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A
“. . . and the Spring comes slowly up this way.”  — Samuel Taylor Coleridge

While the Coleridge quote refers to April and I write this in May, spring has 
certainly come up slowly this year in north Idaho. But it is here now, and we are 
treated once again to fl owers and blossoms and “new green” on all the conifers. 
Of course, one of the defi nite signs of spring in the United States is the cherry 
blossoms in Washington, D.C. — the trees a gift from the people of Japan. We 
didn’t really plan it this way, but how appropriate that this issue focuses on 
communication and localization in Japan.

Our focus on Japan begins with language technology, from websites to text-
management tools: Steve Kemper details the considerations of localizing websites 
and software for Japan. Translator Shigeo Mikawa describes how the use of 
computer-aided translation tools in Japan differs from use in other parts of the 
world. Melanie Siegel and Todd Ettelson write about linguistic software that 
helps Japanese authors face linguistic challenges in creating technical English 
documentation. 

Localizing language and video content both in and out of Japan has the 
additional consideration of how genders are handled differently between 
cultures, and Rik Grant and Naomi Okada explore some of these issues and 
their ramifi cations. Pernille Rudlin rounds out the focus with her article on the 
importance of non-verbal communication in Japanese society.

This issue also features Galina Raff’s review of Lingvo 12 Multilingual Edition and 
Katie Botkin’s take on The Translator: A Tribesman’s Memoir of Darfur. 

Moving on to other topics — what QA technology is suited for your needs? Julia 
Makoushina helps out with her comparison of eight tools. Counting words seems to 
always be a subject of discussion for translators. Clove Lynch writes about GMX-V, 
a word count standard. Thomas Waßmer interviews Tony O’Dowd for an Alchemy 
perspective after the recent merger announcement of Alchemy and Translations 
.com. Additional perspectives include opinions and columns from Tom Edwards, 
John Freivalds, Adam Asnes, Nicholas McMahon and Göran Nordlund.

Speaking of new green — as well as coming up slowly — this issue is our fi rst 
issue printed on post-consumer-waste recycled paper, one small step toward 
ensuring that we can enjoy cherry trees blooming long into the future.  

Coming along slowly 

Donna Parrish  Post Editing
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The 2008 Resource Directory and Editorial Index 
2007 from MultiLingual is 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 and four Getting Started Guides; 
listings for over 700 companies in the localization 
industry; and illuminating editorial from regular 
MultiLingual contributors. 
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

The new Resource Directory and Index is online now

Blogos, the blog from MultiLingual, offers our take on divergent 
topics such as Microsoft’s new Language Portal, killer cell phones, Irish 
and Indian misinterpretation, more language choices in Google machine 
translation, the German version of Facebook and “Localization in the 
Time of Love and Cholera.”
Blogos isn’t the usual news. With writers headed up by Ultan 
Ó Broin, the Blogos’ spin on current language news brings smiles, 
creases foreheads and raises eyebrows.
Make your thoughts known at Blogos. Join in. Make your voice heard. 
If an entry begs a response or if you want to have your say about a topic, 
you’re welcome to post your comments.

www.multilingualblog.com
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Announcements

TrueLanguage launches website
TrueLanguage, a translation consulting and 

project management fi rm, has announced the 
launch of its website. The company provides 
translation services in over 28 languages for 
all types of communications, business and 
organizational content, including websites, 
software, legal and medical documents, tech-
nical and training manuals, fi nancial texts, 
marketing collateral, videos and more.
TrueLanguageTrueLanguage info@truelanguage.com 
www.truelanguage.com

7th LRC Internationalisation and 
Localisation Summer School dates

The 7th LRC Internationalisation and Local -
isation Summer School will take place at 
the University of Limerick, Ireland, 29 July-1 
August 2008. The program is offered in con-
junction with The Institute of Localisation 
Professionals Certifi ed Localisation Profes-
sional Programme. The entry-level course 
provides participants with an introduction to 
important concepts in software localization 
and internationalization, as well as providing 
a skills foundation. 
Localisation Research Centre Localisation Research Centre lrc@ul.ie 
www.localisation.ie/resources/
courses/summerschools/2008

TechniWrite provides technical 
writing with focus on localization

TechniWrite ApS, a provider of technical 
writing services to information technology 
(IT) companies, has offi cially opened for 
business. The company’s aim is to commu-
nicate technical writing know-how and to 
prepare IT products for localization through 
the use of outsourcing, consulting, work-
shops and courses.

TechniWrite ApS was founded by Thomas 
Deibjerg, the developer of the technical 
writing department at TLT Documents. Prior 
to TLT, he was a self-employed technical 
writer in his own company, Frontline Text.
TechniWrite ApSTechniWrite ApS 
requestinfo@techniwrite.dk
www.techniwrite.dk

LSPs launch independence campaign
Across Systems GmbH has joined with lan-

guage service providers from three continents, 
including Argo Translation, Hermes Transla-
tions, Human Science, Ic.Doc, INTERTEXT, 
itl, JABA-Translations, Skrivanek Language 
Solutions, Soget and Transline, to highlight 
the benefi ts of independent technology for 
corporations of all sizes. The R.O.I. campaign 

— “Rely on Independence” — highlights the 
benefi ts of independent technologies and is 
being developed and rolled out worldwide.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net

New Nashville translation company
P & L Translations, founded by two women 

with international business experience, has 
opened in Nashville, Tennessee. The com-
pany delivers language and communication 
solutions for the legal, fi nancial, marketing, 
healthcare, manufacturing, arts and enter-
tainment, and consumer products industries. 
It provides website translation and localiza-
tion, as well as subtitling and voiceovers, 
including training DVDs.
P & L TranslationsP & L Translations
info@pandltranslations.com
www.pandltranslations.com

Business

Lionbridge localizing Microsoft
Lionbridge Technologies, Inc., has created 

a new program that will assist Microsoft in 
the release of Microsoft Dynamics AX and 
NAV solutions to global markets. Under the 
three-year agreement, Lionbridge will provide 
the Microsoft Business Solutions team with 
translation support. Lionbridge will also create 
a Microsoft Dynamics Center of Excellence in 
Beijing, China, that will provide centralized 
translation project management and transla-
tion engineering. In addition, Lionbridge will 
continue to provide testing, technical author-
ing and certifi cation programs for these two 
products.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

LTC connects with Clay Tablet
Clay Tablet Technologies, a provider of inte-

gration software with the ability to connect 

any content management system 
with any translation system, has 
signed a channel partner deal with 
The Language Technology Center 
(LTC), a software developer and lan-
guage service provider specializing in 
the development of workfl ow and 
business systems for global compa-
nies with multilingual needs. LTC will 
integrate Clay Tablet into LTC Worx 
and LTC Communicator.
The Language Technology CenterThe Language Technology Center 
info@langtechus.com
www.langtechus.com
Clay Tablet TechnologiesClay Tablet Technologies 
info@clay-tablet.com
www.clay-tablet.com

MadCap partners 
with Translations.com

MadCap Software, Inc., a provider of 
end-to-end content development, delivery 
and management, has formed a strate-
gic partnership with Translations.com to 
provide solutions for streamlining best-
in-class content creation, translation and 
localization. Translations.com is a provider 
of localization services and globalization 
management software.
MadCap Software, Inc.MadCap Software, Inc. 
info@madcapsoftware.com
www.madcapsoftware.com
Translations.comTranslations.com info@translations.com 
www.translations.com

Language Weaver and empolis 
enter into technology agreement

Language Weaver, a software company 
developing enterprise software for auto-
mated human language translation, and 
empolis, a service technology company, 
have entered into a strategic technology 
agreement that will support multilingual 
translation of enterprise applications. 

empolis will integrate Language Weav-
er’s automated translation software into 
its e:SLS (empolis:Service Lifecycle Suite) 
application for customer service and into 
its e:IAS (empolis:Information Access Suite) 
information man agement application for 
cross-lingual enterprise search.
Language WeaverLanguage Weaver 
info@languageweaver.com
www.languageweaver.com

ENLASO localizes Date.com
ENLASO Corporation, an enterprise lan-

guage solutions provider, has partnered 
with Date.com to localize its network of 
dating sites — Date.com, Matchmaker.com 
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News
and Amor.com — into Spanish, Portuguese 
and German. Before the end of 2009, Date 
.com plans to have its dating sites available 
in 18 languages.
ENLASO Corporation
info@translate.com, www.translate.com

Across signs with JABA 
and Reverso-Softissimo

JABA-Translations, a translation service pro-
vider, has entered into a strategic partnership 

with Across Systems GmbH. The companies 
plan additional cooperation in connection 
with activities in America. In view of the sig-
nifi cance of the Portuguese language within 
the scope of its recently launched campaign 
“Your Bridge to Europe,” JABA will localize a 
Portuguese Across version.

Across and Reverso-Softissimo, a French 
solution provider and specialist in the fi eld 
of automated translation, have entered into 
a strategic cooperation agreement. Reverso-
Softissimo will market, customize and inte-
grate the Across Language Server as a central 
software platform for language resources 
and translation processes in France. 
Across Systems GmbH
info@across.net, www.across.net
JABA-TranslationsJABA-Translations 
main@jaba-translations.com
www.jaba-translations.com
Reverso-Softissimo
softi@softissimo.com, www.softissimo.com

Kilgray integrates with 
EuroTermBank, BusinessManager

Kilgray Translation Technologies, a de vel -
oper of trans lation productivity tools, has 
entered into a partnership with the Euro-
TermBank Consortium led by Tilde, a lan-
guage technologies services provider. Kilgray 
will integrate EuroTermBank look-ups into 
MemoQ, providing real-time access to just 
under two million terms from a translation 
environment.

EuroTermBank is a multilingual terminol-
ogy sharing portal that provides a single 
point of service to comprehensive termi-
nology resources on the web, through the 
consolidation of terminology collections in 
its database and the federation of inter-
linked external termbanks. EuroTermBank 
currently contains close to two million 
terms covering a broad spectrum of subject 
fi elds and industries, spanning a multitude 
of languages and coming from a wide range 
of terminology providers.

Plunet GmbH, a provider of business man-
agement software for translation services and 
agencies, has incorporated Kilgray Translation 
Technologies’ MemoQ into its web-based 
business and document management system 
— BusinessManager. The MemoQ interface 
is available as an upgrade for all editions of 
BusinessManager.
Kilgray Translation Technologies
info@kilgray.com, www.kilgray.com
EuroTermBank ConsortiumEuroTermBank Consortium
www.eurotermbank.com
Plunet GmbHPlunet GmbH
info@plunet.de, www.plunet.de

Changes

IMTT relocates to larger offi ce
IMTT, a provider of translation and localiza-

tion services, has relocated to a new and larger 
offi ce in Cordoba, Argentina. The move is in 
response to its ongoing growth and recently 
recruited staff, including an offi ce manager, 
project manager and lead translator.
IMTTIMTT contact@imtt.com.ar, www.imtt.biz

Wise-Concetti in Indonesia
Wise-Concetti JVC has set up an offi ce 

in Jakarta, Indonesia. The company provides 
clients with such services as document trans-
lation, software/website/media localization, 
desktop publishing, and other engineering 
and testing services.
Wise-Concetti JVCWise-Concetti JVC 
manh@vnlocalize.com, www.vnlocalize.com

STAR Servicios Lingüísticos 
moves to new offi ces

STAR Servicios Lingüísticos S.L., the Span-
ish branch of the STAR Group, has moved to 
new offi ces located next to the Gran Via de 
les Corts Catalanes in the heart of Barce-
lona, Spain. The premises were designed to 
accommodate a larger number of employees 
and departments and have more advanced 
technological infrastructure. Another sub-
stantial technology investment was the 
Groupware server, which will host the new 
GTMS (Groupware Translation Management 
System), developed entirely by the Spanish 
branch of the company.
STAR Servicios Lingüísticos S.L.STAR Servicios Lingüísticos S.L. 
info@star-spain.com, www.star-spain.com

TranslateMedia now in New York
TranslateMedia, a digital document trans-

lation provider, has extended its interna-
tional presence with a New York offi ce. The 
company has also secured a strategic invest-
ment from the US venture capital fund NHI 
II LLC. TranslateMedia is the developer of a 
document workfl ow management system 
for online translation management.
TranslateMediaTranslateMedia sales@translatemedia.com
www.translatemedia.com

Janus opens Kiev branch
Janus Worldwide Inc., a translation, local-

ization and linguistic consulting services 
provider, has opened a new branch in Kiev, 
Ukraine, to support the company business 
development program to bring its services 
to the Ukrainian market.
Janus Worldwide Inc.
management@janus.ru, www.janus.ru

DOCTRAIN

EAST
PRODUCING QUALITY

CONTENT
OCT 28 - NOV 1, 2008
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Common Sense expands to 
Australia and New Zealand

Common Sense Advisory, Inc., an indepen-
dent market research fi rm specializing in the 
language services industry, has expanded to 
the Australia and New Zealand region (ANZ) 
and has added Tony Collett to its business 
development team. Collett worked as the 
ANZ Country Manager at Forrester Research 
for 11 years and covered Southeast Asia for 
two years. He also spent 16 years at Hon-
eywell Pty Ltd. as an account manager and 
sales manager.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

Global’s regional offi ce in Kiev
Global Translation Solutions, Inc., a pro-

vider of translation services, has broadened 
its market with a European offi ce in Kiev, 
Ukraine. The offi cial opening is June 2008. 
The Kiev offi ce will primarily be for proj-
ect management and production services, 
enabling the company to better support its 
clients’ translation projects for European 
languages. Global also has regional offi ces 
in Lima, Peru, and Shanghai, China.
Global Translation Solutions, Inc.
rreyes@global-translationsolutions.com 
www.global-translationsolutions.com

McNeil Multilingual 
changes name, adds staff

McNeil Multilingual, a provider of techni-
cal translation services and business com-
munications, has announced the rebranding 
of the company to Translations International 
Inc. (TIINC) and has hired two executives for 
its management team. Shaun Daggett is the 
new executive director of corporate devel-
opment, and Molly Millett is the director of 
administrative operations.

Daggett, former CEO of ClientSide News, 
was most recently principal consultant for 
3D Marketing Communications & Consult-
ing. Before joining TIINC, Millett was an 

operations manager for the CEO of Bearing-
Point, a global management and technology 
consulting company.
Translations International Inc.Translations International Inc. 
contact@mcneilml.com, www.mcneilml.com

CSOFT Beijing headquarters
CSOFT Solutions, Ltd., a provider of mul-

tilingual localization, testing and software 
development, now has its headquarters 
located in Beijing, China. CSOFT provides 
a broad range of language and technology 
solutions in more than 70 languages to 
the information technology, life sciences, 
manufacturing, automotive and fi nancial 
services industries.
CSOFT Solutions, Ltd.CSOFT Solutions, Ltd. 
info@csoftsolution.com 
www.csoftsolution.com

People

The Kitchen names new 
subtitling services coordinator

The Kitchen, the language services divi-
sion of TM Systems — developers of lan-
guage translation, dubbing and subtitling 
technology for the entertainment industry 
— has named Eloisa Startz as its coordina-
tor of subtitling services. Startz is a 12-year 
industry veteran and spent nine years with 
Discovery as a language specialist.
TM SystemsTM Systems info@tm-systems.com 
www.tm-systems.com

Plunet continues personnel growth
Plunet GmbH, a provider of business 

management software for translation ser-
vices and agencies, has appointed Richard 
Sikes as the new trainer and consultant. 
Sikes has spent many years in the transla-
tion industry and has held several positions 
overseeing globalization initiatives for large 
companies.

Plunet has also expanded its consulting 
team with the addition of Sufi an Reiter who 
will be located in Berlin. Reiter has experi-
ence in consulting and project management 
in the fi eld of marketing and information 
technology.
Plunet GmbHPlunet GmbH 
info@plunet.de, www.plunet.de

Symbio Group staff additions
The Symbio Group, a provider of software 

development, testing and globalization out-
sourcing services, has announced that Ste-
phen Hsu has been appointed the company’s 
chief fi nancial offi cer. Hsu has more than 15 
years of experience in fi nancial manage-
ment for technology companies.

Li Huang has joined the company as the 
senior vice president and country manager 
for Greater China. Huang gained over 15 
years of experience in management and 
sales at companies such as Microsoft China, 
Motorola and Siemens.
Symbio GroupSymbio Group info@symbio-group.com 
www.symbio-group.com

News
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Common Sense adds staff

Common Sense Advisory, Inc., an inde-
pendent market research fi rm specializing 
in the language services industry, has added 
interpreting industry expert Nataly Kelly to 
its team of analysts as a senior analyst to 
lead the fi rm’s research on interpreting ser-
vices. Her fi rst publications — Interpreting 
Creeps Toward Automation and Certifi ca-
tion Fixation in the Interpreting Field — are 
available now to Common Sense Advisory’s 

research members.
Kelly previously worked at Language Line 

Services and then cofounded a consulting 
company where she served as director of 
research and training.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

ACTA appoints new chairman
The Association of Czech Translation Agen-

cies (ACTA) has appointed Lubos Skupnik as 
its new chairman. Skupnik will concentrate 
on expanding the membership base, develop-
ing cooperation with associations of transla-
tion agencies abroad, and promoting the EN 
15038 certifi cation of translation services in 
the Czech Republic. The ACTA is a member 
of the European Union of Associations of 
Translation Companies.
Association of Czech Translation Agencies 
info@acta-cz.org, www.acta-cz.org

Terminotix opens offi ce, 
promotes president

Terminotix Inc., a company specializing 
in computer tools for translation, has 
opened a new offi ce in Montreal, Quebec. 
The company has also promoted Jean-Fran-
çois Richard as president and made him a 
member of the executive committee. He 
has been with Terminotix since 2006 and 
has 20 years of experience in computer-
assisted translation. Richard will manage 
the new offi ce and operations.
Terminotix Inc.Terminotix Inc. termino@terminotix.com 
www.terminotix.com

Beijing E-C increases personnel
Beijing E-C Translation Ltd. (BEC), a local-

ization and translation service provider, has 
expanded its overall team to 180 full-time 
employees. This expansion involves its Beijing 
headquarters and its main production and 
sales branches in Shenyang, Chengdu and 
Shanghai. Personnel new to the team include 
project managers, translators, desktop pub-
lishing engineers and sales representatives.
Beijing E-C Translation Ltd.Beijing E-C Translation Ltd. 
service@e-cchina.com, www.e-cchina.com

Elanex hires senior vice president
Elanex, Inc., a language translation services 

and technology company, has announced 
that David Currie has been hired as senior vice 
president of product strategy and develop-
ment. He brings 25 years of experience build-
ing managed services, enterprise applications 
and web services to his new role. Previously, 
as a consultant to the International Finance 

Corporation, Currie developed localization 
technology and tools for the SME Toolkit, a 
global business portal currently spanning 30 
countries and 14 languages.
Elanex, Inc.Elanex, Inc. 
info@elanex.com, www.elanex.com

Language Inc. director for Africa
Language Inc., a language services pro-

vider, has announced that Edwin de Klerk has 
joined its management team as director for 
Africa. Language Inc. is a language bureau 
specializing in the translation, proofreading, 
editing and copywriting of all major Euro-
pean, African and Asian languages.
Language Inc.Language Inc. info@language-inc.org
www.language-inc.org

Products

Across Systems’ crossAuthor,
Language Server 4.0 SP1

Across Systems GmbH, a manufacturer of 
corporate translation management systems, 
has developed crossAuthor — an option for 
Across Language Server that supports users 
in the fi eld of translation-oriented author-
ing. The tool is based on the concept of 
recycling existing language resources.

