (Simplifi ed).
Applied Language SolutionsApplied Language Solutions
www.appliedlanguage.com

ElanexINSIDE
managed services platform

 Elanex, Inc., a provider of language trans-
lation services, has introduced ElanexINSIDE, 
a new managed services platform offering a 
pay-as-you-go model. It is designed to offer 
the benefi ts of the Elanex technology plat-
form and outsourced services, combined with 
the fl exibility of internal resources, with no 
incremental costs or switching complexity.
Elanex, Inc.Elanex, Inc. 
info@elanex.com, www.elanex.com

Epic Translations’ EpiConference
Epic Translations, a translation, transcrip-

tion and interpretation services provider, 
has announced the launch of a new service 
called EpiConference. The service is over-
the-phone interpretation where an mp3 
fi le of the session is delivered along with 
a transcript immediately upon comple-
tion of the session. Epic Translations has 
implemented this service offering with the 
Michigan Department of Health. EpiConfer-
ence is offered in more than 40 languages, 

including French, Arabic, German, Spanish, 
Urdu and Punjabi.
Epic TranslationsEpic Translations 
info@epictranslations.com
www.epictranslations.com

Want timely 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 your copy, 

make sure that you have added 
the e-mail address

news@multilingual.com
to your address book and/or 

cleared it through 
your company’s fi rewall.

While the lion’s share of localization companies are reducing 
headcount in North America and Europe, we’re hiring 

in many cities around the world (including Boston). If you are a
localization professional interested in joining a winning team, send 
us your resume today at winningteam@translations.com.

BOSTON
THE SOX,THE PATS, AND ANOTHER WINNING TEAM...
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Always a whisker ahead

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

When it comes to developing and launching products, it's important to always stay one step
ahead of the competition. This not only places the highest demands on companies' develop-
ment and production teams, but also on their sales and marketing operations. Associated
product literature must be produced simultaneously with the creation of the product itself,
during ever-shorter product development cycles, and then put into a user-friendly format in
time for the product launch date. This means that your technical documentation needs to be
both highly accessible and very flexible.

To be able to provide product literature (such as marketing brochures, sales documents and
operating manuals) alongside the finished product – as the situation demands and to dead-
line – your company needs a powerful, versatile and, above all, quick system to enable you
to always stay a whisker ahead of the competition in the creation, layout, translation, pub-
lishing and supply of your information.

STAR can support you with its outstanding package of software solutions and services to
ensure that your product literature is delivered to specification and on time – for all possible
media types and in all languages.

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
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March
Localization Certifi cation Program: Europe

March 31-April 2, 2008, in Marseille, France. 
CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

April
Project Management Certifi cation Program: Europe

April 3-4, 2008, in Marseille, France. 
CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

ATISA IV 
April 3-5, 2008, in El Paso, Texas USA. 

American Translation and Interpreting Studies Association 
http://ia.utep.edu/Default.aspx?tabid=46232

CustomerCentric Selling for LSPs 
April 7-9, 2008, in Dresden, Germany. 

Common Sense Advisory 
http://commonsenseadvisory.com/training/customer_centric.php

Languages & Business 2008 
April 21-23, 2008, in Düsseldorf, Germany. 

ICWE GmbH, www.sprachen-beruf.com/pages/en

WWW2008
April 21-25, 2008, in Beijing, China. 

International World Wide Web Conferences Steering Committee 
info@www2008.org, http://www2008.org

Open Standards 2008 
April 28-May 1, 2008, in Santa Clara, California USA. 

OASIS, events@oasis-open.org
http://events.oasis-open.org/home/symposium/2008

May
2008 Localization Management Roundtable

May 4-7, 2008, in Lake Tahoe, California USA.
The Localization Institute, www.localizationinstitute.com

DocTrain West 2008: Web 2.0 and Communication
May 6-9, 2008, in Vancouver, British Columbia, Canada. 

PUBSNET and The Content Wrangler, www.doctrain.com/west

ALC 2008 Annual Conference
May 13-17, 2008, in San Francisco, California USA. 

Association of Language Companies
bmclean@alcus.org, www.alcus.org

AODC 2008
May 14-16, 2008, in Gold Coast, Queensland, Australia. 

HyperWrite and WritersUA
pbradley@xaodc.com.au, www.aodc.com.au

LREC 2008 
May 26-June 1, 2008, in Marrakech, Morocco. 

European Language Resources Association
lrec@lrec-conf.org, www.lrec-conf.org/lrec2008

First International Conference in LSP 
May 27-29, 2008, in Eljadida, Morocco. 

Cross-cultural Communication and 
Translation Studies Research Group  
lsp-ts2008@hotmail.com, www.ucd.ac.ma/lsp-ts2008/english

eLA 2008
May 28-30, 2008, in Accra, Ghana. 

ICWE GmbH and Hoffmann & Reif Consultants
info@elearning-africa.com, www.elearning-africa.com

           June
STC 55th Annual Conference and EXPO 

June 1-4, 2008, in Philadelphia, Pennsylvania USA. 
Society for Technical Communication
stc@stc.org, www.stc.org/55thConf

Localization World Berlin 2008 
June 9-11, 2008, in Berlin, Germany. 

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

TAUS Global Support Summit 
June 12-13, 2008, in Berlin, Germany. 

Translation Automation User Society
www.translationautomation.com/meetings

ACL-08: HLT 
June 15-20, 2008, in Columbus, Ohio USA. 

Association for Computational Linguistics
acl08chair@ling.osu.edu, www.ling.ohio-state.edu/acl08

Localization Certifi cation Program: North America
June 16-18, 2008, in St. Louis, Missouri USA. 

CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

Web Content 2008
June 17-18, 2008, in Chicago, Illinois USA. 

Duo Consulting, shari@duoconsulting.com
www.webcontent2008.com

Gilbane Conference San Francisco 2008
June 18-20, 2008, in San Francisco, California USA. 

The Gilbane Group and Lighthouse Seminars
info@lighthouseseminars.com, http://gilbanesf.com

Project Management Certifi cation Program:
North America

June 19-20, 2008, in St. Louis, Missouri USA. 
CSU, Chico Center for Regional and 
Continuing Education and Research Foundation 
rce@csuchico.edu, http://rce.csuchico.edu/localize

Documentation & Training Life Sciences 2008
June 23-26, 2008, in Indianapolis, Indiana USA. 

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

C
alendar
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“Call of Duty 4 is deployed squarely in the 21st century, 
its predecessor’s Normandy beaches traded for dusty alleys, 
and Nazi stormtroopers replaced with Muslim extremists. 
Apparently, the engineers of the Holocaust just don’t scare 
focus groups anymore.”

Review of “Activision Call of Duty 4: Modern Warfare” (PS3, 
XBox 360) in SF Weekly, Nov. 21-27, 2007

As Ian Bogost points out in Persuasive Games: 
The Expressive Power of Videogames, in spite of 
their commercial success, videogames “struggle for 
acceptance as a cultural norm.” The US videogames’ 
market is growing at 25% per year, surpassing box 
offi ce movie receipts, and game sites are eight out of 
ten of the top internet entertainment sites, according 
to Nielsen. Yet many people perceive videogames as 
childish and trivial, a time-waster and distraction from 
more serious endeavors — such as work (coworkers in 
open-plan offi ces, please note). Thankfully, fi rsthand 
experience of videogame participation is not necessary 
to enjoy this book.

Bogost, a social and political videogames designer and an 
assistant professor at Georgia Institute of Technology, sets out 
to change such perceptions of videogames. His book, “an analysis 
of the way videogames mount arguments,” is one of the most 
impressive and best books I’ve reviewed for MultiLingual so far, 
despite the book's lack of attention to internationalization or 
localization. Bogost constructs a cogent argument for the cre-
ation of a new form of persuasive argument: procedural rhetoric 
— a domain that combines “traditional” rhetoric with computer 
programming. 

Procedural rhetoric is defi ned as “the art of persuasion through 
rule-based representations and interactions rather than the spoken 
word, writing, images, or moving pictures.” The persuasiveness of 
the videogame is based on computational processes resulting in 
persuasive social and cultural artifacts that rely on the computer 
for realization. Given that many programming languages rely on 

Persuasive Games

Reviewed by Ultan Ó Broin
A useful investment for localizers
to understand the videogaming world

Ultan Ó Broin is an editorial board member of 
MultiLingual and works for Oracle Corporation. 

He is also a regular contributor to Blogos,
on the web at www.multilingualblog.com

the concept of “procedure,” the pro-
cedural rhetoric label is apt. A Pascal 
procedure consists of a subroutine, for 
example:

procedure foo(var n: integer)
begin
 writeln('foo outputs', n);
end;
begin
i :=1;
while i <= 10 do foo(i);
end.

Figure 1: Taken from Bogost, 2007.

For Bogost (www.bogost.com), the 
persuasive power of videogames does 
not equate to the content of the vid-

eogame (at times implausible, as the reviewer of Call of Duty 4
remarks: “An infi nite number of enemies will spew forth from 
some physically impossible little nook . . . Picking off these jihad-
ists from a distance is pointless, since they’ll continue to pour 
from these points like little clowns from a Volkswagen . . .”), but 
instead to the arguments the games express. Bogost looks at 
videogame procedural rhetoric in three domains: politics, adver-
tising and learning. In each, he prefaces his argument with an 
academic exploration of the contributing referential disciples. 

Beginning with the “politics” section of the book (the one 
most closely featured in this review), different approaches to 
“ideology” (Plato, Marx, de Tracy, Hegel, Gramsci and Althusser) 
are examined. The Marxist view features strongly. Videogames 
such as the taxpayer funded America’s Army: Operations, A Force 

20 | MultiLingual  March 2008 editor@multilingual.com

Persuasive Games: The 
Expressive Power of 
Videogames by Ian Bogost. 
MIT Press, 2007, $35
Softbound, 432 pp.
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More Powerful and Antiwargame, New York 
Defender, Kabul Kaboom and Madrid are 
examples of how “videogames use proce-
dural rhetoric to expose how political 
structures operate, or how they fail to oper-
ate, or how they could or should operate.” 

America’s Army does not carry a power-
ful message about the brutality of armed 
confl ict, but the ideology behind the US 
involvement in war. The game is a recruit-
ing and communications tool that saw 
more than one million users registered 
within six months of its launch. Anti-
wargame mounts an argument that is 
essentially a retread of Eisenhower’s con-
cept of the military-industrial complex.

For me, the procedural rhetoric mounted 
by these games was easily guessable just 
from their name and required little eluci-
dation. I don’t accept Bogost’s argument 
that Antiwargame’s procedural rhetoric 
forces players to make choices that might 
not seem logical or obvious — for example, 
that the president could control dissatis-
faction through media manipulation or 
that there are common interests between 
business and the military — unless these 
players have been living in a cave for the 
past six years. Similarly, the ideological 
context of Grand Theft Auto: San Andreas
— personal morals and responsibility ver-
sus social forces/peer pressure — is easily 
determined from its hip-hop/Fight the 
Power/Fast Food Nation shtick: “. . . the 
only nourishment in the game comes from 
fast food restaurants. Eating moderately 
maintains energy but eating high-fat-
content foods increases CJ’s (the player’s 
role as a criminal) weight and fat gang-
sters can’t run or fi ght very effectively.”

The one major failing of Persuasive 
Games’ intent is that a videogame’s pro-
cedural rhetoric is confi ned not just by 
the computational processes but also by 
the ideology of the coder of those pro-
cesses. There is no means to interrogate 
the processes or to offer a critique, so just 
how persuasive is this “rhetoric”? Bogost 
misses the delicious irony that videogames 
carry a “closed world” false consciousness 
of their own, presenting outcomes as 
“natural.” 

US party political examples include the 
Bogost-designed The Howard Dean for 
Iowa Game (Democratic), Take Back Illi-
nois (Republican) and Tax Invaders (with 
its weak rhetoric and unfortunate repre-
sentation of the president’s head fi ring 
bullets) as metaphors — what political 
scientists call frames or context — for 

packaging political positions. Watch out 
for more of these games in the upcom-
ing presidential election.

Global politics are dealt with in Darfur
is Dying, where (according to the game 
itself) “players must keep their refugee 
camp functioning in the face of possible 
attack by Janjaweed militias” and “can 
also learn more about the genocide in 
Darfur that has taken the lives of 400,000 
people, and fi nd ways to get involved to 
help stop this human rights and humani-
tarian crisis.” 

Localization and internationalization 
are not featured. There are no coding best 
practices, issues of cultural customization 
or even a hint of how global-based audi-
ences might perceive each game. How 
would the procedural rhetoric be localized 
to deliver the same message? Would the 
message change? What are the reasons? 
We don’t know. We do know however 
from Hofstede’s Cultures and Organiza-
tions: Software of the Mind that there are 
cross-cultural dimensions that determine 
how different cultures can perceive the 
same thing in different ways. This is an 
omission that should be addressed, given 
the global signifi cance of videogames 

— 25% of Korean’s population has par-
ticipated in such games, for example.

A cultural perspective in Persuasive 
Games might have allowed the reader to 
examine other international cultural con-
straints such as how World War II games 
are localized and how restrictions in Europe 
on swastikas and gore levels impact the 
procedural rhetoric. For example, Heather 
Maxwell Chandler in The Game Localiza-
tion Handbook reminds us that Grand 
Theft Auto III was refused a classifi cation 
by Australia’s Offi ce of Film and Literature 
Classifi cation in 2001 and was banned in 
that country until the developer edited the 
game to make it suitable for that market. 
For those who want to read more about 
the localization of games, I recommend 
Frank Dietz’s “Issues in Localizing Com-
puter Games” in Perspectives on Localiza-
tion (2006, edited by Keiran J. Dunne).

In the “advertising” part of the book, 
Bogost examines the nature of advertising 
theory and then examines games (includ-
ing “advergames”) that feature product 
placement or branding messages. Exam-
ples of this oeuvre include Mountain Dew 
Skateboarding, Coca-Cola Kids, Quidditch
World Cup, Fast Food Tycoon, John Deere 

Opening screen of Darfur is Dying.
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YYou cannot throw a rock in an airport bookstore 
these days without hitting half a dozen books offer-
ing  “insights into global branding.” The Culture Code
by French marketing guru and psychoanalyst Clotaire 
Rapaille is yet another “national best seller,” appar-
ently. This time, we are promised “profound insights 
and ideas that have enormous consequences for to-
day’s organizations” and a warning that this is re-
quired reading if we want to understand customers, 
constituencies and “crowds.” 

Does it live up to these expectations? Frankly, no. Although 
there are interesting insights, none of them are terribly important
for MultiLingual’s informed readers. There is no hard informa-
tion on operationalizing the insights in terms of technology or 
deployment — a weakness that the global culturalist/branding 
brigade seems to suffer from generally (see my review of The 
Culturally Customized Web Site in MultiLingual #88 June 2007). 
Furthermore, some of the book stands on shaky ground when it 
comes to offering a defense against critique.

Rapaille’s “notion” is based on fi ve principles, most of which 
in themselves are not that remarkable: that people do not under-
stand their own actions or why they say certain things; that emo-
tion is the real energy for learning; that structural artifacts (for 
example, culture), and not content, are the key to understanding 
meaning; that people learn or are imprinted with the ideology, 

rites, rituals, norms and mores of 
their culture by an early age; and 
that there are “codes” that determine 
these imprints. Going further than 
Jung and Freud, Rapaille proposes 
there is a “cultural” unconscious, 
what he calls Cultural Codes, to be 
explored and exploited for branding 
success. There is “irrefutable evidence 
that there is an American mind; just 
as there is a French mind; an English 
mind; and a Latvian mind.” Therefore, 
we have a discoverable basis to appeal 
emotionally to consumers and to sell 
them more stuff than our competi-
tors. Rapaille says, “Think of the Code 
as a combination that unlocks the 
door. In this case, we need not only 
to punch in the numbers, but also to 
punch them in a specifi c order, at a 

The Culture Code: 
An Ingenious Way to 
Understand Why People 
Around the World Live and 
Buy as They Do by Clotaire 
Rapaille. Broadway Books, 
2007, $14 Softbound, 
224 pp.

The Culture Code

Reviewed by Ultan Ó Broin
Book on global branding does not meet expectations

Ultan Ó Broin is an editorial board member of 
MultiLingual and works for Oracle Corporation. 

He is also a regular contributor to Blogos,
on the web at www.multilingualblog.com

American Farmer and Caterpillar Construction Tycoon, as well as 
the non-US Yoshinoya and Curry House CoCo Ichibanya (a game 
about operating a curry house with claims about food preparation 
and customer service). All carry their own rhetoric ranging from 
the obvious to the more sublime.

Advergames such as Tooth Protectors (Johnson & Johnson’s moral-
ity tale on dental hygiene), Sharkbat (McDonald's), Volvo Drive for 
Life (Microsoft/Volvo) and Stow and Go Challenge (DaimlerChrysler 
Jeep) are also explored, along with the more subversive Disaffected
(based on a copy store) and Melting Mitsubishi.

Bogost also includes Food Force in this section, due to its pro-
motion of “legitimation” rhetoric on behalf of the United Nations. 
It will be useful for MultiLingual readers to examine the proce-
dural rhetoric of Food Force (the localization of which was covered 
in MultiLingual #82 September 2006) and how this legitimizing 
claim might be interpreted globally.

The “learning” part sees Bogost examine how videogames are 
used within current US educational practices, addressing values, 
aspiration, morality, corporate training and consumption. Beginning 

with a discussion on Thorndike, Skinner, Piaget and Montessori, it 
follows with the procedural rhetoric of games such as Microsoft 
Flight Simulator, Mansion Impossible, Catch a Coke, Pepsi Invaders,
Shadow the Hedgehog, Deus Ex, Left Behind: Eternal Forces and 
even Whack-A-Mole.

In conclusion, this book is a fi ne piece of work. Besides being 
the launch platform for procedural rhetoric, it contains excellent 
theoretical references and is very thought provoking. Persuasive 
Games is a vital reference text for the researchers of the video-
game domain and for further exploration by students of com-
munications, culture, politics and technology. It does have some 
limitations, as I’ve pointed out. The use of the sometimes-obtuse 
academic language is only to be expected. It’s worth the effort in 
sticking with the text and graphics, although the distinct left-of-
center feel won’t appeal to everyone. Despite the lack of atten-
tion to cultural concerns, examining the procedural rhetoric of 
videogames could be considered a useful investment for localizers 
as they seek to understand any videogame’s message and adapt 
it appropriately.  M
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specifi c speed, with a specifi c rhythm, etc. 
Every word, every action, and every sym-
bol has a Code. Our brains supply these 
Codes subconsciously, but there is a way 
to discover them, to understand why we 
do the things we do.” 

Rapaille relies heavily on his own global 
branding successes — for example, the 
Chrysler PT Cruiser. Through discovery 
sessions such as focus groups, research, 
exercises and observations, common mes-
sages emerge from consumers that allow 
marketers and branders to discover the 
Code for a particular product in a par-
ticular culture. Codes vary from culture to 
culture. For example, the French Code for 
cheese is “Alive,” whereas the American 
Code for cheese is “Dead.” Seemingly, 
Americans “kill” their cheese through the 
process of pasteurization, then shrink-
wrap it and put it in “morgues” (refrig-
erators). The French, on the other hand, 
store their cheese openly at room tem-
perature. They must handle and smell it 
in the marketplace before buying. Where 
the US agricultural and border regulations 
about importing such cheese are, I can 
only guess. 

What follows is a series of chapters on 
the “Codes” for different branding pos-
sibilities. In the “love, seduction, and sex” 
category, we are told that the American 
Culture Code for love is “False Expecta-
tion”; for seduction it is “Manipulation”; 
and for sex it is “Violence.” The American 
Culture Code for “beauty” is “Man’s Salva-
tion”; fat is “Checking Out” (Rapaille tells us 
that Al Gore’s inconvenient girth gain after 
his election loss was a sign of “checking 
out”). For hospital, it is “Processing Plant.” 
For nurse, it’s “Mother.” Youth is “Mask.” 
Home is “Re-” (as in “return,” “reunite,” 
“reconfi rm,” “renew” — not “ReMax”). 
Betty Crocker is “The Soul Of The Kitchen.” 
Quality is “It Works.” Food is “Fuel.” Alco-
hol is “Gun.” Shopping is “Reconnecting 
With Life” (whereas the French equivalent 
is “Learning Your Culture”). And so on. 
Your branding message must resonate with 
the applicable “Code.”

The Code analysis approach takes on 
a more interesting twist when the Code 
for America in other countries is exam-
ined. Americans’ own Code for America is 
“Dream.” In France, the Code for America 
is “Space Travelers.” In Germany, the Code 
for America is “John Wayne.” In England, 
it is “Unashamedly Abundant.” Compare 
that with such cultures’ own perceptions: 
the English Code for England is “Class”; 

the French Code for France is “Idea”; 
and Germany’s own Code is “Order.” So, 
the key to successful brand penetration 
is to connect with the Code of the local
culture: “An intellectual from any culture 
would fi nd France stimulating” (I am 
clearly not an intellectual, then). “A con-
trol freak would resonate strongly with 
the German culture.” Incidentally, all this 
theory can be applied to the branding of 
people, positions and policy as well as 
consumer goods: “The Culture Code for 
the American presidency is Moses” — no 
further comment is necessary.

On globalization, Rapaille is no dumber-
down of culture and origin. Although his 
cultures are homogeneous within them-
selves (he also confl ates culture with 
country, which we know to be a misno-
mer), the world as a whole is not. For 
brands, stripping the “village of origin,” 
standardizing it, leads to no key cultural 
selling proposition at all. For example, 
take BMW’s success with the Mini. 
Emphasizing its British origins is an 
example of a successful approach. Com-
pare that with the “Americanization” of 
the Jaguar brand by Ford and the result. It 
can work on a micro-level too, with con-
sumers perceiving the Jack Daniel’s brand 
not to be American but from Lynchburg, 
Tennessee. In a rare technology example, 
Rapaille cites the Jack Daniel’s website as 

a successful way to brand globally using 
technology.

Commerce helps us make sense of our 
culture, argues Rapaille, because govern-
ments are weighed down with ideology. 
Aging lefties could easily cite Rapaille’s 
compatriot Louis Althusser’s work (Ideol-
ogy and Ideological State Apparatuses,
1969) to show how ideology has a mate-
rial presence, used not just by govern-
ments, but also by capitalism towards its 
own ends. In fact, we are all weighed 
down with ideology, and commerce is, 
too — witness US trade embargoes, EU 
foreign policy, Google’s kow-tow to the 
Chinese government. In his book Mythol-
ogies (1957), Roland Barthes (also French) 
has interesting things to say about how 
advertising creates the illusion of prod-
ucts and services being “natural” and 
without having any break with the past. 
Indeed, we must consider that branding 
infl uences the creation of a culture as 
much as refl ecting it. John Freivalds hints 
at this issue of “manipulation” (MultiLin-
gual #91 October/November 2007) by 
asking whether we should really be ask-
ing if other cultures really want US prod-
ucts anyway. 

Rapaille’s notion is easily critiqued, and 
his opinion does not take into account 
that there may be negative cultural ele-
ments that work against brands, too. For 

The Jack Daniel’s site in Russian.
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example, the Jyllands-Posten Muhammad cartoons incident 
in 2005 led to consumer boycotts of Danish produce — losses 
were valued at costing almost $200 million — in some Islamic 
markets. It mattered little to the protesters that Denmark was 
a country known elsewhere for tolerance, 
Bang and Olufsen, or Lego. Tom Edwards 
has pointed out (MultiLingual #91 Octo-
ber/November 2007) how political factors 
such as US foreign policy and local cul-
tural factors such as attitudes and knowl-
edge are powerful negative infl uencers of 
impressions of America.

Developments in information technology 
have led to more sophisticated consumer 
demands (Robert Solow’s “computers are 
everywhere” meets Chris Anderson’s “The 
Long Tail”) and also allowed companies to 
respond more fl exibly to variegated cus-
tomer demands. Michael Hammer and 
James Champy note in one of the seminal 
texts on business processing re-engineer-
ing Reengineering the Corporation: A Manifesto for Business 
Revolution (1993) that there is no longer such a notion as the
customer: “There is only this customer; the one the seller is 
dealing with at the moment who has the capacity to indulge his 

or her own personal tastes.” This does not sit very well with 
Rapaille’s homogeneous, static notion of cultural codes. Finally, 
the issue arises about what if everyone with similar products 
discovers the Code? What then remains the brand’s competitive 

edge? Price? Features? Service? Are we 
back to more mundane “unique selling 
propositions” than one based on a theory 
that tries to set itself alongside the work 
of Jung and Freud, but which reeks of 
simple cultural stereotypes and general-
izations? How does the Code fi t into the 
overall marketing mix? We’re not told.

In the Financial Times (August 28, 2007), 
John Kay claimed, “The mistake that both 
authors and publishers of business books 
make is to confuse ‘a book about what 
I did’ with ‘a book about how to do it.’” 
That is a critical failing with The Culture 
Code, too. Rapaille’s book is replete with 
his own success, experience and insight 
but very low on techniques for operation-

alizing these codes in a technological or operational domain. It 
will be of little interest to MultiLingual readers. For students of 
global branding it will remain, at best, at the level of academic 
footnote — interesting, but not important.  M

Rapaille’s notion is easily 
critiqued, and his opinion 
does not take into account 
that there may be negative
cultural elements that work 
against brands, too.
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Adobe Technical Communication Suite

Reviewed by John Hedtke
This bundled release lacks localization features

Adobe Technical Communication Suite is the fi rst 
packaged release of four great products — Frame-
Maker, RoboHelp, Captivate and Adobe Acrobat. Its 
release is a boon for technical communicators. If 
you’ve needed Word 2007 support or if you wanted a 
real bargain on the products, you’ll like this package. 
But if you wanted consistency, good documentation 
or information on how to create manuals and help in 
multiple languages, this is not the product for you.  

Adobe was founded by Chuck Geschke and John Warnock in 
1982 to develop and produce Adobe PostScript, which made it pos-
sible to print a computer fi le exactly as it appeared on the screen. 
Adobe subsequently expanded into desktop software applications 
with Adobe Illustrator and Adobe Photoshop. The portable docu-
ment format (PDF), introduced in 1993, has become a standard 
for electronic document exchange. In addition to its own products 
and innovations, Adobe has also acquired a number of important 
companies and products, including Aldus in 1994 (PageMaker), 
Frame Technology in 1995 (FrameMaker), and Macromedia in 
2005 (Dreamweaver, Flash and RoboHelp). The company birthplace 
and headquarters is Mountain View, CA. This is the fi rst review of 
Adobe Technical Communication Suite in MultiLingual.