Across has released version 4.0 SP1 of 
Language Server, which in addition to author-
ing, contains various extensions such as 
FrameMaker 8 and SGML support, context 
matching, and improvements for web-based 
translations via crossWeb.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net

ForeignExchange Translations
custom tool creation and update

ForeignExchange Translations, Inc., has 
created a custom application to connect 
with a content management system that 
allows for the direct upload and download 
of projects and facilitates the automatic 
creation and setup of projects.

Your Vision. Worldwide.
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The company has also rolled out a new 

release of its proprietary FXTracker workfl ow 
system. New features include an internal 
module that addresses the requirements 
involved with managing client teams, allo-
cating resources to teams, and tracking costs 
and tasks; enhanced integration of workfl ow 
with an ever-growing and complex vendor 
database; new capabilities that facilitate the 
allocation of resources to tasks; and central-
ized management of resource data on a 
project-level basis.
ForeignExchange Translations, Inc.ForeignExchange Translations, Inc. 
info@fxtrans.com, www.fxtrans.com

Projetex 7.0
Advanced International Translations (AIT), 

a translation agency and localization and 
software development company, has released 
version 7.0 of Projetex — project management 
software for translation agencies — with 27 
feature enhancements and an updated inter-
face. Projetex incorporates the management 
of multiple and complex projects, client and 
freelance translator accounts management, 
and accounting features such as invoicing, 
managing payments and issuing printable 
workfl ow documents.
Advanced International TranslationsAdvanced International Translations 
info@translation3000.com
www.translation3000.com

Lingsoft SURE plug-in 
and grammar checker 

Lingsoft, Inc., a language services com-
pany, has introduced its latest installment 
in its proofi ng programming library — a 
simple user-defi ned rule extension plug-in 
called SURE. The plug-in allows the user to 
create simple stylistic rules dynamically with 
no update of the proofi ng tool required. It 
supports Proofreader Server, the new Proof-
reader for Adobe InDesign tools, and several 
programs by Lingsoft’s original equipment 
manufacturer partners.

The company has also developed a gram-
mar checking tool for Adobe InDesign and 
InCopy versions CS2 and CS3. The grammar 
checker comes in four languages — Danish, 
Finnish, Norwegian Bokmål and Swedish 
— and is available for Windows and Mac.
Lingsoft, Inc.Lingsoft, Inc. 
info@lingsoft.fi , www.lingsoft.fi 

Lingobit Localizer 5.5
Lingobit Technologies, a developer of 

software localization tools, has launched 
Lingobit Localizer 5.5 with new features, 
including improved Windows presentation 
foundation support and localization; major 

database support and localization; XPath 
for XML fi les; and visual preview for HTML, 
XML and other text-based fi les. Localizer 
5.5 uses .NET Framework to display forms.
Lingobit TechnologiesLingobit Technologies 
info@lingobit.com, www.lingobit.com

Alchemy CATALYST 7.0 
SP3 Enhancement Pack

Alchemy Software Development Ltd., a 
visual localization solutions provider, has 
introduced the Alchemy CATALYST 7.0 SP3 
Enhancement Pack. The enhancement pack 
is complementary to all Alchemy CATALYST 
clients and allows clients of Translations 
.com’s GlobalLink Project Director to share 
translation memories with Alchemy CATA-
LYST 7.0.
Alchemy Software Development Ltd.Alchemy Software Development Ltd. 
info@alchemysoftware.ie 
www.alchemysoftware.ie
Translations.comTranslations.com info@translations.com
www.translations.com

SDL Translation Management 
System Service Pack 1

SDL, a provider of global information 
management solutions, has announced 
the availability of SDL Translation Man-
agement System Service Pack 1. Features 
include enhanced multi-vendor support; 
integrated software localization support; 
and translation memory enhancements.
SDLSDL nbogle@sdl.com, www.sdl.com

GlobalVision gvCollab
GlobalVision International, Inc., a trans-

lation and localization services provider, 
has announced the debut of gvCollab, an 
online collaboration portal — for GlobalVi-
sion clients only — to host enterprise-wide 
translation queries and responses. Clients 
can now route queries automatically and 
securely to the appropriate personnel who 
can in turn respond to them online in a 
web browser.
GlobalVision International, Inc.GlobalVision International, Inc. 
infonow@globalvis.com, www.globalvis.com

Ectaco Partner C-4
Ectaco, Inc., the creators of an interna-

tional language device and software, has 
unveiled the newest generation of talking 

Human draft Human draft 
quality from quality from 
automated automated 
translation translation 
software?software?   Yes.Yes.

Contact us for more information.
www.languageweaver.com/contact

State of the art in automated language translation
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handheld professional electronic diction-
aries from the Partner line that have been 
released for the following languages: Alba-
nian, Bulgarian, Czech, French, German, 
Hungarian, Italian, Portuguese, Russian, 
Serbian, Slovak, Spanish and Turkish. The 
new Partner C-4 is a fully expandable talk-
ing dictionary and also includes specialized 
professional dictionaries with legal, medical 
and information technology terminology.
Ectaco, Inc.
info@ectaco.com, www.ectaco.com

WorksForWeb iAuto and iRealty
WorksForWeb, developers of software for 

classifi eds products, has created new versions 
of iAuto and iRealty with multilanguage 
support. The team studied various localiza-
tion and internationalization approaches 
and adapted the best software development 
practices to integrate a multilanguage user 
interface into its platform while keeping the 
system fl exible, customizable and similar 
enough to its current version to facilitate 
upgrades.
WorksForWebWorksForWeb info@worksforweb.com
www.worksforweb.com

Language Weaver Linux support, 
new language translation modules

Language Weaver, a software company 
developing enterprise software for the 
automated translation of human lan-
guages, has developed a number of new 
language translation modules and has 
announced that all of its language pairs are 
now capable of running on Linux operat-
ing systems. Linux versions reduce barriers 
to the usage of automated software in 
additional existing information technology 
infrastructures, as the modules have been 
available previously for Windows-based 
operating systems.

Language Weaver has added to its Scandi-
navian suite with the release of Norwegian, 
bidirectional with English. Other European 

 Blogos Bits — www.multilingualblog.com

Localization in the Time of Love and Cholera
Localization pops up in some of the most interesting ways. Recently, I was working 

my way through Gabriel García Máquez’s Love in the Time of Cholera (Spanish: El amor 
en los tiempos del cólera). The novel was published in 1985, and the English transla-
tion appeared in January 1988. The novel deals with a 50-year love triangle set in the 
late nineteenth century and fi rst part of the twentieth century in an unnamed port 
city somewhere in the Caribbean. . . .              — Entry by Jim Healey

New Languages in Google Translate
I see Google Translate has now added 10 languages (Bulgarian, Croatian, Czech, Danish, 

Finnish, Hindi, Norwegian, Polish, Romanian and Swedish), bringing the total to 23. There 
is also a new ability to perform cross-language searches, “For example, we now support 
Chinese translation to/from any of our languages (e.g., Chinese to French)”, they tell us. . . .

That Faulty Localization Is a Real Killer: Cell Phones
I recall from my days of working on the Turkish localization of Microsoft Word 6.0 

for Windows the joys of dealing with the famous Turkish dotted i character. Now 
comes a related tale of what some people are calling “faulty localization” of Turkish 
cell phones — one with deadly results. . . .

Chief Semiglobalization Offi cer, Anyone?
OK, been waiting 6 or 7 years for that particular slice of the boloney roll to land in 

the dirt. Been reviewing the book Redefi ning Global Strategies: Crossing Borders in a 
World Where Differences Still Remain by Pankaj Ghemawat. . . .

Hazaar Fundas of Indian-English
Just back from India, where I picked up a wonderful, witty, and insightful book on 

the subject of Indian-English called Entry From Backside Only: Hazaar Fundas of Indian-
English by B.K. John. . . .

Misinterpretation Abounds in Irish Court Rooms
Inspired by Adam Wooten’s blog posting Why is the Media Obsessed with the Cost of 

Public Translation?, I dug deeper and found a report in the Galway Advertiser about an Irish 
judge who was “critical of a Polish interpreter’s lack of interpreting” in the court room. . . .

— Entries by Ultan Ó Broin
Microsoft launches Language Portal
Microsoft’s newly launched Language Portal contains information for language pro-

fessionals such as an IT terminology search tool and a localization download site. . . .
— Entry by Donna Parrish
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languages added are German direct to 
Spanish and Italian direct to Spanish. The 
company has phrase-based and statistical 
syntax-based versions for two of its new 
translation modules, Urdu and Hausa.
Language WeaverLanguage Weaver 
info@languageweaver.com
www.languageweaver.com

GCMS 4.0 portal interface
Sajan, Inc., a provider of translation tech-

nology and services, has announced the 
extension of the latest release of GCMS, its 
on-demand translation management solu-
tion. The 4.0 extension provides multilingual 
content re-use, adaptive workfl ow, compli-
ance and a confi gurable dashboard fi lled with 
an array of analytics available via the browser. 
Additionally, GCMS allows for all translation 
project participants to work in the same col-
laborative environment.
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com

MindTouch Deki Wiki v8.05
MindTouch, an innovator of open source 

wiki collaboration and content manage-
ment, has introduced MindTouch Deki Wiki 
v8.05. Language-related features include 
Polyglot, which allows Mozilla to host 
all languages as a single site. Languages 
can be specifi ed by sections and pages, 
automatically adapting the user interface 
to the appropriate language. Other fea-
tures include a language search tool and 
OpenSearch, which allows for the inte-
gration of search with other applications 
simultaneously.
MindTouchMindTouch info@mindtouch.com 
http://wiki.mindtouch.com

Resources

ELRA adds speech resource
The European Language Resources Asso-

ciation (ELRA/ELDA) has added a new lan-
guage resource to its Language Resources 

Catalogue. The ELRA-S0272 MEDIA speech 
database for French was produced by ELDA 
within the French national project MEDIA 
(automatic evaluation of man-machine dia-
logue systems), as part of the Technolangue 
programme funded by the French Ministry of 
Research and New Technologies. It contains 
1,258 transcribed dialogues from 250 adult 
speakers. The method chosen for the corpus 
construction process is that of a Wizard of 
Oz (WoZ) system. This consists of simulating 
a natural language man-machine dialogue. 
The scenario was built in the domain of 
tourism and hotel reservation. The semantic 
annotation of the corpus is available in this 
catalogue and is referenced as ELRA-E0024 
(MEDIA Evaluation Package).
ELRA/ELDAELRA/ELDA mapelli@elda.org, www.elda.org

TinyTM version V0.1
TinyTM, an open-source project produc-

ing translation memory (TM) software, was 
inspired by the FOLT (Forum Open Language 
Tools — www.folt.org) working group with 
the aim to create a TM system as open source. 
Version V0.1 of TinyTM features a client-
server web architecture, fuzzy matching and 
TMX support. V0.1 consists of a translation 
client for MS-Word 2003 and a TM server 
based on the PostgreSQL 8.x database. 

The data model has been designed for 
easy integration with authoring, content 
management and translation management 
applications. A fi rst such integration exists 

with ]project-open[ — translation manage-
ment software developed by the founder of 
TinyTM, Frank Bergmann.
TinyTMTinyTM frank.bergmann@project-open.com 
http://tinytm.sourceforge.net

TILP 2008 Certifi ed Localisation 
Professional Level 1 courses

Registration is open for Certifi ed Localisa-
tion Professional (CLP) Level 1 courses offered 
online and onsite across nine countries 
worldwide during the summer of 2008 by The 
Institute of Localisation Professionals (TILP). 
The courses consist of a combination of ten 
self-learning online modules and a four-day 
onsite intensive training and examinations 
session. All successful participants will receive 
TILP Level 1 CLP Certifi cation.

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

ICANN expands .Pro TLD
RegistryPro, the operator of the .Pro top 

level domain (TLD) on the internet (www 
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.registry.pro), has received approval from the 
Internet Corporation for Assigned Names 
and Numbers (ICANN) to expand the scope 
and availability of the .Pro TLD. The newly 
ratifi ed terms of service increases the num-
ber of professionals who are eligible for the 
TLD and extends the availability globally. 
Under the new terms of service, the TLD 
will become available to any professional 
or professional entity holding credentials 
from a certifying governmental authority 
anywhere in the world.
Internet Corporation for Assigned Names 
and Numbersand Numbers www.icann.org

GALA Flash Polls
 The Globalization and Localization Asso-

ciation (GALA) is an international nonprofi t 
organization that promotes local commu-
nications and has members stretched out 
across six continents. Many of its members 
are linguists and local culture specialists. 
They understand the importance of local 
communications and recognize the simi-
larities and differences in cultures around 

the world — whether they are working on 
local holiday communications or localizing 
technical documents for a global pharma-
ceutical company. 

Each month GALA is taking a Flash Poll on 
a different topic. April’s topic was Mother’s 
Day, and May’s topic was football. The polls 
are designed for members to share lesser 
known facts about each topic in different 
locations around the world.
Globalization and Localization AssociationGlobalization and Localization Association 
info@gala-global.org, www.gala-global.org

 Facebook site in Polish
Facebook, a developer of technologies 

that facilitate the sharing of information 
with family, friends and colleagues through 
the web, has released a website in Polish. 
More than 450 Polish-speaking users on 
Facebook chose to be part of the effort 
to translate the site from English to Polish. 
Users who added the Facebook translation 
application were allowed to submit trans-
lations online while browsing the site. The 
community then approved all translations 
through a voting system.
FacebookFacebook www.facebook.com

ENLASO best practices white paper
ENLASO Corporation, a provider of enter-

prise language solutions, has published an 
instructional white paper titled “Preparing 
Projects for Localized Desktop Publishing.” 
The white paper summarizes useful guide-
lines for the development of documentation 
that is ready for localization and translation 
for foreign markets as well as solutions to 
various multilingual publishing challenges. 
The document also includes a thorough 
checklist, with practical examples, that cov-
ers the decisions that should be made and 
the information that should be provided 
to the localization vendor before starting a 
publishing-oriented translation and local-
ization project.
ENLASO Corporation
info@translate.com, www.translate.com

Services

Multilizer 2007 Service Release 1
Multilizer, Inc., a developer of localization 

and translation software, has announced the 
release of the Multilizer 2007 Service Release 
1, including interactive-assisted translation 
tools and improved reports that facilitate re-
use of existing translations as any number of 
translation sources can be employed simulta-
neously. The release also offers remote sup-
port. The Remoteus remote support program 

moraviaworldwide.com      AMERICAS       EUROPE       ASIA

Stability
Founded in 1990, we know about 
stability. As a privately-owned company, 
we are run by the same team who has 
been here since the start. We know 
about the industry and what it takes 
to serve our clients consistently, day 
after day, year after year. Our stability 
is important to our clients. That is 
why it is important to us. And it’s our 
stability that our clients count on, 
day after day, year after year.

Interested in more news about the industry?
Subscribe to our free biweekly electronic newsletter at

www.multilingual.com/news 

Not receiving your free newsletter?
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.
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enables a support team to troubleshoot local-
ization issues using a remote connection.
Multilizer, Inc.Multilizer, Inc. 
info@multilizer.com, www.multilizer.com

MultiCorpora LSP commonIT
MultiCorpora R&D Inc., a provider of 

multilingual asset management solutions, 
has launched its newest initiative, LSP 
commonIT. The program is geared toward 
small to mid-size language service provid-
ers (LSPs) that choose to concentrate on 
core competencies instead of technology 
and/or hardware. Qualifying LSPs have six 
packages to choose from — a basic transla-
tion memory package to the most com-
plete package that includes, among other 
features, an advanced quality assurance 
module, full web functionality, and a work-
fl ow and business management solution.
MultiCorpora R&D Inc.MultiCorpora R&D Inc. 
info@multicorpora.com
www.multicorpora.com

CETRA adds sign language 
interpretation services

CETRA, Inc., a language services provider, 
has added sign language interpretation to 
its worldwide translation and interpretation 
services. Accordingly, CETRA has joined the 
Registry of Interpreters for the Deaf (RID). 
RID, a US organization representing sign lan-
guage interpreters, has established a national 
standard of quality and promotes the contin-
ued growth and development of the profes-
sion of interpretation and transliteration of 
American Sign Language and English.
CETRA, Inc.CETRA, Inc. info@cetra.com, www.cetra.com

Global Language Solutions’ 
global regulatory consulting 

The translation and interpreting fi rm 
Global Language Solutions, Inc., is offering 
a new global regulatory consulting service 
designed to shorten the labeling and trans-
lation processes in bringing new drugs or 
products to the marketplace. To be provided 
by David Bernstein, the new service will 
help avoid disconnects between companies 
and their contract research organizations, 
as well as increase the turnaround time 
for obtaining investigational labels. More 
importantly, it is intended to minimize or 
eliminate any delays to the labeling pro-
cess should the local or regional ministry 
of health request additional label text that 
is required in its region.
Global Language Solutions, Inc.Global Language Solutions, Inc. 
info@globallanguages.com
www.globallanguages.com

OneHourTranslation.com
Three Innovators Ltd., developers of web 

initiatives, has introduced www.onehour 
translation.com — a website designed to 
offer translation services that are usually 
completed within an hour from when they 
were initiated. 

With translators from 117 countries world-
wide, translation is currently available in these 

languages: English, Arabic, Portuguese, Chi-
nese (Mandarin/Cantonese), Dutch, French, 
Indonesian, Hebrew, German, Hindi, Italian, 
Japanese, Russian, Spanish, Turkish, Ukrainian, 
Bulgarian, Romanian, Bengali, Tamil, Malay 
and Greek.
Three Innovators Ltd.Three Innovators Ltd. 
requests@threeinnovators.com 
www.threeinnovators.com

For up-to-date information or to register:
VISIT: www.unicodeconference.org/ml
EMAIL: info@unicodeconference.org

Unicode and the Unicode Logo are trademarks of Unicode, Inc.
All other marks are the property of their respective owners.

MEDIA SPONSOR ORGANIZATIONAL SUPPORTERS

SAVE THE DATE:

Immerse yourself in cutting-edge topics 
and new technologies, all geared for the

internationalization community. 
The Internationalization & Unicode® Conference is the premier annual technical
conference focusing on multilingual, global software and Web internationalization.
Each IUC conference features a variety of tutorials and conference sessions
that cover current topics related to Web and software internationalization,
globalization, and Unicode. 

The three-day conference will feature a full day of tutorials followed by two
days of presentations, panels and discussions. There will also be technology
exhibits and demonstrations. There will be plenty of opportunity for networking
at birds-of-a-feather special interest gatherings and at the meeting breaks,
lunches and receptions. Sessions will cover a range of topics including inter-
nationalization, globalization, the Web, security, and localization to name a few.
There will be a mix of case studies, panel discussions and technical discussions
geared towards beginner, intermediate and advanced practitioners.

The conference attracts industry leaders from across the globe including Unicode
experts, implementers, clients and vendors. The unique interactive format
makes the Internationalization & Unicode Conference the best place to meet
and exchange ideas with the experts, discover the needs of potential clients,
and gather information about new and existing Unicode-enabled products.

www.unicodeconference.org/ml

September 8–10, 2008 • San Jose, California
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Sharing knowledge and experience

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

Dynamic teaching and learning – vivid communication of content

To successfully position your product in the market, product information and com-
pany-specific knowledge must be systematically shared. This is necessary for estab-
lishing a positive company image and for advising customers in a professional man-
ner. The success of a product can only occur if its technical advantages are reliably
communicated to customers and internal specialists.