What’s in the product?
The Adobe Technical Communication Suite (TCS for short) has 

four main products:
Adobe FrameMaker 8, arguably the best product on the 

market for creating large documents in both one-off and single-
source/DITA environments;

RoboHelp 7, an online help creation tool that can generate 
a wide variety of online help formats and searchable knowledge 
bases;

Captivate 3, a program for creating videos for training, 
simulations and interactive video quizzes without having to 
code; and

Adobe Acrobat 3D, the tool for generating and maintaining 
PDF files.

TCS also comes with several ancillary programs such as Robo-
Source Control 3.1 (a source control program) and RoboScreenCap-
ture (a screen capture utility) and a 3D toolkit for Adobe Acrobat 
for working with 3D objects.  

In addition to many powerful product-specifi c additions and 
enhancements, the TCS has a number of features such as improved 
product integration; 3D object support; SWF (Captivate/Flash) 
support; and Offi ce 2007 and Windows Vista support. The long-
awaited support of Unicode and double-byte character sets is dis-
cussed later in this review.

The best of these features is the potential for single-sourcing. 
While you could use previous product versions to create content 
in FrameMaker and then create help fi les, instructional videos 
and PDFs, the TCS has enhanced these features. For example, 
you now create documents in FrameMaker and have the infor-
mation picked up by RoboHelp without having to re-import the 
FrameMaker fi les.  

The TCS also supports 3D models. You can import 3D models 
from almost any 3D CAD fi le directly into FrameMaker. When 
you publish PDF or online help (by embedding the PDF in the 
online help), the user can manipulate the 3D object on-screen 
to rotate it, view any of the exploded or partial views, and do 
many other read-only operations. Although this feature will only 
be useful to a small percentage of the market, it’s of enormous 
potential benefi t to anyone who is documenting hardware, sys-
tems or applications that already use CAD for internal design. 
All your users need is a browser or the free Adobe Reader 7.1 or 

Adobe Technical Communication Suite.
Adobe Systems. $1599 ($999 as upgrade).
Windows XP/Vista. 
Minimum System Requirements: Intel Pentium 4; Windows XP or 
Windows Vista; 1GB of RAM (2GB recommended); 3GB of available 
hard-disk space; DVD-ROM drive; 1024x768 screen resolution; 
PostScript, PCL or GDI printer (PostScript recommended). 
Some 3D features in Acrobat 3D require a video card with pixel 
shader support and DirectX 8.1 for video hardware acceleration 
(recommended for optimal performance).

John Hedtke, director of Region 7 of 
the STC, has written nearly two dozen books 

on computing, including MP3 and the Digital 
Music Revolution and Firefox and Thunderbird 

Garage (with Chris Hofman and Marcia Knous).
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higher, making CAD drawings of parts, control systems or inte-
grated subassemblies accessible to your audiences on multiple 
platforms. I don’t think I’ve ever needed a feature like this, but I 
sure do like the potential it represents.  

In similar fashion, Captivate and Flash video fi les can be embed-
ded in FrameMaker fi les, online help and PDFs. This lets you create 
web-based help systems and PDFs with interactive video quickly 
and easily.  

There’s not a lot to say about Offi ce 2007/Vista support other 
than “It’s there.” People who use either of those will be pleased. 

FrameMaker 8. FrameMaker 8 has some great enhancements 
and new features of its own, the most powerful of which are all 
related to XML/DITA features. You can import element formatting 
from CSS to DTD, thereby ensuring that your formatting is con-
sistent in XML documents. You can change the color for multiple 
conditional tags and fi lter conditional text combinations using 

Boolean expressions (that can then be saved for future use). These 
same fi ltering features can also be used on structured documents, 
so you can fi lter XML documents using attribute values.  

This version of FrameMaker has a DITA application pack that 
lets you create and maintain FrameMaker documents directly 
from DITA maps. There’s also extended support for web-based 
Distributed Authoring and Versioning (WebDAV), so you can 
create and edit XML fi les on a WebDAV server. 

All these features show greatly expanded support for struc-
tured documentation, single-sourcing and XML. While these are 
not going to be of value to everyone, having a tool that can 
support you to whatever level you want is essential.  

Other cool new features in FrameMaker 8 include revision 
marking (aka “redlining”) and HTTP fi le path support, where you 
specify an HTTP path to import graphics into a document, either 
by copying or by reference. 

FrameMaker 8.

Acrobat 3D.Captivate 3.

RoboHelp 7.
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RoboHelp 7. RoboHelp 7 has many new 

features, most of which say “multiple.” 
There’s a multiple document interface so 
that you can view and edit topics concur-
rently, importing multiple FrameMaker fi les 
or FrameMaker book fi les, and multiple TOCs, 
indexes and glossaries in online help fi les. 
Localizers will also like the support for mul-
tiple languages including Eastern European 
and Asian languages, with dictionaries.

RoboHelp also supports FrameMaker con-
ditional text and variables so that you can 
import FrameMaker documents and retain 
all the text conditions, or do a fi ltered 
import for text that meets specifi ed criteria. 
RoboHelp also preserves Captivate movies 
inserted in FrameMaker 8.

Captivate 3. Captivate 3 now supports 
recordings with multiple learning modes 
— for example, an executive summary, a 
detailed overview, a hands-on demo of 
features, and even a simulation so users 
can try them out. Captivate also supports 
a question pool so that online quizzes 
draw randomly from a large number of 
questions or multiple-choice questions can 
shuffl e answers. You can even share ques-
tion pools across multiple Captivate fi les. 
Captions can be exported to text and XML 
fi les for easy localization, then re-imported 
to the project fi les. Other new features 
include mouse-over help that includes text, 
graphics, audio and/or video, new anima-
tion effects, new question types, rich media 
support and full motion recording.  

Captivate is an exceptional product used 
by far too few people. I am very pleased 
that Adobe included it in the TCS, as more 
people will have a chance to try it out and 
see what it can do for them. 

Adobe Acrobat 3D. Last but defi nitely 
not least is Acrobat 3D, which has all the 
features of Acrobat Professional and a 3D 
component as well. I think almost every 
technical communicator needs to be able 
to create PDFs, so I’m pleased that this 
latest version of Acrobat has a better user 
interface. The workspace is bigger, the 
toolbars are customizable, and search fea-
tures have been enhanced. Headers, foot-
ers, watermarks and backgrounds can be 
saved as named settings for re-use. There 
are new redaction tools for editing sensitive 
or restricted information. 

You can also create a blank PDF, type 
text into the PDF, format it and lock it. 
The new form wizard lets you create PDF 
forms from templates and a wide variety 
of inputs. Data collected on PDF forms 
can then be extracted and exported to a 

spreadsheet. In addition, you can create 
searchable PDF packages that contain PDFs 
and non-PDFs, all of which are viewed in 
the same window. 

Using the TCS
Installation of the product is what you’d 

expect: insert the DVD and follow the 
instructions. There were a few glitches. If 
you have Acrobat Pro 6.0 rather than 7.0, 
the installation program can get confused, 
but a call to a helpful Adobe support tech-
nician got things straightened out in less 
than an hour. 

The products do indeed work well 
together. I was able to create documents in 
FrameMaker and move them to RoboHelp 
and Acrobat with little effort. I was disap-
pointed, however, that I couldn’t create a 
document in RoboHelp and then have it 
move to FrameMaker. This certainly isn’t as 
common a scenario, but it’s happened to 
me occasionally and it would be nice to be 
able to do it.  

I also discovered that RoboHelp believes 
that I’m always connected to the internet — I 
usually am, but not always when I’m work-
ing remotely on a laptop, and RoboHelp 
uses the internet-based help by default. I 
couldn’t get the documentation to appear 
until I’d checked the “Use Offl ine Help” box 
in Tools/Options, at which point I could see 
the local help. I think I recommended in my 
second RoboHelp book when referring to 
the server-based help that there should be 
a failover condition: if your program can’t 
reach the online version, it should fall back 
to the local version and not leave the user 
high and dry. 

I played with the 3D options for a while. 
Writing this review required me to do it, 
but it didn’t undercut the fact that making 
the pictures go around and changing views 
are as much fun as you’d expect.

I have a pretty clear idea of what to expect 
from the four primary applications in the 
TCS, and I wasn’t disappointed in the way 
these new versions work. The pro grams all 
run reasonably quickly, they didn’t blow up, 
and they worked individually and collectively 
pretty well. I was generally pleased. 

Product drawbacks
While I like many things about the TCS 

— and there’s a list of the reasons why you 
should consider buying this product in the 
conclusion — it is not without a consider-
able number of shortcomings.  Here’s what 
you aren’t going to be getting.  

Bundling. We all know what a suite of 
products is: it’s a collection of applications 
that work together seamlessly, that install 
in the same program group, and that have 
a uniform interface. These products work 
okay together, but it’s clear that Adobe isn’t 
thinking of this as a suite yet. The products 
install all over the map and almost the only 
common interface element is that the icons 
on the task bar look alike. Despite its name, 
this is a product bundle — a really well-
priced bundle, but a bundle nevertheless. 
Set your expectations for the product user 
interfaces accordingly. 

Getting Started Guide. The Getting 
Started Guide is the only other thing in 
the product box besides the DVD, but 
it’s worthless. There are four instructions 
in the whole thing, and one of them is 
wrong. Other than that, it’s all really 
awful marketing glop without a shred of 
actual information. You certainly can’t get 
started by using it. Throw it away as soon 
as you can.

Documentation. This one hurts. There 
are so many problems with the Frame-
Maker documentation, it’s hard to know 
where to start. It’s no surprise that the 
documentation for FrameMaker is shab by; 
we’ve had to put up with it for years. But 
it’s disappointing that it keeps getting 
slightly worse with each release. There 
haven’t been any improvements from 7.2, 
although screen shots in the topic iden-
tify the topics that were revised for this 
version. Nowhere in the documentation 
is there any indication of recommended 
workfl ow for setting up FrameMaker and 
creating a document, choosing structured 
vs. unstructured FrameMaker, or a dozen 
other things that users might fi nd helpful. 
You shouldn’t know what features are a 
company’s favorites just by looking at the 
help table of contents. If you don’t already 
know how to set up and use FrameMaker, 

A fi ne use of the new 
single-sourcing features 
would be to create 
FrameMaker help that 
doesn’t also have the UNIX 
info and chapter page 
numbers embedded.
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you won’t get the answers from the prod-
uct documentation, either. 

Vivek Jain, the TCS product manager, 
says, “We believe in-product documenta-
tion is a guide to the users, providing help 
and information on how to use the features 
that the product provides.” So do I, which 
is why I cannot imagine anyone looking at 
this and thinking that it’s good for anything. 

While Jain also says that “there is plenty of 
space for books, training materials, special-
ized articles and tutorials,” I expect to get 
working documentation with the product, 
particularly at this price level. Call me old-
fashioned — I don’t care. 

The FrameMaker documentation is the 
best advertisement against using Frame-
Maker you could want because it has all the 
errors we’d want to avoid in our own prod-
ucts. A fi ne use of the new single-sourcing 
features would be to create FrameMaker 
help that doesn’t also have the UNIX info 
and chapter page numbers embedded.

The RoboHelp documentation (which is 
a different type of help than FrameMaker’s) 
isn’t great, but it’s reasonable, with accept-
able structure, interface and navigation 
options. It hasn’t changed signifi cantly 
since RoboHelp X5, though. Unlike the 
FrameMaker help, you can use it to fi gure 
out how to set up a project and use most 
of the features. Product evangelist R.J. 
Jacques says, “You can absolutely expect a 
big improvement of the documentation in 
the next release of RoboHelp.” 

Fortunately for the average quality of 
the TCS, the Adobe Acrobat 3D and Capti-
vate 3 documentation are very good. A 
beginner can actually use the help to learn 
the products, and you can’t tell what Adobe 
thinks is cool from the way topics are pre-
sented. It’s great for these two products, 
but it’s a drawback for the TCS overall 
because it proves that Adobe really can 
write good documentation and they’re just 
choosing not to for FrameMaker.  

Translation features. Why are the transla-
tion features a drawback? The TCS now has 
Unicode, double-byte character support and 
the ability to create single-sourced multi-
language fi les. We’ve been waiting for all of 
these for years and it’s all in the TCS — I 
think. You see, while the features may have 
been added to FrameMaker and RoboHelp, 
there is no documentation on how to use 
them anywhere. Not in the products’ docs. 
Not on the Adobe website. Not even in my 
reviewer’s guide. It doesn’t exist. 

I couldn’t believe there was nothing to 
tell me how to use these, so I spent an 
hour on the phone with a very nice sup-
port tech who confi rmed that they aren’t, in 
fact, documented anywhere and ultimately 
suggested that I post a question on how to 
start a multi-language FrameMaker project 
and questions about Unicode and DBCS in 
the Adobe user forums and I might get an 
answer “in as little as an hour.” He recom-
mended that I purchase the FrameMaker 8 

Classroom in a Book whenever it came out. 
No suggestions on where to go for infor-
mation on how to use RoboHelp language 
features, though. He also suggested I look 
at some high-end Adobe training and sug-
gested a third-party training fi rm that looks 
like they’ll eventually have a training course 
for this — probably at about $800 per seat. 

Okay, wait: weren’t the translation fea-
tures why we were looking at buying this 
product release in the fi rst place? It does 
us no good at all if we can’t use them and 
can’t fi gure out how to use them. There 
may be documentation somewhere on the 
Adobe website by the time you read this, 
but there’s none in the product. For this 
reason, localizers should skip this version of 
the Adobe Technical Commun ication Suite 
and wait for one that tells them how to use 
the features they’re paying for.  

Conclusion
There are many good things to say about 

the TCS:
It’s a real bargain — no, a steal! — even 

if you only use Acrobat and FrameMaker. 
The $1,599 list price ($999 upgrade) is 
less than half the cost of the unbundled 
applications. Technical publications groups 
everywhere should flock to buy this pack-
age just for the savings alone. 

The applications work well together. 
Documents created in FrameMaker can 
be transferred directly to RoboHelp. In 
addition, it has many new single-sourcing 
options that bring XML closer for many 
departments.

Although only a small percentage of 
users needs to embed CAD/3D figures in 
their documents, this feature is a boon to 
the companies that do — and yes, it’s fun!

All of these are great reasons to buy this 
product, and, if these are the things you’re 
looking for, you won’t go wrong. I will be 
buying it, and I’m going to recommend to 
the company I work for that it buy it to 
save money.

But I’m not writing this review for just 
any technical communicators. This review 
is focusing on the multilingual features of 
the TCS, and in that department, this prod-
uct is woefully inadequate. I’m reasonably 
sure that the TCS really can help you create 
single-source, Unicode, DBCS documents 
that can be produced in a wide variety of 
formats. It’s just that Adobe doesn’t want 
to share this knowledge with its customers. 
As such, I urge people who need a product 
that supports localization to stay away 
from TCS until Adobe fi xes this.  M

Your Vision. Worldwide.
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with its origins in the pagan event “Samhain” celebrated by the 
Celtic people over 2,000 years ago. From the colorful Holi festival 
(late February or early March) in India to Chinese New Year in 
China and beyond (see photographs), from the Day of Reconcili-
ation (December 16) in South Africa commemorating the end of 
apartheid to the huge Carnival celebration in Brazil, the variety of 
holidays is staggering when one considers even a small sam-
pling of events in a few countries and cultures. Some countries 
— Russia, for example — tend to have fewer major events and 
holidays, while others such as Japan have a plethora of holidays 
and festivals throughout the year to signify a wide range of both 
formal and informal events. This level of variety within a locale 
and between locales can present a serious challenge for businesses 
to know the appropriate timing for the release of products and 
services, as well as using appropriate content during such holidays 
in marketing, product design and so on.

My intention in this entry is not to cover all kinds of specifi c 
holiday sensitivities and risks as well as the mechanics of why 
holidays fall on certain days and such (for example, the timing 
difference between holidays determined by the lunar calendar 
and those determined by the solar calendar). I believe, however, 
that it would be useful to at least discuss some categories for 
holiday content so that we can better understand their context 
and potential for sensitivity. 

The four broad categories are religious, national, secular and 
informal. For the sake of space, I’m going to give only a cursory 
comment on the last three because they’re somewhat straight-
forward in nature. 

Most national holidays are those that a government has chosen to 
observe as a result of national history, to respect national fi gures or 
to otherwise honor nationalism in some form. Examples include Rus-
sia Day (June 12) in Russia, Flag Day (June 14) in the United States 
and Constitution Day (June 5) in Denmark. 

AAt the time I’m writing this column, it’s that 
“happy” time in the United States between the 
Thanksgiving holiday in late November (the 
fourth Thursday of the month) and the impending 
Hanukkah, Christmas and New Year’s holidays. 
Well, the “happy” part is debatable, as this period 
has become characterized by the absolute chaos 
of shopping, the challenges of winter travel and 
the “holiday crunch” in the workplace to complete 
as much as possible before most everyone 
disappears for a week or two.

Regardless of one’s feelings towards this period and level of 
observance, it’s interesting to note how much the holidays affect 
our lives and schedules — usually providing high points throughout 
the year and events to anticipate and cherish, even if some might 
require a little extra effort on our part. Because of their signifi -
cant infl uence on our observation of time and tradition, they also 
have an impact on business and culture by how the holidays are 
observed, marketed and represented as a special theme of content. 
Almost anywhere one glances during this time of year, content is 
available in all kinds of media to remind us of the “holiday season.” 
So, in this column, I’ll briefl y explore the nature of holidays and 
specifi cally speak to their existence as types of content to be man-
aged. Note: Regarding my use of the word holiday in this column, 
the word is being used to identify special occasions and events 
and not as a synonym for vacation as is often used in the United 
Kingdom and elsewhere.

As one can likely surmise, the word holiday is essentially an 
English contraction for the phrase holy day. Thus, the concept of 
the holiday as we know it in present time has its roots in the prac-
tice of observing special days in various religions. Perhaps one of 
the oldest special days is the concept of the “sabbath day” in the 
Judeo-Christian faith on every fi nal day of the seven-day week 
(the word sabbath meaning to cease or rest). 

A great many holidays have deep historical roots. Halloween 
(October 31) is often identifi ed as one of the oldest holidays, 

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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Secular holidays form a large group of 
special days set aside for a wide range of 
purposes that are not religious and are not 
necessarily government-induced, although 
they might be national holidays. Examples 
of secular holidays can include Earth Day, 
Labor Day (the May 1 version observed by 
many countries) and Bank Holidays in the 
United Kingdom and Ireland. 

This leaves another large category of 
informal holidays that may fi nd wide 
observance but often have recent origins 
and/or serve a more diversionary purpose, 
such as April Fool’s Day (April 1), Valentine’s 
Day (February 14), and Black Friday (the 
day after Thanksgiving in the United States 

when people shop profusely for Christmas 
gifts and thus drive business profi ts into 
the “black”). 

I’d like to spend more time exploring all 
these various forms of holidays, but the 
focus in terms of potential sensitivity must 
be placed on religious holidays. As previ-
ously mentioned, the very nature of many 
holidays is rooted in religious practices that 
extend back for centuries. As one might 
guess, most of the sensitivities related to 
holiday content are due to the ones with 
religious connections. While many of us 
are familiar with Christian and Jewish 
events and are increasingly knowledgeable 
of Muslim holidays, there are of course a 

wide range of events that span the entire 
year that originate from many other faiths, 
including Buddhism, Hinduism, Baha’i and 
others. In the modern, globalizing work-
place, it is increasingly important for busi-
nesses to recognize and respect the various 
holidays of their employees who are dis-
tributed across the globe. Most businesses 
handle this well by giving their subsidiaries 
in the local markets the autonomy to make 
decisions about appropriate holiday time 
according to the local customs. Even if 
that’s the case, however, it’s important for 
those in the headquarters offi ce (for exam-
ple, if based in the United States) to respect 
the absence of their overseas colleagues 
during special religious holidays and events. 
In other words, if you’re aware of primary 
religious holidays — and even major non-
religious ones — in your colleagues’ locale, 
you’re likely to avoid swamping them with 
e-mails, projects and requests when they’re 
not going to be available. 

Perhaps one of the most notable aspects 
of religious holidays at present as related 
to their existence as a type of content is 
the growing controversy around three key 
aspects: their role in public (government) 
life, their degree of secularization and the 
issue of inclusion/exclusion. On the fi rst 
issue of religious holidays in the public 
sphere, this tends to be more of an issue in 
the United States at the moment as related 
to the contentious issue of the separation 
of church and state. Some factions wish 
to preserve the holidays (primarily Judeo-
Christian ones in the United States) as a 
tribute to the historical foundation of the 
country, while others believe that religious 
holidays should not be recognized by the 
government in any form. As a result of 
debates such as this, the reaction to holiday 
content takes on polarized extremes, with 
some wanting to strongly emphasize the 
religious aspects of the holidays while oth-
ers in turn want to strongly downplay it to 
the point of complete non-observance. Re-
gardless of where one stands in the debate, 
the issue here is that this impacts the use 
of symbology, imagery, allegory and other 
aspects of religious holidays as leveraged 
in digital media and so forth. It’s hard to 
predict exactly how one’s target audience 
might react, but many companies tend 
to take a prudent approach of respecting 
religious holidays for the solemn occa-
sions that they are (that is, not completely 
ignoring them) while striving to not appear 
opportunistic (that is, making products 
that are too overtly targeted at specifi c 

The Holi festival takes place usually in March as a Hindu celebration of springtime. It is also 
called the Festival of Colors because on the second day, known as dhulandi, people throw 

colored powders at each other that represent various medicinal purposes. 
(Image Source: Gov’t of India, Border Security Force)
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religious events and practitioners — the ed-
ible chocolate crucifi xes at Easter time, for 
example, might be going a bit too far).

In relation to the secularization aspect 
of religious holidays, this has long been a 
trend that defi nitely can affect the target 
audience reaction. This transition has been 
particularly noticeable among Christian 
holidays as practiced in the United States, 
most notably Christmas and Easter. Under-
standably, Christians become concerned 
when these two special holidays, which 
center on the birth, death and resurrection 
of the central fi gure of Christianity, Jesus 
Christ, are replaced with non-religious and 
fi ctitious icons such as Santa Claus, Frosty 
the Snowman, Rudolph the Red-nosed 
Reindeer, George Bailey (from It’s A Won-
derful Life), the Easter Bunny and even the 
boy Ralphie who yearned for a Red Ryder 
BB gun in A Christmas Story. Likewise, the 
Jewish tradition of Hanukkah originally did 
not involve an exchange of gifts, but in 
more recent years it has become increas-
ingly popular as the result of the infl uence 
of the practice during Christmas. Conversely 
in Japan, even though fewer than 1% of 
the population are Christian, Christmas 
is widely cherished purely for its secular 
aspects such as the fun of exchanging gifts 
and the beauty of a Christmas tree. Many 
who practice these religions may embrace 
or at least tolerate the secular symbols to a 
degree but continue to reinforce the core 
religious purpose among their families. 

The issue of inclusion and exclusion is 
becoming an increasingly important factor 
in a world where more and more cultures 
are intermingling and coexisting. While 
mainstream religions such as Christianity, 
Judaism and Islam enjoy a broader exposure 
across cultures in terms of their major 
holidays and events, many religions such as 
Buddhism, Hinduism and the Baha’i faith 
are trying to ensure that their respective 
holiday traditions are not overlooked in 
multicultural societies. In recent years in the 
United States, the Kwanzaa celebration de-
signed for the African-American observance 
of African traditions has been seeing more 
attention alongside Christmas and Hanuk-
kah as it takes place in late December. These 
kinds of emergences of both old and new 
traditions require that businesses actively 
strive harder to be aware of the broad range 
of holidays that may be observed by their 
employees and which might affect their 
product releases in various locales. 

Honestly speaking, it’s nearly impossible 
to be totally inclusive of every potential 

holiday that’s important to one’s em-
ployees and clients, but at least knowing 
the major faiths and in which locales the 
events are most important is a fundamen-
tal step. As you prepare a piece of content 
for release, whether in a product or service 
or online, it’s useful to take some time to 
determine if the timing of the release will 

in any way impinge on or distract from 
the observance of local holidays. It could 
be that if your company has subsidiaries, 
they are already keenly aware — but it still 
never hurts to raise the issue and ensure 
that the timing of your release is as good 
for the market as it might be for your 
company.  M

Column

Chinese New Year is the most important holiday in China as well as very important throughout 
East Asia. Typically taking place in late January or early February (depending on the lunar cycle), 
the event is celebrated worldwide with fi reworks, reveling and parades that include lion dances 

and dragons (such as the one shown) to repel evil spirits and promote good luck. 
(Image © Alko09 on Webshots.com)
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I of the handheld language calculator I used then in Tokyo seems 
primitive compared to this hi-tech powerhouse that comes 
packed with six user guides, two languages to a guide (Chinese, 
Dutch, English, French, German, Italian, Japanese, Korean, Pol-
ish, Portuguese, Russian and Spanish). The German shared the 
manual with the French. The German word for manual is striking 
compared to the French, gebruikersshandleiding as opposed to 
the melodious mode d’emploi.

Before getting into the language calculator itself, a few words 
on Franklin might be in order. The company started out as the 
Franklin Computer Corporation in 1981 and made general-pur-
pose personal computers. It competed with Apple and IBM and 
lost that competitive battle, even though at one point it was 
in the top ten of personal computer manufacturers. In 1985, 
the company changed direction and, instead of trying to get a 
computer in every home, sought to get fi ve computers (hand-
held, of course) in every home. It claims that it introduced the 
fi rst handheld linguistic computer, The Spelling Ace, in 1986. It 
adopted the philosophy of developing a new product that was 
small and “inexpensive and had a limited set of functions.” With 
the Franklin translator that was sent to us for review, they obvi-
ously forgot the principles upon which they started the business. 
In 1992 they introduced what they say was the fi rst “talking 
handheld dictionary” at a consumer electronics show, where 
they have become a constant fi xture. This new product is one of 
a long line of the hundreds of products they have developed and 
others have then copied. 

Although this Franklin model goes for about US$230, there 
are others, such as the impossibly named “ECTACO iTRAVL NTL-
9C Multilingual Language Communicator and Electronic Diction-
ary” which goes for $549.95 — don’t forget those 95 cents! This, 
the Franklin we are reviewing, and others were exhibited at the 
last consumer electronics show in Las Vegas. I read many of the 

I fi rst recall using a handheld translator in Tokyo 
some 12 years ago. After a busy week of chas-
ing business around town, my boss and I went to 
the serene and exquisite Chidorigafuchi Park near 
the Imperial Palace in the city. It is surrounded 
by a moat, and there is only one bridge in and 
out. Once inside the park, we went back the long 
(wrong) way. My boss, who was struggling with 
a bad hip, asked, if not pleaded, ”Is there a short 
way back to the bridge?” What my boss really 
meant was that I would be in big trouble if we 
didn’t fi nd a way out — quickly.

Once when we were traveling through Caracas, Venezuela, on 
our way to Brazil, the immigration people saw that his smallpox 
certifi cate was expired and wanted to give him a shot in less-
than-sanitary conditions. He affi rmed that “if they try to give 
me a shot, John, I will hold you personally responsible.” I heard 
the same urgent tone in his voice when he asked me about the 
whereabouts of the bridge in Tokyo.

I did not know how to say bridge in Japanese, so I fl ipped 
open the cover of my handheld Seiko translator and punched 
bridge into the English–Japanese translator, shrugged my shoul-
ders and showed it to passers-by. “Crazy American gaijin,” they 
must have thought. Finally, one fellow fi gured out what I was 
doing and pointed towards the direction we had just come from. 
You needed no learning curve to use this two-language transla-
tor. A number of airlines bought this simple handheld device for 
fl ight attendants to use with passengers they otherwise couldn’t 
communicate with. 

When I look at Google, I see there are many fl avors of hand-
held translators. Since we used to help Seiko market its line of 
handheld language translators, I was recently sent the “Franklin 
12 Language Speaking Translator” for review. The functionality 

 John Freivalds is managing director of the marketing communications 
fi rm JFA and the marketing representative for his native country, Latvia. 
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reviews of the Franklin, which listed the 
impressive features — but few tried it out 
for functionality.

If I had criticisms, they would be that: 
It takes getting used to because it 

is different from every other computer 
gadget I have. 

Its styling is clunky like the fi rst 
computers (remember the Kaypro — you 
probably won’t because that was over 20 
years ago). No iPod smooth design here, 
pure high-powered functionality. 

Finally, the screen is hard to read, 
particularly in sunlight. The defi nition is 
a pale black and white as if it’s running 
low on batteries.

Now to drive this, you need a lot of 
practice to be able to use it rapidly. In 
theory you can punch in the word you 
want translated, and it not only trans-
lates but says the word out loud. If I 
had this in the park in Tokyo, I probably 
would still be standing there trying to 
fi gure out how to get it to talk. It really is 
for a person who loves gadgets, has small 
fi ngers and can readily fi gure them out. 
This is not for your average, busy travel-
ing businessperson. 

I wear extra-large size gloves and can 
palm a basketball, so the keys were much 
too small for my hands to handle, and I 
had to use a handmade stylus to get it to 
work. It didn’t come equipped with one 
as do many PDAs. 

And there is a frustrating learning 
curve to get into this. In fact, after two 
hours of trying, I couldn’t get it to func-
tion properly.

So to end my frustration and recogniz-
ing that I am gadget challenged, I took it 
to Uwe Muegge, a well-known fi gure in 
globalization, who is much more com-
puter literate than I am. Muegge defi nes 
himself as a ”machine translation evange-
list and professor for computer-assisted 
translation at the Monterey Institute of 
International Studies.” Oh yeah, he also 
works for a well-known medical-device 
company and trots around the globe 
frequently.

Muegge was disappointed that this 
didn’t have voice recognition. “I had 
thought that this device would turn 
my words into foreign languages.” So, 
he learned that this device does enable 
the user to record his or her words or 
phrases but does not translate them 
automatically.

Muegge questions why someone 
would pay $230 for this when there are 

a number of products on the market 
such as the ECTACO iTRAVL series that 
start at a much lower price. Or as he 
puts it in computerese, “Starting at 
around $60 you can buy speaking 
bilingual dictionary software for your 
handheld such as the Talking SlovEd 
English to Spanish dictionary for PDAs 
running Palm OS. That way, you don’t 
have to drag around two devices, and 
you save a bundle, too.”

But rather than continuing to para-
phrase Muegge, here are his specifi c 
comments:

The German manual is translated 
into German that doesn’t read like a 
translation, which is a good thing. The 
print is so small in all of the manuals, 
however, that they are very hard to 
read. Many of the symbols used in the 
manuals are so small as to be indeci-
pherable.

The device has a keyboard using 
the QWERTY layout, which works well for 
English but requires users to use a multi-
step special character key and selection 
process to enter German umlauts and 
other non-ASCII characters. The keys are 
also very small and much less ergonomic 
than those on a Blackberry, so typing in 
words is an awkward and time-consum-
ing process.

While almost all of the translations 
were correct (in one instance, the German 

translation only gave the informal form 
that would only be used when an adult 
speaks to a child), I found both the word 
and phrase dictionary very limited in 
scope. For instance, the dictionary 
contains entries for all major parts of the 
body, but such common terms as toenail
and ligament, not to mention ACL, are 
completely absent. (Remember that 
Muegge also works for a medical device 
company!) And I was hoping that this 
device would at least prove useful in the 
doctor’s offi ce in a foreign country. But if 
your ailment is anything beyond a 
“headache” or “dizziness,” you’ll probably 
be back to gesturing.

The device features lots of gim-
micks such as games, an MP3 player and 
a voice recorder, none of which I fi nd at 
all useful as they would only duplicate 
what I already have on my PDA/phone.

Muegge sums up saying, “Leisure trav-
elers would be better served with either a 
software product for their existing PDA/
phone or one of the talking dictionaries 
that actually enable two-way communi-
cation, such as ECTACO iTRAVL.”

With computer chips getting smaller 
and smaller, computer device manu-
facturers are loading too many items 
onto any given device. And this Franklin 
handheld translator, although a gad-
get person’s dream, is ill-suited for the 
world-savvy traveler.  M
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oriented engineering skills needed. Engineering tasks for localization 
efforts typically involve managing translation memories, manag-
ing resource fi les, possibly interface geometry resizing, a little build 
management understanding plus linguistic quality assurance. 

Internationalization skills are entirely software development 
focused. Really the translation is incidental to the target charac-
ter encoding and locale management in the guts of the soft-
ware. Internationalization engineers need to be very talented 
developers who are capable of working with multiple program-
ming languages (as opposed to written languages) and data-
bases, rapidly going from design to development to deployment 
while dovetailing with in-house development teams — who 
aren’t going to sit on their hands and stop creating new features 
while internationalization efforts are going on.

So the fi rst lesson here is that you need to separate your 
thinking around localization and internationalization in terms of 
their widely different skill demands. 

We actually did a survey (we published results as a white 
paper) of our clients and people that have signed up for our 
newsletters and communications from our website. The numbers 
clearly showed that most people, even within our globalization-
educated sample, have trouble understanding their own needs 
and have often underestimated efforts, scope and distinctions 
between localization and internationalization.

Different development stages –
different internationalization needs
Differentiating your immediate situation will help you opti-

mize your choices with vendors and appropriate solutions. Here 
are some examples:

Your software hasn’t been created yet. If your software is 
fi rst being developed and you’ve established that your globaliza-
tion requirements are important, you have a great opportunity 
to minimize expensive surprises from the outset. The types of 
services in which you might be interested include: 

requirements development 
architectural planning and documentation 
training

Consulting might include a product to monitor internation-
alization development progress, perhaps reporting issues during 
your regular build process.

MMany companies with complex software start 
out knowing they need help meeting product 
globalization objectives, but they are still new to 
what help they will need and where technology 
and language distinctions lie. That’s confounded 
by gray areas that sit in between internationaliza-
tion and localization. What’s at stake is meeting 
delivery timetables, supporting fi nancial objec-
tives and making a quality product that works well 
everywhere. I thought it would be appropriate to 
write a bit about the experiences I see working 
with many companies looking for international-
ization help. Full disclosure: I run an internation-
alization company that provides a wide range of 
services and products to make the job go faster.

Like most technology verticals, we have some hard-to-swallow 
terms in this industry. Many readers of this magazine are famil-
iar with distinctions among localization (l10n) and internation-
alization (i18n), and the catch-all for everything — globalization 
(g11n) — but I’ll tell you that most of the software development 
world at large tends to blend it all together in a mishmash of 
terms that are rarely consistent. Check Wikipedia if you’re read-
ing this and need help understanding the distinctions, but for all 
intents and purposes they are very blurry to clientele when they 
fi rst go trolling the internet for help. But very quickly, clients 
learn that they need to get more discriminating. 

When clients go looking for engineering assistance, they often 
learn late that the basic skills behind localization and those behind 
internationalization are completely different. They have the same 
ultimate globalization aims, but localization expertise involves all the 
issues around working well with language and project management 
of linguistic resources with only linguistic-deliverable development 

Adam Asnes is president and CEO of Lingoport, which he founded 
in 2001. He is a frequent speaker on globalization technology as it 
affects businesses expanding their worldwide reach.
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Your software is developed, and you 

want to get it internationalized using 
your own internal engineers. Interna-
tionalization efforts usually need to be 
performed on an as-fast-as-possible basis. 
Given that your team may be inexperienced 
with internationalization issues, consulting 
can help you effectively leverage your team 
quickly. You need an educated assessment 
of what’s involved and what resources 
will be needed, solid cost estimates and 
architectural assistance. Internationaliza-
tion efforts must dovetail with new feature 
development and ongoing maintenance 
needs because there often are sets of 
choices that will need optimizing. Consider:

requirements development 
architectural planning and 

 documentation 
training
productivity software
ongoing development assistance
project management

Your software is developed, but you 
need to outsource internationalization.
Maybe your development team has to 
concentrate on building new features 
and achieving development goals for 
your current customer base, and you 
can’t divert them into focused interna-
tionalization efforts. Or perhaps you have 
a globalization promise that you know 
you just can’t meet with your develop-
ment staff. It really makes sense to out-
source — that helps fi ll the expertise gap, 
and you can meet more of your develop-
ment and marketing goals in less time 
and arguably at less cost. Here’s what you 
need and what you should insist on:

All of the services listed previously 
plus — you’ve got to be in love with this 
team. I mean really, this team is going 
to get deep into changing stuff in your 
code that you’re going to have to live 
with a long time. You need to see really 
good communication going on. The de-
velopers need to understand your team, 
your product and your objectives clearly. 
Planning processes should be used to 
help you build confi dence in the team.

A clear and detailed development 
plan that all parties understand and 
agree to.

A strong code management strat-
egy. Does it make sense to branch the 
source? Who’s merging where and when? 
The right answer depends on working out 
the solution.

A joint test plan. No outside vendor 
who’s just been thrown a million lines 

of your legacy code is going to be able 
to quickly adapt to knowing and testing 
your software with as much experience 
as you have. You’ve got to work together 
to bridge knowledge gaps.

Good documentation skills so 
you’ll know exactly what’s been done to 
the code. And, of course, the ability to 
provide you with ongoing help once the 

project is done. 
The next time someone asks you for 

code translation, localization develop-
ment, Unicode translation or globaliza-
tion, consider that you need to ask a few 
questions before you leap into guessing 
what that means. Chances are good that 
even he or she doesn’t really know until 
you work it out together.  M
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The Central and Eastern 
European translation market
Annette Hemera & György Elekes

During the past fi ve to ten years all of the 
Central and Eastern European (CEE) trans-
lation markets have been going through a 
highly ambivalent phase of evolution dur-
ing which both freelancers and translation 
businesses faced many painful contradic-
tions in terms of customer expectations, 
technical aspects, misunderstandings in 
ordered and delivered levels of quality, 
types and base units of price calculation, 
and even in different defi nitions and contents of 
services. 

The reason was simply that while the US and Western Euro-
pean translation markets had enough time to learn business 
ethics (not to mention the very important fact that they were 
learning together with their clients), how to introduce and 
experiment with different business models, develop and learn 
to use computer-assisted translation (CAT) tools, and create an 
educational and legislative background, their CEE colleagues 
had a more diffi cult way of learning.

In other words, while the US and Western European com-
panies had time to go through an educational phase and 
so had more or less steady and moderated learning curves 
with their usual and necessary joys and pitfalls, their CEE 
neighbors had to learn fast and hard. Vendors and translation 
businesses behind the former Iron Curtain had no opportunity 
or time to experiment and practice. They had seconds to react 

to the tremendous need for translation and other language 
services brought by the eager investors of the newly open-
ing markets. Translators were constantly trying to perfectly 
meet the high standards of buyers who in the meantime had 
become extremely demanding and sophisticated, using magic 
words in their purchase orders such as second proofreading
and fuzzy matches — and these were buyers who a decade 
before had not even known what CAT and terminology man-
agement were about. 

In retrospect
During the four-decade Iron Curtain period, there was no com-

merce operating based on free market principles, including the 
translation market. For the most part, state-owned companies did 
their own translations, or these jobs were handled by one or two 
designated state-owned offi ces. At the beginning of the 1990s, a 
boom in new agencies followed after the fall of the Iron Curtain. 
Offi cial rates were replaced by unfi xed rates, which increased 
signifi cantly both as a result of market demand and in reaction 

to having formerly been kept too low. This process 
was delayed by fi ve to ten years in the Balkan states 
due to a series of wars, but a wave of new agencies 
starting up can be observed there as well.

Combined with receptiveness to western and over-
seas capital in the region, the end of the Comecon 
markets and the Eastern Bloc resulted in huge waves 
of investment in CEE. This is the point at which the 
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English language passed up German to take the lead, while Rus-
sian-language orders faded into the background for a time. The 
demand for translations into foreign languages also increased 
signifi cantly in comparison with the earlier period. 

The second half of the decade saw the startup of the fi rst serious 
software localization projects, which included the use of programs 
requiring greater technical preparedness. There appeared in the 
arsenals of translation agencies certain tools for quality assurance 
(QA) purposes, including translation memory (TM) and software 
development tools such as Microsoft Developer Studio for resiz-
ing windows, and syntax checking programs, as well as several 
applications that were then unfamiliar. The growing demand for 
publication editing, website translations and technical documen-
tation arriving in various forms presented new challenges for the 
entire translation community. Translators and translation agen-
cies signifi cantly expanded their toolboxes, which required more 
and more technical training. 

A much slower rate of development is characteristic of 
countries in the eastern part of the region such as the succes-
sor states of the former Soviet Union. In Belarus, for example, 
the political climate is causing economic instability even today, 
which frightens off potential domestic and foreign investors 
and delays the development and strengthening of international 
economic ties. Of course, all this also has a direct effect on the 
language services market. In the long run, it also affects the 
development of the contracting background of freelancers who 
plan to and are able to make a living by translating. Seen from 
a broader perspective, it also affects professional training. In 
Belarus only a few translation agencies have international ties 
and feel themselves to be adequately prepared (in terms of lin-
guistics, QA, technology and project management) to cooperate 
with the big multilanguage vendors (MLVs). 

The old system and the state role have barely changed in 
this area. The majority of the companies continue to use in-
house translators, which also serves to inhibit development 
and growth of private translation agencies. In addition, there 
is typically a nearly complete lack of competition, translator 
communities, electronic marketplaces for translators, interest 
groups and professional groups. So, in certain countries devel-
opment progresses much more slowly, while in others exactly 

the opposite is true, with an exceptional acceleration in the rate 
of new translation agencies starting up and in catching up with 
Western European and overseas standards. 

By the mid-1990s the glut of new companies being established
reached an end. The market was divided up, and the entrepre-
neurial spirit settled at the level we know today. Multinational 
agencies began to venture into the region around the turn of the 
millennium. There was only one occasion when a signifi cant 
buyout took place. SDL ensured its presence in six countries 
in one move by taking over Lomac in 2003. euroscript, Lion-
bridge and Xerox also appeared. These companies did business 
in defi ning areas such as public procurement, multilingual, 
international projects and software localization. 

For startup translation agencies, obstacles to entry into the 
market grew larger and larger. Survival required more than 
simply a thorough knowledge of the translation profession, 

a large and qualifi ed pool of contractors and 
suffi cient, constant client orders. What became 
indispensable was information technology (IT) 
preparedness to support translation and proj-
ect management, as well as adequate business 
fl exibility. 

Then, in 2001, when the economic stagna-
tion affecting virtually every part of the world 
and every industry set back the entire global 
economy, business stagnated or dropped even 
in formerly prosperous agencies. In this period, 

translation orders for software localization grew to represent a 
larger and larger portion of the total orders, and, as the eco-
nomic decline was primarily a blow to IT companies, language 
contractors were also hard hit by the IT giants’ austerity mea-
sures, postponed product launches and discontinued projects.

For decades, the socialist-planned economy, regulated from 
above, rendered exceptional performance and independent ini-
tiative impossible. This stifl ed energy was set free by the 1990s 
and resulted in extreme entrepreneurial attitudes. The entre-
preneur working in translation, like any entrepreneur working 
in any sector, accepted orders of any type and quantity and 
essentially agreed to every request and list of criteria. These 
translators often used these accepted orders to learn technolo-
gies, software, work processes and QA processes as they worked, 
even those they had indicated in bid materials as their areas of 
not only knowledge, but experience! While they downloaded 
free demo versions from the internet by night, they recruited 
translators and trained project managers (PMs) in the morn-
ing, and by day attempted to answer questions from translators 
regarding topics and technologies that they themselves were 
only beginning to learn about. 

Most of them passed these survival tests successfully, and 
the reward was more orders of increasing importance. CEE’s 
new, rapidly maturing (due to the circumstances) society of 
linguistic contractors passed the test, and before long even 
overseas MLVs considered them fully qualifi ed contractors. 
The MLVs began to employ these local contractors by contact-
ing them directly for more and more orders, thus avoiding the 
regional contractors. This was a great step forward because 
in the past the MLVs deliberately registered those companies 
in the translation chain that handled the local languages at 
virtually native level, providing the region’s languages in a 
package. They passed the responsibility for managing single 

Czech market data 2004-2006.
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language vendors (SLVs) and accepting risk to the agency 
partner, so if a problem should arise, they were the ones to 
negotiate with local contractors. Though they lost a few per-
cent on the price of individual languages, they saved project 
management time and regarded project security and quality as 
the chief considerations. 

So, to put it very simply, the more international orders there 
are for a given country’s small, local translation community, the 
more advanced and prepared the given translation, linguistic 
and language technology market can be considered; the more 
developed the professional interest groups will probably be; the 
healthier the competition; the more stimulating the exchange 
of ideas in the translation community; and the more up-to-date 
the professional training of new translators. 

Those who successfully took the initial critical and diffi cult 
steps kept their eyes open all along the way, learned quickly 
and took on more and more work. Agencies began to special-
ize in certain topics. Agencies’ work processes became more 

and more fi ne-tuned and have continued in that process today. 
The “brokers” who hand out and accept translation orders and 
frequently provide only spell checks as “QA” are more and more 
professional and multifaceted. They are being replaced by PMs 
who handle complex orders with increasing confi dence, while 
their work is supported by more and more experts (linguistic 
director, terminologist, in-house translation unit supervising 
proofreader, publication editor). These experts are becoming 
regular visitors, subscribers, members and, what’s more, active 
commenters on various professional mailing lists and commu-
nity forums. 

Today, the internet has become the popular and commonly 
used source of information, a means of communication and 
advertising. The translation business has changed signifi cantly, 
not only in terms of selling methods, client and vendor acqui-
sition but in project management as well. On the one hand, 
it is a positive tendency that the internet is used not only by 
freelancers and translation companies but by clients as well, 
who more and more often try to fi nd vendors on the web. The 
appearance and increasing awareness and usage of the different 
web markets for translation and other language services are 

in a way quite useful because simple and small projects can 
be allocated quickly and without unnecessary overhead costs. 
On the other hand, one can often fi nd large and complicated 
projects advertised on the same sites with no crucial support 
information about volume, reference materials, fi le formats and 
delivery milestones. 

The current situation
Based on factors that determine the operation and maturity of 

the region’s translation markets, such as the size of the market, 
the intensity of the competition, the existence and activity level of 
translator communities and translation agency associations, rate 
of use of CAT and MT systems, the countries of the region can 
be divided into two basic groups. In the Czech Republic, Slova-
kia, Hungary, Poland, Romania and Slovenia, we see growth in 
the size of the market, the number of new agencies opening, the 
intensity of the life of associations and the translator community, 
and CAT support. The successor states of the Soviet Union belong 
in the other group, along with the Balkan states, where markets 
are growing, but competition is still beginning to develop; only a 
relatively small number of translation agencies have serious MLV 
ties; electronic marketplaces exist either sparsely or not at all; and 
the proportion of TM use is also negligible.

Price competition 
It often happens that the one and only deciding factor is 

price, and clients happily assign projects to the least expensive 
vendor, not thinking or considering the unfortunate future con-
sequences of such a careless business method. 

As confi rmed by László Reha, president of the Association of 
Hungarian Translation Companies, in Hungary a price competi-
tion is growing in intensity. The reason for this can be traced 
back to, among other things, the huge quantity (though not 
controlled quality) of public procurement contracts, the unen-
viable economic position of Hungarian contractors, and the 
lowering of clients’ quality standards. 

Educated and uneducated clients/suppliers
Before the appearance of educated and well-informed trans-

lation buyers on the CEE markets, vendors could sell almost 
anything, and it is only a slight exaggeration to say that they 
were the ones dictating and setting the rules. Clients were in 
a quite fragile situation, positioned as followers. This has now 
changed. In certain market segments it is increasingly the buyers 
who are pursued by language vendors because today’s transla-
tion companies can no longer act as magic black boxes where 
work processes, calculation methods and word counts are not 
discussed and shared with buyers. Translation purchasers today 
have a much clearer and defi nite picture about what is hap-
pening inside. They are well informed; they ask questions and 
expect useful answers; and many of them know about and ask 
for CAT tool support and refer to areas of further possible cost 
savings. Nowadays translation companies must have open books 
and must support their price quotes with analysis, and decisions 
on payment ratios for repetitions and fuzzy matches are made 
together with clients. 

We know that more than one multinational corporation has 
its experienced and informed procurement buyer dictate condi-
tions. What’s more, they don’t mind examining the fi nancial data 
of their contractors to see what proportion of the contractor’s 

Hungarian market data 2001-2006.
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total business the value of their 
own orders represents. If this 
proportion is higher than what 
is healthy (say more than 30%), 
they can conclude several things. 
On the one hand, it is not good 
for a contractor’s existence to 
depend only on one or two high-
value orders or clients because 
if the contractor unexpectedly 
is not included in an order, it 
could lead to the demise of the 
company, which obviously could 
endanger the client’s work as 
well. On the other hand, a rate 
of profi t to business that is too 
high could be assumed to mean there 
is profi t rate greater than what can be 
considered ethical. 

In general, the gap keeps widening 
between “educated” purchasers who are 
experts in different translation workfl ow 
processes and those who can be fed any-
thing their suppliers put on their plate. 
Certain translation buyers are becoming 
more and more prepared, leaving behind 

those who have not yet discovered how 
much can be saved with a little effort to 
get involved — or, more importantly, how 
much it costs them if they do not. 

Those who do not know and do not 
care no doubt also fi nd translation pro-
viders who are happily enjoying the more 
casual terms of cooperation and higher 
margins in the short term. Actually, the 
majority of the translation providers still 
does not use TM, and, as a result, they 
count each and every word as no match, 
not offering the use of sophisticated tech-
nical, cost-saving document and project 
management tools to their clients. This 
will change eventually as information 
and knowledge spread through the inter-
net as well as by word of mouth. 

Multi-language vendors
The role of international translation 

agencies in CEE is exceptionally special 
because they try to be successful in a 
relatively small market as representa-
tives in the given country of multina-
tional translation agency networks. On 
the one hand, their situation is favor-
able because, in contrast with most of 
their domestic competitors, they have 
the upper hand in terms of size and 
fi nancial muscle, while at the same time 
they are less free because as with other 
international corporations, the business 
strategy expressed by domestic corporate 
management must be in harmony with 
the corporation’s international strategy. 

The translation agency that is wise and 
thinks in the long term treats its contrac-
tors as partners — those freelance transla-
tors who also work for any other domestic 

or foreign agency, or directly for clients. 
This exceptionally complex situation 
involving disappearing borders often 
brings with it tension, and every player 
in the market must learn to live with it. 
Wise translation agencies buy transla-
tions for a fair price; handle the linguistic 
and technical tasks necessary to prepare 
the end product ordered by the client to 

the right quality standard; 
and fi nally offer it at a fair 
profi t. They see it as their 
task to prudently inform 
the client regarding what 
concrete form the “added 
value” takes — all the QA 
work that is indispensable 
for the client to be able 
to receive a good quality 
translation in the end.

The process of CEE connecting to the 
bloodstream of the international economy 
presented not only the contractors from 
these countries, but also the MLVs of 
Western Europe and overseas with new 
tasks, as well as setting them on a differ-
ent type of growth course. Regional 
investments and later EU expansion and 
preparations for future expansion resulted 
in several new, “exotic” linguistic com-
missions, including large-quantity trans-
lation jobs with previously unknown 
languages with Cyrillic character code 
pages and so on. All of this meant much 
brainstorming and extra organizational 
tasks, even for the large, experienced 
multinational translation agencies, where 
some of the tasks were handled employ-
ing native-speaker PMs, linguists and 
technical support in their Western Europe 
or overseas offi ces. 

It is worth mentioning that on the Top 
20 list of Common Sense Advisory two 
companies come from the region — Mora-
via Worldwide and the Skrivanek Group 
— and not only do they come from the 
region but they have even managed to 
become well-known multinational net-
works, providers of the CEE languages. 
What can be the secret of the Czechs?

Education
It is equally true of all the countries of 

CEE that education is underfunded. Both 
administrative staff and educators must 
struggle with many problems that divert 
much energy from their professional work. 
There is TM training without suitable 
computer and software background or 
without practical experience on the part of 

Polish market data 2001-2006.
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the instructors, overcrowded language 
labs without basic audiovisual equipment, 
simultaneous interpretation instruction 
without an interpreter’s booth. These are 
classic shortcomings and diffi culties with 
which every institution of higher educa-
tion, practically without ex ception, must 
struggle. 