STAR offers a wide range of services and software solutions in the field of know-
ledge transfer including professional advice and support, and the development,
adaptation and implementation of STAR's interactive e-learning solution, i-KNOW.
Using state-of-the-art Internet technology, i-KNOW enables continuous learning
and structured knowledge transfer for your employees and customers on an individ-
ual, flexible and customized basis.

STAR helps you systematically share your product knowledge, safeguarding the
expertise and success of your company in the long run.

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

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
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catac’08
June 24-27, 2008, in Nîmes, France. 

International Communication Association 
catac@it.murdoch.edu.au, www.catacconference.org

13th International Conference on Applications 
of Natural Language to Information Systems

June 24-27, 2008, in London, UK. 
University of Westminster, www.nldb.org

           July
ELIA/GALA Networking Days 

July 3-6, 2008, in Ljubljana, Slovenia. 
ELIA and Globalization and Localization Association
www.elia-association.org

Beginners’ Déjà Vu X 
July 5, 2008, in London, UK. 

Department of Humanities of Imperial College London
http://tinyurl.com/2p5b3t

Computer Skills for Translators 
July 12, 2008, in London, UK. 

Department of Humanities of Imperial College London
http://tinyurl.com/2p5b3t

Roundtable for Translation Educators — Montréal2008
July 13, 2008, in Montreal, Quebec, Canada. 

Council for Programs in Technical and Scientifi c Communication
http://english.unlv.edu/profwriting/attwbulletin/spring2008/montreal.htm

IPCC 2008 
July 13-16, 2008, in Montreal, Quebec, Canada. 

IEEE Professional Communication Society
http://ewh.ieee.org/soc/pcs/index.php?q=node/2

2008 ATA-TCD Conference 
July 17-20, 2008, in Englewood, Colorado USA. 

American Translators Association - Translation Company Division
vitray@mcelroytranslation.com, www.ata-divisions.org/TCD

Open Source Convention — OSCON 2008
July 21-25, 2008, in Portland, Oregon USA.

O’Reilly Media, Inc., confreg@oreilly.com, http://en.oreilly.com/oscon2008

7th LRC Internationalisation 
and Localisation Summer School 

July 29-August 1, 2008, in Limerick, Ireland. 
Localisation Research Centre, clp@tilponline.org
www.localisation.ie/resources/courses/summerschools/2008

August
XVIII FIT World Congress 

August 4-7, 2008, in Shanghai, China. 
Translators Association of China, www.fi t2008.org/E_fi t2008

20th Summer Session of CETRA 2008 
August 18-29, 2008, in Leuven, Belgium. 

Centre for Translation Studies, reine.meylaerts@arts.kuleuven.be
www.kuleuven.be/cetra/summer_school/summerschool.html

June
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

Usability Professionals’ Association 2008 
June 16-20, 2008, in Baltimore, Maryland USA. 

Usability Professionals’ Association
www.usabilityprofessionals.org/conference/2008

2008 CM Pros US Spring Summit
June 17, 2008, in San Francisco, California USA. 

The Gilbane Group and Lighthouse Seminars
http://summit.cmprofessionals.org

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

Localization Project Management Certifi cation:
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

Audiovisual Translation: Multidisciplinary Approaches
June 19-21, 2008, in Montpellier, France. 

University of Montpellier, adriana.serban@univ-montp3.fr
http://recherche.univ-montp3.fr/traduction_audiovisuelle/

X-Pubs 2008: Re-invent the Customer Experience
June 22-24, 2008, in London, UK. 

X-Pubs, info@x-pubs.com, www.x-pubs.com

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

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

ICITA 2008
June 23-26, 2008, in Cairns, Queensland, Australia. 

International Conference on Information Technology and Applications  
icita@ieee.org, www.icita.org

ITI (Information Technology Interfaces) 2008
June 23-26, 2008, in Cavtat/Dubrovnik, Croatia. 

University of Zagreb, University Computing Centre
iti@srce.hr, http://iti.srce.hr

Teaching Translation: Language and Technology
June 23-27, 2008, in Braga, Portugal. 

CTTT, ISG and the Institute of Arts and Humanities/CEHUM 
cs.andreia@gmail.com, http://isg.urv.es/cttt/minho_2008

C
alendar
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TThe Lingvo electronic dictionary, well-
known in Russian-speaking countries, 
was likely the best-selling electronic 
dictionary in the former Soviet Union. 
Lingvo 1.0 was published back in 1990 
and ran under DOS. As the hardware 
and operating systems evolved, ABBYY 
continuously improved the dictionary 
and regularly published new versions.

I started using Lingvo electronic dictionaries 
about ten years ago, and this is the fi fth version 
that I have. While all Lingvo dic-
tionaries that I had before worked 
as intended and were stable, 
Lingvo version 12 offers many 
improvements and enhancements, 
and it is superior to version 10, 
which I had used most recently. 

I performed three installations 
of Lingvo 12 on three computers 
with Windows XP. Some of the 
previous versions used a two-
disk installation routine, making 
it almost impossible to install 
on a computer without a fl oppy 
drive. The current multilingual 
version ships on a DVD and 
installs fl awlessly. The installer 
also recognizes if advanced Cyrillic support is already installed on 
the computer. While advanced Cyrillic support ships with Win-
dows, it is not part of the default Windows installation for the 

US version of Windows, and advanced 
Cyrillic support is required if a user 
wishes to use Lingvo 12 with a Russian 
or Ukrainian interface. I was pleased 
to see the installation menu appear in 
Russian on my Russianized computer. 
However, when I performed the instal-
lation from the same media on the test 
PC without advanced Cyrillic support, 
the installation menu was in English.

For the fi nal test computer installation, 
I downloaded the trial version from www 
.lingvo.com. My internet connection isn’t 
exactly fast, so the 362MB fi le took one 
hour and 17 minutes to download, but 
the self-extracting fi le installed the dic-
tionary without a glitch. 

The installation disk has a guide 
folder containing user guides in Rus sian, 
English and Ukrainian. The software 
offers two choices for installation: full 
and custom. For most users, the custom 
installation is recommended because it 
allows for the bypass of installation of 
unneeded languages and options. After 
copying the program and dictionary fi le 
on the hard disk, the dictionaries are 
indexed. Depending on the quality of 
your hardware, this process may take a 
lot of time. I recommend allowing one 

hour for the installation of Lingvo 12 and printing the user guide.
According to the end-user license agreement for the individual 

user, Lingvo 12 can be installed on one computer at work and one 
at home, provided they are not used at the same time. Business enti-
ties are allowed to install software on one computer. Additionally, 
Lingvo can be installed on one handheld device and one smartphone. 
I couldn’t test these, as I do not have any such device where I could 
easily install or activate Cyrillic support. 

If Lingvo 12 is not activated after installation, it will run in the 
trial mode for 30 days. I activated my software by internet, and it 

20

Lingvo 12 Multilingual Edition

Reviewed by Galina Raff
Electronic dictionary performs flawlessly

Galina Raff, an ATA-certifi ed English-Russian translator, 
provides Cyrillic typesetting and desktop publishing. A 
native of St. Petersburg, Russia, she currently resides in 
Charlotte, North Carolina. 

Lingvo 12 Multilingual Version
ABBYY Software House (Moscow, Russia)
Editions and prices: multilingual edition (128 
dictionaries) $149.99; English < > Russian 
edition (50 dictionaries) $79.99. Supported 
languages: English < > Russian and Ukrainian; 
Russian < > English, Ukrainian, Latin, French, 
Spanish, German, Italian, Turkish and Chinese.
System requirements: Windows 2000/XP/
Vista; DVD drive, 100MB to 1GB hard disk 
space depending on the dictionaries installed.
Free 30-day fully functional English-Russian 
version is available for download. Can be 
purchased in boxed version or downloaded 
from www.lingvo.com

Figure 1: The drop-down list allows the user to choose an installer 
language different from the one on the installation screen.
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only took several seconds. Registration is optional and entitles the 
user to free technical support. Based on my ten years of experi-
ence using Lingvo dictionaries, the need for technical support is 
not likely to arise once the user successfully completes the instal-
lation. In one of the past versions, I had installation problems that 
were quickly resolved by contacting the Lingvo support people in 
Russian.

Lingvo 12 contains 128 dictionaries, most of them licensed from 
reputable publishers and recently updated for the new lexicon 
(Figure 2). A list of the dictionaries can be found at www.lingvo 
.com/multilingual/dictionaries.asp. The English-Russian collection is 
especially good and includes 50 general and specialized dictionaries. 
Two Ukrainian-English dictionaries, the Comprehensive Dictionary 
of the Contemporary Ukrainian Language and a Ukrainian-Russian 
dictionary, will be particularly helpful to many translators working 
with the languages of Eastern Europe. When I was asked to review 
Lingvo 12, I specifi cally asked for the multilingual version because I 
wanted to have the Ukrainian dictionaries in electronic form.  

The user interface is highly intuitive, and the software offers 
several word input methods. A word or a phrase can be typed 
or copy-and-pasted in the search window. If the word or word 
combination has an entry in any of the active dictionaries, the 
word card opens showing translations from general and subject 
dictionaries. If the word has no entry, Lingvo by default performs 
a global search and shows the results. As an option, Lingvo 12 can 
be integrated into Microsoft Word and Internet Explorer. 

Pop-up translations is another enhancement in Lingvo 12. By 
activating this option in Tools > Options > Translation, the user 
can see the translation in the pop-up window just by moving 
the cursor over the word or by pointing to the word and holding 
down a certain key. This feature was tested with Word 2003 and 
Explorer 6, and it worked well. As can be seen in Figure 3, if 
the pop-up translation is not meaningful enough, by clicking on 
the double arrow (>>) the user can instantaneously bring up a 
detailed list of translations with usage samples. 

Other useful features of Lingvo 12 are Word Forms, listing all gram-
matically correct forms of a given word, and Lingvo Tutor, designed 
to teach English words (Figure 4). With optional installation of sound 
fi les, pronunciation by a native speaker is available for 15,000 English 
words and several thousand French and German words.

The user dictionary is not installed by default and can be added 
according to instructions in the help fi les. DSL Compiler allows 
the user to convert personal dictionaries to the Lingvo format and 
use them side-by-side with other Lingvo dictionaries. Lingvo not only 
started to include the compiler many years ago, it provided the space 
www.lingvoda.ru for Lingvo users to share their dictionaries and dis-
cuss Lingvo-related questions. The site lists hundreds of dictionaries 
compiled by users in many languages, and all of them can be down-
loaded for free. This site is in Russian only.

Lingvo 12 will run well on any computer capable of running 
Windows XP or another supported operating system. While Vista is 
listed as supported, certain glitches were noted in relation to Vista 
in the technical support fi les on the Russian product site. As of 
now, Word 2007 is not supported. The software was created for a 
Russian user working with a localized operating system and local-
ized applications, and high Russian fl uency is expected. Therefore, 
the majority of documentation is in Russian, and the Russian site 
(www.lingvo.ru) is more extensive than the corresponding English 
site. This is the only real downside I noticed. 

Lingvo 12 is easy to install, and it performs fl awlessly. I enthu-
siastically recommend Lingvo 12 to all Russian and Ukrainian 
translators and to the students of these languages. The software 
includes important enhancements, and the upgrade is recom-
mended for users of older versions. The fully-functional 30-day 
trial English-Russian version downloaded from www.lingvo.com is 
an excellent fi rst step if you are not sure whether the program is 
right for you.  M
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Figure 4: Word Forms is one of many useful features in Lingvo 12.

Figure 2: The newly added Collins English Dictionary 
puts the English defi nition next to translations of the word.

Figure 3: Pop-up translation window in Explorer or Microsoft Word 
provides either brief or more detailed translation sample lists.

20-21 R LingvoReview #96.indd   2120-21 R LingvoReview #96.indd   21 5/21/08   10:06:04 AM5/21/08   10:06:04 AM

http://www.lingvo.com/multilingual/dictionaries.asp
http://www.lingvo.com/multilingual/dictionaries.asp
http://www.lingvo.com
http://www.lingvo.ru
http://www.lingvoda.ru
http://www.multilingual.com


22 ||  MultiLingual  June 2008 editor@multilingual.com

Reviews

TThe Translator is a snapshot, an autobiography 
of one life among millions, rather than a textbook 
example of how to conduct interpretation sessions. 
Recently featured on US National Public Radio and 
reviewed by many other media outlets, the book may 
help bring translation to the public eye. Its intention, 
though, like many others before it, is to point to in-
justice and suffering — in this case, the suffering of 
the people of Darfur, Sudan. Author Daoud Hari is a 
Zaghawa tribesman and survivor of the Darfur con-
fl ict, called the Darfur Genocide by Hari and many 
others, that has thus far displaced or killed around 
three million, many or most of them indigenous Za-
ghawa, Fur and Massaleit peoples. 

As a young man, Hari managed to become profi cient in 
Arabic and English in addition to his own language, and these 
languages, with the new worlds the literature written in them 
brought to his attention — Jane Eyre, Animal Farm, Treasure 
Island — gave him perspective beyond what was happening 
around him. His language skills also gave him an opportunity to 
act as a translator rather than a soldier or camel herder. “Because 
of my schooling, my fate would always be a little different from 
my friends,’” he recounts. 

After his family’s village was decimated by Sudanese government-
backed helicopters and Janjaweed horsemen, Hari helped survivors 
make their way to refugee camps along the Chad border, where he 
found his fi rst job as a translator, using false papers and a pseudo-
Chadian identity. During his time as a translator, Hari led journalists 
and UN offi cials into the heart of his country, using local contacts 
to avoid danger. He succeeded until a particularly fateful trip with 
Pulitzer Prize-winning Paul Salopek, on assignment with National 
Geographic in 2006. Hari, Salopek and their driver were taken and 
held captive for 34 days by the Sudanese government under charges 
of espionage and disseminating false news. They were beaten and 
tortured, and then, thanks to the efforts of friends, editors and 
politicians, released. Salopek often refused to communicate with his 

captors without the help of Hari, 
and due to his obstinacy his driver 
and translator remained with him, 
which probably saved their lives. 
Hari was eventually given pas-
sage to the United States, where 
he now lives. 

The government of Sudan rarely 
allows journalists to legally enter 
its country or move freely, so 
Hari’s described role as a transla-
tor had less to do with the art of 
linguistics and straight transla-
tion than the art of conversation 
and cultural savvy in gravely 
tumultuous situations — the art 
of guiding clients around hot 
zones and, fi nally, when that 
failed, making friends with a 
jailer or with the band of Zag-
hawa boy-soldiers pointing guns 
at his head. 

This particularly poignant situation occurred after Hari, Salo-
pek and the driver were captured. Salopek was taken elsewhere 
for a while, and the other two men were left with a contingent of 
adolescents of their own race to guard them. It is interesting that 
throughout the book, there are rarely cut-and-dried villains, even 
given the horrifi c accounts of genocide. In this case, the boys 
are surviving the only way they know how, and it is the driver 
Ali who begins lecturing the boys about their chosen profes-
sion, telling them that their new friends and employers, the Arab 
militia Janjaweed, have recently raped 40 Darfurian schoolgirls, 
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The Translator: A Tribesman’s Memoir of Darfur

Reviewed by Katie Botkin
Autobiographical novel details life as a displaced interpreter

Katie Botkin is the assistant editor of MultiLingual 
magazine. She has studied writing, language and 
literature most of her life. 

The Translator: A Tribesman’s 
Memoir of Darfur by Daoud Hari. 
Random House, 2008, $23 
Hardbound, 224 pp. 
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along with their female teachers. “Would 
you do this?” he asks them.

“The boys looked at one another. ‘Of 
course not,’ their leader said for them. 
‘These would be our sisters.’ The boys 
nodded. At this time a heavy rain started 
and the boys gathered closer under the 
scrawny tree. 

“‘And if they were little Arab girls?’ Ali 
pressed them. ‘Would they not also be 
your family?’

“‘How would this be so?’ the boy 
asked.

“‘In the way that they are human 
beings, and that is also your family.’ Ali 
had opened his arms for this and the roll-
ing thunder of the storm gave his speech 
a wonderful music.

“‘Yes, of course,’ the boy said, and in all 
these boys I could see the light of their souls 
come back on. The rain, now too much for 
the tree, washed their young faces.

“These boys had not eaten well for a 
long time. They were discouraged by life 
and had started drinking bad alcohol 
made from dates. They had not lived long 
enough with their fathers to be good 
hunters and provide for themselves; when 
they went out on little hunting trips dur-
ing this time, hoping to shoot a big bird or 
other game for dinner, we saw them come 
back with nothing. 

“Ali advised them that the camps in Chad 
would feed them and take care of them, 
and that they could even go to school and 
fi nd their families, and not have to hurt 
anyone again. For someone who was no 
spy, Ali was very good at turning these 
little soldiers around.

“I asked a boy who had been quiet why 
he was fi ghting. ‘Where am I to go?’ he 
replied. ‘What do I do? My family is dead, 
I have no money, no animals, nothing. At 
least I can eat every day.’

“‘You can go to the refugee camps in 
Chad, like Ali said,’ I replied. ‘They will give 
you food and you can go to school. That 
would be good for you.’

“‘No, I do not want to be in the camps 
and leave my land,’ he said. ‘When I die, I 
will die in my home.’”

Hari’s book, despite its somber themes, 
assumes that people fi nd great purpose 
in sharing a home and helping one 
another. Hari’s own purpose — the same 
as his brothers who died under gunfi re 
providing a shield as their neighbors fl ed 
to the hills — is to put an end to the 
genocide occurring in Darfur, the south-
ern part of Sudan. 

Why it is occurring is something that 
Hari attempts briefl y to explain. The Arab 
nomads and the African farmers used to 
get along, he writes, used to feast in one 
another’s tents, but no more. There are 
many reasons why, among them famine 
brought on by a climate change that has 
transformed semi-arid grazing plains to 
desert; greed for oil fi elds in the south; an 
Arab supremacist movement backed by the 
Arab-dominated government of Sudan; 
hangovers from British rule; hangovers 
from the Sudan civil war in the 1980s and 
outside reluctance to do anything about 
any of it. The current confl ict began with a 
rebellion in 2003 when rebel groups from 
Darfur attacked the Sudanese government 
for oppressing non-Arabs in favor of Arabs. 
In response, Hari writes, the government 
mounted a campaign of aerial bombard-
ment on indigenous villages, supported 
by Janjaweed ground attacks. Sometimes 
other rebel groups, who tend to switch sides 
in hopes of wealth, promotion or survival, 
join in, killing even their own people.

The Janjaweed have been accused of 
looting, pillaging, well-poisoning, mass 
murder of civilians and the systematic 
rape of the non-Arab populations of 
Darfur. These are all major human rights 
violations and hence have garnered inter-
national attention and outrage. Not all 
international organizations, however, have 
gone so far as to use the word genocide 
to describe them. The US Congress and 
the International Association of Genocide 
Scholars, along with many rabbis, physi-
cians and activist groups, have declared 
the confl ict to be a genocide, but what-
ever side of the semantic debate one falls 
on, Hari’s accounts are very moving.