The situation of translator and inter-
preter training is even more contradictory, 
and the direction of its future develop-
ment is all the more questionable. While 
the educational institutions complain 
of limited job opportunities for their 
graduating students, on the client side 
there is often a struggle with the lack of 
contractors. It can happen that transla-
tion agencies have no choice but to turn 
down a new order with reference value 
and promising large revenue because 
they do not have a team of enough suit-
ably prepared translators available. 

According to one instructor who was 
asked, “On the one hand, translation 
agencies are hesitant to trust new work-
ers, and the best students have diffi culty 
fi nding the opportunity to show what 
they can do. On the other hand, it is not 
enough that they know the language 
well; graduating students are unin-
formed in many areas. It would be good 
if translation agencies would employ 
students as interns, as this would benefi t 
everyone. The students could gain expe-
rience, and the agencies could choose 
more objectively.” 

A well-maintained database that con-
tinuously records dynamic performance 
and evaluates based on that, supple-
mented with tested translators, is to any 
translation agency an asset that belongs 
locked away in a safe. So what could be 
the reason that cooperation between the 
supply and demand sides is still unsat-
isfactory and graduating professions do 
not fi nd the way to the translation agen-
cies that could employ them? 

One possible reason could be that 
institutions do not base their decision to 
offer an individual course on concrete 
market research. They do not survey the 
market, and either mostly or completely 
neglect to ask the opinion of translation 
agencies and other representatives of 
the client side, such as EU institutions, 
regarding precisely what language pairs 
and knowledge there is a demand for — in 
short, whom they could employ. If this 
information could be integrated into the 
training in a more effective way, perhaps 
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they would have more success in fi nding 
jobs for the graduating translators. In time 
this success would in turn affect the trans-
lator training, which would become more 
popular. This would enable the institutions 
to easily achieve the numbers needed to 
start up a program, that is, they would 
not need to compromise when evaluating 
applicants’ suitability and qualifi cations. 

The agencies we asked indicated that 
starting up programs for PMs, linguis-
tic directors and terminologists are the 
most important tasks, and there were 
comments that they could make good 
use of employees with basic knowl-
edge of publication editing. One pos-
sible method of bringing momentum to 
professional training could be having 
the private sector take on a role that 
has been developing, albeit gradually, 
through the integration of translation 
agencies’ practical lessons into univer-
sity training, in the form of practicing 
professionals holding classes. 

Indispensable information for the future 
freelancer such as advertising themselves, 

participation in organized translator com-
munities, and use of web forums could 
also be useful training material. 

Among the region’s countries, some 
are still waiting to become full-fl edged 
members of the EU, while others are in 
their fi rst years of membership. Though 
nearly two decades have passed since the 
fall of the Iron Curtain, we still have years 
to wait until the region stabilizes socially, 
politically and economically and until the 
countries’ economic development takes 
a defi nite direction. Until then, as in any 
other business, the translation sector will 
also continue the growth it has started, 
and, although the exact outcome cannot 
yet be predicted and the situation of the 
individual players could develop in many 
different ways, a few things can already be 
predicted. Today, there is a new wave of the 
familiar, cyclical reorganization process on 
the translation and language technology 
markets. The MLVs now need to rethink 
where and how to gain a foothold, where 
to retreat from, and what type and extent 
of autonomy to allow branches in given 

regions (Latin America, Asia or CEE). The 
number of possibilities is enormous, and 
anything is possible, from simple produc-
tion to sophisticated project management 
including preparatory and fi nishing work.

It can be assumed that the technical 
support for the profession, as well as the 
spread of IT and the internet, will continue 
to grow. Simplifi cation of translation 
processes (due to increasing signifi cance 
of time and money as deciding factors) is 
expected, as is the shortening and increas-
ing transparency of the current lengthy 
procurement chain. The electronic market-
places will gain increasingly larger ground, 
which will be used for the sale of simple, 
unifi ed contractor orders alongside the 
building of translator communities. Supply 
and demand will gradually meet, and, in 
time, the state and private institutions will 
train the number and quality of profession-
als that the market is able to employ. 

Price wars and small revolutions have 
always existed and always will. But no 
matter what, there will always be a need 
for translators — thanks to Babel! M

Country Hungary Poland Czech Rep. Slovakia Latvia Romania Slovenia Bulgaria Croatia Estonia Lithuania Russia

Total translation agencies 5 5 3 3 2 2 2 1 1 1 1 1

Company Name
L-3 Communications

Lionbridge Technologies 1 1

SDL 1 1 1 1 1 1 1

Language Line Holdings

TransPerfect Translations

SDI Media Group

RWS Group

Xerox Global Services 1

euroscript International S.A. 1 1 1 1

Moravia Worldwide 1 1 1 1

Logos Group

CLS Communication

Honyaku Centre

LCJ EEIG

Semantix

Merrill Brink International

Welocalize

Skrivanek Group 1 1 1 1 1 1 1 1 1

Hewlett-Packard ACG

thebigwordGroup

The top 20 translation companies by dollar volume and their representation in the CEE countries. (Source: Language Experts Group, Hungary)
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Central & Eastern Europe Showcase

We Speak the Language 
You Need

Central and Eastern European Translations Ltd. 
(CEET) is a Czech company located in Prague with its 
branch office in Pullman, Washington, USA. Though we 
take pride in expert translation and localization in more 
than 30 world languages, our specialization lies within 
the Central and Eastern European region. We put a 
special emphasis on the cultural uniqueness of each 
country. Our services include: 

• advanced localization and DTP services
• translation, proofreading and interpreting
• culture-based consulting
• travel/relocation/expansion assistance
Our customers can now choose to place their orders 

online for even faster turnaround time.

CEET Ltd.
 Rohacova 77

130 00 Prague, Czech Republic
420-482-311-073 • Fax: 420-485-100-016

info@ceet.eu • www.ceet.eu 

Lido-Lang Technical Translations
ul. Walerego Slawka 3
30-653 Krakow, Poland

48-12-2546-123 •  Fax: 48-12-2546-122
office@lidolang.com • www.lidolang.com

LEXIKA s.r.o.
Dobrovicova 10

81109 Bratislava, Slovak Republic
421-2-5263-3663 • Fax: 421-2-5292-5965

info@lexika.sk • www.lexika.sk

Where Nothing Is Lost 
in CEE Translation

At LEXIKA, nothing is lost in translation. We have 
the capability and skilled personnel to handle all of 
your multilanguage translation needs — everything 
from one-sentence slogans to large-scale projects. We 
offer translations into all Central and Eastern European 
(CEE) languages over a wide range of business and 
professional fields. Our experienced team can support 
your translation, proofreading and DTP needs. LEXIKA’s 
dynamic project management ensures quality, 
cost-effectiveness and fast turnaround. With 12 years’ 
experience of providing the highest standards and 
reliability combined with exceptional customer service, 
we can guarantee delivery on time, every time. To 
request a quote for your next CEE language project, 
visit www.lexika.sk

Reliable Partner 
for CEE Languages

Established in Poland in 1991, Lido-Lang Technical 
Translations has in fact a much longer history — going 
back three generations. Our team combines the experi-
ence of the company’s founders with the dynamism 
of young talents. We specialize in Central and Eastern 
European languages and have acquired a reputation 
for quality among our customers and international 
organizations.

Lido-Lang is more than a translation agency. It is 
• know-how passed from generation to generation 
• a passion shared by us all

At the Crossroads
of European Cultures

Amidas is positioned squarely at the forefront of 
the language services industry in the region and at 
the crossroads of European cultures.

Our deep understanding of the cultures and 
languages of southeastern Europe and a strong 
connection to our shared history have given us a 
competitive advantage. 

We are experts in Slovenian, Croatian, Serbian, 
Bosnian and Macedonian languages. 

Amidas d.o.o.
Mala ulica 5

1000 Ljubljana, Slovenia
386-1-300-96-80 • Fax: 386-1-300-96-81

amidas@amidas.si • www.amidas.si 

ZELENKA Czech Republic Ltd.
Kvitkova 4703

760 01 Zlin, Czech Republic
420-577-144-669 • Fax: 420-577-144-664

translations@zelenka.cz • www.czech-translations.com

Euroscript-Certitude S.R.L.
Calea Plevnei nr.15 Sc.1 Et.1 Ap.21, Sec.1

RO-010221 Bucharest, Romania
40-21-315-65-22 • Fax: 40-21-314-89-19

contact@euroscript.ro 
www.translations-certitude.ro

Communication — 
Key to the World

The greatest challenge in most documentation 
projects is to guarantee consistency of information 
over many stages of revision and in several language 
versions, while meeting tight publication deadlines.

Reach new markets, improve your customer 
support, benefit from cost and time reductions, and 
use best-of-breed technology. euroscript’s solutions are 
at your fingertips.

Linguistic support services include:
• translation into all official EU languages
• CAT, translation memories and terminology
• strong focus on quality

Translations and Localization 
from/into Czech and Slovak 

ZELENKA Agency is a Czech translation agency with 
18 years of experience, specializing in translations into 
Central and Eastern European languages. 

We are the best in:
• English <-> Czech and Slovak
• German <-> Czech and Slovak
• French <-> Czech and Slovak
• Italian <-> Czech and Slovak
• Russian <-> Czech and Slovak
• Hungarian <-> Czech and Slovak
• Polish <-> Czech and Slovak
We use TRADOS and work in accordance with the ISO 

9001 and EN 15038.
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An introduction 
to Bulgarian
Evelina Iotzova

Bulgarian, the fi rst Slavic language to have 
been recorded in written form, belongs to the 
Indo-European family of languages and to the 
group of the South-Slavic languages together 
with Serbian, Croatian and Slovenian. Its his-
tory can be traced back to the Slavic invasion 
of the Balkan Peninsula in the fi fth to seventh 
century CE. 
At the dawn of the creation of the Bulgarian state more than 

1,300 years ago, three languages were spoken in today’s terri-
tory of Bulgaria — Turkic (Proto-Bulgarian), Slavic and Byzan-
tine (Greek), the last of which was the offi cial state language 
until the ninth century. After the adoption of Christianity as 
the offi cial religion of the state, Bulgaria put political, cultural 
and fi nancial resources into the creation of a literary language, 
pursuing a goal that was later achieved — the identifi cation of 
a nationality. 

The environment in which the language developed is defi ned by 
the infl uence of Greek, Roman and Turkic languages throughout 
the centuries. In many respects Bulgarian might be referred to as 
a Balkan paragon language. Every language develops from being 
synthetic — in which the relations of words are shown primarily 
by their infl ectional forms — toward being analytical — where dif-
ferences in form disappear and relations are shown primarily by 
word order and through the use of preposi-
tions and auxiliary verbs. Bulgarian makes a 
classic example in this respect.

This particular feature of Bulgarian makes 
it similar to languages such as French and 
English. Naturally, this is because the Balkan 
Peninsula is an area of active interaction 
among many versatile cultures.

Today, Bulgarian is the offi cial state language of the Republic 
of Bulgaria and one of the 23 offi cial languages of the European 
Union (EU). 

Uniqueness of the Slavic alphabet 
Certain scientifi c data show that Bulgarian is one of the 

earliest languages to have become individual, so it could be 
said that it is the oldest literary language of the Slavdom — it 
is classical to a certain extent. The Slavic alphabet was created 
to meet the requirements of the oldest Slavic literature — the 
Glagolitic alphabet. Its newer version, in use today, is the Cyril-
lic alphabet.

The Glagolitic and Cyrillic alphabets were created in accor-
dance with the requirements of Byzantine foreign policy during 
the ninth century, whose purpose was to prevent the Slavic peoples 
from adopting the Latin alphabet under the infl uence coming from 
Rome. The Byzantine diplomats and scholars, the brothers Con-
stantine-Cyril and Methodius, were sent by the Byzantine emperor 
Michael III into Great Moravia or Magna Moravia (the territory of 
today’s Moravia, Slovakia and Hungary) in 863 CE. There they 
preached Christianity in Slavic, as the religion was spreading in 
the country. They standardized the liturgical books in that same 
language, which comes from the Thessalonian Slavic dialect. For 
political and religious reasons and as a consequence of Pope Ste-
phen V’s bull, a liturgy in the Slavic language was forbidden and 
teachers of Slavic were compelled to leave the country. 

The establishment of the Cyrillic alphabet 
is a consequence of the establishment of 
Christianity in Bulgaria. These two events 
may also be regarded as a consequence of 
the aggressive foreign policy of the Eastern 
Roman Empire — the Byzantine Empire. 
As the Bulgarian tsar Boris I concluded an 
alliance with King Ludwig and demanded 

Evelina Iotzova is 
managing director of 

Skrivanek Bulgaria.
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conversion to Christianity by German clergymen, the Byzantine 
Empire compelled the ruler to accept conversion of the Bulgar-
ian people by Byzantine clergymen. The primary goal of the 
Byzantine policy was to detach the Slavic peoples from the 
cultural and political infl uence of Rome and Western Europe. 
The Glagolitic alphabet was created for that same purpose and 
later the Cyrillic alphabet as well, at fi rst for the people of Great 
Moravia who never adopted either alphabet.

The first two Slavic writing systems
The Glagolitic alphabet was a new system of writing not 

known before. It contains the experience of the peoples whom 
Constantine-Cyril perceived by observing the character systems 
that were familiar to him. Yet, the writing of the Glagolitic char-
acters is unique and consistent. They all have the same style, and 
their most common elements are cross, triangle and circle. The 

cross generally symbolizes Christianity. The triangle is a symbol 
of the Holy Trinity, and the circle represents the infi nity as well 
as the eternity of the deity. Thus, the Glagolitic alphabet (Figure 
1) by means of the three symbols praises the generous and all-
giving God.

The Cyrillic alphabet turned out to be the more practical, 
and it gradually took over and replaced the Glagolitic alphabet. 
Traditionally, the Cyrillic alphabet is considered to be a cre-
ation of one the disciples of the founders of the Slavic alphabet 
— Clement of Ohrid — but there is a theory that the Cyrillic 
alphabet actually precedes the Glagolitic alphabet and is also a 
creation of Constantine-Cyril. 

According to certain scholars, the Cyrillic alphabet was cre-
ated on the base of the Greek alphabet with some additional 
letters. The Old Bulgarian Cyrillic alphabet contains the 24 
letters of the Greek uncial writing and 12 additional letters 
representing sounds that are specifi c for the Old Bulgarian lan-
guage, ( , , , , , , , , , , , ). As in the Glagolitic 
alphabet, the Cyrillic alphabet also contains letter combina-
tions that are partly borrowed from the Byzantine code, and 
others from the Proto-Bulgarian system of writing. Figure 2 
shows the writing of the Cyrillic alphabet together with the 
ways of writing numerals.

The fi rst defi nite mention of the name “Cyrillic alphabet” 
is during the eighteenth century in Russia at the time of the 
reforms of the Russian tsar Peter I, who introduced the so-
called  (civil writing). This actually is 
a type of alphabet that was ordered by the tsar and developed 
in a Dutch printing house to be as similar to the Latin alphabet 
as possible. Many of the letters are replaced with similar Latin 
letters. That is why, in contrast with the Greek alphabet, the 
contemporary Cyrillic alphabet does not have its own rules of 
using serifs, the shapes of stroke ends, stroke-thickness rules 
and so on, and uses those of the Latin alphabet instead. The 
fact that new computer fonts are developed on the basis of the 
Latin alphabet contributes to the existing “latinization” of the 
Cyrillic alphabet.

The Bulgarian Cyrillic alphabet 
in contemporary Europe
Contemporary versions of the Cyrillic alphabet are used in 

Bulgarian, Russian, Serbian, Ukrainian, Rusyn and Belarusian 
languages, as well as in other countries in the Eastern part of 
contemporary Europe and in large territories in Asia.

Today, Bulgarian is written mostly with the Cyrillic alphabet. 
Figure 3 shows a new writing system for the EU that contains 
30 letters.

The alphabet that is used in the Banat version (Banat, Roma-
nia) of the Bulgarian language is the Latin alphabet, based on 
its Croatian variant. Macedonia (FYROM) uses a kind of Cyrillic 
alphabet that is closer to the Serbian version. 

Internationalizing is a logical and real process in the con-
temporary world. Bulgarian requires loaning of words, in most 
cases from English, mainly in terms of computer terminology, 
which means that in comparison with the Czech language, for 
instance, there is less to be translated, but diffi culties arise in 
the transliteration process as well as in unifying the ways of 
transliteration.

It is a peculiarity that foreign names are generally transliter-
ated and not written in their original writing system, although this 

Figure 1: The Glagolitic alphabet. 

Figure 2: The Cyrillic alphabet with numerals.

Figure 3: The 30-letter writing system for Bulgarian.
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approach — using the Latin alphabet or original writing of certain 
words within the Cyrillic text, as in Figure 4 — is becoming more 
and more popular among younger users of the internet. 

There is not a “correct” way of “copying” foreign names and 
terms into Bulgarian, despite the multitude of attempts of scien-
tists and administrations to introduce a unifi ed transliteration 
system for foreign place names as well as Bulgarian given 
names. The rule that generally applies is phonetic transliteration, 
which often poses more than one variant for writing a foreign name 
in Cyrillic — for instance, Cecilia Sarkozy = /

 [Ses’ilia/Tzetz’ilia Sarkoz’i]; Arnold Schwarzenegger 
= /  [‘Arnold/’Arnuld Shv’artz-
eneger]; Abdullah Ben Kaaba = / /

/  [Abdul’a/Abdul’ah ben/bin Kaab’a/Kab’a]; Québec 

Figure 4: E-mail (Latin) and  (Cyrillic).

Example in 
the text

Correct text in 
Bulgarian

English
explanation

cd-
[komp’aktdiskove]

CDs, plural

CD-
[komp’aktdiska]

The CD, singular, 
def. article

fstab- fstab The fstab, singular, 
def. article

paste-  [post’aviam] I’m pasting, present 
continuous tense

Figure 5: The approach of using Latin words/signs within Cyrillic text 
in Bulgarian and setting them (words) under Bulgarian grammar rules.

Figure 7: Streamlined System.

Figure 6: The yellow highlights indicate Latin fi gures in Bulgarian text.

Tense Bulgarian forms Correlating 
English tenses

Present tense  [‘ucha] = I study 

Present simple tense 
or

Present continuous 
tense

Past tense 
(imperfect)

 [‘ucheh] = I was 
studying

Past continuous 
tense

Past tense (aorist)  [‘uchih] = I studied Past simple tense

Future tense  [shte ‘ucha] = I 
will study Future simple tense

Future in the 
past tense

 [sht’iah da 
‘ucha] = I was going 

to study

Future in the 
past tense

Past indefi nite 
tense

 [‘uchil ]
= I have studied Present perfect tense

Past preliminary 
tense

[b’iah ‘uchil] = 
I had studied Past perfect tense

Future preliminary 
tense

 [shte 
 ‘uchil] = 

I will have studied
Future perfect tense

Future preliminary 
in the past tense [sht’iah da  ‘uchil] = 

I would have studied

Future perfect in 
the past tense

Cyrillic Streamlined System 1956 BSS System
ZH Ž

CH

SH Š

SHT ŠT

A

Y J

TS C

Y J

YU JU

YA JA

Figure 8: Examples of different Bulgarian writing systems.

Figure 9: Verb tenses in Bulgarian and English.
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= / /  [Kvebek/Kue-
bek/Kebek]. The doublet forms are not 
always present when pronouncing a par-
ticular word with regards to its language 
of origin. The name of the Arizona city 
Phoenix differs in terms of pronunciation 
as well as in terms of writing from the 
name of the mythical bird born from the 
fi re: Phoenix =  [F’iniks](the city), 

 [f’eniks](mythical creature).
The historically conditioned rules of 

pronunciation and writing of certain con-
cepts sometimes make Bulgarian people 
seem “strange” in the eyes of foreigners 
— for instance,  [Nju Jork] = New 
York;  [Parizh] = Paris; 
[Brjuksel] = Brussels. A good example is 
the Bulgarian problem with the European 
Central Bank (ECB) about the name of the 
common European currency, the euro, 
when written on banknotes in Cyrillic 
—  or . The representatives 
of the ECB were certain that 
(evro) was simply a printing mistake in 
the Accession Treaty. This statement was 
logical with regard to the fact that the 
Cyrillic alphabet had never been used in 
the European institutions before, and the 
diphthong eu logically and phonetically 
should be transcribed in Bulgarian as .
In this instance, however, the name of the 
European currency in Bulgarian should 
be  (EVRO) because the name of 
the currency in Bulgarian language is 
logically related to the name of the con-
tinent, which in Bulgarian is 
(EVROPA).

It seems easier to transcribe Bulgarian 
names and words with the Latin alphabet. 
Some internal as well as European admin-
istrative regulations require the use of the 
Latin alphabet for personal documents, 
road signs, signs with names of cities, 
towns and streets, offi cial information 
systems, databases, web pages of the local 
authorities and so on. That is why all of 
the above-mentioned are written in both 
alphabets. The method of using the Latin 
alphabet for the writing of Bulgarian words 
is called the Streamlined System. Its latest 
edition, accomplished in 2006 by the Bul-
garian government, is shown in Figure 7. 

The system is based on the English-ori-
ented transliteration. Diacritical signs are 
not included, which makes it easier to use 
with regard to electronic communication 
as there is no necessity of additional expla-
nations. In this respect the Streamlined 
System differs from the scientifi c translit-
eration of the Cyrillic alphabet according 

to the Bulgarian State Standard (BSS) or 
the so-called system of Andrejchin from 
1956, which includes somewhat different 
ways of writing, also shown in Figure 8.

It is possible that one may come 
across words that are written in both 
ways, which at the moment is a justifi ed 
use of the Latin alphabet in Bulgarian.

Contemporary state 
of the Bulgarian language
During the historical development of 

Bulgarian and its contacts with neighbor-
ing non-Slavic languages on the Balkan 
Peninsula, certain changes have occurred 
in Bulgarian in comparison with the rest 
of the Slavic languages. These specifi c 
changes are phonetic, morphological and 
syntactical as well as lexical. As a whole, 
they defi ne the development of Bulgar-
ian morphology and syntax toward being 
more analytical, as the grammatical rela-
tions are expressed not within the word 
itself but through the means of analytical 
constructions — for example,

 (Bulgarian: k’nigata na P’etur); 
 (Russian: kn’iga Petr’a); 

kniha Petra (Czech: kn’iha P’etra); Peter’s 
book (English).

Peculiarities in the 
development of Bulgarian
Phonetics. The Bulgarian vowel sys-

tem consists of six separate sounds ( ,

, , , , ) [a, e, i, o, , u]. Most spe-
cifi c in this system is the (  [ ]) sound, 
which is typical for Bulgarian. None of 
the vowels in the contemporary Bulgar-
ian language has a nasal quality. The 
Bulgarian vowel sounds do not differ in 
meaning in terms of quantity (length). 
The six primary vowels are written with 
eight different characters in Bulgarian 
literary language: , , , , , , ,  [e, 
i, a, o, , u, ia, iu].

The consonants in Bulgarian do not 
have the function of creating syllables. 
The softness of consonants in Bulgar-
ian is not as explicit as it is in the rest 
of the Slavic languages. The most sig-
nifi cant trait of the palatal consonants 
in Bulgarian is their limited positioning 
in the word. They can be present only in 
front of hard (middle and back) vowels 
( , , , ), as in  [v’iara] = faith, 

 [shofi ’or] = (motor car) driver. 
In front of ( ) and ( ) it is possible to put 
only the back consonants, for example, 

 [ger’oj] = hero;  [k’ino] = 
cinema;  [h’ektar] = hectare. As 
per the limited positioning of the soft 
consonants, it follows that they cannot 
be positioned in front of another conso-
nant in the end of the word.

The stress in Bulgarian is quite dyn amic. 
There are languages in which the stress is 
set, that is, it is always on the same syl-
lable. In French, for example, the stress is 

Streamline the translation workflow and 
automate the human translation process 
to minimize costs.

50+ language pairs
Desktop and server solutions
New and intuitive Translation Toolbar is
always available on the desktop
New Dictionary Lookup provides instant 
access to SYSTRAN, Larousse and 
Chambers dictionaries
Enhanced customization tools to manage 
dictionaries, TMs, post-editing, and QA

Optimize translations. 
Increase productivity. 

Cost-effective.

Visit us online at 
www.systransoft.com

SYSTRAN Premium 
Translator 6
SYSTRAN Premium 
Translator 6

NEWV6
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always on the last syllable, while in Czech 
the stress is always on the fi rst syllable, but 
in Bulgarian the stress fl uctuates because 
it is not connected with a specifi c syllable. 
It could fall on the fi rst, last or any of the 
middle syllables — for example, 
[glav’a] = head;  [stran’a] = coun-
try/side;  [grad’ina] = garden; 

 [pri’iatel] = friend;  [‘izvor] 
= spring; e  [‘izpovet] = confession; 

 [‘pametnik] = monument.
Spelling. Spelling in Bulgarian has 

morphology as a base. Because of that, 
the assimilation changes that occur in the 
spoken language are not present in the 
written language. For example,  is 
written iztok and pronounced [‘istok] = 
east;  = city is written grad and pro-
nounced gr’at. Few words are written 
according to the rules of phonetics: 
[surtz’e] (instead of  [surdtz’e]) = 
hard;  [ov’oshka] (instead of 

 [ov’oshtka]) = fruit-tree; -
 [por’asna] (instead of 

[por’astna]) = to grow up.
Grammatical structure. During its 

development, the Bulgarian language has 
undergone signifi cant changes in terms 
of grammar. The Old Bulgarian language 
used to have a synthetic structure and 
therefore was really close to the old Sla-
vonic, whereas the contemporary Bul-
garian language has a mostly analytical 
structure in contrast with the rest of the 

Slavic languages in which the synthetic 
structure is preserved. The analytical 
structure is most obvious in the noun 
system. In contemporary Bulgarian, 
three genders are preserved (masculine, 
feminine, neuter):  (m) [m’olif] 
= pencil;  (f) [k’ shta] = house; 

 (n) [d rv’o] = tree as well as two 
forms defi ning the number (singular and 
plural), for example,  (m. pl.) 
[m’olivi] = pencils,  (f. pl.) [‘k shti]
= houses,  (n. pl.) [d rv’eta] = 
trees. The grammatical relations among 
the different parts of speech as well as in 
the sentence are expressed by means of 
prepositions; the case forms have almost 
disappeared, as in the Bulgarian 

, Russian , Czech 
bratr Ívana.

In contrast with the analytical devel-
opment of the noun system, however, the 
verb system is closer to the Old Bulgar-
ian verb system. There are nine tenses 
present, and there are verb aspects and 
so forth, as in the table in Figure 9.

Examples of verb aspect:
Imperfect aspect —  [‘ucha] = 

studying;  [p’eia] = singing; 
[chet’ ] = reading;  [p’isha] = writ-
ing;  [v rv’ia] = walking.

Perfect aspect —  [na’ucha] = 
study;  [izp’eia] = sing; 
[prochet’ ] = read;  [nap’isha] = 
write;  [izv rv’ia] = walk.

The Bulgarian language is analytical 
in the following aspects:

1. The lack of oblique cases in the 
noun system to express oblique case 
relations which, in contrast with the 
other Slavic languages, in Bulgarian 
are expressed with a defi nite form for 
singular and plural, together with vari-
ous prepositions: 
[zhen’ata na br’at mi] = the wife of my 
brother; [k’aza na 
br’at mi] = said to my brother;

 [izl’eze s b’rat si] = went out 
with her brother.

2. The defi nite article is attached to 
the respective word. The defi nite article 
is the sign of the defi niteness of the 
nouns. This is one of the most typical 
characteristics of contemporary Bulgar-
ian that distinguishes it from the rest of 
the Slavic languages and makes it simi-
lar to other non-Slavic languages such 
as Greek, Albanian, Romanian, Turk-
ish and the Scandinavian languages: 

 — ,  [chov’ek 
— chov’ekat] = man — the man; 
—  [zhen’a — zhen’ata] = woman 
— the woman;  —  [kn’iga 
— kn’igata] = book — the book; 
—  [det’e — det’eto] = child — the 
child;  — 
[dob’ r chov’ek — dobr’iyat chov’ek] 
= good man — the good man; 

 —  [dobr’a zhen’a 
— dobr’ata zhen’a] = good woman — the 
good woman;  — 

 [dobr’o det’e — dobr’oto det’e] = 
good child — the good child.

When we refer to an unknown sub-
ject, we use the basic indefi nite form of 
the noun. However, when the subject in 
question has already been mentioned 
once — that is, it is known — the second 
time we refer to it by using the defi nite 
form of the noun, such as 

. [Sreshtu n’as se poiav’i 
k’uche.] = A dog appeared in front of 
us. . [K’ucheto ni 
zabel’iaza.] = The dog noticed us. We 
put a defi nite article to  [k’uche] 
= dog only in the second sentence, 
because it has already been mentioned 
in the fi rst sentence — that is, it is a 
particular dog.

The defi nite article in Bulgarian 
depends on the gender and number of 
the noun — for example, ,

 [chov’ekut, chov’eka] = the man 
(m. s.);  [m’ajkata] = the mother 
(f. s.);  [k’ucheto] = the dog (n. s.); 
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 [stud’entite] = the students (m. pl.); 
[zhen’ite] = the women (f. pl.);  [k’uchetata] = the 
dogs (n. pl.). The defi nite article in masculine singular exists in 
two forms: full and short. The full form contains the consonant 
, and in the short form it is missing. We write the full defi nite 

article when the noun is the subject of the sentence, as in 
 [St’aretz t me pop’ita za 

p’ tia] = The old man asked me for the way. In all the rest of 
the cases, the short defi nite article is to be used, as in 

 [Az gov’oria s s st’aretza] = I am talking 
with the old man.

3. Doubling of the object is a characteristic of the Balkan 
languages but not of the Slavic languages, as in 
–  [kn’igite — D’ai mu gi na basht’a 
mi] = the books — give them to my father.

4. Dative genitive case or the short dative forms of the 
personal pronouns that have the function of short possessive 
pronouns, such as  = [k’ shtata
mu = n’egovata k shta] = his house; =

[k’ shtata ti = tv’oiata k’ shta] = your house.
5. The plural form of the non-personal masculine nouns 

is connected with the double plural form in Old Bulgarian, 
as in  [dv’a st’ola] = two chairs; [p’et 
k’onia] = fi ve horses;  [n’iakolko d rv’eta] 
= several trees.

6. The ending –  is a primary ending for the masculine plural 
form of one-syllable nouns in singular, such as  — 
[st’ol-stol’ove] = chair — chairs;  —  [v’ol — vol’ove] = 
ox — oxen;  —  [‘at — ‘atove] = stallion — stallions; 
—  [dv’or — dvor’ove] = yard — yards.

7. The comparative degree of the adjectives is expressed 
through analytical forms that are created with the particles -
[po-] = more; - [nai-] = most, plus the basic adjective form: 

, - , -  [nov, po-nov, nai-nov] = new, newer, 
newest.

8. The verb infi nitive is also analytically expressed through 
the particle  + present verb form (verbum fi nitum), such as 

 [Zap’ochnaha da se vesel’iat] = 
They started having fun.  [Ot’ivai 
da gl’edash f’ilma] = Go watch the movie.

9. The future tense constructions (futurum) in contemporary 
Bulgarian of the verbs with imperfect aspect are analytical as 
they are formed with the particle  [shte] = will/shall and the 
present tense verb form, as in  [shte se sb’ dne]
= (it) will come true,  [shte val’i d’ zhd] = (it) 
is going to rain.

10. The aorist and imperfect verb forms, typical for Old 
Bulgarian, are used in contemporary language, such as 

, , .
[‘Oshte dokat’o go razgl’ezhdashe, t’oi razbr’a, che r’echnik t e 
dob’ r] = He was still looking at it when he understood that it 
was a good dictionary.

11. Special forms for conveying an action that has not been 
witnessed, such as . — 

 [Det’eto se ‘uchi dobr’e. — Det’eto se’ uchelo dobr’e.] = 
The child is studying well — (it was said) that the child had been 
studying well.

In contemporary Bulgarian there are new analytical forms 
in connection with grammar concepts such as relativity, result, 
conclusiveness, renarrativeness, imperativeness and so on. 

Figure 10: The BSS keyboard.

Figure 11: Position of Cyrillic characters when writing phonetically. Figure 12: Broken text.

Figure 13: Repaired Cyrillic text.
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Syntactic characterization 
of contemporary Bulgarian
The main features of the syntactic 

construction of contemporary Bulgar-
ian language are connected with its 
being analytical as well as with its 
morphological characteristics. The lack 
of oblique cases in the language affects 
word order and intonation. The word 
order in Bulgarian is quite grammatical, 
although not to such an extent as it is in 
some Western European languages. The 
so-called fi xed or straight word order 

is typical, for example, subject, verb,
object, adverbs. In Bulgarian the subject 
is expressed much more often than in 
the other Slavic languages and is close 
to being obligatory, although sentences 
without a subject are quite common 
as well. Reversed word order, known 
as inversion, is also possible. 

,
[Kato se obr’ shtashe naz’ad, 

k’ucheto prod lzh’i da b’iaga] = While 
it was turning backwards, the dog kept 
running. The structure of the sentence is 

usually directly connected with its logi-
cal meaning.

Vocabulary. The vocabulary of mod-
ern Bulgarian has been created with 
the participation of people as well as 
with regard to tradition, which was 
represented mainly through the clerical 
Slavic language that can be regarded 
as a bridge between old and modern 
Bulgarian. Borrowed words from the 
other Slavic languages are also present, 
especially from Russian. The Russian 
language infl uence plays an important 
part, especially when considering the 
creation of the administrative terminol-
ogy in the young Bulgarian state. Greek 
and Turkish borrowed words are present 
as well, having been incorporated into 
the language during the centuries of 
Ottoman rule (1393-1878). 

In terms of infl uence in the contempo-
rary language, there is a growing expan-
sion of foreign words that penetrate the 
language from English, German and 
French as well as from other Roman and 
Germanic languages.

Computer use of the language
The Cyrillic alphabet that Bulgarian 

uses requires special code pages, for 
example, Windows 1251, ISO 8859-5, 
KOI8-R (Russian national standard) and 
so on. The Unicode standard provides 
two code segments which are not com-
plete yet, with all symbols connected 
with the old and new Cyrillic, namely 
from U+0400 to U+04FF for old Cyrillic 
and from U+0500 to U+052F to the new 
Cyrillic.

Figure 15: Correct text.Figure 14: Irretrievably lost text because of encoding problems.
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The table of codes for the Cyrillic 

alphabet is one and the same, but the 
symbols for Bulgarian and Russian, for 
instance, have certain differences. It 
is also possible that there are different 
positions on the keyboard. Of course, this 
would depend on particular settings on 
one’s computer.

The keyboard of an average Bulgar-
ian computer user has a minimum of two 
signs on every key for the different letters 
— the Latin alphabet, which is basic for 
every keyboard, and the Cyrillic alphabet 
as well. Depending on whether you use 
the BSS system or the phonetic system, 
the keyboard would look like Figure 10 
or Figure 11.

Some interesting situations might occur 
when using CAT programs for translation, 
when the source language uses a differ-
ent table of codes and the document is 
created in it. A wrong choice of font or 
a wrong choice of code page leads to so-
called “broken text,” that is, unreadable 
symbols, as in Figure 12. Sometimes they 
are simply a matter of encoding. Then the 
repair process is quite easy — and auto-
matic as well, when using Windows 2000 
and newer. The correct Cyrillic is shown 
in Figure 13. 

Sometimes more complicated issues 
will lead to the locking of software. This 
happens particularly often with Trados. 
Figure 14 shows an example of irre-
trievably lost text due to problems with 
encoding.

The whole text in Cyrillic can be visu-
alized with question marks in the tags as 
well as in the translation memory (TM). 
The only solution in this case is translat-
ing again and entering the TM, carefully 
following the right steps when format-
ting the fonts and adjusting the settings 
of the document. A correct text should 
look like Figure 15.

The choice of font is often a problem 
as well, especially when there is not a 
Cyrillic version of the font that is used 
in the source document. This has often 
been a complicated problem for desktop 
publishing (DTP) specialists who have to 
spend signifi cant amount of time search-
ing for and adjusting existing Cyrillic 
fonts to the requirements of the specifi c 
document.

Another interesting feature of texts 
in Bulgarian, especially when translating 
from English, is that it is very likely that 
they are 10% to 20% shorter or longer 
than the source text. This fact, as well as 
the possible font discrepancies, may turn 
out to be a problem for the DTP work or 
may require a new design of the product 
that is to be localized. A good example 
is the Toyota slogan, which has not been 
localized and is therefore used in English: 
Today — Tomorrow — Toyota. In Bulgar-
ian it would be — — ,
which, of course, does not accomplish the 
purpose of the slogan. Despite the lack 
of translation, the slogan is acceptable 
for the Bulgarian media environment. 

Perhaps the last assumption could be 
disproved, so I would leave the decision 
to the specialists.

It is an indisputable fact, however, that 
common software programs are being 
localized and usually are not translated, 
so either the English versions are being 
used more often or versions in a language 
that the user can understand, preferably 
the original software language. On one 
hand, this perhaps facilitates the inter-
national communication of information 
technology specialists, but on the other 
hand it slows down the incorporation of 
translated Bulgarian names in this par-
ticular fi eld of modern life. This, in turn, 
has become one of the major challenges 
in the work of terminology specialists 
and translators. 

Of course, the situation is extremely 
dynamic and changes constantly. This 
applies to Bulgarian as well as to any 
other language because the language, 
the human speech, is a living thing. One 
can hope that in our world we would 
manage to make these living things, our 
native languages, understandable to the 
other living beings in the world. The the-
sis of the linguist Max Weinreich that “a 
language is a dialect with an army and a 
fl eet” is almost true today, and it would 
be wonderful if it remained true only in 
its metaphorical and never in the direct 
sense of war because of all the differ-
ences that exist among races, nations 
and languages. M
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Aussi près que possibleSo genau wie möglich Бли
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Bosnian and Kazakh 
on the localization map
Ivan Lukavsky

Besides “traditional” target languages for trans-
lation and localization, there is an ever-changing 
set of “emerging” ones. In the region 
of Central and Eastern Europe 
(CEE), for instance, the early 
1990s brought the fi rst wave 
of CEE languages for transla-
tion and localization, due to the 
political changes resulting in a 
rapid introduction of new products 
to the new market economies. Polish, 
Russian, Czech, Hungarian, Estonian, 
Latvian and Lithuanian have since then 
been considered standard target languages 
by most producers. In the early stages, though, 
each language will present fresh challenges to 
translators and localizers.

Two languages that recently made it onto the localization 
map — and are set to stay there — are Bosnian of southeastern 
Europe and Kazakh of Central Asia. There are different drivers 
for the growth of these languages, and each exists in a differ-
ent context, but they certainly share some issues associated 
with their rapid development. This article aims to bring some 
insights into what is happening with these languages and 
what caused them to catch the attention of many marketers 
worldwide.

The end-client perspective
In general, there are three basic reasons why companies 

decide to launch localized products onto a new market. There is 
an immediate demand from the user community and customers; 
the decision is part of a long-term strategy of market prepa-
ration; or there are political reasons. And these three reasons 
can be combined. Arguably, the more the politics infl uence the 
decision, the more diffi cult it is to build a working translation 
solution for a given language.

Political drivers of localization efforts may originate from 
local governments playing the nationalist card, typically sup-
porting translation/localization as a tool of distinction from 

Ivan Lukavsky, in charge of vendor 
management at Moravia Worldwide, joined 

the company in 1995 as a translator. He 
is a graduate of Masaryk University in Brno, 

Czech Republic, with a degree in English 
language and literature/political sciences.
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other languages. Or, for the newly born or recently reborn 
nations, language plays a very important role in building 
national identity. Seemingly linguistic disputes may in fact 
substitute political topics. Another reason could be simply the 
interest to maintain the language as a living one. Languages 
such as Welsh or Gaelic, whose development is heavily sup-
ported by governmental bodies, are well-known examples.

‘Can you localize into Yugoslavian?’
It is still possible to hear this question today. Similar to “Can 

you localize into Czechoslovakian?” the answer should always 
be an emphatic “No, there is no such language,” but the historic 
legacy of previously being part of a multi-ethnic and multilingual 
state certainly has implications for the Bosnian language today.

Bosnia, or Bosnia and Herzegovina, is arguably one of the 
most colorful regions in Europe from the perspective of his-
tory, languages, cultures and ethnicities. The country has had 
a status of border region for a long time and is currently split 
in two main parts — the Federation of Bosnia and Herzegovina, 
populated mainly by Bosniaks (Muslims) and ethnic Croats, and 
the autonomous region of Republika Srpska (Serbian Republic), 
where mostly ethnic Serbs live. 

Although Bosnia was part of the Federation of Yugoslavia 
for more than 70 years, the three main ethnic groups are nowa-
days more diverse than probably ever before. The reason is the 

civil war that raged in this country between 1992 and 1995. The 
ethnic diversity is accompanied by the importance of differ-
ences among the three languages spoken in Bosnia — Serbian, 
Bosnian and Croatian. 

In fact, these languages are very similar — quite like the way 
that United Kingdom and US English are similar, for example 
— and there are arguments among linguists about whether they 
should be regarded as separate languages or rather as varieties 
of one language. Nevertheless, the minor differences among 
them play a major role in establishing the national identity of 
the three ethnic groups.

Bosnia, originally populated by Southern Slavs, was part of 
the Ottoman Empire for many centuries. This resulted in yet 
another split — this time religious — of the country. Part of the 
population converted to Islam, and Muslims now constitute the 
core of the “Bosniak” population, while Croats are mainly Cath-
olics, and Serbs belong prevailingly to the Orthodox Church. 

Bosnia became part of the Slavic kingdom of Yugoslavia 
in 1918. After the end of World War II, the monarchy was 
overthrown by Communist-led resistance, and the Federal 
Republic of Yugoslavia was established. Currently, Bosnia is an 
independent country, partly under supervision of international 
organizations.

The Bosnian or Bosniak language is a South Slavic language 
very similar to Serbian and Croatian. These three languages were 

Country Independence Capital Population Ethnic groups Languages

Bosnia and 
Herzegovina 1 March 1992 Sarajevo 4,552,198

Bosniak 48% 
Serb 37.1% 
Croat 14.3% 
Other 0.6%

Bosnian
Croatian
Serbian

Croatia 25 June 1991 Zagreb 4,493,312
Croat 89.6% 
Serb 4.5% 
Other 5.9%

Croatian 96.1% 
Serbian 1% 
Other and undesignated 2.9%

Former
Yugoslav 

Republic of 
Macedonia
(FYROM)

8 September 1991 Skopje 2,055,915

Macedonian 64.2% 
Albanian 25.2% 
Turkish 3.9% 
Roma (Gypsy) 2.7% 
Serb 1.8% 
Other 2.2%

Macedonian 66.5% 
Albanian 25.1% 
Turkish 3.5% 
Romani (Gypsy) 1.9% 
Serbian 1.2% 
Other 1.8%

Montenegro 3 June 2006 Podgorica 684,736

Montenegrin 43% 
Serbian 32% 
Bosniak 8% 
Albanian 5% 
Other (Muslims, Croats, Roma 
(Gypsy)) 12%

Serbian (offi cial; Ijekavian dialect) 
Bosnian
Albanian
Croatian

Serbia 5 June 2006 Belgrade 10,150,265

Serb 82.9% 
Hungarian 3.9% 
Roma (Gypsy) 1.4% 
Yugoslav 1.1% 
Bosniak 1.8% 
Montenegrin 0.9% 
Other 8%

Serbian 88.3% (offi cial) 
Hungarian 3.8% 
Bosnian 1.8% 
Romani (Gypsy) 1.1%
Other 4.1%
Unknown 0.9% 
Albanian (offi cial in the recently 
independent country of Kosovo)

Slovenia 25 June 1991 Ljubljana 2,009,245
Slovene 83.1%  Serb 2% 
Croat 1.8% Bosniak 1.1% 
Other or unspecifi ed 12%

Slovenian 91.1% 
Serbo-Croatian 4.5% 
Other or unspecifi ed 4.4%

A snapshot of states that emerged from the former Yugoslavia. Notes: Population data are July 2007 estimates. Breakdowns 
of languages and ethnic groups are based largely on census data from 2000-2002, except for Bosnia and Herzegovina, 

where there has been no census since 1991. Ethnic and language data for Serbia exclude Kosovo. (Source: CIA World Factbook)
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effectively called Serbo-Croatian or Cro-
ato-Serbian (depending on the region) 
during the duration of federal Yugosla-
via. At that time, Serbo-Croatian was the 
offi cial language of Yugoslavia — along 
with Slovenian and Macedonian — and 
the political drive was to unify Bosnian, 
Serbian and Croatian into a common 
Serbo-Croatian language, considering the 
differences between them rather as dia-
lects. This trend did not cover the distinct 
languages of Slovenian and Macedonian 
(which is closely related to Bulgarian).  

Pronounced differences
The differences among the Bosnian, 

Serbian and Croatian languages today 
are mainly found in pronunciation, 
syntax and vocabulary. Even where the 
vocabulary is different, most words are 
mutually understandable. A word in one 
language may be simply regarded as sec-
ondary — less frequently used, borrowed, 
archaic or regional — in another.

For instance, the English word tomato
is paradajz in Bosnian and Serbian and 
rajčica in Croatian. The key here is the 
label of tomato as paradise apple (com-
pare the German word Paradiesapfel),
and the root of the word rajčica being 
raj, which means paradise in Croatian 
as well as Serbian. A similar distinction 
exists, for example, between Czech and 
Slovak, where the word tomato would 

be rajče in Czech and paradajka (or also 
rajčina) in Slovak — different concepts, 
but ultimately mutually understandable.

In the case of Bosnian, vocabulary is 
still partly infl uenced by the Turkish rule. 
Bosnian or Bosniak is currently considered 

as the language spoken by Bosniaks, that 
is, Muslim Bosnians. Therefore, the politi-
cal demand is to emphasize the Arabic and 
Turkish heritage of this language, although 
at the same time a purifi cation effort — rid-
ding the language of Serbian and Croatian 
words — cannot be ignored. Bosnian is 
written almost exclusively in Latin script, 
similar to Croatian.

From the strictly practical perspec-
tive, for the majority of users in Bosnia, 
the localization of products into Serbian 
and Croatian is suffi cient. The driver 
for localization into Bosnian is almost 
exclusively political. In this case, “politi-
cal correctness” is more important than 
the real business need.

Enter Montenegrin
It will be interesting to see how the 

language situation will develop in Mon-
tenegro, which separated from the union 
with Serbia in 2006. Most Montenegrins 
simply speak the Ijekavian dialect of 
Serbian, but this is increasingly referred 
to as a language on its own. Even though 
there is currently no accepted standard 
for the language (standardization is in 
progress), in the new 2007 national con-
stitution it was Montenegrin that became 
Montenegro’s prime offi cial language, 
while Albanian, Bosnian, Croatian and 

Source: www.lib.utexas.edu/maps
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Serbian are also recognized. One day, this 
may simply become another internation-
ally recognized distinct language and a 
specifi c locale in operating systems.

Kazakh: market, 
politics or both?
Moving further to the east, Kazakh-

stan is another country where language 
was and is the indicator of political, reli-
gious or cultural independence, as has 
been the case in countries that emerged 
from the former Yugoslavia. 

For many centuries, Kazakhs lived in 
the Kazakh Khanate, which was founded 
in 1456-1465. This changed in the nine-
teenth century when Russia expanded 
its territory to Central Asia. From that 
time until the 1990s, the Kazakh terri-
tory was part of the Russian Empire and 
later of the Soviet Union. This resulted 
in a substantial immigration of Slavic 
populations to the area and changed the 
language map of the country.

The Kazakh language belongs to the Tur-
kic language group and is currently (since 
1940) written in Cyrillic, due to the Russian 
infl uence. Kazakh spoken outside Kazakh-
stan, especially in China, is also written in 
an Arabic script or its derivatives.

As part of the efforts to promote the 
Kazakh national identity, a potential 
switch from Cyrillic to the Latin alphabet 
as the offi cial script is currently being 
considered in Kazakhstan. A govern-
ment study was commissioned in 2007 
to explore the feasibility, practicality 
and costs of such a move. It ultimately 
proposed this alphabet change to be 
phased in over a period of 12 to 15 years. 
Overall, this is planned to be a gradual 
process that takes into account the still 
large Russian-speaking population. 

This is not a new concept in the region, 
though. Azerbaijan, Uzbekistan and Turk-
menistan — whose languages belong to the 
same Turkic language group as Kazakh, 
and who also had Cyrillic imposed on 
them when part of the Soviet Union 
— have already switched to the Latin 
script. They abandoned Cyrillic rapidly 
following their independence from the 
Soviet Union, even though the practical 
implementation of the changes was often 
more gradual. In the case of Kazakhstan, 
keeping Cyrillic until today has helped 
the Russian or Russian-speaking part of 
the population to adapt to Kazakh being 
the new state language. The switch away 
from Cyrillic is then the next step.
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information.   

Translation Showcase

Localization Is
More Than Translation . . .

Global challenges require flexible and professional 
service providers. Take advantage of our experience 
and know-how and make your product a worldwide 
success! SAM Engineering was established in 1994 
and provides localization services to IT organizations 
as well as translation and engineering services to 
vertical industries through its network of translation 
partners, specializing in the translation of Business 
Applications and Technical Documentation. SAM 
Engineering GmbH is located in Muehltal, near 
Frankfurt, Germany. For more information, see 
www.sam-engineering.de

SAM Engineering GmbH
Kirchstrasse 1, D-64367 Muehltal, Germany
49-6151-9121-0 • Fax: 49-6151-9121-18

sam@sam-engineering.de
www.sam-engineering.de

AlignFactory

Complement your existing TM and 
full-text search software with this powerful 
alignment tool.

Start aligning with speed and accuracy 
and increase the performance of your 
existing tools.

• AlignFactory
• AlignFactoryLight
• AlignRobot

Terminotix Inc.
240 Bank Street, Suite 600

Ottawa, Ontario, Canada K2P 1X4 
613-233-8465 • Fax: 613-233-3995

termino@terminotix.com • www.terminotix.com
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Region Focus

The path to the future
Due to the educational system in 

Kazakhstan, which has a very strong 
Russian infl uence, Russian is spoken in 
fact by almost all Kazakhs, while Kazakh 
is spoken by ethnic Kazakhs only, that 
is, approximately 60% of the population. 
The share of ethnic Russians is decreas-
ing, but still they represent about 25% of 
the population. A command of Kazakh is 
very rare among them.

According to the constitution of Kaz-
akhstan, Kazakh is the “state” language 
while Russian is labeled an “offi cial” 
language. Among other things this means 
that from a strictly practical point of view, 
any product localized into Russian can be 

effi ciently used by almost the whole popu-
lation of Kazakhstan.

On the other hand, there is very strong 
political pressure for expanding the usage 
of Kazakh and its development as a 
modern language. This results in a sort of 
governmental control of localization. All 
newly developed terminology is subject to 
the approval of the State Language Com-
mission. This body deals, for example, 
with such basic terms as to click.

The demand for translation and local-
ization into Kazakh is currently driven 
mainly by multinational corporations 
operating in Kazakhstan, largely in the 
oil and related industries, together with 
leading software manufacturers.

The current signifi cant increase of 
localization demand for Kazakh is sup-
ported by the growth of the country’s 
economy. The gross domestic product 
is growing steadily — with an average 
annual growth of 8.1% in the period 
1996 to 2006 — and the current and 
expected demand for Kazakhstan’s main 
export articles (oil and uranium) is very 
promising. The economy of Kazakhstan 
today is larger than the economies of all 
the other Central Asian states combined, 
and this adds to the growing importance 
of the Kazakh language.