Put most simply, Hari describes how 
things are in a place that has nothing left 
to consume but itself. For many of the tribal 
people he depicts, life matters little. They see 
themselves as dead already, well on their way 
to being the dry bones littering the desert or 
the stillborn infant at their feet. Hari details 
the poisoned, burned and slaughtered vil-
lages he passed through: “You would see 
very young teenage boys jumping into the 
backs of trucks with a family weapon and 
that was it for them. No one in the boys’ 
families would try to stop them. It was as 
if everybody had accepted that we were all 
going to die, and it was for each to decide 
how they wanted to go. It was like that. The 
end of the world was upon us.”

Hari paints scenes of heartbreak and 
death, but happiness, too. Often, you hear 

his laugh lines creasing the pages between 
the black-and-white text. There is a great 
delight in simple things — camels’ milk, the 
bright beauty of colored cloth on a strong 
woman, spicy kebab meat, urns of millet, 
the stars, the mountains — in Hari’s matter-
of-fact words and asides. He writes, almost 
more than a humanitarian, as a tribesman. 
This is a tribesman’s memoir, and there is 
more than sorrow in it. “You have to fi nd 
a way to laugh a little bit each day despite 
everything, or your heart will simply run out 
of the joy that makes it go,” he says.

The Translator includes two appendices: 
a “Darfur Primer” explaining the rather 
confusing political state of affairs in the 
Sudan and Hari’s proposal to better them, 
and another consisting of the Universal 
Declaration of Human Rights.

This book is easy to read and is defi nitely 
worth the reading. Hari’s tone is humble, 
graceful, and never bitter. His hope for his 
people is evident, even as he writes: “The 
past is past. There is too much death in 
the land of no doctors for it to be any 
other way.”  M
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key to legitimacy as a way of proving that a particular cultural 
system was viable, and this isn’t the place where we’ll debate the 
methods by which some empires and regimes were able to hold 
power for so long. With the onset of the democratic and nation-
alistic revolutions of the eighteenth and nineteenth centuries, 
the notion of power as codifi ed in the people and as secured by 
their verifi able control of territory became a driving force behind 
nation-building. Indeed, this political and social force was a boon 
to mapmaking at the time as a device to precisely record the 
boundaries of countries and ensure the government’s continued 
sovereignty over its geographic domain. Napoleon, for example, 
was a huge proponent of utilizing cartography as a form of ter-
ritorial control. 

Into the twentieth century, the practice of nation-building 
was still evolving and was still sometimes clumsy. The haphazard 
colonial divisions on the African continent or the arbitrary “lines in 
the sand” in the Middle East after the end of World War I are good 
examples. With the advent of the United Nations, however, and the 
subsequent coming together of the global community, a more for-
mal pathway for nations of people to become nation-states began. 
The term nation-state refers to a nation of people who have some 
homogeneous purpose and are tied to a specifi c geographic area, or 
a “state” in the broad sense. Some of the long-established autono-
mous nation-states became modern countries such as they’ve been 
for centuries, such as Monaco and San Marino. Others are the 
modern remnant of a long history in the locale, such as China, India 
and Ethiopia. And some are the product of the aftermath of fallen 
regimes, such as the 15 nation-states (including Russia) that were 
born out of the collapse of the Soviet Union in 1991 — or actually 
re-born, since many were once independent countries prior to their 
absorption into the Russian Empire. Part of the fascination with 
the nation-building process is that even though today we tend to 
accept a somewhat straightforward method of anointing countries 

PPerhaps nothing stirs the public’s consciousness 
about geography more than the announcement of a 
new country on the global stage — the ascendance 
of a nation of people to “country” status, with all 
the powers, pomp and recognition that such an 
event implies. The announcement of the birth of 
a nation is much like a child’s birth into a waiting, 
anxious family — the family in this case being the 
global community of nation-states. Usually, the new 
nation-state is welcomed with open arms and great 
celebration, but sometimes a new country might 
face serious opposition either locally or internation-
ally, depending on specifi c circumstances. While it 
may not be an obvious issue, this is actually a pretty 
critical aspect of global content management as 
nearly every software/information-based product 
contains some form of “country list,” whether it’s 
for product registration or for allowing the user to 
adjust regional settings or a variety of other reasons. 
As innocuous as this information might seem, the 
presence of the wrong geopolitical entity in a list of 
“countries” can yield serious repercussions from both 
local customers and governments.
The reality is that nation-building as we know it today is a rela-

tively recent concept in human history. In ancient times, a particu-
lar group of peoples or an empire didn’t require the recognition of 
other states to validate their existence — they just simply existed. 
And through the age-old process of war, peace, treaty and move-
ment, various empires and states congealed, divided, reformed 
and/or disappeared depending on their historical fate. Much of the 
state power in those times was exemplifi ed in and attributed to 
the leadership of that nation — the king, the pharaoh, the emperor, 
the sultan or whomever. In those times, longevity was often the 

Tom Edwards is owner and principal consultant of Englobe, a 
Seattle-based consultancy for geostrategic content management. 
He previously spent 13 years at Microsoft as a geographer and 
as its senior geopolitical strategist.

What makes 
a country a country?

Off the Map Tom Edwards
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with statehood, each nation-state has a 
unique history and legacy that is often the 
cornerstone of its nationalism.

So by modern terms, what exactly 
defi nes a country as an independent 
nation-state? The criteria for statehood are 
generally as follows:

Sovereignty over territory: The people 
occupy a unique geographic area on an 
ongoing basis and maintain sovereignty 
over it — meaning they are not partially 
occupied by another faction but wholly 
control their territory. Minor issues such as 
boundary disputes are acceptable as this 
can often be the case when a new country 
is created, but for the most part the terri-
tory should be secure.

United culture: There is a nation of 
people of similar goals and aspirations. They 
might be further bonded and have a more 
clearly-defi ned homogeneity based on their 
religion, race or language. 

Control of foreign affairs: A key 
aspect is that the organizing nation is in 
charge of its own foreign affairs and is 
not subject to any other power’s infl uence 
or requirements. 

Economics: The locale should have 
economic activity or at least the clear 
promise of an organized economy that can support the people and 
goals of the new nation-state.

International recognition: Perhaps one of the most critical 
criteria for statehood is the fact that existing nation-states recog-
nize and accept the validity of the new nation-state. In a way, this 
is essentially like a vote by members of the club of countries — for 
example, the United Nations — to allow a new member to exist. 

The last point about international recognition cannot be over-
stated, as in some cases in modern times this alone has nearly been 
enough to allow a new country to ascend to nation-state status. 
Take the very recent case of Kosovo, the province of Serbia that 
has been under UN and NATO protection since 1999. The govern-
ment of Kosovo, as long anticipated, declared its independence 
on February 17, 2008, with a new fl ag ready to fl y (Figure 1). Even 
though Serbia is fervently against Kosovo’s independence and 
Russia (which sits on the UN Security Council) is also opposed, 
many countries were swift to recognize Kosovo’s independence 
and welcome them into the family of countries — including the 
United States, Australia, United Kingdom, France, Germany, Turkey 
and many others. The government of Serbia was understandably 
frustrated as the celebrations rang out, apparently deafening their 
complaints (Figure 2). As of this writing, it’s clear that Kosovo is 
quasi-independent at this point. However, the fl edgling nation-
state still has a ways to go before it will be able to stand on its 
own autonomy. 

The same was very much true for Timor-Leste (East Timor) 
when it became an independent nation-state in 2002. The period 
leading up to Timor-Leste’s independence was fraught with 
violence between Indonesian and Timorese militias, and this con-
tinued for years after independence. Eventually, at the request 
of Timor-Leste’s prime minister, foreign military intervention was 

required to stop the violence, and to this 
day Australia has played a key role in 
helping maintain the country’s security. 
So making a declaration of independence 
is one thing, but achieving a true state of 
sovereign stability is another.

What does the issue of recognizing the 
sovereignty of a nation-state have to do 
with content sensitivity? Put quite simply, 
the geopolitical entities that you choose 
to put into a list and what you choose to 
call the entities in that list can be another 
form of de facto recognition that can 
draw a company into the global debate 
over what makes a country a country. For 
example, if you call your list a “Country 
List” and you include geopolitical enti-
ties such as Taiwan, Western Sahara and 
Hong Kong, you could be perceived as 
making a clear political statement about 
the independent status of those locales 
because you are in essence calling them 
“countries.” Make no mistake, this is the 
kind of thing that local governments and 
consumers are quick to notice! 

The fi rst step to avoid getting embroiled 
in such a dispute is to not use the term 
“Country List” — unless, in fact, the entities 
in the list are only sovereign nation-states 

(which currently is 195, including Kosovo). The better approach 
is to label the list as a “Country/Region List” or just use the even 
more generic “Locale.” This will at least ensure that whatever you 
put into the list won’t be misunderstood, and it also makes the list 
easier to manage, as you can insert all kinds of non-country enti-
ties into the list (including dependencies such as Bermuda, Macao, 
Guam and so on) without worries.

The other major issue to consider with this content is what 
you actually name the country; I’ve talked about this a couple of 
times before in this column because it can be a sensitive issue. 
For example, I’ve mentioned that the use of the name “Republic 
of China” for Taiwan guarantees Chinese government back-
lash as its use could be viewed as harboring sympathy towards 
Taiwan’s cause and a clear endorsement of its independence. 
Macedonia’s name, too, has been in dispute with Greece since its 
independence in 1991. The government calls itself the “Republic 
of Macedonia” or “Macedonia” for short, while the country was 
admitted to the United Nations under the provisional name “the 
Former Yugoslav Republic of Macedonia” or “FYROM.” Some 
governments, such as the United States, endorse the use of 
“Republic of Macedonia” only, but this remains a contentious 
issue. Many companies tend to compromise in a locale list by 
showing something like “Macedonia (FYROM).” 

Without question, this is a complex and multifaceted issue that 
I have somewhat simplifi ed here for the sake of space. The process 
of nation-building is exciting and intriguing, yet content develop-
ers and providers should use caution in jumping on “independence 
bandwagons” too quickly. As global media and information prod-
ucts continue to spread, the infl uence of a company’s recognition 
of new sovereignty is starting to have a greater and more signifi -
cant effect on global perception.  M

Figure 2: Angry Serbs protest Kosovo’s 
declaration of independence in February 2008. 

(Image © 2008, Getty Images)

Figure 1: The new fl ag of the new country of Kosovo. 
The country’s geographic shape is depicted in 

yellow while the six stars are meant to 
symbolize Kosovo’s six major ethnic groups.
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M try it, would make conversation more interesting, which is no 
small thing; it would help to substitute facts for bluster — also 
no small thing; and it would promote the practice of organized 
thought and occasional silence, which would be an immeasurable 
blessing.” Newman wrote this before cell phone and text mes-
saging made organized thought even more diffi cult and mumbo 
jumbo even more prevalent.

So who speaks the most mumbo jumbo? Politicians, manage-
ment types, people in fi nance and law — and, yes, the military 
really excels at it. The key is to immediately know when mumbo 
jumbo is being employed and to demand that plain language be 
clearly spoken instead.

Political mumbo jumbo
Again referring to Newman, “Washington — appropriately, 

since it is the capital of the United States — is the place where 
language is most thoroughly debased — more than Hollywood, 
which is not what it used to be; the world of advertising, which 
is; more even than the academic world, a realm of unlimited 
horizons. . . . A respect for language requires some standards of 
judgment which in Washington they seem to be lacking.”

Political mumbo jumbo is sometimes long and laughable, but 
it took a different turn when former President Clinton testifi ed 
about his affair with Monica Lewinsky, making the statement “it 
depends on what your defi nition of is is.” Thus, it is possible for 
one fairly well-known word to become mumbo jumbo. When 
a US vice president states that in Iraq they only use “robust 
interrogation techniques” when they mean torture, that too is 
mumbo jumbo.

In the essay “Politics and the English Language” (1946), 
George Orwell summed up political mumbo jumbo by saying 

Mumbo jumbo is an English expression denoting 
something confusing or meaningless. One etymo-
logical theory is that the phrase comes from Brit-
ish colonizers in Africa who described a mysterious 
ritual as mumbo jumbo.

Mumbo jumbo is probably the world’s most pervasive form 
of communication, as it more or less exists in every language. 
In Croatian it’s called lari-fari, in Spanish tonterías, in Swed-
ish rappakaija, in French charabia, in Dutch gebrabbel. You can 
appear to be very World Savvy if you know mumbo jumbo in 
a variety of languages. In the Peace Corps in rural Panama, I 
gained lots of cultural points by saying echar paja, which liter-
ally means “to throw straw” but really means mumbo jumbo.

Mumbo jumbo is different than jargon, which relates to a 
specifi c technical activity. The medical and scientifi c com-
munities are full of jargon or words of the trade. Jargon, 
however, can slip into mumbo jumbo rather quickly. When 
something gets to be referred to as mumbo jumbo, it’s usually 
for an economic reason; the people who mention it want to 
preserve what they have or increase their power. Gobbledy-
gook is synonymous with mumbo jumbo, but mumbo jumbo 
sounds better when you attack someone for using it. And 
although mumbo jumbo is spoken or written words, it is not 
a two-way communication. It is really a monologue by one 
party giving the illusion of communication. It is very hard 
to translate into other languages, and this is where machine 
translation breaks down.

There is nothing new to all this. My fi rst introduction came in 
1976 when my sister Ilze gave me a copy of Edwin Newman’s 
classic book, Strictly Speaking. Quoting Newman: “If we were 
more careful about what we say, and how, we might be more 
critical and less gullible. Those for whom words have lost their 
value are likely to fi nd that ideas have also lost their value. . . . 
For direct and precise language, if people could be persuaded to 

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

Mumbo jumbo

World Savvy John Freivalds
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it “consists less and less of words chosen for the sake of their 
meaning, and more and more of phrases tacked together like the 
sections of a prefabricated hen-house.”

Management speak
American managers, particularly in public companies, excel at 

this. Since I never worked for a public company, I have found it 
amusing to hear and see the verbal gymnastics that corporate 
managers use to explain whether they are making money or not. 
When I got back from a business trip, my boss would ask, “Did 
you get the business?” I had to reply “yes” or “no.” I couldn’t 
say, “Based on my observation, the client favors our proposal, 
and given the superiority of our approach I would suggest we 
consider this an active account assuring a high probability of 
success with great operating margins.” Believe it or not, this is 
how Enron Corporation, the classic mumbo jumbo company, 
would book sales. This is also why it failed.

Plainenglish.co.uk notes that staff working for corporate 
organizations sometimes fi nd themselves using management 
speak as a way of disguising the fact that they have done their 
job improperly, bluffi ng their way through instead by using 
long, impressive-sounding phrases. Want an example? “Some 
associates have remarked that I speak meaningless phrases. Ac-
tually, I salute multiple surgically targeted sentences.” Or how 
about this? “Our philosophy is a quantum leap over the cus-
tomer-oriented parameters under which most other retailers 
operate, therefore enhancing stockholder value while radically 
reducing worker angst and synchronizing marginalizing our 
sector rivals to a point where they are almost nil as potentially 
competitive market factors.” When I worked for a language 
service provider, I was often asked to translate something like 
this into 13 languages by next Thursday.

Financial 
I can rightly say that mumbo jumbo is a big reason why the 

world is in the fi nancial crisis that it is in today — why the dollar 
is low and the euro is high. I once worked for a Wall Street bro-
kerage fi rm, and I quickly learned that to sell fi nancial products 
and to evade government regulations you gave something a 
different name. Success on Wall Street is real simple: you guess 
where something goes up or down in price. There is a risk in 
guessing wrong.

That said, you hide the true meaning of risk behind new 
words. Take the mortgage crisis. Basically, Fred Jones got a loan 
from a bank and gave his IOU to buy a house that was over-
priced due to a corrupt appraisal. This was repackaged by the 
holder of the IOU into a CDO or “collateralized debt obligation.” 
No one wanted to hold Fred Jones’s IOU; they simply wanted the 
fees associated in passing it on. So it got passed on and on (le-
verage, geared in British English) until the last guy on the chain 
said, “Fred Jones doesn’t have any money, and the house he paid 
for isn’t worth it.”

To explain things like this, you read “the market return com-
ponents are quantifi ed as beta and the excess return component 
is constant as alpha. What is your real value is the strategy’s 
ability to consistently generate alpha.” One newsletter called 
Goliath explained that phrase as follows: “Skipping all the fancy 
terminology, this portable apple mumbo-jumbo is basically a 
justifi cation for pension plans to allocate a much greater per-
centage of their portfolios into alternatives such as hedge funds, 

private equity, venture capital, commodities and derivatives.”
Perhaps the bad translation of a major New York securities 

fi rm done once in Lebanon was right on — the word for broker 
in Arabic is simsar and was used in a corporate brochure for 
Lebanon. In Lebanon, however, it means pimp.

Whereas
My view of the world has been defi nitely infl uenced by the 

time I spent with a private multimillion-dollar trading fi rm. We 
retained lawyers of all varieties in all countries, yet when I joined 
the fi rm, I was sent to tort law school to learn what a contract is 
and isn’t. We were probably sued 20 times a year by someone and 
had to write an equal amount of agreements. It got to be very 
expensive to have formal legal counsel deal with all these. 

Our view of international law was that if a party wanted to get 
out of a contract he or she would, and your recourse if you are 
operating in another country is limited. I conducted business in 
China and Jamaica, where a contract is merely seen as the start of 
negotiations, not the termination.

The legal profession has its own jargon, which slips into mum-
bo jumbo. Part of the reason is that lawyers the world over want 
to protect their position — and income — so they insist on using 
their own terms for simple concepts. One popular lawyer joke 
in America is that the one desperately-needed translation tool 
is English<>Legalese. Then all you would have to do is scatter 
the following words throughout a document: breach, warrants, 
subject to, herein, indemnity, pursuant, parties thereby, and, if I 
may, whereas.

Military mumbles
The British Admiralty once issued this order: “It is necessary 

for technical reasons that warheads should be stored upside 
down, with the top at the bottom and the bottom at the top. 
In order that there be no doubt as to which is the bottom and 
which the top, for storage purpose, it will be seen that the bot-
tom of each warhead has been labeled with the word ‘top.’”

Jargon, mumbo jumbo, or plain bad writing, you decide. 
Military jargon is something I am familiar with, in any case, as 
I spent a lot of time writing my master’s thesis at a desk that 
the Pentagon gave my university. I got my master’s at George 
Washington University in Washington, D.C., and the title of the 
thesis was “Counterinsurgency and Civic Action: New Roles for 
the Colombian Military.” What impressed me while sitting at the 
desk was that under the glass-paned top were lists of words to 
avoid in military conversation. Internally, they had their jargon, 
along with its explanation, to avoid confusion.

But outside the Pentagon, military speak becomes mumbo 
jumbo because of public relations and economic considerations. 
Thus, civil casualties are considered “collateral damage” and as-
sassinating someone is referred to as “terminating with extreme 
prejudice.”

Watch me terminate
The aforementioned verbiage was not intended to be a means 

to inspire feelings of anthropomorphic obeisance towards me 
but rather to serve as a vehicle to forewarn the gentle reader of 
William Blake’s misleading admonition that "the path of excess 
leads to the tower of wisdom." In other words, no, this old cod-
ger hasn't lost it and doesn't need your pity. He just wanted you 
to watch out for too much BS in the world.  M
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and a 1 to make a total of 7 bits. This binary representation for 
A is called A’s code point, and this mapping of zeros and ones to 
characters is called the character encoding. In the early days of 
computing, unless you did something very special, ASCII (7 bits 
per character) was how your data got managed. The problem is 
that ASCII doesn’t leave you enough zeros and ones to represent 

extended characters, like accents 
and characters specifi c to non-
English alphabets. You certainly 
can’t support the complex 
characters that make up Chinese, 
Korean and Japanese languages. 
These languages require 8-bit 
(single-byte) or 16-bit (double-
byte) character encodings. One 
important note on all of these 
single-byte and double-byte 
encodings is that they are a 
superset of 7-bit ASCII encoding, 
which means that English code 
points will always be the same 
regardless of the encoding.