Conclusion
Working in the language industry is 

fascinating, certainly thanks also to the 
pace of change it constantly undergoes. 
Current languages develop, and new lan-
guages emerge as targets for translation. 
Bosnian and Kazakh are two current 
examples, but there are new languages 
on the horizon around the world — for 
instance, in India. Whether the drivers 
are markets or politics, this brings us 
always new challenges, but my experi-
ence is that the average time it takes to 
develop a translation infrastructure (such 
as linguistic resources, terminology or 
processes) for a new language is con-
stantly shrinking. Perhaps the time is not 
so far away when multilingual projects 
into 150 or more languages won’t raise 
any eyebrows. M

Country Independence Capital Population Ethnic groups Languages

Kazakhstan 16 December 1991 Astana 15,284,929

Kazakh 53.4% Russian 30% 
Ukrainian 3.7% Uzbek 2.5% 
German 2.4% Tatar 1.7% 
Uygur 1.4% Other 4.9%

Kazakh (state language) 64.4% 
Russian (offi cial, used in everyday 
business, designated the “language 
of interethnic communication”) 95%

Kyrgyzstan 31 August 1991 Bishkek 5,284,149

Kyrgyz 64.9% Uzbek 13.8% 
Russian 12.5% Dungan 1.1% 
Ukrainian 1% Uygur 1% 
Other 5.7%

Kyrgyz 64.7% (offi cial) 
Uzbek 13.6% 
Russian 12.5% (offi cial) 
Dungun 1% 
Other 8.2%

Tajikistan 9 September 1991 Dushanbe 7,076,598
Tajik 79.9% Uzbek 15.3% 
Russian 1.1% Kyrgyz 1.1% 
Other 2.6%

Tajik (offi cial) 
Russian widely used in government 
and business

Turkmenistan 27 October 1991 Ashgabat 5,097,028 Turkmen 85% Uzbek 5% 
Russian 4% Other 6%

Turkmen 72% 
Russian 12% 
Uzbek 9%
Other 7%

Uzbekistan 1 September 1991 Tashkent 27,780,059

Uzbek 80% Russian 5.5% 
Tajik 5% Kazakh 3%  
Karakalpak 2.5% Tatar 1.5% 
Other 2.5%

Uzbek 74.3% 
Russian 14.2% 
Tajik 4.4% 
Other 7.1%

A snapshot of Central Asian states that emerged from the former USSR. Notes: Population data are July 2007 estimates. 
Breakdowns of languages and ethnic groups are based largely on census data from 1999-2003 or estimates. (Source: CIA World Factbook)
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Practical aspects 
of EN 15038:2006
Jurek Nedoma 

Two groups of standards valid for the trans-
lation industry can be distinguished: standards 
related to translation quality metrics and stan-
dards related to management procedures that 
translation service providers (TSPs) are to follow.

In the fi rst group are J2450 elaborated by the Society of 
Automotive Engineers; the QA model by the Localization Indus-
try Standards Association (LISA); the American Translators 
Association (ATA) accreditation program; and GB/T 19682-2005 
— 翻译服务译文质量要求 — target text quality requirements for 
translation services.

In the second group, standards related to the management 
procedures to be followed by TSPs are GB/T 19363.1-2003 — 翻
译服务规范 第1部分:笔译 (Specifi cation for translation service 
— Part 1: Translation); ASTM F2575-06 (Standard Guide for 
Quality Assurance in Translation); and EN 15038:2006 (Trans-
lation services — service requirements).

These three standards — the Chinese, American and the Euro-
pean ones — are comparable to one another, and they constitute 
a base for a future ISO standard for the translation industry.

The main difference among these standards consists in 
the approach to auditing and certifi cation. In the case of EN 
15038:2006, the last sentence of the Introduction declares: 
“Conformity assessment and certifi cation based on this stan-
dard are envisaged.” Observance of the EN 15038:2006 stan-
dard regulations is voluntary. Formally, TSPs are not obliged to 
implement the EN 15038:2006 standard.

Several ways exist to inform market players that a TSP has 
decided to follow the EN 15038:2006 standard regulations. The 
easiest way, “self-declaration,” is simply to publicize this deci-
sion in the company’s marketing materials (leafl ets, brochures, 
website and so on). This self-declaration can also be formalized 
to a certain extent by using the option offered by DIN CERTCO. 
The applicant should register its declaration of conformity under 
the translator’s own responsibility. Against a payment of €195
(initial fee), the applicant is issued an offi cial certifi cate and is 
authorized to use the DIN EN Collective Mark in its contract 
documents for one year. The registration is unconditionally 
valid as long as the TSP abides by the registration conditions, 
which can be referred to in the DIN CERTCO Collective Mark 
statutes and General Terms and Conditions of Trade.

This “registered self-declaration” must be clearly distin-
guished from the certifi cation conducted by an independent 
third party. Such independent certifi cates are normally issued 
by an accredited certifying body and based upon the result of a 
certifi cation audit that was performed by an independent audi-
tor. During the certifi cation audit, the auditor carefully assesses 
the conformity of the applicant’s procedures with all the clauses 
of the standard.

The fi rst certifi cate issued for the EN 15038:2006 standard in 
Europe was for a Greek company, certifi ed on 12 October 2006. 

Several accredited bodies offer certifi cation services in the 
European market of language service providers. The most active 
certifi ers are Bureau Veritas, in particular its branches in Greece, 
Poland, Spain, Sweden and the United Kingdom; and national 
standard institutes, in particular those in Austria, France, Fin-
land, Italy and Germany.

As a rule, the EN 15038 certifi cation is combined with ISO 
9001:2000 certifi cation because of the mutually complementary 
character of these two standards. In the near future, the package 
of certifi cates offered simultaneously with EN 15038 will most 
probably also include:

ISO 9001:2000, the international quality management 
standard;

Jurek Nedoma, CEO of Lido-Lang 
Technical Translations, which specializes 

in translations of technical, medical, legal, 
commercial and other texts, is president of 

the managing board of the European Institute 
of Information Technology and Certifi cation.
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the so-called ISMS standards — ISO 27000 related to infor-

mation security management systems — very important for the 
secure activity of translation agencies; 

the work safety standards — BS 8800/OHSAS 18001 
Health and Safety Management System — more important 
for large TSPs with large in-house staffs; and to a lesser 
extent an environmental management standard, ISO 14000, 
although obviously the impact of TSPs on the natural envi-
ronment is minor.

Benefits for certified TSPs
The most concise answer to the common question of how 

EN/ISO certifi cation benefi ts a TSP can be found on the website 
of an Italian consulting offi ce: “There are two fundamental rea-
sons. The fi rst — to differentiate ourselves from other competi-
tors; the second — to improve our own mode of operation.”

A much more comprehensive formulation of the benefi ts 
to be gained by implementing the EN 15038:2006 standard is 
delivered by Chris Cox in his valuable book The Translation 
Service Provider’s Guide to BS EN 15038. Cox distinguishes 
between the short-term and long-term benefi ts (the fi rst three 
items in the following list vs. the remainder):

refreshing and rejuvenating effect of gap analysis as a 
critical review of the present organization;

source of new ideas for improvement going beyond the 
standard;

confi rmation for the staff as well as for customers that 
the agency meets the requirements formulated by translation 
experts across Europe;

after implementation, the standard delivers a starting 
point for further devel opment, as well as a “fi tness for purpose” 
platform;

right to advertise the agency’s exper tise, supporting confi -
dence in rendered services especially within customer relations 
that are conducted via the internet only;

possibility to use the requirements of the standard when 
formulating safe contract conditions;

clear formulation of the customer’s special requirements 
that are contradictory to the code of best practice;

attaining the status of “due diligence” in the case of any 
defense in a court action;

the ability to add further standards and other national and 
international specifi cations such as ISO 9001:2000, ISO 14000:2000 
and so on; and

the possibility of using the standard in all trading opera-
tions of the agency.

In my company’s experience, the most important benefi t is 
the optimization of the internal organization of the agency. 
At the onset, we carefully reviewed the existing “customs,” 
our best practices and our methods of operation (not formally 
described). Then we stated that the consequent observance of 
such procedures, formulated in written form, is useful for the 
everyday work of all our employees. A clear defi nition of the 
roles of individual positions in the offi ce, as well as a clear 
defi nition of the tasks, obligations and responsibility of indi-
vidual employees, improves the effi ciency of our teamwork 
signifi cantly.

Sometimes an opinion can be met that auditing and certifi ca-
tion procedures require kilograms of paper and cause a great loss 
in time. We believe that such statements are erroneous. Everything 
depends on the approach to the standard requirements. Conversa-
tions with experienced auditors have led to the conclusions that:

a quality manual and all procedures should be written in 
accordance with the standard requirements, but at the same 
time deliberately and responsibly, that is, having in mind that 
the auditor checks the observance of the standard requirements 
but cannot require more than is declared by the applicant; and

it might be useful to clearly state the exceptions from the 
general procedures — for example, nobody requires identical 
behavior of the project manager for a translation of one sen-
tence (rush job) and a translation of 100,000 words of a catalog 
of a national museum of art.

Note that EN 15038:2006 certifi cation is increasingly becom-
ing popular among ambitious TSPs in Europe. 

In November 2006 the identical question was posed at two 
European conferences of the language industry: Would the 
European Administration treat EN 15038:2006 certifi cation as 
an advantage or an obligation for applicants participating in 
European Union (EU) tenders on translation services? At the 
EUATC annual conference in Brussels, Belgium (8-9 Novem-
ber 2006) and the LISA Conference in Warsaw, Poland (13-15 
November 2007), the head of the EC Directorate-General for 
Translation answered this question similarly and clearly: In the 
fi rst period, the EN 15038:2006 certifi cate will be treated as a 
signifi cant advantage, while after a certain amount of time EN 
15038:2006 certifi cation will become an obligatory feature for 
all applicants.

Therefore, TSPs neglecting this certifi cation process will 
place themselves in a much worse position on the market.

Contact us at:
translat@qt.co.il
Tel: +972-3-9244410
www.qt.co.il

We’ll Give You the World.
Take Our Word.

Professional localization and translation 
services. Quality Translations specializes in 
Hebrew, Arabic and 40 other languages.
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Are leading TSPs prepared 
to implement the system?
The concise answer to this question is 

“Yes!” It should be taken into consideration 
that all of the leading TSPs are signifi cant 
players in the local and international mar-
kets for translation services. Some leading 
TSPs actively participated in commenting 
on the draft (prEN 15038:2004) at the stage 
of preparation of the standard. Moreover, 
the standard itself has been elaborated by 
individuals who have extensive experience 
in translation services. Therefore, in gen-
eral, no clause of the new standard will be 
surprising for such agencies.

Further on, we will attempt to explain 
why this quieting statement is true even 
if Cox writes, “This standard requires 
preparation of some 21 procedures, all 
but one of which is to be documented.”

Only one decisive condition is inevitable 
for guaranteeing the fi nal success of the 
EN 15038:2006 implementation, mainte-
nance and certifi cation — a consciousness 
of the top management of the company. 
Without this driving force, without this 
positive stimulation by the management 
board, it would be very diffi cult to make 

the entire staff convinced that they must 
put forth the effort to elaborate, imple-
ment, advance and maintain the quality 
management system and all of the neces-
sary procedures.

An audit by an external auditor
Each certifying body has its own 

procedures for applicants, but the steps 
shown in the accompanying table are 
common for all these certifying bodies. 

It should be underlined that in the pre-
liminary period, the certifi cation bodies 
prepare the checklists for TSPs attempt-
ing to attain the certifi cates quickly. As 
an example, in the case of ON Zertifi -
zierungsstelle, Austria, such a checklist 
contains 68 items; in the case of Bureau 
Veritas Polska, Poland, about 80 items; 
and in contrast, the German TÜV SÜD 
only has a list of the necessary docu-
mented procedures and records.

Arranging the preparation 
It is important for the procedures to 

describe the real processes, customs and 
behaviors of your employees in order 
to avoid any “revolutionary changes” 

caused by the non-controlled implemen-
tation of the standard requirements.

In our opinion, the best solution for 
a translation offi ce aiming at the imple-
mentation of a management system con-
cordant with the EN 15038:2006 standard 
is to follow the approach commonly used 
in the case of the implementation of the 
quality management systems that are ISO 
9001:2000 standard certifi ed — that is, to 
use the services of a consulting company 
that specializes in certifi cation procedures.

In the case of my company, Lido-
Lang, thanks to the implementation of 
the XTRF management system and with 
an ISO 9001:2000 quality system certifi ed 
in June 2005, as well as using consulting 
services, the EN 15038:2006 certifi cation 
did not take more than four weeks and 
was reasonably inexpensive. 

How much does it cost?
This is a crucial question. A similar 

package of certifi cation services — covering 
the full cycle starting from the certifi ca-
tion audit, issuance of the certifi cate, two 
mid-audits (12 and 24 months after receiv-
ing the certifi cate) and the re-assessment 

Translation Showcase

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 

EuroGreek Translations Limited
EuroGreek House, 93 Karagiorga Street

Athens 16675, Greece 
30-210-9605-244 • Fax: 30-210-9647-077

production@eurogreek.gr • www.eurogreek.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

Europe’s No. 1
Greek Localizer

Since 1986, EuroGreek has been providing high-quality, 
turnkey solutions, encompassing a whole range of client 
needs, for the following language combinations:

• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens 

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

and on-time delivery.
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audit at the end of this three-year period 
— is offered by the European certifi cation 
bodies for rates that may vary as much as 
fourfold. 

In addition, the preliminary prepara-
tions of the applicant agency should be 
taken into consideration. Companies that 

are experienced in the ISO 9001:2000 
quality management system are most 
probably able to prepare themselves with-
out any external assistance, although it 
must also take some time for the ISO rep-
resentative to perform the gap analysis and 
to write necessary procedures. In the case 

of newcomers, we strongly recommend 
employing a consultant. This solution will 
save them a lot of time and money.

Moreover, the rates of the consulting 
bodies vary. The total cost of EN 15038 
certifi cation amounting to about £20,000 
was reported during the September 2007 
ATC Conference in London. In other coun-
tries, signifi cantly lower costs are suffi -
cient for equally reliable and effi cient 
consulting services. M
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The applicant shall: Remarks
a. purchase a legal copy of the standard (the national or 
the international version of EN 15038:2006)

Standards are subject to copyright protection. Therefore, any copying of the 
standard is illegal. 

b. analyze thoroughly the entire standard, individually or 
with a consultant’s help

It is necessary to distinguish clearly the difference between shall and should clauses 
— obligations and recommendations, respectively. 

c. elaborate the gap analysis, that is, defi ne what is 
missing in order to satisfy the standard requirements, 
individually or with a consultant’s help

This is the crucial element of the process. Without proper knowledge of the gaps, 
the implemented system will not be approved by the external auditor. Therefore, 
contracting a consultant seems to be helpful, time-saving and safer.

d. solve the problems realized during the gap analysis, 
eliminate discrepancies with standard requirements, 
amend the existing methods of operation

“Translate” the existing methods of operation into the “language” of standard 
requirements, amending them if required by the standard.

e. edit the written procedures required by the standard, 
exactly corresponding with the company’s internal 
modes of operation and fulfi lling the standard 
requirements

Hiring a consultant for this step is time-saving and avoids the unnecessary, excessively 
strict, written formulation of self-obligations, which are not required by the standard.
Copying the procedures and quality manual is not recommended because each 
company has its own internal habits and there appears a risk that the auditor can 
realize that the “copied procedures” are not followed.

f. select a certifying body, taking into consideration at 
least the following criteria:
1. experience in the fi eld of translation services (that is, 
their auditors should be reliable partners, understanding the 
specifi c character of this branch)
2. reputation of the certifying body
3. general terms of certifi cation (how many man-days of 
audits per year; how often is the re-assessment)
4. total cost (certifi cation audit, annual surveillance audit(s), 
re-assessment audit, travel, accommodation and so on)

f1. The auditors should be reliable partners, understanding the specifi c character of 
this branch in order to avoid unnecessary discussions with non-professionals.
f2. Experienced customers know the reputation of the different bodies rendering 
the certifi cation services.
Hiring a consultant is recommended for this step. An experienced consultant knows the 
“overhead” costs charged by the certifying bodies and can reliably compare the offers.

g. conclude a contract with the chosen certifying body Domestic as well as foreign certifying bodies can be taken into consideration.

h. deliver the system documentation to the certifying 
body for its in-house review On request.

i. pass successfully the certifi cation audit performed in 
the translation agency offi ce

Participation of a consultant on the TSP’s behalf during the certifi cation audit is 
useful because any negative auditor’s observations can be quickly and professionally 
commented on by the consultant, who uses the same “standardization language.”

Steps in the certifi cation audit.
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Multilingual search 
with PanImages
Susan M. Colowick

Finding images on the inter-
net can sometimes be tricky. 
Even though a growing num-
ber of images are tagged with 
keywords, search engines usu-
ally look for search terms only 
in the text that appears near an 
image on a web page. That text 
may have little or nothing to do 
with the content of the image.

Another obstacle to effective search-
ing is ambiguity. The search term entered 
may have multiple meanings. A search 
for lock or locks, for example, will retrieve images of hair, 
canal segments and padlocks; a search for spring will retrieve 
images of metal coils, water sources and fi elds of fl owers.

If image searching is so hard for people who are fl uent in 
English — today’s dominant web language — what hope is there 
for those who speak Guarani, Sardinian or one of the other 
thousands of languages that are poorly represented online? To 
address this issue, researchers at the University of Washington’s 
Turing Center (http://turing.cs.washington.edu) have developed 
an application that makes it easier for people, especially speak-
ers of minority languages, to locate images on the web.

In the PanImages system (www.panimages.org), the user can 
enter a word or phrase in any of several hundred languages. 
When searching in a particular language 
by using the Advanced Interface, the user 
can take advantage of an auto-complete 
function to select terms that exist in the 
database. The system then shows the avail-
able translations of the user’s term, often 
giving a choice of several senses. The user 
chooses a sense and then selects one or 

more translations of the original term. The selected translations 
are used to perform a search in Google Images and Flickr.

Source of the data
The millions of expressions in PanImages come from Trans-

Graph, a continually expanding database developed at the 
Turing Center. TransGraph gets its raw data from a translation 
graph of expressions and translations, which are acquired from 
machine-readable dictionaries.

Each node in the translation graph represents a word in a 
particular language, and each edge represents a translation 
with a particular word sense (Figure 1). The probability that 
two expressions share a sense is determined by a TransGraph 

algorithm that examines the paths in 
the graph between one expression and 
the other. The expressions, senses and 
sense probabilities are then stored in 
TransGraph. When a user searches for a 
word or phrase, PanImages displays the 
terms that have the greatest probability 
of being accurate translations (Figure 2).

Susan M. Colowick is a 
writer, editor and researcher 

who worked for 10 years as 
a reference librarian.

Figure 1: Nodes in the translation graph are ordered pairs (w, l), where w is a word in language l.
Lines in the graph indicate translations between words. Each line is labeled with a word sense ID.
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Another source of errors is the incorrect parsing of diction-
ary entries, which can happen when there are inconsistencies 
in the formatting of dictionaries. A parsing error may cause 
a usage note, cross-reference or other text to be mistakenly 
identifi ed as a translation of a term. This leads to such unhelp-
ful translations as the English see Día de la Ascensión for the 
Spanish word ascensión.

TransGraph contains data from more than 350 machine-
readable bilingual and multilingual dictionaries, including 12 
Wiktionaries. Because the scale of the project requires auto-
matic processing of the dictionaries, the data can end up with 
a few quirks. One problem is that the dictionaries often do not 
distinguish among the various senses of a word. For example, 
the French Wiktionary lists 12 senses for the word caisse, but, 
when translating the word into other languages, it treats all the 
senses as one, causing the list of English translations to include 
box, car, motor, money-box and six other terms.

An in-depth description of the research behind PanImages 
appears in the paper “Lexical Translation with Application to 
Image Search on the Web” by Oren Etzioni, Kobi Reiter, Stephen 
Soderland and Marcus Sammer, which was presented at the 
Machine Translation Summit XI in September 2007. 

A collaborative resource
As TransGraph’s processing methods improve, errors will 

occur less often. However, as with most fully automatic systems, 
some human intervention will always be required. Fortunately, 
errors in TransGraph can be fi xed as soon as they are discovered 
because PanImages is a collaborative tool. Any user can add or 
delete expressions and translations, thus improving and grow-
ing the database.

Volunteers have also assisted by translating the user inter-
face. PanImages can currently be used in about 50 languages, 
including Asturian, Estonian, Tamil and Thai. Anyone who 
wishes to add an interface language can do so by submitting a 
form with translations of the phrases used in the interface.

For now, PanImages is an open system where anyone can 
make changes. In the future it may become preferable to have 

people register and log in if they want to help build the data-
base. The addition of a user forum is also being considered.

What PanImages can and cannot do
The diffi culty of searching in an under-represented lan-

guage can be compounded by the fact that a common word 
in that language could mean something completely different 
in one of the better-represented languages. For example, the 
word fog in Hungarian means tooth, but a search in Google 
Images turns up mainly photos of misty landscapes. With Pan-
Images, a Hungarian user can select one or more translations 
of fog in languages that have a substantial number of images 
of teeth (Figure 3).

With its sense-distinguished translations, PanImages makes it 
possible for speakers of any language to identify terms that are 
less ambiguous than those in the user’s native language. After 
getting translations of spring or lock, for example, the user can 
choose the preferred meaning and fi nd a less ambiguous word, 
such as the French printemps or the Spanish esclusa.

PanImages can also be used to compare visual depictions 
of customs from around the world. One easy way to do this 
is to search for terms such as breakfast, wedding or market in 
one’s own language and then click on each of the translations 
provided (Figure 4).

Of course, searching with just one word — in any language 
— can make the task of fi nding images very frustrating. Trans-
Graph includes many multi-word phrases, but not nearly enough 
to express every concept that one might want to translate. 
Without the ability to combine lexemes (words and phrases), 
such as purple + dress or boy + jumping, the user must wade 
through many images to fi nd ones that are relevant. Future 
work may include developing a system for translating sets of 
lexemes as phrases or even sentences.

The Turing Center
The Turing Center has the broad mission of enabling com-

munication and collaboration among humans and computers. 
The staff and affi liated faculty include researchers in computer 
science, linguistics and electrical engineering. Professor Oren 
Etzioni of the UW Department of Computer Science and Engi-
neering is the center’s director.

The Turing Center was established in 2005 with support from 
the Seattle-based Utilika Foundation (http://utilika.org). The 
center also receives funding from Google, the National Science 

Figure 3: By choosing translations of the Hungarian word fog,
the user gets a few images of teeth.

Figure 2: Data from bilingual and multilingual dictionaries make it 
possible to search for images in hundreds of languages. 
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Foundation, the Offi ce of Naval Research and the 
Defense Advanced Research Projects Agency. 

Another Turing Center project, closely related to 
TransGraph and PanImages, is PanLexicon. This proj-
ect involves taking expressions from machine-read-
able dictionaries and then analyzing their occurrences 
in the text in order to determine their meanings. The 
center’s work also includes the development of meth-
ods for extracting knowledge from the web, such as 
the KnowItAll project, and for semi-automatically 
producing grammatical models of languages for use 
in translation among multiple languages (the LinGO 
Grammar Matrix).

The future of 
collaborative lexical resources
The PanImages website was made public in 

September 2007. In the fi rst two months after its 
debut, the site received 84,000 visits. Users came 
from more than 150 countries and submitted queries to Google 
Images and Flickr in more than 1,000 languages. 

 Since November 2007, visitors to the PanImages site have 
also been able to try a multilingual version of Google’s Image 
Labeler. As with the monolingual (English-only) game, two 
online players are randomly paired, and each tries to guess the 
label that the other will apply to a particular image. One user 
can be typing words in Thai while the other uses Turkish; the 
system will compare the translations to see if there’s a match. 

The lexical translation provided by TransGraph has many 
other potential uses. One possibility is the translation of tags 
applied by users to online content at sites such as del.icio 
.us, Flickr and Technorati. Ideally, TransGraph could become 
a resource for professional translators. Before it can be truly 
useful for that purpose, the database needs further enhance-
ment and expansion. The developers will continue to refi ne the 
algorithms and parsing methods, but they hope that the users 

of PanImages will provide much of the necessary enrichment 
of the data.

Researchers at the Turing Center invite contributions of 
additional bilingual and multilingual dictionaries, particularly 
dictionaries for languages that are now under-represented in 
the TransGraph database. They also welcome collaborators on 
the development of multilingual lexical resources. They see col-
laboration — with web users as well as with other researchers 
— as the key to making progress toward the goal of universal 
interactivity.  M

References:
“Lexical Translation with Application to Image Search on the Web” 

by Oren Etzioni, Kobi Reiter, Stephen Soderland and Marcus Sammer, 
which was presented at the Machine Translation Summit XI, 2007.  
(Proceedings, pp. 175-82, http://turing.cs.washington.edu/papers/
EtzioniMTSummit07.pdf or www.mt-archive.info/MTS-2007-Etzioni.pdf)

Figure 4: Brecwast (Welsh) may look very different from breakfast.

Instead,  call Boffin.  Headquartered in China with a North American 
project management office,  we bring the real China to you.

CALL 1-800-340-5563 to sample your next localization project for 
FREE! Just mention eCoupon code M08Q1 when ordering. Learn 
more at www.BoffinChina.com.

61-63 Colowick #94.indd 6361-63 Colowick #94.indd   63 2/28/08 2:48:52 PM2/28/08   2:48:52 PM

http://turing.cs.washington.edu/papers/EtzioniMTSummit07.pdf
http://turing.cs.washington.edu/papers/EtzioniMTSummit07.pdf
http://www.multilingual.com
http://www.BoffinChina.com
http://www.mt-archive.info/MTS-2007-Etzioni.pdf


| MultiLingual  March 2008 editor@multilingual.com64

Te
ch

SSSometime around the year 2000, Microsoft 
Corporation released the .NET (read as “dot net”) 
integrated programming environment to con-
solidate and simplify the disparate set of tools 
(COM, database operations, Win32 program-
ming, selective use of Unicode and so on) that 
had emerged over a period of 20-plus years of 
Windows development. Indeed, .NET was espe-
cially welcome to those who must provide an 
operational program that is also properly glo-
balized. Finally, Microsoft had provided a clean, 
class- and Unicode-based programming environ-
ment with effective and easy-to-use locale and 
resource models. It is the latter — resources and 
their management — that I will discuss here in 
both early and current .NET implementations.

The basics
In .NET, resource files are based on XML and have the 

extension of .resx. A .resx file provides the basic container 
for storing access strings and object pairs. Usually an object 
is itself a string, although more complex structures are also 
possible, including icons, bitmaps and other graphic structures 
if they are converted to Base64. Tools are available in .NET for 
this purpose. In this article, I only provide examples based on 
simple text.