So in the early computing days, 
specifi c character single-byte 
and double-byte encodings were 
developed to support various 
languages. That was bad, as it 
meant that software developers 
needed to build a version of their 
application for every language 
they wanted to support that used 

a different encoding. You’d have the Japanese version, the West-
ern European language version, the English-only version and so 
on. You’d end up with a horde of individual software code bases, 
each needing its own testing, updating maintenance and support. 
This was expensive and pretty near impossible for businesses to 
realistically support without serious digressions among the various 
language versions over time. 

UUnicode is an underpinning for global software 
applications and websites, allowing them to sup-
port worldwide language scripts. It’s a very impor-
tant standard to be aware of, whether you’re in 
localization, an engineer or a business manager. The 
consequences for not adequately 
planning and executing proper 
character set support in software 
development will be both expen-
sive and time intensive.

If you look at the “Growth of Unicode on 
the Web” graphic, you’ll see that Google’s 
research shows that we are fi nally at a 
point where Unicode support is surpassing 
more traditional web page encoding. This is 
great news for our industry. 

First, Unicode is a character set standard 
used for displaying and processing lan-
guage data in computer applications. The 
Unicode character set is the entire world’s 
set of characters, including letters, num-
bers, currencies and symbols, supporting 
a number of character encodings to make 
that all happen. Before your eyes glaze 
over, let me explain what character encod-
ing means. For a computer, all information 
is represented in zeros and ones (that is, 
binary values). So if you think of the letter 
A in the ASCII standard of zeros and ones it would look like this: 
1000001 (See “The letter A” graphic). That is, a 1, then fi ve zeros 

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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You don’t see this problem often for 

newly developed applications, but there 
are plenty of holdovers. We see it typi-
cally when a new client has turned over 
its source code to a particular country 
partner or marketing agent which was 
responsible for adapting the code to 
multiple languages. The worst case I saw 
was in 2004 when a particular client 
had a legacy product with 18 separate 
language versions and had no real idea of 
the varying functionality from language 
to language. That’s no way to expand a 
corporate empire! 

A single-byte character set that we 
often see in applications is ISO Latin 1, 
which is represented in various encoding 
standards such as ISO-8859-1 for UNIX, 
Windows-1252 for Windows and Mac-
Roman on the Macintosh platform. This 
character set supports characters used 
in Western European languages such as 
French, Spanish, German, and UK English. 
Since each character requires only a single 
byte, this character set provides support 
for multiple languages, while avoiding the 
work required to support either Unicode 
or a double-byte encoding. Trouble is 
that still leaves out much of the world. 
For example, to support Eastern European 
languages, you need to use a different 
character set, often referred to as Latin 
2, which provides the characters that are 
uniquely needed for these languages. There 
are also separate character sets for Baltic 
languages, Turkish, Arabic and Hebrew. 

Newly-internationalized companies 
will sometimes start with ISO Latin 1 if it 
meets their immediate marketing require-
ments and deal with the more extensive 
work of supporting other languages later. 
The reason is that it’s likely these software 
applications will need major reworking of 
the encoding support in their database 
and functions, methods and classes within 
their source code to go beyond ISO Latin 
support, which means more time and 
more money — often cascading into later 
releases and foregone revenues. However, 
if the software company truly has global 
ambitions, it will need to take that plunge 
and provide Unicode support. I’ll argue 
that if companies are supporting global 
customers and even not doing a bit of 
translation/localization for the interface, 
they still need to support Unicode so they 
can provide processing of their customer’s 
global data.

Now we come back to Unicode, the 
character set created to enable support 

of any written language worldwide. You 
might fi nd a language or two lacking 
Unicode support for its script, but that is 
becoming extremely isolated. Currently, 
Javanese, Loma, and Tai Viet are among 
scripts not yet supported. If you have a 
marketing requirement for your software 
to support Japanese or Chinese, think 
Unicode. That’s because you will need to 
move to a double-byte encoding at the 
very least, and as soon as you go through 
the trouble to do that, you might as well 
support Unicode and get the added ben-
efi t of support for all languages. 

Once you’ve chosen to support 
Unicode, you must decide on the specifi c 
character encoding you want to use, 
which will be dependent on the applica-
tion requirements and technologies. UTF-
8 is one of the commonly used character 
encodings defi ned within the Unicode 
Standard, which uses a single byte for 
each character unless it needs more, in 
which case it can expand up to four 
bytes. People sometimes refer to this as a 
variable-width encoding since the width 
of the character in bytes varies depend-
ing upon the character. The advantage of 
this character encoding is that all English 
(ASCII) characters will remain as single 
bytes, saving data space. This is especially 
desirable for web content, since the 
underlying HTML markup will remain in 
single-byte ASCII. In general, UNIX 
platforms are optimized for UTF-8 
character encoding. Concerning data-
bases, where large amounts of applica-
tion data are integral to the application, 
a developer may choose a UTF-8 encod-
ing to save space if most of the data in 
the database does not need translation 
and so can remain in English, which 

requires only a single byte in UTF-8 
encoding. Note that some databases will 
not support UTF-8, specifi cally Micro-
soft’s SQL Server.

UTF-16 is another widely adopted 
encoding within the Unicode standard. 
It assigns two bytes for each character 
whether you need it or not. So the letter 
A is 00000000 01000001 or nine zeros, 
a one, followed by fi ve zeros and a one. 
If more than two bytes are needed for a 
character, four bytes can be combined. 
However, you must adapt your software 
to be capable of handling this four-byte 
combination. Java and .NET internally pro-
cess strings (text and messages) as UTF-16. 

For many applications, you can actually 
support multiple Unicode encodings. If 
your data is stored in your database as 
UTF-8, it can be handled within your code 
as UTF-16, or vice versa. There are various 
reasons to do this, including software lim-
itations (different software components 
support different Unicode encodings), 
storage and performance advantages. But 
whether that’s a good idea is one of those 
“it depends” kinds of questions. Imple-
menting can be tricky, and clients pay us 
good money to solve this.

Microsoft’s SQL Server is a bit of a special 
case, in that it supports UCS-2, which is like 
UTF-16 but without the 4-byte characters 
(only the 16-bit characters are supported). 

There’s also a special-case character 
set when it comes to engineering for 
software intended for sale in China (PRC), 
which is required by the Chinese govern-
ment. This character set is GB 18030, and 
it is actually a superset of Unicode, sup-
porting both Simplifi ed and Traditional 
Chinese. Similarly to UTF-16, GB 18030 
character encoding allows four bytes per 
character to support characters beyond 
Unicode’s “basic” (16-bit) range, and in 
practice supporting UTF-16 (or UTF-8) 
is considered an acceptable approach to 
supporting GB 18030 (the UCS-2 encod-
ing just mentioned is not, however).

Now all of this considered, a converse 
question might be what happens when 
you try to make your application support 
complex scripts that need Unicode and the 
support isn’t there? Depending upon your 
system, you get anything from garbled 
and meaningless gibberish where data or 
messages become corrupted characters 
or weird square boxes, or the application 
crashes forcing a restart. Not good.

If your application supports Unicode, 
you are ready to take on the world.  M
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Nicholas McMahon is the vice president and 
general manager for Jonckers US and has worked 
in the localization industry for over 11 years. 

Perspectives Nicholas McMahon

Tactical challenges vs. 
strategic opportunity: 
the localization crisisC
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Comedian Frank Muir once remarked that “’strat-
egy’ is buying a bottle of fi ne wine when you take 
a lady out for dinner. ‘Tactics’ is getting her to 
drink it.” The localization industry needs both for a 
clear game plan, but too often we’re so tied to the 
tactics that we’re not looking at the overall strat-
egy. Localization now faces a crisis. About 80% of 
activities, events, discussions and efforts exerted 
within the industry are dedicated to developing 
solutions and dialogue pertaining to the complex 
tactical challenges we all face. I would argue, how-
ever, that 80% of the localization industry’s future 
opportunities reside, not at the tactical level, but 
in solving the strategic dilemmas that face busi-
nesses attempting to develop and maintain an 
ever increasingly important global revenue stream. 
The C-level of the Fortune 2000 stay up at night 
wondering how to be truly global. Meanwhile, the 
companies built globally from the ground up that 
act globally every day — in other words, the local-
ization industry — argue over a two-cent reduction 
required to win the next project and just how to 
go about fi nalizing an XLIFF standard. 

Having been in the industry more than long enough to under-
stand and feel the pain of the technical and competitive pressures 
on the industry, I do not want to belittle these tactical concerns. 
All the effort poured into a greater technical understanding and 
advancement of process for the industry is extremely valuable in 
the completion of our daily tasks; in fact, 
without it we have no value at all. 

To go further, I would, even as a 
victim of the process, argue that the 
price pressure — the infamous two-cent 
reduction — is simply a symptom of 

a massively competitive market with low effective barriers to 
entry. As such, price pressure will never and should never leave 
the general discussion. There will always be the next big vendor 
queuing up to buy that big project, and the quality and strength 
of relationships that exist will fairly balance the market pres-
sures. It is not that the technical and pricing discussions are 
innately wrong or useless — far from it. These tactical concerns, 
however, are simply not enough of a consideration if we are to 
continue to prosper as an industry beyond the next three to fi ve 
years. The crisis that we face is that too many have accepted 
— albeit with some grumbling — that this tactical dialogue is the 
industry, while too few have come up with the questions neces-
sary to stimulate effective change, let alone new opportunity.

Deconstructing trends
To step back and qualify this localization crisis in more 

quantitative terms, we can examine some of the most note-
worthy trends currently pressuring our industry. The fi rst trend 
I would suggest we consider is the deconstruction of the local-
ization process into component unitized parts. We no longer 
bid on providing localized software, when ten years ago we 
might have; we bid on fi ve hours of translation memory man-
agement, 40 hours of linguistic testing, 40 hours of linguistic 
functional testing, three hours of fi le preparation and so on. In 
reality it makes perfect business sense to componentize, given 
the market dynamics forcing commodity supply adoption. 

When the deconstruction effect is combined with the real-
ization of technology solutions like global information man-
agement (GIM) systems, which are fi nally working and produc-
ing results, the tactical approach to translating words becomes 
more transparent than ever. This, combined with the systems 
and solutions that prompt it, have provided a real strategic dif-
ference to global businesses: they enable equipped companies 
to deliver more global content to more markets. It might be 
cheaper, but that is a strategic side note and the small effect 

of a larger process, just like grumbling 
about how diffi cult a GIM system is to 
integrate. In the “Hewlett-Packard Talks 
the Talk of Worldwide Business” Gilbane 
report, HP summarizes the effects of this 
strategy as a multi-hundred-million dollar 
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increase in global brand value, instead 
of a bottom-line cost saving. Cost sav-
ing always has a role, but it cannot be 
the focus of action and decision within 
the strategic realm. HP had a clear 
desire to get to market faster, communi-
cate more frequently and provide more 
relevant materials, which has resulted 
in a solution where increasingly large 
amounts of content are dealt with au-
tomatically and with only the required 
translation demand being delivered in a 
package to the end vendor. 

Engineering, digital publishing and 
even project management efforts have all 
been signifi cantly reduced per published 
word. Worse still, this was as a simple side 
effect for a much more important goal 
of intelligent global market development. 
The localization industry should have been 
more proactive in fi nding and prompt-
ing these solutions, challenging our cost 
models and developing our real value-add.  
Accepting that the world has changed and 
looking for the new solutions are chal-
lenges. Arguing over the future and build-
ing resource models and industry training 
around a dead model is a crisis.

The second environmental pressure 
forcing the localization industry crisis 
along is alternative resourcing. Like GIM 
and deconstructionism, the alternative 
resourcing opportunity is attracting huge 
amounts of strategic time, interest and 
investment. The most common alterna-
tive resourcing comes from off-shoring, 
and most of us have hopefully incorpo-
rated this into our own strategic growth 
at this point. In addition to this now tra-
ditional offshoring, alternative content 
resources such as Wiki groups, crowd-
sourcing and machine translation (MT) 
solutions are increasingly becoming part 
of the mainstream tools that localization 
professionals call upon to support global 
market penetration. 

These technological and social content 
revolutions provide the solution that 
the localization industry has historically 
failed to. We can now get more content, 
more economically and with a fi nancially 
relative quality. Competing with Lion-
bridge or SDL for the per-word rate is 
one thing. Competing with Google’s MT 
or the hordes of committed product fans 
for Adobe or even the local Vietnamese 
global supplier is quite another. With 
demand and intent continuing to rise for 
these new areas of resourcing, it is only 
time holding the solutions at bay — time 

to gather experiences, learn the pitfalls 
and challenges, and work out the tactical 
kinks. The strategy is set, and with the 
resources and money being spent, the 
time to adapt is short. Arguably, it has 
passed already. Indeed, this crisis will be 
fatal for many.

The next tentative step
So what should the industry do? Per-

haps we milk the last of the traditional 
demand for what it’s worth. Or perhaps 
we take the skeptical approach to crisis 
and just call the changes a “cyclical 
trend” à la global warming and leave 
it for our children to worry about. Or 
perhaps we should get a nice job in the 
software development market or offshore 
development industry and forget about 
the sinking ship that is localization con-
tent. This seems to be the guidance from 
the best in the fi eld. To be fair, localiza-
tion was always a hard job without much 
reward, and surely a crisis represents the 
beginning of the end anyway.

At this point we should remember that 
a crisis is as much a call for change as it 
is for extinction. While the technological 
and social developments have created a 
crisis at the tactical delivery level, these 
same factors are fi nally opening up a true 
strategic opportunity that our industry is 
well positioned to embrace if we choose 
to. These changes make it easier than 
ever and cheaper than ever to achieve 
global presence. This is combined with a 
global economy that is larger, more inte-
grated and more important to businesses 
than ever before and with little chance 
of becoming less so. Companies are be-
ing forced to compete more complexly 
within the local market — demanding 

additional support, e-learning content, 
marketing material and functionality. The 
localization crisis has been born of a lack 
of innovation, not a lack of opportunity.

The opportunity is easy to see and rela-
tively simple to achieve. We should align 
our industry offerings to the strategic 
direction of global business and focus on 
our strategic value and solutions that are 
tied to our clients’ strategic business goals. 
If we are to discover the 80% of opportu-
nity that the strategic goals of our clients 
represent, we must be able to talk to, 
understand and emulate those strategies. 
As an industry we do not have to forget or 
undermine the technical complexity, hard-
ship or excellence that goes into localiza-
tion, but we need to better understand 
that strategic goals have to be allowed to 
architect tactical delivery.  

Therefore, if you are interested in pur-
suing the strategic opportunity, the fi rst 
suggestion I would make is learn how 
to effectively start to talk at a strategic 
level about the industry. I have seen that 
even the best and most strategic desires 
from the brilliant operational minds 
in our business are often forced into a 
tactical delivery methodology. Too often, 
funding requests, for instance, control 
our terminology and dialogue because 
we are focused on reducing cost. 

To be able to express a vision and a set 
of results at the strategic level is a subtle 
but massively important skill, and it is 
no less hard to master than the tacti-
cal intricacies of developing a working 
XLIFF solution. It is a question of focus 
and verifi able cross-departmental (sales/ 
marketing/production) consensus. It is 
also a question of the right reporting 
metrics and ultimate goal expression. It is 
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a process for setting C-level expectation 
and understanding the difference between 
business goals and tactical delivery. As an 
industry, we spend virtually no time at 
all talking about what and how stra-
tegic business goals were achieved. We 
talk about getting a Wiki group to work, 
rather than about revolutionizing the user 
community and product development 
roadmap. We talk about the challenges of 
translating into Arabic rather than the un-
believable business development of Dubai. 

The fi rst call to action I put to the 
industry is this: let’s start educating each 
other on the correct way to develop and 
talk strategy. What are the pain points 
at the C-level for doing business glob-
ally and how can we tie our solutions to 
these concerns? Let’s see some sessions, 
or interactive round tables, on what it 
takes to create a working ROI argument 
at the C-level. Let’s see a white paper or 
two — not on what the ROI was as a cost 
saving (strategic term, tactical answer), 
but what the ROI was against the strate-
gic business goals of market penetration 
or global brand value. 

Further calls to action
Another approach that will be critical 

in reaping the rewards of the strategic 
opportunities we face will be our abil-
ity to embrace and not fi ght the new 
content revolutions. TAUS does a great 

job of extolling the virtues of MT, but its 
solutions are heavily client-driven, with 
vendors along for the ride. We should put 
more effort into delivering these solutions 
within the projects we see and across our 
own client basis, not be content to wait 
for clients to solve the issues on their 
own and just tell us what we need to 
do. With Wiki groups, too, where can we 

help? Where can we use our services and 
how can this be combined into an overall 
strategic benefi t? Helping a company 
to effectively use the free content and 
information on a global basis is a very 
cost effective extension of the value of 
wiki groups. Where has this been achieved 
and what was the reported and accepted 
value it achieved? Whoever embraces 
these solutions creates a model that can 
add value for us all. 

As a second call to action, let’s hear 
about the solutions that vendors and 
clients alike have put into place. Let’s 
switch the percentage of coverage for 
these solutions from 20% to 80% and 
let’s switch the focus from the tacti-
cal diffi culties and achievements to the 
strategic goals they achieved for the 
businesses receiving or deploying them. 

The fi nal competent required to truly 
take advantage of the strategic oppor-
tunity that exists as an industry is the 
demand to stop fi ghting at a tactical 
level. At the strategic level we can all be 
winners if we work together to produce 
materials that clearly show how we have 
improved the strategic goals of our busi-
nesses. If we work in a sense of partner-
ship and foster open, inclusive dialogue, 
we will always be much closer to fi nd-
ing solutions that meet the challenges 
we all face. We will all benefi t from the 
increased value this brings to the entire 
industry. Just imagine if at our shows we 
talked about how the biggest software 
company in the world increased global 
revenue by 53% in the fi rst quarter of 
2008. I think we would have more than 
ten new people attend if that sort of 
information was available. We could even 
become the industry leaders in the global 
market revolution as the majority of 
companies still struggle with exactly what 
“being global” truly means. It is time to 
work together as we always should have 
been, by identifying the common ground 
we share and not being afraid to fl aunt 
innovation for fear of being mimicked 
and by reporting our successes against 
the higher strategic goals global organi-
zations are struggling with. 

In the face of the localization crisis it is 
not enough to look for new answers. To 
overcome a crisis we need to ask entirely 
new questions. We need to shift the focus 
from a tactical and cost-based system to 
a strategic value and investment-based 
one. We need to be much clearer about 
the specifi c value we bring to the table 
relative to the business goals of our 
respective organizations as a means to 
support this shift in thinking and deliv-
ery. While none of the ideas suggested 
here are even close to a fi nal word on 
the localization crisis the industry faces, 
my hope is to at least start a discussion 
on the general topic. If through discus-
sion we can realize our true strategic 
value, there is a much brighter future 
for us all.  M
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Localizing websites
and software for Japan
Steve Kemper

JJJapanese has long carried the reputation of 
being not only one of the most diffi cult lan-
guages to speak and write, but also to process 
and display electronically. St. Francis Xavier, a 
sixteenth-century Jesuit missionary, reportedly 
called Japanese “the devil’s language.” I still 
remember the looks of amazement on the locals’ 
faces at the fact that I could speak Japanese when 
I fi rst moved there 20 years ago. Even then, there 
were many foreigners who could speak Japanese 
fl uently, but it was not something that most peo-
ple encountered on a regular basis.

 Japan has for decades been the business gateway of choice 
to Asia. When I was a Japanese localization project manager at 
Microsoft in the late 1990s, Japanese was the pilot language for 
Asia and German the pilot language for Europe. This made a 
great deal of sense both technologically and economically. Japan 
and Germany are the second and third largest economies in the 
world after the United States, each with relatively affl uent popu-
lations in terms of disposable income. Both also happen to have 
languages that are among the most diffi cult in their respective 
regions to process electronically. By focusing on these two coun-
tries for localized versions of all new product releases, Microsoft 
at once overcame the technical obstacles representative of the 
other major languages in each region. At the same time, it posi-
tioned itself to immediately begin reaping the fi nancial rewards 
of making products accessible to these two lucrative markets. 

An additional benefi t in properly localizing a website or 
software application for Japan is that it also results in a smaller 

incremental investment of both time and money to produce ver-
sions in Chinese, Korean and Vietnamese. China has been making 
substantial inroads toward taking Japan’s place as the Asian mar-
ket of choice, garnering much of the spotlight and buzz over the 
past few years. That China will host the 2008 Summer Olympics 
has only spurred this trend. As I write this, a Google News search 
on the word Japan fi nds 848,000 news stories during 2006 and 
2007. A search on the word China for the same two-year period 
reveals a whopping 3,250,000 news stories. China is a massive 
market and holds a great deal of opportunity, but Japan shouldn’t 
be overlooked as the enduring, stable market that it is.

This article assumes a basic understanding of localization 
principles and practices. The focus here is primarily on website 
localization, but given the ever increasing convergence of soft-
ware and the web, most of the information will be relevant to 
software developers as well.

Remember: the web really is world wide 
Whether designing a website, a software application or some 

combination of the two, the fi rst rule is to avoid any assump-
tions based on language and location, collectively referred to 
as locale. In other words, develop an internationalized product 
from the start. I can’t count how many times I’ve heard clients 
and seminar attendees say, “Well, we had no idea we’d be going 
into Japan when we originally built the website.” In my experi-
ence, this is the case more often than not. Companies typically 
underestimate their appeal outside the United States and are 
suddenly forced to confront things they overlooked when they 
start getting traffi c, inquiries and requests for their products and 
services from overseas. This was true 20 years ago when there 
was no World Wide Web and companies relied on print catalogs 
to sell their wares. Now that someone in Kagoshima is the same 
mouse click away from a website as someone in Kalamazoo, this 
scenario plays out much more frequently than ever. 

Nonetheless, more and more companies are starting to get it 
right by designing for a global audience from the outset. You-
Tube was not the fi rst streaming video site on the web, but it 
continues to dominate the market in the face of an increasing 
number of competitors. One reason for YouTube’s seemingly 
overnight success and continuing domination is the fact that 
the site was internationalized from the start. Even though the 

Steve Kemper is the founder and principal 
consultant at Kemper Consulting International, 
LLC, in Portland, Oregon.
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interface remains in English only, users can type 
Japanese and other languages into any of the fi elds 
— titles, descriptions, tags, comments and so forth 
— and they will be saved and displayed properly. 
This means that site visitors from around the world 
need not wait for YouTube to reengineer the code 
and localize the user interface for them to begin 
using it. The internal site search function even 
works perfectly with other languages — including 
Japanese, of course. MySpace and other sites have 
benefi ted by taking the same approach.

Japanese information 
processing: from paper to Unicode 
Ken Lunde has authored two preeminent books 

on double-byte computing: Understanding Japanese 
Information Processing, written in 1993, and CJKV 
Information Processing, originally published in 1999, 
with an updated second edition coming out at the end 
of 2008. In the course of explaining why he’d decided 
to write books on the subject, Lunde noted that in a 
book format, one can present more material than can 
be displayed in an online text fi le. Also, computer-to-
computer font-reading problems are eliminated on paper.

Needless to say, Japanese information processing has come 
a long way since 1993. Organizations just undertaking their 
fi rst Japanese localization project should consider themselves 
extremely lucky. Only a couple of years ago, publishing a website 
in Japanese meant laboring over which of the four main (but not 
only!) Japanese character encoding methods to choose: EUC-JIS, 
ISO-2022-JP, Shift-JIS or Unicode. The argument is essentially 
over. Lunde summed it up succinctly in a recent e-mail exchange: 
“In terms of encodings, Unicode is now mainstream.” Recent ver-
sions of all the major web browsers now support UTF-8 (Unicode) 
encoding. In 2001, not one major company or search engine in 
Japan was using UTF-8 encoding. Today, Google Japan, Yahoo! 
Japan and the recently launched Baidu Japan are all serving up 
their pages in UTF-8. 

The Unicode Consortium describes the effectiveness of Uni-
code as follows: “Unicode provides a unique number for every 
character, no matter what the platform, no matter what the 
program, no matter what the language. . . . It allows data to 
be transported through many different systems without corrup-
tion” (www.unicode.org/standard/WhatIsUnicode.html). 

What this means is that thanks to Unicode, organizations can 
now spend much less time on the technological challenges of 
working in a multilingual environment and much more time 
focusing on their business and customers. Rather than worrying 
about whether or not the Japanese characters are going to be 
properly rendered in customers’ various platforms and browsers, 
they can shift their focus to the quality of the copy and other 
elements of the user interface.

One potential risk presented by the lowering of the technical 
barrier due to adoption of the Unicode standard is the speed 
and ease with which companies are able to publish Japanese 
language content. Unicode makes everything easier — including 
making mistakes. Prior to industry adoption of Unicode and the 
broad integration of language support into operating systems, 
browsers and so forth, it was a major undertaking to localize a 
website into Japanese. 

These days, for companies serving up their websites in UTF-8, it 
seems to take little more than sending English copy off for transla-
tion and then plugging the Japanese that comes back into the same, 
slightly modifi ed HTML templates. I’ve seen clients do exactly that, 
and the outcome can be disastrous. The fact is, the enormous strides 
that have been made on the technical side mean nothing if a site 
is not properly and fully localized for a Japanese audience from a 
cultural, linguistic and usability standpoint. Don’t make the mistake 
of rolling out a Japanese website that is technically sound but cul-
turally or linguistically embarrassing — even offensive — or simply 
diffi cult for the intended audience to understand and use. 

“Now that the challenges of displaying Japanese text have 
been solved, the focus of localization can rightly shift to cul-
tural, linguistic and usability issues,” says Tim Clark, author of 
several Japan-related books. 

Let’s look at what it takes to ensure a localized Japanese 
website or software application is the best in its class. 

Keys to a compelling Japanese 
user interface: use world-ready folders 
One of the most important decisions to make in terms of ease 

of building out, localizing and maintaining a website is deter-
mining and adhering to a logical, intuitive folder (directory) 
structure. Even if there are no current plans to localize the site, it 
will save time and trouble to use a world-ready folder structure 
from the outset.

It should be very clear to anyone working on a website 
where the common fi les reside and where locale-specifi c fi les 
reside. There are no hard and fast rules, but Figure 1 shows 
one possible folder structure for a bilingual site in English and 
Japanese. Additional languages would require the simple addi-
tion of a new subfolder for each language.

The root folder contains the top page, in English, and the 
Cascading Style Sheets (CSS), javascript and images folders for 
assets common to all the language versions of the site. The /jp 
folder contains the Japanese pages, as well as an /images folder 
for images that are to be used only on the Japanese site. The /jp 

Figure 1: Multilingual site 
directory structure.

Figure 2: Subfolder structure 
for Japanese pages.
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folder also includes all of the Japanese-language pages in their 
various sub-folders (Figure 2).

Declare language and encoding 
information explicitly and early 
Don’t rely on browsers, search engine spiders or other applica-

tions processing website content to correctly guess the language 
and encoding of the pages. Declaring everything explicitly 
allows the pages to be processed more quickly and with far fewer 
chances for errors.

The examples here are for HTML pages only. For XML and 
XHTML content, see the World Wide Web Consortium website 
(www.w3.org). 

Declare the primary language for each page by including the 
language attribute in the opening <html> tag: 
<html lang="jp"> 

Declare the character set in the fi rst line in the <head> por-
tion of every page: 
<meta http-equiv="Content-Type" content=

"text/html;charset=utf-8" /> 

Even though the primary language of the page is declared in 
the <html> tag, there is no harm in declaring it in the second 
line of the <head> portion of the page: 

<meta name="language" content="jp"/> 

Note that if a single page contains content in more than one 
language, it is important to demarcate the non-primary language 

copy by adding the lang="" attribute to the tag immediately 
surrounding the alternate language content. For example, if you 
have a page for which the primary language is Japanese and you 
want to include a paragraph of English text, you should indicate 
the language change as follows: 

<p lang="en">Paragraph of English copy</p> 

This lang="" attribute can be used with other tags as well, 
including heading, span, div and so forth. 

Being careful to explicitly declare the language of all content 
on every page will help with processing and rendering. It will 
also facilitate correct indexing by search engines. This is also 
important, from an accessibility standpoint, for people using 
screen readers to read the copy. Imagine how frustrating it would 
be to try to fi gure out what’s happening when the screen reading 
software begins trying to read a paragraph of Japanese text as 
though it were English!

Be sure to declare the encoding tags for all English pages 
as well. If a visitor leaves a Japanese page and navigates to an 
English page, complete and accurate language and encoding 
information will ensure that the browser recognizes the page 
as English and renders the content accordingly. This, too, is 
extremely important for search engines and visitors using assis-
tive technologies such as screen readers.

Use separate CSS files for language-specific elements 
Whether planning for a multilingual site or not, it is always 

best to put CSS code in external fi les rather than include it within 
the html fi les. Putting CSS and JavaScript in external fi les benefi ts 
search engine optimization, localization, accessibility and more. 

It is not necessary to have a complete CSS fi le for each lan-
guage, as many elements will not change from one language to 
another. It typically makes the most sense to have one common 
CSS fi le for the global elements and then have smaller, locale-
specifi c style sheets for the elements that merit this. 

<link href="css/main.css" type="text/css"
rel="stylesheet" media="all" />

<link href="css/main_jp.css" type="text/css"
 rel="stylesheet" media="all" /> 

In some cases, it might even suffi ce to have separate style 
sheets that encompass language families: Roman-script languages, 
Cyrillic-script languages, CJKV, bidirectional and so forth. 

In the two lines of code above, the fi rst references the main, 
locale-independent CSS fi le that contains all CSS elements not 
affected by language. The second includes elements that need to be 
changed in order for the Japanese copy and page layout to be ren-
dered properly in the browser.

 
Japanese on the web
A number of factors must be taken into consideration when 

displaying Japanese text on the web.
Sentence length. The text in Figure 3 includes the same sen-

tence in both English and Japanese in the same size font. Note that 

 Figure 3: The same sentence in English and Japanese.

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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the Japanese is roughly 20% longer than 
the English. It is important to allow for this 
kind of horizontal text swell when it comes 
to page layout.

Character height. Japanese charac-
ters tend to be more than 30% taller than 
English. Trying to squeeze Japanese text 
where it does not fi t will result in char-
acters that are diffi cult or impossible to 
read. In fact, Japanese text should be sized 
a point or two higher to avoid the strokes 
— especially in the more complex kanji 
characters — bleeding together, making the 
characters unreadable. Buttons, table cells 
and other page elements must be sized to 
account for this vertical text as well.

Font face. Some contend that it 
is best to avoid specifying a CSS font 
family for Japanese given that there are 
typically far fewer fonts available for 
Japanese and that they vary greatly by 
computer operating system. Where more 
precision is desired, specify Japanese 
fonts in the locale-specifi c CSS. For 
example, the English may be:

font-family: Arial, Helvetica,
 sans-serif;

While this should not prevent the 
Japanese characters from rendering 
properly, Japanese-specifi c fonts can be 
specifi ed as follows:

font-family: Mincho, Gothic, 
Osaka;

Text decoration. Avoid the use of 
bold, italic or other text decoration that 
isn’t absolutely necessary. Few Japanese 
font families from Adobe even include 
bold and italic fi les. Bold or italicized 
Japanese text tends to look bad at best 
and be completely unreadable at worst.

There are many other factors to con-
sider in designing CSS for a multilingual 

site. A wealth of information is available 
on this topic, and I strongly recommend 
asking a Japanese language professional 
to assess the readability of your Japanese 
website before it goes live.

Other points to consider
The points I’ve shared here are only 

the beginning of everything that must 
be considered when localizing a website 
or software application for success in 
Japan. Other key elements include color, 
iconography, imagery, temporal formats, 
monetary symbols and currency, and the 
tone and style of writing.

A great deal of information online and 
in print offers guidance on all aspects of 
entering and doing business in Japan. 
Of course, a number of available com-
panies and consultants can also provide 
both theoretical knowledge and years of 
hard-won experience to help clients. In 
any case, it is defi nitely worth taking 
the time to get it right before launching 
a website or software product in Japan. 
The enduring benefi ts and growth will 
more than compensate those who go to 
the trouble.  M

Figure 4: Examples of the same Japanese font 
with different attributes. Above is Microsoft 

PGothic. Below is the same font in bold italics.

  

Japan Showcase

thebigwordMitaka 
Opens Offi ce in Tokyo

ThebigwordGroup has worked with Japanese 
clients for more than 20 years and has developed 
strong relationships with some of Japan’s leading 
companies. As part of our rapid global expansion 
and development of our custom Translation 
Management System, LanguageDirector™, we 
have opened an office in Shinjuku, Tokyo. This 
will enable us to further improve our service to 
the Japanese market by providing a local resource 
that really understands Japanese companies’ 
translation and interpreting needs.

thebigwordMitaka
Tokyo, Japan

james.smith@thebigword.com
www.thebigword.com

Uniting Cultures 
and Commerce

Whether you are a governmental agency, one 
of the world’s biggest corporations or a small 
business, rest assured that you have found 
a strategic and long-term translation service 
provider in us.  

Introducing a new service for Global 1000 
companies and government agencies:

Over the phone translation/interpretation with 
the following deliverables:

• MP3 recording of the session
• Transcript of the session
Call today for a free consultation of your 

language needs.

Epic Translations
Canton, Michigan USA

info@epictranslations.com
www.epictranslations.com

 XINYISOFT Shanghai
Shanghai, China

sales@xinyisoft.com • www.xinyisoft.com

Tapping Into 
the Asian Market?

Look no further than XINYISOFT, a group of 
flexible, highly skilled, honest, hard-working 
people!  

With more than six years in the industry, 
XINYISOFT focuses mainly on offshore software 
testing, software/website localization, technical 
translation, desktop publishing and software 
distribution, helping our clients get closer to the 
immense Asian market at a much lower cost with 
shortened time-to-market. 

XINYISOFT is your number one choice as an 
Asian production center!
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CAT tools in Japan
Shigeo Mikawa

Computer-assisted translation (CAT) tools such 
as translation memory (TM) and translation soft-
ware are used quite differently in Japan than they 
are in the United States and Europe. This differ-
ence is due to the unique sentence structure of 
Japanese compared to other languages. In fact, 
quite a few Japanese translators have no desire to 
use CAT tools. A recent poll on a website (Transla-
tor Directory — www.translator.jp) for translators 
in Japan revealed that only 351 of 3,151 transla-
tors polled are currently using a CAT tool for their 
translations. This is only slightly more than 11%. 
Most translators currently use Word, PowerPoint 
or some other type of editing/desktop publishing 
software, but they don’t invest in CAT tools. 
Of course, this report does not accurately represent all Japa-

nese translators. Most industry-related translations in Japan are 
English<>Japanese. The participants registered with the website 
in this poll came from a variety of industries, so it wasn’t limited 
to those dealing with only information technology (IT) and local-
ization. The data is quite different for translators who specialize 
in fields such as IT and patent translation. More than 80% of IT 
translators who translate into Japanese use CAT tools. Still, it 
is likely this poll highlights an overall trend. By analyzing the 
results, one can deduce that the total percentage of translators 
who use CAT tools is relatively low. Most translators in Japan 
who use CAT tools specialize in IT translation into Japanese. The 
number of translators using CAT tools to translate IT materials 

into English — a field cur-
rently on the rise — or for 
any other field of translation 
is extremely low. 

What are the reasons for 
this low rate of usage in 
Japan? A significant number 
of translators believe that 

CAT tools are inefficient, hard to use or just don’t translate well. 
They find the up-front costs of their use prohibitively expensive 
and, moreover, feel that CAT tools just don’t bring a compelling 
return on investment for translating into Japanese. These attitudes 
most likely derive from the fact that Japanese is linguistically so 
unlike the languages of Europe and the United States.

Unique traits of Japanese
The structure of Japanese differs greatly from the languages of 

America and Europe. First, Japanese sentences are not segmented 
word by word. They are made up of a continuous string of char-
acters, which are only separated by punctuation. For this reason, 
a single word in a European language will not always correspond 
to a single word in Japanese. Changing even a single charac-
ter (particle) in a Japanese sentence (a string of characters) will 
change the meaning. When translated into English, the subject 
may change, or the sentence may be changed to question form by 
altering that single character.

A second point unique to Japanese is its three forms of writ-
ing — kanji, hiragana and katakana. With such a multifaceted 
form of writing, it’s not easy to unify or replace terminology. 
For example, nouns can be expressed in kanji or katakana when 
using Japanese. The English adjective new has four equivalent 
words in Japanese: atarashii, aratana, nyuu and shin. Correctly 
changing the word new to old is difficult in automated Japa-
nese translation. The kanji for each word is different and carries 
differing nuances, and, depending on context and stylistics, a 
choice between hiragana and kanji needs to be made to facilitate 
the flow of text.

A third unique point with Japanese is that the subject is 
rarely repeated because the text would sound too tedious. Many 
affirmative sentences are written without expressing the subject, 
which makes context-driven MT, in particular, difficult at best.

Fourth, nominal expressions are hardly used. The Japanese 
equivalent of the pronoun it, for example, is a rarity. A fifth unique 
trait of Japanese is its rather unusual sentence structure, as it is 
an (S)OV language. The subject in Japanese is often expressed as 
(S) to represent the common use of subject-drop. In other words, 
the subject is not always stated in a Japanese sentence. Context, 
for example, may indicate who or what is doing the action in a 

Shigeo Mikawa 
is a translator 
and director of 
translation at 
TOIN Corporation.
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situation. English and Chinese are both SVO languages, where S = 
subject, V = verb and O = object, and all three are clearly stated. 

Other peculiarities exist as well, such as ambiguous expres-
sions or the inability to objectively determine what sounds 
natural. Oftentimes, a translation is determined to be good or 
bad simply by the personal preference of the client, regardless 
of technical or linguistic accuracy. 

The average translator doesn’t translate in sentence units but 
will instead check the surrounding context to come up with the 
most natural sentence flow. Some translators will translate the 
same sentence differently than others. At times two sentences are 
combined into one, or one sentence is split into two. When deal-
ing with catalogs and news releases, copy writing or rewriting 
information is sometimes necessary. This type of text requires 
the translator to be an experienced writer because the client is 
more interested in a loose translation and style preference than 
in a strict translation. While some clients will prefer literal trans-
lations, others may prefer a virtual rewrite of the translation. 
Some clients also complain that the Japanese translation is too 
stiff or unnatural, yet give ambiguous instructions to smooth out 
the flow or stylistics.