<?xml version="1.0" encoding="utf-8" ? >
<root>
<xsd:schema> …. </xsd:schema>
 <data name="tram">
  <value>
  life is like a tram, when you get to sit 

down it's the end of the line
  </value>
 </data>
</root>

Figure 1: XML file created by the resource file entry table.

A .resx file begins with a schema, followed by key/data pairs 
containing resource information. In the example of Figure 1, 
the key (or “name” in .NET terminology) is “tram” (as in trolley 
or streetcar); the value is a comment about the ironies of life. 
The quote is from Camillo Sbarbaro (1888-1967), translated 
into English from Italian.

Of course, the native .resx format is not an overly friendly 
place to be working unless you are enamored of complexity. 
Hence, for practical reasons, the localizer or developer is pro-
vided with a table (Figure 2) where key and value entries can be 
entered as program development proceeds. When compiled, the 
table contents are converted to .resx format. The comment is 
also retained and can be accessed privately during runtime (but 
only with some programming effort by the developer).

The resource model of .NET 1.1
Let’s begin by reviewing .NET 1.1 resource use based on 

a simple console example. The basic techniques will be quite 
familiar to experienced localizers. There is a main .resx file that 

 Bill Hall is a writer, teacher, speaker 
and consultant on internationalization. 

He is the author of Globalization Handbook 
for the Microsoft .NET Platform and a 

member of the MultiLingual editorial board.

Name Value Comment

tram Life is like a tram, when you get 
to sit down it’s the end of the line From Camillo Sbarbaro

Figure 2: Resource fi le entry table.

Strongly typed resources 
in Microsoft .NET
Bill Hall
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is compiled into the executable assembly (program). ConsoleApp 
Res.resx, shown in the ConsoleApp project directory (Figure 3), 
plays that role. Although the content can be in any language, 
you normally choose it to provide the final language fallback 
when other resource files do not match the requested language. 
In this example, the fallback is to English. Having a fallback 
is important since, if all else fails, at least some information 
will be displayed to the user, even if the content may not be 
immediately comprehensible. (It also avoids a rather annoying 
runtime exception!)

For other languages, satellite resources are added. They 
have a special naming convention consisting of a base name, a 
Microsoft RFC 1766 identifier (language or language + region 
such as fr, es-ES, sq, ja-JP and so on), and the extension .resx; 
the complete file name is <base name>.<rfc1766id>.resx. In the 
fallback resource, rfc1766id is actually the empty string "" (not 
to be confused with a null string). The naming conventions are 
somewhat similar to Java.

It is then quite straightforward to add satellite resources. 
Just create appropriately named .resx files using the Add New 
Item option as needed. For each such language, you gain access 
to an entry table that you can populate with resources to be 
compiled during the build. The resulting assembly is placed 

in a directory having the same name as the chosen RFC 1766 
identifier and located just below the main assembly’s directory. 
Figure 3 shows some of the details for the release version of the 
example program. Do keep in mind that the fallback resource 
itself resides in the compiled assembly; the others that are 
named by RFC 1766 identifiers become separate satellite DLLs 
and are placed in their own named directories just below the 
execution assembly.

using System;
using System.Globalization;
using System.Resources;
using System.Reflection;
using System.Configuration;

namespace ConsoleLocalizationExample {
class Quotes {

  [STAThread]
static void Main(string[] args) {
// use app.config to provide a 

   // culture identifier
   AppSettingsReader rdr = new

AppSettingsReader();
// read RFC-1766 identifier to 

   // determine the user interface language
string rfcid = (string)rdr.GetValue

("culture", typeof(System.String));
// create a resource manager 

   // referencing the program
   ResourceManager rm = new

ResourceManager("Quotes.QuotesRes",
Assembly.GetExecutingAssembly());

try {
// if successful, output will be 

    // the quote in the expected language
    Console.WriteLine(rm.GetString

("tram", new CultureInfo(rfcid)));
   } catch (Exception ex) {

// failed, show exception information
    Console.WriteLine(ex);
   }
  }
 }
}

Figure 4: Code for the .NET 1.1 sample project.

As for the code (Figure 4), it is quite simple in this example, 
although it might take you a bit of time to learn without some 
.NET experience as to exactly which parameters are required 
when creating a ResourceManager object (currently there are 
four overloaded constructors). I hope you don’t mind having to 
read and understand a bit of code. The programming language 
is C#, and, if it is any comfort, it is one of the easiest to learn of 
the modern programming languages.

In the code, I used some .NET configuration tools to obtain 
an RFC 1766 identifier to specify the locale — or in .NET par-
lance, the culture — of the resources. Then I created a Resource-
Manager object referencing the program (known as an assembly
in .NET). When referenced, the ResourceManager returns the 

Figure 3: ConsoleApp project directory.
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quote using the string “tram” as the key. Note that the particular 
retrieval result depends entirely on the culture instantiated by 
the RFC 1766 identifier. Finally, the output is either displayed 
or the exception handler reports an error. If you have worked 
before with resources, then none of this is completely new. Also, 
let me remind you once more that this example comes from 
.NET 1.1, which, as already noted, is obsolescent.

The output (Figure 5), when the identifier is “fr” (French) and 
the resource retrieval is successful is:

« la vie c'est comme un autobus: dès que tu réussis à t'asseoir, 
tu dois descendre »

For any other culture, expect only English in this example (the 
fallback; remember the original .resx file we created?). You can 
experiment in the program by changing the “value” setting in 
the app.config file to another culture, and, if you feel that you 
understand the programming steps, you can try to add additional 
satellite resources to test your skills. Of course, you have to do this 
from .NET 1.1. Unfortunately, .NET 1.1 is not supported beyond 
Windows XP and in some versions of Windows 2003.

After looking at the code, you should be acutely aware that 
successful retrieval of the message depends on having a Resource-
Manager object that can reference the main and any of the sat-
ellite resource assemblies. Using the manager usually requires 
instantiation with two parameters, the name of the assembly, the 
.resx file, and the currently executing assembly, although there 
are other overloads, as already noted. Retrieving the string itself 

may also require dynamically changing the user’s user-interface 
culture, as we did in the sample code. However, this capability 
is always available to .NET programs and is a godsend to those 
of us who test programs on a variety of Windows platforms. 
Alternatively, if you have the capability to switch your operating 
system to another user interface via the Microsoft Multilingual 
User Interface (MUI), you can try changing the current MUI 
installation to another to test your results but at the cost of a 
logoff/logon operation.

Strongly typed resources in .NET 2.0
When .NET 2.0 was released in late 2004, a new way of 

managing resources became available. Up through .NET 1.1, 
the technique was to create an instance of a ResourceManager
class that references the executing assembly and pass to it 
the appropriate key string to retrieve its corresponding paired 
object — string, icon, bitmap and so on. The main methods 
available were overloaded versions of GetString and GetObject,

While the lion’s share of localization companies are reducing 
headcount in North America and Europe, we’re hiring 

in many cities around the world (including New York). If you are a
localization professional interested in joining a winning team, send 
us your resume today at winningteam@translations.com.

NEW YORK
IF YOU CAN MAKE IT HERE...

<?xml version="1.0" encoding="utf-8" ?>
<configuration>
<appSettings>
<add key = "culture" value = "fr" />

</appSettings>
</configuration>

Figure 5: app.confi g fi le for the .NET 1.1 project.
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including methods for dynamically setting the user-interface 
culture if needed.

In .NET 2.0, when you create a Console or Windows applica-
tion or a web form, you generally don’t have to add support 
for localization; in most cases it will be supplied automatically. 
Your main task is simply to add entries to the appropriate .resx 
files with key and message pairs. Also, you will be pleasantly 
surprised to find a number of extra classes generated for you 
that simplify working with resources and reading and setting 
the user-interface culture; these are the strongly typed resource 
variables.

A number of other features are also automatically provided 
in .NET 2.0, including a more useful replacement of the app
.config file of .NET 1.1. As already pointed out, app.config is 
helpful when you want to establish specific startup options such 
as the current culture, current user-interface culture or other 
features.

The best way to get acquainted with the new resource para-
digm is to look at a simple example. Again, I’ll use a standard 
console program as it has the basic features we want to empha-
size. When you create the application, the content includes 
properties, references and the basic code. See Figure 6 for the 
general structure.

As soon as you add the base resource file (I named it Console 
AppRes.resx), you also get a companion file, the designer, Con-
sole AppRes.Designer.cs, that has some interesting and useful 
(but perhaps initially confusing) content.

At first, the seeming complexity of the Designer is a bit 
daunting (Figure 8). But after a bit of study, you will understand 
how to use the static, strongly typed class variables that allow 
you to get and set the resource culture, directly access the key 
string for each resource object you have added to your program’s 
.resx file, set and change the UI culture, and if necessary, manage

a ResourceManager object. In our example, the only key string 
is “greeting” and the return is the well-known “Hello, World!” 
example in French, Albanian or Japanese with a fallback to 
English for any other languages. In other words, with little 
effort and no need to actually create a ResourceManager object 
or apply a method directly, you have direct access to the strings 
in your resources in any of the languages you have provided. 
And although the content of the file itself may be more than 
you ever wanted to analyze, take the time at least to view cer-
tain simplifications such as resourceMan (ResourceManager),
resourceCulture (the UI Culture in which your program will run), 
and the sole key string (greeting) used in this example for 
resource retrieval. After this, no more machine-generated code 
for you to suffer through!

using System;
using System.Collections.Generic;
using System.Text;
using System.Resources;
using System.Threading;
using System.Globalization;

namespace ConsoleApp {
class ConsoleApp {
static void Main(string[] args){

   // Strongly typed approach
// Set console output encoding.

   // Useful for overcoming 
   // console limitations

Console.OutputEncoding = Encoding.UTF8;
// Read the app.config file and 

   // display the desired culture id
string newculture = 

  Properties.Settings.Default.uiculture;
Console.WriteLine(newculture);
// Set the new culture using 

   // strongly typed resources
try {
ConsoleAppRes.Culture = 

CultureInfo.GetCultureInfo
(newculture);

   } catch (Exception ex) {
Console.WriteLine(ex.Message);

   }
// Display the greeting using 

   // strongly typed resources
Console.WriteLine(

ConsoleAppRes.greeting);
  }
 }
}

Figure 7: Console program for the .NET 2.0 version.

For comparison purposes, Figure 7 provides the code for 
the comparable .NET 2.0 version. The main differences are the 
conversion of the program’s output to UTF-8 and the use of 
the strongly typed variables greeting and Culture. The actual 
Designer code follows (Figure 8). I have highlighted the interest-
ing variables to facilitate your review.

Figure 6: A console program having multiple resource fi les.
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//------------------------------------------------------------------------------
// <auto-generated>
//     This code was generated by a tool.Runtime Version:2.0.50727.312
//     Changes to this file may cause incorrect behavior and will be lost if
//     the code is regenerated.
// </auto-generated>
//------------------------------------------------------------------------------
namespace ConsoleApp {
using System;
/// <summary>
///   A strongly-typed resource class for looking up localized strings, etc.
/// </summary>
// This class was auto-generated by the StronglyTypedResourceBuilder
// class via a tool like ResGen or Visual Studio.
// To add or remove a member, edit your .ResX file then rerun ResGen
// with the /str option, or rebuild your VS project.

 [global::System.CodeDom.Compiler.GeneratedCodeAttribute(
"System.Resources.Tools.StronglyTypedResourceBuilder", "2.0.0.0")]

 [global::System.Diagnostics.DebuggerNonUserCodeAttribute()]
 [global::System.Runtime.CompilerServices.CompilerGeneratedAttribute()]
internal class ConsoleAppRes {
private static global::System.Resources.ResourceManager resourceMan;
private static global::System.Globalization.CultureInfo resourceCulture;

 [[global::System.Diagnostics.CodeAnalysis.SuppressMessageAttribute(
"Microsoft.Performance", "CA1811:AvoidUncalledPrivateCode")]

internal ConsoleAppRes() {}
/// <summary>
///   Returns the cached ResourceManager instance used by this class.
/// </summary>

 [global::System.ComponentModel.EditorBrowsableAttribute(
  global::System.ComponentModel.EditorBrowsableState.Advanced)]

internal static global::System.Resources.ResourceManager
   ResourceManager {

get {
if (object.ReferenceEquals(resourceMan, null)){
global::System.Resources.ResourceManager temp = new
global::System.Resources.ResourceManager(

"ConsoleApp.ConsoleAppRes", typeof(ConsoleAppRes).Assembly);
      resourceMan = temp;
    }

return resourceMan;
   }
  }

/// <summary>
///  Overrides the current thread's CurrentUICulture property for all
///  resource lookups using this strongly typed resource class.
/// </summary>

  [global::System.ComponentModel.EditorBrowsableAttribute(
global::System.ComponentModel.EditorBrowsableState.Advanced)]

internal static global::System.Globalization.CultureInfo Culture {
get {
return resourceCulture;

   }set {
    resourceCulture = value;
   }
  }

/// <summary>
///   Looks up a localized string similar to Hello, World!.
/// </summary>
internal static string greeting {
get {
return ResourceManager.GetString("greeting", resourceCulture);

   }
  }
 }
}

Figure 8: Strongly typed resource variables supplied automatically to a project by the .NET system.
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Runtime results for the 
.NET 2.0 console example
Let’s look at some results for the vari-

ous user-interface cultures provided by 
the .NET 2.0 version of the program. The 
output string content for each culture is 
the equivalent of “Hello, World!” Recall 
that there are four .resx files: French, 
Japanese and Albanian in the satellite 
resources and the English fallback in the 
main program. To set the desired culture, 
I modified the app.config file as appro-
priate for each run beginning with “fr” 
(French), followed by “ja” (Japanese), “sq” 
(Albanian), and then “de” (German). The 
latter is only to test the fallback to Eng-
lish; there is no German resource file.

As noted, I use a feature of .NET 2.0 
that allows setting the output to a par-
ticular Windows or OEM code page or 
to UTF-8. I use UTF-8 as a general rule. 
The results are shown in Figure 9. As 
you can see, most of the displays appear 
correctly; only the Japanese seems to be 
a problem. Actually, the result is correct 
in the console’s backing store; it is the 
console display itself that lacks a suitable 
(fixed pitch) font when running on a US 
machine (Figure 10).

For most European languages, you can 
depend on the console output whether 
testing Windows or OEM configurations. 

You don’t have to invoke UTF-
8 for these cases, but you may 
have to set the code page manu-
ally using the chcp command 
or depend on the new feature 
(discussed above) of .NET 2.0 for 
controlling the output encoding. 
And, generally, you don’t have to 
use UTF-8 for well-known code 
pages. For example, in Figure 11 
you can see the (correct) layout 
for code page 437.

    Windows Forms
Let’s now turn to Windows 

Forms. A Windows Form in .NET 
2.0 also provides basic strongly 
typed resources as can be seen 
in Figure 13 (in this case it is 
Resources.resx). There are also 
multiple ways of localizing such 
forms. In this example, I show 
you an approach where the 
form designer itself becomes just 
another resource file.

Briefly stated, you always 
have the option of creating cop-
ies of the base form (tagging 

them by appropriate RFC 1766 identi-
fiers) and localizing each copy in situ.
With this approach, you largely avoid 
the need for ResourceManagers. Indeed, 
the forms themselves have the extension 
.resx, indicating that they are actually 
complex resource files that describe the 
layout and structure of the form for each 
language. So, as you work on the form, 
adding controls and text, they them-
selves become part of the .resx file for 
each culture.

To illustrate, starting from the initial 
code provided, I set the form to represent 
the default language (English in this case) 
and marked it as localizable by using 

the form’s properties. I also modified the 
text you see at the top of the form to be 
“Hello, World!”  

Then I repeated the exercise, this time 
for French (Figure 12). This required 
altering the language property to French 
and setting the banner text to “Bonjour 
Le Monde!” The result was a new file 
with the same name but with extension 
.fr.resx. You can continue this way with 
as many forms as you have existing 
locales in the .NET system. In this case, 
two was enough to make the point.

Of course, you can also approach 
the task in another way: create a single, 
completely designed Windows Form with 
all the containers needed (labels, text 
boxes, list boxes and so on). Follow this 
with separate .resx files containing the 
appropriate content for each language, 
which you load at startup. Naturally, 
you will also have to deal with dynamic 
resizing for each language. So, instead 
of lots of forms, you work with lots of 
strongly typed resource files.

Figure 10: Correct view of the Japanese text.

Figure 11: Using code page 437 in the console. Figure 12: In-situ localization of a form.

Figure 9: Console example results.
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How you proceed with a particular situation depends on 
many factors and which techniques make you comfortable for 
a given situation. It does help that the Toolbox for Windows 
forms does offer useful items such as a FlowLayoutPanel, Table 
LayoutPanel, and other complex controls and containers.

Above, we mentioned the Resources.resx file in Figure 
13. Although not explained in .NET documentation, this file 

provides two strongly typed resources for a ResourceManager
object and a Culture setting. I also tested it by adding a simple 
resource and used the binary editor to see if the resource could 
be found in the base executable. It could. So, Resources.resx 
can act as the ultimate resource fallback container if you have 
nothing else to play this role.

To see how this program runs, I added a multiline text box and 
inserted some text from the “anyone can be provincial!” page at 
www.trigeminal.com/samples/provincial.html appropriate to the 
form’s culture. The results are shown in Figure 14.

A complex example
Let’s take a look at an example I wrote some months ago 

to illustrate using multiple resource files. Some of the display 
comes from Logos, which is well-known for supplying excellent 
examples of pithy quotes from famous men and women. Logos 
was kind enough to allow me to borrow a few of their transla-
tions to show some of the possibilities in Windows Forms. You 
can get an idea from the example run shown in Figure 15.

In the current implementation, the goal is to display a well-
known quote in English along with the author’s name, the 
quote in its original form, the button text, and the name of 
the language. The program also has a supplementary class that 
generates a random selection of the quotes, currently limited 
to five. Especially helpful in the implementation effort are the 
strongly typed resources generated by the .NET system.

An interesting extension being considered is to allow the 
language of the quotation, original language, title, button and 
caption text to be chosen by the user. Such an effort requires 
a lot of translation, however. Not being particularly adept at 
multiple translations, this interesting possibility awaits an 
appropriate opportunity to carry out this effort.

Summary
Strongly typed resources provide flexible methods for work-

ing with resource data. The type of data is already known at the 
time of compilation and allows illegal type assignments to be 
resolved before actual runtime. Intellisense also becomes avail-
able, further decreasing errors in coding and preventing incor-
rect casting or other illegal usage. Finally, actual application of 
resources becomes simpler and more intuitive. MFigure 15: Famous Quotes Program.

Figure 13: A 
Windows Form 
with two .resx fi les.

Figure 14: Creating and using forms without strongly typed resources.
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CEE (Central and Eastern European). Predominantly 
used to describe former Communist countries in Europe 
after the collapse of the Iron Curtain in 1990. Later, it 
became an abbreviation mostly — still being not precisely 
defined — referring to the European countries east of Ger-
many and south to the Balkan states. In most cases it 
includes Poland, Czech Republic, Slovakia, Hungary, Roma-
nia, Bulgaria, Albania, Bosnia and Herzegovina, Serbia, 
Croatia, Slovenia, Montenegro, Macedonia and the Baltic 
states of Estonia, Latvia and Lithuania. It sometimes also 
includes Belarus, Ukraine, Moldova, Turkey and Russia. 

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).

Cyrillic alphabet. Actually a family of alphabets, subsets 
of which are used by certain East and South Slavic languages 
— Belarusian, Bulgarian, Macedonian, Russian, Rusyn, Ser-
bian and Ukrainian — as well as many other languages of 
the former Soviet Union, Asia and Eastern Europe. With the 
accession of Bulgaria to the European Union (EU) on January 
1, 2007, Cyrillic became the third official alphabet of the EU. 

Double-byte character set (DBCS). This term has two 
basic meanings. In CJK (Chinese-Japanese-Korean) com-
puting, the term traditionally means a character set in 
which every graphic character not representable by an 
accompanying 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 character set in which all characters — including 
all control characters — are encoded in two bytes.

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.

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.

Java. A programming language originally developed by 
Sun Microsystems and released in 1995 as a core compo-
nent of Sun’s Java platform. The language derives much of 
its syntax from C and C++ but has a simpler object model 
and fewer low-level facilities. Java applications are typi-
cally compiled to byte code that can run on any Java virtual 
machine regardless of computer architecture. 

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. 

B
asics
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more 
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology
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Basics
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.

Mergers and acquisitions (M&A). Refers to the aspect 
of corporate strategy, corporate finance and management 
dealing with the buying, selling and combining of different 
companies that can aid, finance or help a growing company 
in a given industry expand rapidly without having to create 
another business entity. 

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.

PanImages. From the Greek prefix pan, meaning whole 
or all-inclusive, an image search engine that automatically 
translates a search term into about 300 other languages, 
suggests a few that might work and then displays images 
from Google and the online photo database Flickr.

Quality assurance (QA). The activity of providing evi-
dence needed to establish confidence among all concerned 
that quality-related activities are being performed effec-
tively. All those planned or systematic actions necessary to 
provide adequate confidence that a product or service will 
satisfy given requirements for quality. QA covers all activi-
ties from design, development, production and installation 
to servicing and documentation.

Search engine. A program designed to help find infor-
mation stored on a computer system such as the world-
wide web or a personal computer. A search engine allows 
a user to ask for content meeting specific criteria — typi-
cally those containing a given word, phrase or name — and 
retrieves a list of references that match those criteria.

Simship. Refers to the simultaneous shipment of soft-
ware products in different languages or with other distin-
guishing differences in design.

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 automatically 
searching a given terminology database for terms appear-
ing in a document, either by automatically displaying terms 
in the translation memory software interface window or 
through the use of hotkeys to view the entry in the termi-
nology 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 
language must be established in order to convey the same 
message 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 purpose 
of establishing an equivalence. The TU may be a single word, 
a phrase, one or more sentences, or even a larger unit.

Uncial writing. A majuscule script commonly used from the 
third to the eighth centuries CE by Latin and Greek scribes.

Resources
ORGANIZATIONS
American Translators Association: www.atanet.org; and its 

Language Technology Division: www.ata-divisions.org/LTD
Perry-Castañeda Library Map Collection, University of Texas at  

Austin: www.lib.utexas.edu/maps 
The Localization Institute: www.localizationinstitute.com
The Turing Center, University of Washington: 

http://turing.cs.washington.edu
Translation Automation User Society (TAUS): 

www.translationautomation.com

PUBLICATIONS
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/eBooks
Globalization Handbook for the Microsoft .NET Platform, Parts I - IV,

Bill Hall, 2002-2006, available at www.multilingual.com/eBooks

REFERENCES
CIA World Factbook: https://www.cia.gov/library/publications/

the-world-factbook
Common Sense Advisory, Top 20 Language Service Providers  

Worldwide for Calendar 2006: www.commonsenseadvisory.com/
members/res_cgi.php/070502_Q_Top_20.php#Tab01

European Standard, Final Draft prEN 15038: www.statsaut- 
translator.no/files/standard-15038-final-draft-en.pdf

PanImages: www.panimages.org

WEBSITES

Earth Calendar: www.earthcalendar.net
Localization World conference: www.localizationworld.com

| MultiLingual  March 2008 editor@multilingual.com
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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 indus-
try, 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, H2X 1C4 
Canada, 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 com-
mon forum to discuss issues, create innovative 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 multilingual 
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 ability 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 productivity. Designed origi-
nally for large enterprises, today NoBabel is equally beneficial 
to corporations and individual translation service providers. 
KCSL Inc. 150 Ferrand Drive, Suite 904, Toronto, ON, M3C 3E5 
Canada, 416-222-6112, Fax: 416-222-6819, E-mail: info@kcsl.ca, 
Web: www.kcsl.ca See ad on page 51

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 customized 
translation systems using each company’s existing translated 
data. These systems produce high-quality translations of 
domain specific data. Language Weaver software can be easily 
integrated into customer support tools, knowledge bases and 
translation workflow applications for added efficiency. Find 
out how Language Weaver can meet your translation needs. 
Contact us to set up a pilot 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 14

CONFERENCES

Localization World 
Description Localization World conferences are dedicated
to the language and localization industries. Our constituents 
are the people responsible for communicating across the 
boundaries of language and culture in the global marketplace. 
International product and marketing managers participate in 
Localization World from all sectors and all geographies to 
meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences.
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864, 
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com See ad on page 83

ENTERPRISE SOLUTIONS

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 
powerful tools to support the project and workflow manage-
ment of translations. Product manager, translator and proof-
reader all work together within one system, either in-house 
or smoothly integrated with translation service providers. 
across provides several partner concepts and the Software 
Development Kit (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

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to pro-
duce more accurate translations by eliminating ambiguity of 
terms through a context-based workflow that, unlike tradi-
tional sentence-based TM tools that recycle whole sentences, 
matches text strings of any length. MultiCorpora leverages 
the expertise of its impressive client base to the benefit of its 
worldwide user community. The majority of departments 
within the Government of Canada, international organi-
zations such as UNESCO, and enterprises such as Ford of 
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and
other Fortune 500 companies trust MultiCorpora for their 
multilingual asset management solutions. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, QC,  J8Y 3Y7 
Canada , 819-778-7070, 877-725-7070, Fax: 819-778-0801, E-mail: info
@multicorpora.com, Web: www.multicorpora.com See ad on page 3
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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 
23 years, STAR has specialized in information management 
and publishing, multilingual processing including translation 
services, terminology management, software localization/in-
ternationalization, software development and multimedia 
systems engineering. With 42 offices in 30 countries and our 
global network of pre-qualified freelance translators, STAR 
provides a unique combination of information management 
tools and services.
STAR Group America, LLC 5001 Mayfield Road, Suite 220, 
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-691-
8910, E-mail: info@star-group.net, Web: www.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. With built-in cutting-edge 
Java technology, XTRF is a flexible, customizable and web-
based software, enabling web access for a company’s suppliers 
and customers. It’s designed to help translation companies to 
streamline all of their daily activities, and it guarantees smooth 
management of the company while reducing administrative 
costs. Project management, invoicing, quotations, ISO 9001 
reports and CRM are the main fields covered by the system. 
Designed by translation and localization professionals and cre-
ated by the best IT team, this powerful tool will reduce the time 
spent on repetitive tasks and increase a 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

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-text 
repositories of previously translated documents to produce 
more accurate translations by eliminating ambiguity of terms 
through a context-based workflow that, unlike traditional sen-
tence-based TM tools that recycle whole sentences, matches 
text strings of any length. MultiCorpora leverages the exper-
tise of its impressive client base to the benefit of its worldwide 
user community. The majority of departments within the 
Government of Canada, international organizations such as 

UNESCO, and enterprises such as Ford of Canada, Sobeys, 
Kraft, HSBC, Pfizer, Procter & Gamble and other Fortune 500 
companies trust MultiCorpora for their multilingual asset 
management solutions. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, QC,  J8Y 3Y7 
Canada , 819-778-7070, 877-725-7070, Fax: 819-778-0801, E-mail: info
@multicorpora.com, Web: www.multicorpora.com See ad on page 3

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 successful in 
international markets, from documentation design through 
translation, linguistic and technical localization services, pre-
press and publication management. Serving both Fortune 
500 and small companies, ADAPT has gained a reputation 
for quality, reliability, technological competence and a com-
mitment 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 16

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 languages. 
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 approach is supported 
by strong project management, a team of specialists, a large 
knowledge base and advanced methodologies. We always pro-
vide service beyond our customers’ expectations at a low cost 
and with high quality, speed, dependability and flexibility.
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 20 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 just starting, Alpha has the 
solution 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, 
Frame Maker, PageMaker, InDesign, QuarkXPress, MS 
Office and other graphic and DTP tools. Having more 
than 150 full-time employees located in Beijing, Taipei, 
Singapore, Seoul, Shang hai, 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-quality 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 manag-
ers, translators and revisers are trained to solve today’s chal-
lenges of translation/localization projects, regardless of text 
length or the software tools to be used. Fields of expertise are 
software, 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 50

Buyer’s Guide

Globalization Handbook for the Microsoft .NET Platform
and Index of Chinese Characters With Attributes

available at www.multilingual.com/eBooks

| MultiLingual  March 2008 advertising@multilingual.com
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Boffin China, Inc.
Languages Translation/localization: Asian languages; DTP:
most Asian and European languages Description Based in 
China with 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 built a reputation for quality, 
fast turnaround, consistency and value during the past ten 
years with 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, 
M2J 1M5 Canada, 800-340-5563, Fax: 514-372-5363, E-mail: ca@
boffi nchina.com, Web: www.boffi nchina.com See ad on page 63

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, translation, 
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 flex-
ibility; competitive local market prices; and a commitment 
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 13

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, transla-
tion, localization, 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 attributes, paired with its reputa-
tion for outstanding customer care, competence, quality 
and state-of-the-art technology, make CPSL an industry 
leader. While other translation businesses 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 11

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 solu-
tions, encompassing a whole range of client needs, from 
plain translation to desktop/web publishing to localiza-
tion development and testing. Over the years, EuroGreek’s 
services have been extended to cover most subject areas, 
including German and French into Greek localization ser-
vices. All of EuroGreek’s work is produced in-house by a 
team of 25 highly qualified specialists and is fully guaran-
teed 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 59

iDISC Information Technologies
Languages Spanish (all variants), Catalan, Basque, Galician 
Description iDISC, established in 1987, is a privately-held 
translation company based in Barcelona that focuses on 
localization into all variants of Spanish (European, Latin 
American, USA and Neutral) and the other languages 
spoken in Spain (Catalan, Basque and Galician). Services 
range from translation and localization to engineering, 
testing, DTP and consulting. Specialization fields are soft-
ware localization, technical and telecom documentation, 
ERP, automotive and related marketing material. We have 
all commercially available tools and experience using many 
different proprietary customer platforms and solutions; 
internal workflow portal-based tools to reduce manage-
ment costs and increase quality, consistency and on-time 
deliveries; and continuous support to the client PMs and 
process optimization to achieve the best project results and 
establish long-term honest partnerships. 
iDISC Information Technologies Passeig del progrés 96, 08640 
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 34-
93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

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 
customers and new customers have always stayed with 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 with 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, flexibility, 
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 10

Lingo Systems, Translation & Localization
Languages 100+ Description Lingo Systems, Powered by 
Language Line Services, provides customer-focused sole-
source solutions for global companies in 170+ languages. 
We specialize in the translation and localization of technical 
documentation, software, multimedia applications, train-
ing materials, e-learning solutions and online applications. 
Other globalization services include quality assurance testing 
(hardware and software), integration of content manage-
ment solutions, 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 4
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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 with 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 quality 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 tech-
nology applications globally. Through its globalization ser-
vice offerings, Lionbridge adapts client products and content 
to meet the linguistic, technical and cultural requirements of 
customers, partners and employees worldwide. Lionbridge 
offshoring services include the development and mainte-
nance of content and applications as well as testing to ensure 
the quality, interoperability, usability and performance of 
clients’ software, hardware, consumer technology products, 
websites and content. Lionbridge offers its 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 ad on page 84

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 
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 excel-
lence 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 31

Loquant Localization Services
Languages English, Brazilian Portuguese Description
Loquant bases its operations on the experience of its founders 
and collaborators, professionals who closely follow the ongo-
ing evolution of technology and the latest processes in inter-
nationalization and localization of information. Adhering to 
rigorous processes that were developed by the software local-
ization 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 man-
agers, native translators, engineers and desktop publishers to 
guarantee a quality control recognized 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

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 with 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 9

Your Vision. Worldwide.

Worldwide Localization and Translation 
Languages 60+ Description Net-Translators specializes in 
software localization and translation into more than 60 lan-
guages. Our localization, internationalization and multilin-
gual testing services instill the confidence that the localized 
product is accurately and consistently localized, translated 
and tested. Our translators are industry specific and have 
amassed a wealth of experience in their particular areas of 
expertise. We have a proficient in-house multilingual staff 
of project managers, QA professionals and DTP specialists 
who provide world-class service to our customers. Our staff 
remains on the cutting edge of CAT, QA and DTP technol-
ogy. Net-Translators is ISO 9001:2000 certified and is head-
quartered in Israel and maintains a branch office in the UK. 
Net-Translators Ltd. 13 Hamifal Street, P.O. Box 1052, Or Yehuda 
60500, Israel, 972-3-5338633, Fax: 972-3-5336956, E-mail: sales@
net-translators.com, Web: www.net-translators.com See ad on page 28

PTIGlobal
Languages All commercial languages for Europe, Asia and the 
Americas Description PTIGlobal is committed to developing 
ongoing, long-term partnerships with its clients. This means 
a dedication to personal service, responsiveness, high-quality
output, and sensitivity to clients’ cost goals and timelines. 
Backed by over 30 years of experience in technical transla-
tion, PTIGlobal provides turnkey localization services in 27 
languages simultaneously for software, web applications, 
embedded devices, wireless applications and gaming technol-
ogy. Projects are customized to fit client needs and feature 
our expertise in end-to-end project management; interna-
tionalization consultation; glossary development; native-lan-
guage translation; multilingual web content management; 
translation memory maintenance; localization engineering; 
linguistic and functionality QA; desktop publishing, 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

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 provid-
ing 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 55

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 technol-
ogy companies. Now, thanks to the web, we operate globally 
from one production center offering a complete transla-
tion, web and software localization service into more than 
50 languages at lower prices than our major competitors. 
Our English-speaking project managers, specialist transla-
tors, 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 54
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TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
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 additional operations in the 
United States, Europe and China. The company has more 
than 40 years’ experience helping Global 1000 companies 
in industries such as automotive, information technology, 
life sciences, engineering, electronics, training, publishing, 
software development, manufacturing, semiconductors and 
consumer products. 
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo 
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@
to-in.co.jp, Web: www.to-in.com  
Europe London, UK, 44-20-8644-8685, E-mail: michael-stephenson@
to-in.co.jp, Web: www.to-in.com
China Shanghai, 86-21-3222-0012, E-mail: doreen-qiu@to-in.com.cn, 
Web: www.to-in.com 

Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Brazil) 
Description Ushuaia Solutions is a fast-growing Latin 
American company providing solutions for translation, 
localization and globalization needs. Ushuaia Solutions is 
focused on being creative and proactive to meet tight time 
frames with a high-quality level and a cost-effective budget. 
Customizing its processes, Ushuaia assures project consis-
tency and technical and linguistic accuracy, thus reducing 
clients’ time-to-market. Ushuaia combines state-of-the-art 
technology with top-notch experienced native translators, 
editors and software engineers. Our mission is to work 
together with our clients, thereby creating a flexible, reliable 
and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 54-
341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 60

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 available 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 56

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 qual-
ity 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 work-
flow technology adapts to any production process. WhP’s 
high standards 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 ads on pages 6, 48

WORDSTATION GmbH
Languages British and US English, German, French (other 
European languages are available upon request) Description
Since its founding in 1991, WORDSTATION has become a 
superior quality provider of localization services, including 
terminology work, software and documentation translation,
electronic publishing and film production — starting from 
the bytes of the software down to the final details of the 
documentation. We also conduct prototype translations 
to ensure translatability of software and documentation. 
WORDSTATION is large enough to ensure security and con-
tinuity, yet small enough to provide numerous advantages: 
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 
Languages All Description Alchemy Software Development 
is the market leader in localization technology. With over 
8,000 licenses worldwide, Alchemy CATALYST is the domi-
nant choice among professional development companies, 
localization service providers and global technology lead-
ers that need to accelerate entry into international mar-
kets. Alchemy CATALYST 7.0 boosts localization velocity, 
improves quality 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 indispens-
able solution for software 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 36

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 files. It dramatically reduces cost, effort and complex-
ity of software localization. With 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 evalua-
tion 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

PASS Engineering GmbH
Windows 2000 and newer
Languages All Description PASS Engineering GmbH, a 
business unit of SDL, is the leading provider of localization 
technologies. SDL Passolo offers cutting-edge localization 
technology for all major development platforms to process 
Windows software, Microsoft .NET including Windows 
Presentation Foundation (WPF), Borland Delphi/C++ 
Builder, Java, XML, HTML, text files and databases. Tight 
integration with SDL Trados, MultiTerm, spell checkers and 
WYSIWYG editors guarantees high-quality and short turn-
around cycles. SDL Passolo offers fuzzy-matching, pseudo-
translation, check functions, statistical reports and experts 
for project setup, alignment and update. Automation and 
integration technologies provide users with the means to 
adapt quickly to special requirements, nonstandard file for-
mats and workflows. As a part of SDL’s GIM solutions, SDL 
Passolo offers scalable support for localization projects.
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

Software Localization Solutions by Schaudin.com
Windows
Languages All languages supported by Microsoft Descrip-
tion Make your software multilingual with the extensive 
functionality, convenient quality control features and ad-
vanced translation support found in Schaudin.com’s RC-
WinTrans software localizer, used by successful businesses 
worldwide since 1993. This tool makes it possible to quickly 
and easily translate software GUI elements (for software 
created with Windows Win32, Microsoft .NET, and Java 
software development platforms) while ensuring that the 
software continues to run properly in other languages. RC-
WinTrans can be used by all the members of your team, even 
those with little knowledge of software localization, and 
provides them with everything needed to manage, exchange, 
translate and check software data.
Schaudin.com Software Localization Solutions
Europe Ritterseestrasse 29, 64846 Gross-Zimmern, Germany, 49-
6071-951706, Fax: 49-6071-951707
USA 6900 California Avenue SW, #503, Seattle, WA 98136, 206-
935-5070, Fax: 206-935-5075, E-mail: info@schaudin.com, Web: 
www.schaudin.com
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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 

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 verifica-
tion, 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 lan-
guage. 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 55

TM BROKERS

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously translated 
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 increasingly 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 investment through licensing to other 
parties. As TM brokers, TM Marketplace connects corporate 
owners of translation assets with 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

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 
information. Seminars include “Multilingual Websites,” 
“Writing and Designing for an International Audience,” 
“Localization Project Management,” “Advanced Localiza-
tion Project Management,” “Designing International Web 
and User Interfaces,” “Writing Software for Win32API,” 
“Introduction to Localization,” “Tools and Technologies 
for Localization/Internationalization,” “QA of Global Prod-
ucts,” “Implementing a Translation Memory Process” and 
“Introduction to Unicode.” See our website for details. 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 12

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, with over ten years’ experience in the 
localization industry. We specialize in technical transla-
tions, from a few words on a label to complex million-word 
projects involving TEP, DTP, QA and testing of web, mobile 
and desktop applications 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 additional informa-
tion, 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 appropriate language use make us the reliable partner 
for providing high-quality translations into Bulgarian, 
Czech, Estonian, Hungarian, Latvian, Lithuanian, Polish, 
Romanian, Russian, Slovak, Slovenian and Ukrainian. 
Document translation service, translation, proofreading, 
review, independent specialist review, legal certification of 
translated documents, website and software localization, 
localization engineering, testing, documentation localiz-
ation, graphic design, DTP operations and pre-press review 
and printing. Our team of more than 1,000 professional 
translators, proofreaders, terminology specialists, 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 40

CETRA, Inc., Language Solutions
Languages All Description CETRA gives you peace of mind 
because it delivers high-quality, on-time, cross-cultural com-
munications and professional, friendly, responsive service. 
CETRA follows the ASTM Quality Assurance in Translation 
and Language Interpretation Services standard guides. As 

a member of the US delegation to ISO, CETRA is actively 
involved in developing an international translation quality 
standard. CETRA is involved in the language industry at the 
highest level, with the company president serving in leadership 
positions at the American Translators Association, American 
Foundation for Translation and Interpretation, and Fédération 
Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 8-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

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 estab-
lishment in early 2000, we have provided solutions for 
Asian language requirements to translation/localization 
companies, multinational corporations, listed companies 
and government departments from over 25 countries in 
Asia Pacific, North America and Europe. We offer trans-
lation, 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, market-
ing, 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.
LanguagesAll Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web local-
ization and cultural consulting. For over 20 years, Eriksen 
has helped a broad range of organizations in both the pub-
lic 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 globaliza-
tion partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY 
11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen.com,
Web: www.eriksen.com

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek produc-
tion house, specializing in technical and medical transla-
tions from English into Greek and from Greek into English. 
EuroGreek’s aim is to provide high-quality, turnkey solu-
tions, encompassing a whole range of client needs, from 
plain translation to desktop/web publishing to localization 
development and testing. Over the years, EuroGreek’s ser-
vices have been extended to cover most subject areas, includ-
ing German and French into Greek translation services. All of 
EuroGreek’s work is proofread by a second in-house special-
ist 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 59
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Follow-Up Translation Services
Languages English, Brazilian Portuguese Description Our 
company was founded in 1989, with the purpose of offering 
pure translation work (in technical and scientific areas). Along 
the way, we have developed several other skills in the translation 
world, which involve specialized knowledge of IT resources and 
localization tools. We also master patent translations in fields 
such as biochemistry, mechanics, medicine, pharmaceutics, 
oil and gas, and telecommunications. Today, we are capable of 
taking on virtually any translation/localization project from 
English into Brazilian Portuguese, and we treat each and every 
customer with the maximum care and attention. Our clients’ 
trust is our greatest asset and our greatest pride!
Follow-Up Av. Presidente Wilson 165, Sala 1308, Rio de Janeiro, RJ 
20030-020 Brazil, 55-21-2524-2994 Ext. 106, Fax: 55-21-2210-
5472, E-mail: info@follow-up.com.br, Web: www.follow-up.com.br 

ForeignExchange Translations
Languages 42 languages and growing Description Foreign- 
Exchange is the global leader in providing translation services 
to life sciences companies. We work with many of the biggest 
pharmaceutical companies, medical-device manufacturers, 
biotech companies and CROs. Our proprietary Multilingual 
Compliance Process combines expert linguists, best-of-breed 
technology and measurable translation quality in a process that 
is both robust and completely scalable, ensuring your projects 
are finished on time and within budget. For more informa-
tion on how we can help meet your translation requirements 
or for a quote on your next translation project, please contact 
us directly or visit 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 Brazilian), 
English, French, Italian, German and other languages on de-
mand Description 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 commitment 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 15

KERN Global Language Services 
Your language partner
Languages All Description KERN Global Language Services 
is a leading provider in the area of global communication

with over 35 offices worldwide. With more than 30 years 
of experience, our services include translation and inter-
preting in all languages; software, multimedia and web-
site localization; terminology management; multilingual 
desktop publishing; and individual and corporate lan-
guage 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 compre-
hensive project management processes that 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 with 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 See ad on page 43

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

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 lan-
guages (31 today and counting) and Japanese as well as trans-
lation-related services to manufacturers of medical devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 

in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, 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 55

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 technol-
ogy and diagnostics, regulatory affairs, dental medicine and 
other specialist medical fields. We offer a range of professional 
services covering translation, information production, global 
information management and XML documentation applica-
tions. 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, pro-
ducing, managing and documenting 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 See ad 
on page 35

NCS Enterprises, L.L.C.
LanguagesAll Description  With 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 quality.
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 

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 its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas  
of expertise are in the oil and gas industries, auto manu-
facturing, information technologies and telecommunica-
tions. The business techniques introduced and applied by 
the company currently serve as the best practice within the 
translation industry. Neotech is leading the drive to continu-
ously 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 33
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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 utilize 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 

Quality Translations
Languages Hebrew, Arabic, Russian, all European languages, 
all Far East languages Description Quality Translations, a 
translation and localization service of the Manpower Group, 
is a leading Israeli-based company with branches in Petach-
Tikva and Jerusalem. We provide the translation and local-
ization services into Hebrew, Arabic, Russian, all European 
languages and all Far East languages. We provide full pro-
cess of localization services, including linguistic testing and 
functionality testing. Among Quality Translations’ clients 
are Microsoft, Oracle, Amdocs, Interwise, IAI (Israel Aircraft 
Industry), Lionbridge, HP, Scitex, SDL and many more. 
Quality Translations 6 Odem Street, Petach-Tikva 49250 Israel, 972-
3-9244410, Fax: 972-3-9244420, E-mail: translat@qt.co.il, Web: 
www.qt.co.il See ad on page 58

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is an 
established provider of specialized Polish translation, local-
ization and DTP services, primarily for life sciences, IT, auto-
motive, refrigeration and other technology sectors. We work 
with multilanguage vendors and directly with documentation 
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 flex-
ibility, 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 59

Skrivanek s.r.o.
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, it quickly domi-
nated the Central European translation market, creating a 
network of outlets stretching across 51 cities 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 s.r.o. International Project Management Centre, Na 
Dolinách 22, CZ 147 00 Prague 4, 420-233-320-560, Fax: 420-241-
090-946, E-mail: info@skrivanek.com, Web: www.skrivanek.com 

Syntes Language Group, Inc.
Languages All Description Syntes Language Group is a 
leading quality 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, 
delivered 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

TripleInk Multilingual Communications
Languages All major commercial languages Description As 
a multilingual communications agency, TripleInk has pro-
vided industrial and consumer products companies with 
precise translation and multilingual production services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of industries, 
including biomedical and health care; building and con-
struction; financial services; food and agriculture; high-
tech and manufacturing; and hospitality and leisure, as well 
as government and nonprofit organizations. Using a total 
quality management process and state-of-the-art software 
and equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effective 
and time-efficient manner.
TripleInk 60 South 6th Street, Suite 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, Por-
tuguese, Russian, Polish, Ukrainian and Dutch. Cross language 
pairs new releases: Arabic-French/Arabic-German/Turkish-
German. Translation Memory: Statistical parallel corpora-
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 
with no capitalization). MLIR (Multilingual Information 

Retrieval): retrieval of multilingual content, including query 
translation, morphological and thematic searches (geographic, 
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

Heartsome Translation Studio
Multiple Platforms
Languages All Description Heartsome is a new generation 
language technology and service company with a product 
strategy that is founded on our four cornerstones of efficacy: 
genuine compliance with all open standards; completely cross 
platform; user-driven innovation; and no-frill minimalist 
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 products in the market-
place. 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 190 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 59

TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 
TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to pro-
duce more accurate translations by eliminating ambiguity of 
terms through a context based workflow that, unlike tradi-
tional sentence-based TM tools that recycle whole sentences, 
matches text strings of any length. MultiCorpora leverages 
the expertise of its impressive client base to the benefit of its 
worldwide user community. The majority of departments 
within the Government of Canada, international organi-
zations such as UNESCO, and enterprises such as Ford of 
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and 
other Fortune 500 companies trust MultiCorpora for their 
multilingual asset management solutions. 
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, QC,  J8Y 3Y7 
Canada , 819-778-7070, 877-725-7070, Fax: 819-778-0801, E-mail: info
@multicorpora.com, Web: www.multicorpora.com See ad on page 3

SYSTRAN 
Multiple Platforms 
Languages 52 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 
and development, SYSTRAN’s software is the choice of lead-
ing global corporations, portals and public agencies. Use of 
SYSTRAN products and solutions enhances multilingual 
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 47
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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, bitexts and documents by transla-
tors, writers and subcontractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4 
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 55

WORKFLOW SOLUTIONS

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and doc-
umentation industry. On a web-based platform, the system
includes business management as well as process and docu-
ment management and integrates translation software, 
financial accounting systems and existing software envi-
ronments 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 quotation 
costing, order/job/workflow management, schedule manage-
ment, 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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National Instruments (NI), a world leader in 
computer-based measurement and automa-
tion, named to Fortune magazine’s “100 Best 
Companies to Work For” 9 years in a row, 

is looking for highly-motivated Technical Translators from English to Japanese and 
English to Korean who are interested in a career with a leading provider of computer-
based instrumentation products. Working as Technical Translator at NI provides the 
opportunity to work closely with technical writers, engineers and language profes-
sionals in a high-tech environment and to become familiar with emerging technology.
Responsibilities: Translate, review and sign-off online help and printed documen-
tation; exhibit knowledge of CAT tools and processes; have interest in terminology 
management; effectively make use of the various development tools used in the 
group; have knowledge of computer hardware and notions of electrical engineering; 
show a basic understanding of character encoding, HTML and XML languages.
Requirements: BA in Technical Translation or comparable language degree. 
Native fluency level in Japanese or Korean. Fluent level in English. Experience with 
technical documentation translation. Ability to work well with others in a multicultural 
environment.
Please apply online at www.ni.com/employment
National Instruments is an Equal Opportunity Employer
M/F/D/V

CAREER OPPORTUNITIES

73-81 Buyer'sGuide #94.indd 8173-81 Buyer'sGuide #94.indd   81 2/28/08 2:50:22 PM2/28/08   2:50:22 PM

mailto:excellence@tippingsprung.com
http://www.tippingsprung.com
mailto:termino@terminotix.com
mailto:termino@terminotix.com
http://www.multilingual.com
http://www.ni.com/employment
http://www.plunet.de
mailto:info@plunet.de
http://www.multilingual.com/careers
http://www.terminotix.com


A
1) Nonprofessionals have many ways to learn how to use new soft-

ware: go to a training class (there are lots of training classes covering 
all the dominant software); ask help from a friend or someone else 
who knows the software already; or teach himself or herself by using 
a Chinese book. Nonprofessionals seldom get information from online 
help or the website of a product.

2) Professionals usually refuse to use localized software to show 
they are professional. They are well educated and know the English of 
the fi eld they specialize in. Another reason is that the translation of 
the professional software is really hard to understand. For example, 
Enovia LCA, used for product life cycles, is too professional to be 
understood by the translators. The users of such software often fi nd 
the original versions more understandable than the translated versions.

This comes back to the scene described at the beginning. It is true 
that many localized materials have few read-
ers. Even those few readers tend to run away 
from unreadable translations. The clients also 
wake up to that, but they still spend money 
to localize the materials in the name of 
simship. Thus, cheap pricing and fast speed 
become the priorities when selecting vendors.

For such tasks, QA for many vendors turns 
to only assuring that no major problems 
appear — such as hard-code changing, com-
piling failure and so on — because these are 
easily found by the clients. Translation quality 
is put in last position.

With the silence of the end users of the software, the quality prob-
lem is more and more serious in many markets. The Japan market is 
an exception. Localizers may know that Japanese clients are very strict 
about quality. A Japanese version is always reviewed and tested several 
times before its release. This process was driven by the quality-driven 
end users in Japan.

So the answer to “Who determines translation quality?” is the end 
user of the products. Translation quality will not improve or may even 
worsen if end users continue to accept poor translation.  M

A project manager (PM) tries to hurry the colleague 
who is in charge of the quality of an online help localiza-
tion project. “It’s impossible to assure the quality if we 
deliver it ahead of schedule,” the colleague says. But the 
PM insists they must deliver it ASAP because of pressure 
from the client. “Who will read these damn translated help 
fi les?” the PM comforts the colleague.

Similar scenes happen in many localization service provider com-
panies. The clients push PMs, and then PMs push their team members. 
The requirements are always to speed up the translation, delivering as 
soon as possible and so on. Quality has to be ignored due to the short 
timeline. Fewer and fewer people worry about it when they face no 
consequences for delivering a project with 
numerous translation problems.

The localization process depends on three 
parameters: costs, timeline and quality assur-
ance (QA) metrics.

QA metrics can be more restrictive if a 
project timeline and budget are tight. Unfor-
tunately, many large software companies are 
cutting the budget on localization and looking 
for lower-cost vendors. At the same time, the 
timeline becomes tighter in order to make a 
simultaneous shipment (simship). Then the last 
thing that can be sacrifi ced is quality.

It is understandable that vendors care less about quality. But why do 
the clients also care so little? Because their products continue to sell as 
well as always. 

The screenshot on this page is a news page on the HP.com website. 
It was localized from English to Chinese. Without mentioning the 
unreadable translation and format errors, I have framed in red some 
obvious and serious errors. They are obvious, but it seems that few 
people care about them.

Similarly, unreadable translation was also found in the Chinese ver-
sion of Microsoft Vista, the product introduction on IBM websites, and 
other localized software/user guide/online help.

Why do clients care less about quality? Because the end users of 
the products care little or complain little if they do care. Here I divide 
software users in China into two groups: nonprofessionals and profes-
sionals such as image designers, software developers and so on.

Jing Liang

| MultiLingual  March 2008 editor@multilingual.com82

Who determines 
translation quality?
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Jing Liang, a student in the University of Limerick Masters in 
Software Localisation program, previously worked for fi ve years 
on localization in China.

To offer your own Takeaway, write to editor@multilingual.com
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www.lionbridge.com/savings

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. 

* 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.

Where did  
Lionbridge's Clients 
put their 
9 Billion Pennies?

X All of 
the above
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