Considering these unique traits of Japanese, CAT tools are not 
always seen as an efficient way of translating into natural-sounding 
Japanese. Many translators aren’t convinced that segment-based 
(sentence unit) CAT tools can produce a good translation. Some 
translators feel that these tools are not cost-efficient, are hard to 
operate and make it difficult to concentrate on translating, among 
other things. Of course, using a CAT tool also has its merits.

Use of TM tools
TM tools are most often used for translating English into 

Japanese and are almost exclusively limited to IT-related, semi-
conductor and enterprise systems translation. They are rarely 
used for translating in such fields as finance, economics, pat-
ents or medicine. TM tools are primarily used to translate large 
volumes of text, reduce costs, promote consistent terminology 
and expressions, and cut delivery time. If a large amount of text 
is to be translated, multiple translators must simultaneously use 
the same TM to pool the same terminology and expressions for 
consistency. Using strings of text that were previously translated 
and leveraging repetitions are great ways to reduce costs. With 
TM, previously translated text doesn’t have to be retranslated, 
and it is beneficial when dealing with text review productivity.

Trados is currently the most common TM tool on the Japanese 
market by far. Among translators who claimed to use CAT tools 
(less than 20% of those polled), about 70% use Trados. Other tools 
such as SDLX and STAR Transit are also used, but by fewer than 
10% of CAT tool users, since sometimes manufacturers or transla-
tion companies will develop their own tools.

Two of the industry’s most recent tools are Wordfast and 
OmegaT. These are inexpensive or even free, include TM capa-
bilities, and are used mainly by individual translators or busi-
nesses with few employees in charge of documents. Translation 
companies in Japan generally aren’t using them yet but may 
begin to soon. Clients do not request Wordfast frequently, but 
more are beginning to ask about it.

Until now, TM tools, especially the business versions, have 
been very costly, so more and more small businesses may begin 
using Wordfast in the near future. Low-cost tools are also 
appealing to freelance translators. Some translation companies 

in Southeast Asia are already using Wordfast, and this trend 
could spread throughout the region.

Use of translation software (MT)
Translation software is often used for European languages, 

including English, because it can provide relatively accurate trans-
lations between them. It is also beneficial for translating between 
Japanese and Korean, due to their similar grammatical structures. 
But because of the unique traits of the Japanese language, profes-
sional translators in Japan almost never use translation software, 
and only a very small portion of businesses use it. In order to receive 
satisfactory results when using translation software for Japanese, 
the text must go through pre-editing and post-editing processes. 
User dictionaries included with the software must also be updated 
and optimized to include pre-editing and post-editing know-how. 
Using translation software requires added preparation, additional 
work once the first draft is translated, and other maintenance. For 
these reasons, the primary goals of using translation software to 
save time and money cannot be realized in this context.

There are also significant quality issues to deal with. Due to 
the unique language structure of Japanese, translation software 
produces a mixture of unnatural or incomplete sentences. Some 
clients who don’t understand the unique traits of the Japanese 
language think that professional translators can simply review 
text produced by MT for faster, cheaper, higher-quality transla-
tion. But this is a huge misunderstanding. If a professional trans-
lator looks over text produced by MT, he or she would have to put 
in just as much effort as translating the original just to maintain 
a certain level of quality. Reviewing text produced by translation 
software actually takes more time than a conventional review to 
get usable translated material. Obviously, most translators dread 
such review work; it’s sometimes doubtful if they actually do it. It 
would be similar to taking an already-cooked dish to a chef and 
asking him or her to give it a more professional flavor.

Thus, translation software should not be used to produce 
quality translations in this context. Its use should be limited to 
getting a “grasp of the general idea” of what’s been written. To 
expect MT to produce the same quality as human translation 
— with or without CAT tools — would be folly.

Conclusion
Unlike in America and Europe, CAT tools are only used in a 

limited number of translation fields in Japan because there is 
no guarantee for improved quality or efficiency. Japanese has 
various unique traits that set it apart from English and Euro-
pean languages and ultimately lead to translation difficulties. 
Translators need to consider the pros and cons of using CAT 
tools before making a decision. When consumer companies 
purchase translation services, they must consider whether the 
selected vendor has developed in-house expertise in CAT tools 
and whether this is a requirement, a priority consideration, or 
of no importance to them in their outsourcing model. Indeed, 
although no study has been performed, it is highly likely that 
the majority of translators using CAT tools in Japan do so 
because they either work for a language service provider that 
provides access to the tools or because the client requires their 
use in an attempt to reduce costs, or both. Perhaps more low-
cost CAT tools will eventually be available in Japan for personal 
use or small businesses, but no significant changes will likely 
take place in the near future. M

38-39 F Mikawa #96.indd   3938-39 F Mikawa #96.indd   39 5/21/08   10:33:00 AM5/21/08   10:33:00 AM

http://www.multilingual.com


|  MultiLingual  June 2008 editor@multilingual.com40

R
eg

io
n 

Fo
cu

s

Linguistic software 
for Japanese companies
Melanie Siegel & Todd Ettelson

MMMany of us have seen messages like those 
on a pocket knife manufactured by a Japa-
nese company: “CAUTION! Blade extremely 
sharp. Keep out of children.” Indeed, websites 
such as www.engrish.com, which posted this 
example, are devoted to collecting such errors. 
Despite the obvious humor, it is important to 
acknowledge the diffi culties of writing fl uently 
in a foreign language. This article examines the 
ways in which linguistic software can provide 
support to Japanese authors of technical docu-
mentation in English. These authors face a par-
ticularly diffi cult challenge because they have 
to express highly complex ideas in a language 
linguistically very different from their own. This 
article also addresses technical documentation 
written in Japanese and the challenges involved 
in developing software support for Japanese 
documentation. These challenges arise from 
the writing system and from a grammar system 
with a different syntax than most Western lan-
guages. Japanese also omits key information, 
which can result in ambiguity from a checking 
perspective. 

We took a similar approach to providing linguistic support 
for Japanese authors writing in English and Japanese authors 
writing in Japanese. Both systems are rooted in our fundamen-
tal belief that good linguistic software is based on customer 
data and oriented towards realizing concrete goals for corpo-
rate quality.

Support for non-native speakers
Most global businesses recognize the importance of stan-

dards. They know that ensuring standards in their source texts 
saves them substantial time and money in translation and 
localization. But companies that rely on non-native speakers to 
author their technical documentation are under more pressure to 
conform to recognized standards because their writers are more 
prone to make mistakes. For example, a Japanese customer once 
asked us to implement automated rules for the entire Chicago 
Manual of Style. The company assumed that implementing such 
a well-known guide would confi rm its adherence to interna-
tional standards.

Japanese companies are by no means alone, however, in ask-
ing us to implement large style guides for them. Like companies 
across the globe, they often forget to ask themselves two crucial 
questions: what types of style and grammar issues actually occur 
in our text, and what do we want to achieve by implementing 
guidelines? The fi rst question suggests the importance of data; 
the second question suggests the importance of goals. We view 
both questions as part of a holistic approach to providing lin-
guistic support to our customers.

Style goals 
Good linguistic software enables businesses to apply their 

style guides, which might otherwise remain stuck on paper. On 
the one hand, real-time technology helps writers apply style 
rules during the writing process itself. On the other hand, the 
process of implementing rules in software can help linguistic 
managers refi ne their style guides. As they test and work with 

Melanie Siegel is a senior 
computational linguist at 
acrolinx GmbH. 

Todd Ettelson is a key account 
manager at acrolinx GmbH.
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the tool, they become more aware of the rules that make 
sense in practice.

We develop style rules with an eye towards helping com-
panies achieve several goals in their technical documenta-
tion: clarity, translatability, consistency and appropriate 
tone. For example, rules that fl ag redundancy or needless 
words improve clarity and rules that fl ag apostrophes in pos-
sessives and contractions improve tone. A rule enforcing the 
use of the serial comma improves consistency. These rules 
are not grammar rules in the generic sense. For example, the 
serial comma does not affect the “correctness” of a sentence. 
However, the rule makes sure that punctuation is used con-
sistently throughout a document, which in turn improves 
readability and translatability.

Our software includes a core set of style rules that helps 
customers achieve these goals in their technical documenta-
tion. For English, we developed a set of best practice standards 
based on guides such as the Chicago Manual of Style and 
the Microsoft Manual of Style for Technical Publications, as 
well as on the guides of North American and British compa-
nies. Yet we quickly discovered that non-native writers of English 
require special rule customizations and extensions. Our Japanese 
customers wanted our best practice standards, but they sought 
additional guidance. 

We have chosen a few examples here to illustrate how we 
created style rules for Japanese speakers of English. The fol-
lowing excerpt from a software manual is representative of 
problems with clarity or readability that we often encountered 
in Japanese documents: “In order to use software, it is necessary 
to look at upper procedure and to copy a fi le in a hard disk. 
Keep in mind that it does not get used to use normally when fi le 
in CD-ROM is performed.”

Many of our Japanese customers told us that their writers had 
considerable problems with articles in English, since Japanese does 
not require determiners. Yet specifying the exact contexts in which 
to fl ag article usage is extremely diffi cult. We found it helpful to 
make the determiner rule lexically based. Instead of searching 
exclusively for broader patterns, the rule triggers if certain words 
commonly used in customer data appear without articles. We erred 
on the side of caution by choosing to have the rule trigger more 
frequently because we found articles made the text clearer even 
where they could have been dropped. In the example in the previous 
paragraph, upper procedure most clearly requires a defi nite article, 
whereas software and the second fi le may or may not. However, 
the sentence as a whole becomes clearer and more translatable 
with the addition of defi nite articles before those words. 

The following list from the same manual exemplifi es how we 
developed additional style rules:

About Data Save
You can't save only position which set on the main 
window. You must save “motion" which includes the 
position.
Data which is used to change DESKTOP is location of 
control. Display/No Display mode and color are dis-
played the same setting after save to system in the label 
property setting.
Each label name which is set in the label property is 
saved in “SYSTEM."

Needless to say, this excerpt contains multiple issues. The 
“use article” rule helps improve clarity substantially, but an 

“avoid passive voice” rule also helps with clarity. Our best 
practice standards include this rule, but our English-speaking 
customers generally want it restricted to contexts where a “by-
agent” appears (for example, “The computer was started by the 
system administrator.”). For text authored by Japanese speak-
ers, we developed a less restrictive rule to fl ag most instances 
of passive voice. In the previous excerpt, the rule fl ags is used, 
are displayed, is set and so on. Changing the sentences to active 
tense helps simplify the language.

It is often diffi cult for non-native speakers to achieve the 
proper tone in their texts, so we also created or extended rules 
to help with tone. Our best practice rule “avoid contractions” 
fl ags can’t in the previous excerpt. A new rule that we developed 
especially for non-native speakers fl ags instances of second 
person, such as the word you, and suggests imperative instead. 
More generally, we extended the best practice rules to deal with 
the types of issues concerning tone that we saw in the data. For 
example, we added phrases such as all in all and right off the 
bat to the rule to avoid colloquialisms. Japanese data contained 
more archaic words, such as whilst, therewith and lest, which 
we added to the “avoid archaic words” rule. 

Style is a vast area, and the examples we have chosen only 
touch on the ways in which linguistic software can help Japa-
nese companies achieve goals such as clarity, consistency and 
proper tone in their documents. 

Intelligent re-use
A recently introduced component of our software focuses 

on the re-use of existing content in order to improve quality 
and decrease redundancy in customer documents. The artifi cial 
intelligence-based technology “micro-clusters” the sentences 
contained in a translation memory (TM) or content manage-
ment system (CMS), placing them into clusters according to 
their semantic similarity. It also checks spelling, grammar, cor-
porate style and terminology before proposing a recommended 
sentence as representative from each cluster. A linguistic 
administrator validates the sentences and activates the clusters. 
The software then suggests the representative sentence in real 
time whenever the writer authors text with a meaning similar to 
that of the representative sentence.

Figure 1: Intelligent re-use of sentences.
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We found that this tool is especially useful for non-

native speakers because it suggests only a single sentence 
that has already been checked for spelling, grammar, style 
and terminology. Writers receive suggestions within their 
text editors in the same way they would receive sugges-
tions from a spell-checking tool.

In Figure 1, the tool placed the sentences from a large 
TM into the same micro-cluster because of the similarity 
in their meaning. The tool detects matches in meaning 
even where syntax varies signifi cantly. At the quality 
control level, it highlights inconsistencies in punctuation 
(compare 1 and 2), spelling and capitalization. It checks 
for grammar, style and terminology as well as redundancy. 
Based on this evaluation, it suggests a representative sentence. 
In this sample, it suggests sentence 7.

Once the linguistic administrator validates the representa-
tive sentence and turns on the cluster, the writers receive it as 
a suggestion whenever they type sentences that are similar in 
meaning. The technology can even treat parts of the sentence as 
variants, such as the words in brackets. Hence, if a writer typed 
“On the login page, type your user name and press enter,” the 
system would suggest: “Type in the user name and password, and 
then touch [Enter]” recognizing Enter as a variant of Login. This 
feature is part of the intelligence behind the re-use technology.

For non-native speakers, intelligent re-use is particularly 
helpful because they receive a single, already approved sug-
gestion. It saves money by assuring quality and eliminating 
redundancy. And the tool cuts time-to-market because writers 
have to spend less time thinking about what they write.

Checking Japanese: new challenges
The previous section discussed our approach to non-native 

English support. This approach is data driven and focuses on 
achieving specifi c goals in documentation, including clarity, 
simplicity of language, readability, consistency and appropriate 
tone. This section argues that the same kind of approach yields 
similar benefi ts in checking documents written in Japanese, 
even though Japanese creates distinct challenges for language 
processing and language checking.

In order for us to develop a software tool for checking Japa-
nese, we had to take into account three key ways in which Japa-
nese differs from European languages. First, Japanese works 
with three distinct sets of characters: hiragana, katakana and 

kanji. None of these sets is entirely comparable to an alpha-
bet in the Western sense of the word. Hiragana and katakana 
are syllabic scripts, while kanji are characters borrowed from 
Chinese that generally express semantic units. Kanji are used 
for words that carry meaning; hiragana are generally used for 
function words and katakana for foreign words. 

For example, consider the sentence  
consisting of hiragana, katakana and kanji (Table 1). Identi-
fying these characters is vital for checking spelling, grammar, 
style and terminology, as different kinds of rules refer to the 
character sets. Katakana words are mostly foreign words and, 
together with kanji words, are good candidates for term extrac-
tion. Spelling for katakana and hiragana words is much more 
similar to English spelling than spelling for kanji, which entails 
using the correct kanji in the right context. A style rule checks 
the distribution of kanji and hiragana, ensuring that the appro-
priate characters are used for particular audiences.

Second, language software relies on segmenting sentences 
into separate words (or tokens) in order to analyze them effec-
tively. For Western languages, it does so in part by interpreting 
the blank spaces between groups of characters. Written Japa-
nese, however, does not use blank spaces to separate sentence 
elements, which makes segmentation substantially more com-
plex. The previous sentence consists of the following segments, 
one of which combines kanji and hiragana characters (Table 2). 
Sentence segmentation, therefore, poses a fundamental chal-
lenge for developing language software for Japanese. 

Third, Japanese uses different morphological information than 
European languages. Japanese nouns do not require information 
on number or gender. However, they do infl ect to express polite-
ness. For example, the Japanese noun hon (book) can refer to one 
or more books in the genitive case. But if the book belongs to a 

katakana hiragana kanji hiragana kanji hiragana sentence 
end marker

Table 1: A sentence consisting of a mixture of Japanese character types.

katakana hiragana kanji hiragana mixed kanji 
hiragana

sentence 
end marker

Table 2: Segmentation of the same sentence.
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person who is socially superior to the speaker of the sentence, 
the book requires the prefi x go. Verbs infl ect for tense and mood, 
but they do not require information with regard to person, as do 
European languages. For instance, the verb yomu (read) infl ects 
to yomimasu if the addressee is not on socially familiar terms 
with the speaker. There is no infl ection if the speaker speaks to a 
friend, family member or younger person.

To summarize, a language technology system needs a fun-
damentally different knowledge base to check Japanese. In the 
following sections, we discuss how our approach uses this infor-
mation to check terminology, grammar and style in Japanese.

Keeping terms consistent
Our language software emphasizes terminology as central 

to improving information quality. A well-designed, well-main-
tained terminology database bolsters the precision of the tool 
as a whole. The database contains words that are not included 
in either the standard dictionary or on the error list. When 
the software checks for spelling, it automatically excludes any 
word contained in the term database. This feature is particu-
larly important for technical documentation, which uses cus-
tomer-specifi c terms or product names that would otherwise be 
interpreted as spelling errors. Above all, terminology manage-
ment is about consistency, and global businesses know that 
consistency reduces their translation costs and ensures their 
brand identity.  

In English, a state-of-the-art terminology tool ensures that 
authors use not only consistent terminology, but also a con-
sistent style — for example, with regard to diacritics or case. 
Terminology checking for Japanese performs two key functions. 
First, it identifi es inconsistently written katakana, the syllabic 
script used for writing foreign words. Because these words are 
often names or technical terms, there may be no consensus on 
their spelling. A Japanese writer can spell the name Siegel as 

, — , , or — . Some of the variants 
would be included in a term bank. The term bank administra-
tor would set the status of the variants. If the administrator 
validates —  as “preferred,”  is recognized by the 
system as an illegal variant of the preferred term, which con-
tains a dash. The other variants,  and — , are given 
the status of “deprecated” in the term bank. During a check, the 
software fl ags the deprecated terms and illegal variants. Second, 
terminology helps ensure the consistent use of kanji. In Japa-
nese, any kanji character can be written in the syllabic hiragana 
script, which leads to considerable variation in how words are 
written. However, technical writers should avoid less-common 
kanji characters because they impede the clarity and translat-
ability of documents.

Term extraction helps customers build up their terminology. 
We run a term extraction utility over customer data at the begin-
ning of a project. The extraction yields a list of potential terms 
that the term administrator validates in a web-based interface, 
assigning different statuses (for example, “preferred,” “depre-
cated” or “non-term”). The terms are then imported into a term 
bank. In this sense, setting up terminology is also entirely based 
on customer data and addresses phenomena that actually occur.

Grammar with micro-clustering
Although our grammar component checks more generic 

phenomena, we nevertheless retain our data-driven approach. 

For example, in English, grammar rules encompass a relatively 
limited range of issues that occur more frequently in customer 
data, including word confusions, hyphenation issues and noun 
phrase/number agreement. We extend the grammar rules incre-
mentally and on the basis of new issues that we identify through 
extensive analysis of customer data.

We take a similar approach to Japanese grammar. In order to 
evaluate large amounts of customer data, we employ a sophis-
ticated micro-clustering tool. The tool groups together similar 
sentences into micro-clusters. We then analyze the clusters in 
order to determine whether there are signifi cant grammatical 
differences between their member sentences. For example, 
micro-clustering highlighted frequently occurring confusions 
between verb endings such as reru – rareru,  seru – saseru and 
teru – teiru in technical data. As a result, we set up grammar 
rules to account for confusion between these endings.

With micro-clustering, we also found the following variants 
in customer data:

a. juuden shite iru baai wa
b. juuden shite ru baai wa
   (both meaning “in the case of loading”)

Written language requires the use of the fi rst variant. We thus 
created a rule that fl ags a -te verb followed by ru and proposes 
iru instead.

We are still in the process of enlarging our database for Japa-
nese. Based on our current data, we were able to create rules for 
ten different types of grammar errors. In particular, we expect to 
fi nd additional issues in the area of verb agreement. 

Tailoring style rules to Japanese
In the area of style, we began by creating rules parallel 

to those in the English and German software, such as “avoid 
ambiguous expressions.” In Japanese, ambiguous expressions 
included expressions such as aru hazu desu (seems to have). As 
in English, expressions typically used only in spoken language 
should be avoided for Japanese, for example, the expression 
pittari (closely). Yet there are differences with regard to tone 
across the three languages. English uses the imperative voice 
for technical documentation (Switch off the machine) and does 
not differentiate on the basis of status. German also uses the 

Figure 2: Maintaining a sample Japanese term 
and its proposed translations.
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imperative, but refers to the user with the honorifi c form, Sie
(Schalten Sie die Maschine aus). And Japanese refers to the 
addressee in the honorifi c verb form (dengen wo o-kiri kudasai). 
We therefore needed to set up a rule that requires the honorifi c 
verb forms specifi c to Japanese.

Once again, we sought to implement rules oriented towards 
overarching goals and based on actual data. Clarity and read-
ability are key issues in style, especially for documentation 
intended for global audiences or translation. For example, 
using multiple honorifi cs in a sentence can be confusing. We 
therefore decided to create a rule that fl ags this phenomenon, 
especially once we saw that the issue appeared frequently in 
customer data. A careful analysis of data also suggested that 
the rule regarding honorifi c verb forms in Japanese applied in 
particular to descriptions of actions. Micro-clustering enabled 
us to analyze large amounts of data. We again looked at text to 
fi nd similar, but not wholly identical sentences. For example, 
we found the following variants in technical documents (using 
Latin transcript):

a) moshi ayamatte uwagaki shita baai
 (if in the case that you overwrote it)
b) ayamatte uwagaki shita baai
 (in the case that you overwrote it)
We could identify moshi as an unnecessary word and develop 

a style rule that fl agged its occurrence. 

Developing style rules may therefore begin with generic rules 
as a basis, but has to take actual data into account. We consult 
with our customers to implement style guides they may already 
have in-house, but do not do so in a haphazard way. Instead, 
we try to actualize specifi c goals, such as clarity, readability 
and consistency, and make sure the style rules that the software 
enforces make practical sense and do not interfere too heavily 
in the writing process. 

Conclusion
There are two key aspects of providing linguistic support to 

Japanese companies that write technical documentation for global 
audiences. The fi rst involves Japanese authors who write in Eng-
lish; the second involves Japanese authors writing in their native 
language. This article argues that linguistic software can play a key 
role in both respects. However, it is essential that linguistic software 
is based on phenomena and problems that actually occur in cus-
tomer data. Simultaneously, good linguistic software should help 
companies achieve concrete goals, based on internal style guides 
and terminology lists, as well as international standards. It does not 
create additional work for writers, editors, translators or managers. 
In this respect, new technologies such as intelligent re-use, which 
enables the re-use of high-quality sentences, are quite promising. 
Especially in the Japanese and other Asian markets, such software 
can radically cut costs and reduce time-to-market.  M

BATTING A THOUSAND 
[an idiom] To be extremely successful at something.
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Gender differences in 
Japanese localization
Rik Grant & Naomi Okada

The Orient is often referred to as an area with 
an air of inscrutability, and perhaps one of the 
foremost reasons for this is its languages. With 
many intricate characters and myriad meanings 
gleaned from seemingly cryptic glyphs, the lan-
guages of Asia are easily perceived as alien, com-
plicated systems. Japanese is often regarded as 
one of the most complicated of modern languages 
because of its many components, such as its writ-
ing system with its three component scripts; its 
multiple word pronunciation; and its extensive 
use of honorifi cs, correct only when applied in 
the correct social context related to the observer’s 
social standpoint, work relations and so on. It is 
a potential linguistics minefi eld, fraught with pit-
falls stemming from the simplest of social misun-
derstandings. So, how best do we go about taking 
something made by Japanese for a Japanese audi-
ence and turn it into something applicable and 
enjoyable for the West and vice-versa?

Localization is the process of adapting a product or message 
for a particular region or country or producing a document that 
supports the character set of a given language, showing the cor-
rect formatting for dates, numbering, currencies, addresses and 
so on. Localizing marketing text involves translation but also a 

considerable amount of research into the product’s target market, 
competitors and areas of concern. The localization process is 
much more than just pure translation.

Linguistic differences
In order to understand how gender distinctions in Japanese can 

affect the way in which the language functions and how it is inter-
preted — as well as its impact on localization — one must fi rst look 
at the fundamental linguistic differences in the Japanese language.

Written Japanese is comprised of three separate systems that 
are employed together to form complete sentences. Japanese pos-
sesses two phonetic scripts: hiragana ( ) and katakana 
( ), each of which consists of 46 symbols that can be 
modifi ed with diacritical marks to change the sound to a separate 
set. The third component of written Japanese — kanji ( ) — is 
Chinese characters, pictorial ideographs of the meaning that each 
character holds. There are around 3,000 to 5,000 kanji ideographs 
in use in written Japanese.

Any given sentence in Japanese could be sounded out solely 
using the phonetic alphabet that is hiragana, though this would 
likely cause consternation as the kanji characters allow for 
faster reading and faster interpretation of the concepts within a 
sentence. In modern Japanese, hiragana forms the grammar of 
Japanese sentences: 

(Kore ha watashi no kyoukasho 
desu) “This is my textbook.”

In this simple sentence, we can see two of the scripts in action. 
The simpler, rounded characters are hiragana, and the two more   
complicated characters are the Chinese kanji (  and ). The 
two kanji characters refer to I/myself and textbook respectively. The 
hiragana fi ts around the kanji characters, thus forming the grammar 

of the sentence. Katakana is mostly used for foreign 
loanwords and for dramatic effect: 

 (Kono 
ge-mu ha yatta koto aru no?) “Have you played this 
game before?”

In this sentence the word game ( ) is ren-
dered in katakana. The shapes of the characters are 
often similar to their hiragana counterparts, though 

Rik Grant, a project manager at Asian Absolute, 
translates from Japanese to English. He holds a 
BA in Asia Pacifi c Studies (Japanese).

Naomi Okada, also a project manager at Asian 
Absolute, translates from English to Japanese 

and holds an MA in international relations.
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they are much sharper and more angular — hence, their use in 
advertising because they are seen to be more dynamic, standing 
out much more than the commonplace hiragana.

In modern Japanese, the three systems are combined together, 
and the usage of all three is gender neutral to a certain extent. 
But this was not always the case. When Japanese as a written 
language was fi rst established, it was only the men who wrote. 
Gradually as centuries passed, women started writing as well. 
Originally, hiragana was also known as Onna de ( ) or 
woman’s hand and was the sole acceptable method of writing 
for women at the time. The soft curving characters of hiragana 
were deemed intrinsically more feminine than the harsh, blade-
like strokes of katakana. Many young girls will make an effort 
to write using hiragana more than kanji, due to the cute, soft 
appearance that hiragana has. 

Unlike English and many other languages, Japanese has a 
vast array of words in use to defi ne oneself depending on the 
speaker’s whims and personality and social appropriateness  
(Table 1). There are simple ways to refer to oneself in a gender-
neutral tone, which can be used by both genders interchangeably. 
The obvious problem here is that all of these words translate to 
the same thing in English and many other languages. Thus, in 
a literal translation the effect is often lost, and more creative 
methods must be employed to preserve the gender-specifi c 
element.

For example, in a scene from Akira Kurosawa’s fi lm Yojinbo 
(The Bodyguard), a male gangster is suddenly faced with 
the guard who approaches him without notice:

Gangster (Male): (Nanda temee ha!) 
“Who are you?”

The word is a strong and somewhat rude method of 
expressing you and is only used by men, especially in a fi ght situ-
ation or when people are involved in a confl ict with each other. 
If we directly translate Nanda, it becomes “What is it?” but in this 
kind of scenario, it is used to emphasize the intense situation.

Here’s another similar case of a woman bumping into a stranger 
who has suddenly approached her:

The Woman: (Donata kashira?) “Who are 
you?”

Donata is a polite way of referring to or asking about the 
other person. It is used by both men and women depending on 

the situation. Kashira is used by women (see the discussion about 
sentence fi nal particles later on). The direct translation would be “I 
wonder . . .” but, due to the strained atmosphere inherent in this 
scene, it is translated more accurately as “Who are you?”

Japanese speakers tend to favor short sentences in conversa-
tion, opting to drop references to the subject when it is thought 
that they will be intrinsically understood by the listener. For 
example, the adjective Ureshii! ( ) can be translated to 
mean anything from “I’m really glad it’s turned out this way!” to 
“I’m so happy you have done that for me!”

The example and its translations depend upon the context of the 
sentence and the decisions of the translator. Similarly, what would 
take a small sentence or longer to communicate in another language 
can be as short as a single word in Japanese: Yatta! ( ) or “I/
we/they did it!” Obviously, this can cause problems when the local-
ization of text is confi ned to a small area, and the resultant transla-
tions may be much longer than in the source language.

What would be considered an unfi nished sentence in a literal 
rendition into English can quite often be a complete sentence in 

Watashi Standard term for the self, gender 
neutral, polite

Watakushi Exceptionally polite term for the self, 
used only in formal situations

Wagahai Outdated term for oneself, predominantly 
male usage, Meiji era (1868-1912)

Sessha Archaic form, mostly male usage, 
pre-Meiji era (1568-1868)

Washi Masculine form, used often by old men

Boku Informal, used by men/boys of all ages

Ore Informal, used by boys wanting to 
appear older

Atashi Polite/informal, standard feminine term

Atai Tokyo dialect version of Atashi

Table 1: Examples of the numerous ways to speak of oneself in Japanese.

Neutral sentence fi nal particle (SFP)
Da Short colloquial form

Desu Standard polite term

Deshou Standard indication of uncertainty, polite

Yo Emphatic/informative particle

Ne Exclamation/agreement

Yo ne Emphatic agreement/affi rmation 

Masculine SFP

Da Simple colloquial form, used more often 
by men

Darou Indicating uncertainty, possibility

Kai Male equivalent of the question form Ka

Zo Harsh emphatic of Yo

Ze Harsh emphatic of Yo, often regarded as cool

Sa Indicating uncertainty, more colloquial 
than Darou

Na Male affi rmation

Kana I wonder. . . .

n 
ending

Negative verb ending, Wakaran (
) “I don’t understand.” Women almost 

never use this form. Instead they use the 
standard negative verb ending in its short 
form Wakaranai ( ), possibly 
with/without a feminine SFP.

Feminine SFP
Wa Soft sentence ending, slightly emphatic

Wa yo Soft agreement/affi rmation/informative

Deshou
Fundamentally neutral, though has a 
slight feminine nuance implied, indicates 
uncertainty, possibility

Kashira I wonder. . . .

Table 2: Out of all the elements in speech that defi ne the role of the 
speaker or the speaker’s subject, SFPs are the most frequent.
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contemporary Japanese. So, what happens when we now start 
introducing gender-specifi c phraseology?

One highly unique point of the Japanese language is the diversity 
of gender-specifi c terminology/expressions/constructs. Unlike in 
most Western languages, gender places certain linguistic and social 
limitations upon the choice of phrase or wording of the speaker. In 
Japanese what would be communicated in a gesture or infl ection in 
other languages often has its own separate register and rules.

In written Japanese this normally never creates an issue, as 
standard speech for advertisements, newspapers and products is 
gender neutral. It is only when dealing with quoted speech or 
areas where there is a distinct emphasis placed upon the gender 
of the speaker that problems can occur. For instance, with the 
spoken word exclusively, the female tone in general has a rising 
intonation at the end, which in its natural lingual context comes 
across with a certain brightness that is not evident in the male 
tone, nor is it considered necessary.

One of the key methods by which Japanese speakers dif-
ferentiate between genders within the language is with various 
different sentence fi nal particles (SFPs). Out of all the elements 
in speech that defi ne the role of the speaker or the speaker’s sub-
ject, SFPs are the most frequent. There is a distinct split between 
gender-specifi c SFPs, as indicated in Table 2.

Acoustically speaking, feminine SFPs have a distinctly softer 
sound to them and, when combined with the rising intonation 
mentioned previously, produce a very gentle tone. This is con-
sidered appropriate enough to be used for almost all of Japan’s 
many automated announcements due to its bright, succinct and 
polite tone, though in some situations this can be considered 
nasal, especially with convenience store attendants. Male SFPs 
have a much more guttural tone, and the sounds are generally 
lower in tone and have rougher, less distinct ending sounds.

While the Japanese language is traditionally characterized by 
these separate male and female registers, it appears that language 
norms for Japanese women are changing. Research conducted by 
Shigeko Okamoto and Shie Sato in the 1990s drew attention to anec-
dotal evidence that suggested some women — in particular younger 
women — are increasingly using neutral and even masculine forms 
instead of traditionally accepted feminine forms of speech. When 
considered in its cultural context, this allows for a glimpse into the 
changing social atmosphere regarding gender roles.

These writers also provided some empirical evidence to sub-
stantiate this suggested trend for the domain of SFPs in casual 
conversation. In 1998, Hirofumi Asada reported that the use of 
SFPs among young female students is infrequent, if present at all. 
In a 2003 article on SFPs, Kyoko Kawasaki and Kirsty McDougall 
compared SFP usage in Japanese textbook dialogues with their 
occurrences in natural conversation. 
The data on SFP usage were collected 
from a number of JFL (Japanese as a 
foreign language) textbooks and then 
compared with the spoken conversa-
tion data provided by Okamoto and 
Sato in 1992 to determine the extent 
to which SFP usage in the textbooks 
refl ected the actual usage in contem-
porary spoken language (Table 3).

Very little conversational data is 
available for males. In 1998, Asada 
provided one other relevant study 

that examined the conversations of Japanese male university stu-
dents. He recorded the conversations of three male/female pairs 
(aged 19-22) and asked them all to spend ten minutes discussing 
each of three topics. The ensuing data was not necessarily repre-
sentative of common usage of SFPs because the range of subjects 
participating in the study was quite small and the setting was 
highly controlled. It should be noted, however, that all subjects 
showed some use of feminine SFPs, which was not observed in any 
of the examined textbooks. Kawasaki and McDougall showed that 
male speakers had begun to use feminine speech of late — even 
to the point that there is more reported usage of feminine SFPs as 
opposed to masculine SFPs.

Who is our target?
So where does this leave us with the issue of localization? 

Probably the most important consideration is the target audi-
ence of the material for which one is localizing. In the fi lm and 
computer games industries, the nuances of gender in speech 
are of paramount importance. They are, after all, what makes 
characters unique. Imagine, for instance, if a computer game’s 
female protagonist has her refi ned but heavy-handed wording 
rendered into an inappropriate format so that she loses her man-
nerisms and becomes run-of-the mill in terms of her impression.
If the subtle differences in the speech of a male or female char-
acter are not picked up by the translator, this can dramatically 
change the impression that the character evokes and alter his or 
her impact on the audience. If the target audience is teenagers 
from 15 to 19 years of age, they will most likely fi nd it easier 
to associate with an emotionally charged protagonist, one who 
has a fi ery nature and delivers impassioned speeches. If this 
character speaks with a nonchalant tone, the urge to identify 
with the character or to pursue the character’s goals is compro-
mised, and ultimately the player will lose interest. This would 
cause the game to become unpopular, thereby resulting in a loss 
of sales and profi t for the company producing the game.

This also proves true in the realm of cinema subtitling, where the 
characters and their words are key to the enjoyment of the fi lm. For 
example, to adequately portray the refi ned yet edgy tone that Lestat 
evokes in Interview with the Vampire, his speech must be rendered 
in an appropriate way or else it loses its effect. Thus, its potency is 
drained, and the atmosphere of the fi lm is negatively affected for 
audiences who rely upon subtitles for understanding.

How and what do we localize — 
cultural differences, symbols, gestures?
In addition to the differences between female and male spo-

ken language, cultural differences are also another factor to 

Sentence 
type 

Group A (%)
7 students 

aged 18–23

Group B (%)
3 housewives 
aged 27–34

Group C (%)
4 married professional 
women aged 45-57

Female speech 
in textbooks 

(%)

Male speech 
in textbooks 

(%)

Masculine 5 0 0 0 13

Neutral 81 75 50 1 66

Feminine 4 12 28 59 0

Other 10 13 23 40 21

Total 100 100 100 100 100

Table 3: Female native speakers compared with female/male characters’ speech in textbooks.
Source: Kawasaki and McDougall
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consider when localizing. In an interview 
with IGN.com, the localization team for 
Lost Odyssey for the Xbox 360 gives some 
pointers, describing a scene where one 
of the characters fondly remembers her 
deceased mother. She describes how her 
mother collected potholders but would 
never use them, picking up hot pots with 
her bare hands instead and burning her 
fi ngers. The mother would then touch 
her burned fi ngers to her earlobes. “In 
the audio studio, all the native English 
speakers just looked at one another in 
confusion. It was a cultural reference that 
didn’t make sense to us. Our Localization 
PM explained to us that, in Japan, if 
you burn your fi ngers, you touch them 
to the coolest part of your body (your 
ear lobes). It was a very funny moment 
when I exp lained that, in the U.S., we 
jump up and down and shake our hands 
going ‘Ow! Ow! Ow!’ then run for the 
sink to run our aching fi ngers under cold 
water. I think, in the end, we decided to 
leave the dialog as written because it 
had a charming quality to it, but there's 
an example of a cultural action that 
didn’t cross the Japanese/English barrier 
accurately.” (http://uk.xbox360.ign.com/
articles/772/772809p1.html)

There are two integral parts to a success-
ful localization: turning the source material 
into an acceptable translation — making 
the text accessible and understandable 
for a foreign audience — and  crossing the 
cultural gap. Japanese sensitivity in certain 
areas varies massively from the Western 
standard — for example, what would be a 
side-splittingly funny joke to the Japanese 
might just cause confusion for Westerners. 
Japanese attitudes toward adult content 
and extreme language are far more relaxed 

than the American perspective, and, as 
such, certain scenes may need editing 
before the product can be released.

A fi nal example from the games indus-
try highlights the issues faced in localiz-
ing Japanese to the Western market. This 
example comes courtesy of “Uncensored 
Censorship: Translation vs. Localization” 
by Daniel Orner of RPGamer.com: “A 
good localization into [American] English 
is meant to make a game feel like it was 
made by people who understand Ameri-
can culture — not by people who only 
understand Japanese. And from my own 
online script editing efforts in the emula-
tion/translation community, I can tell you 
that it’s incredibly diffi cult.” The process is 
a creative one, and most sections must be 
rewritten from scratch rather than taken 
word by word, Orner goes on to say. 

Purists argue that any creativity by 
the translator erodes the original idea of 
the Japanese writer, but games, after all, 
are meant to be enjoyed by their target 
audiences. An American audience might 
not know anything at all about Japanese 
culture, and in order to be enjoyable 
both the jokes and the conversation 
should make sense in English. This goes 
as far as localizing nonsense syllables 
included in the original format. In this 
case, Orner suggests  making up nonsense 
syllables that English speakers can more 
easily remember: “We’re just not wired to 
remember the consonant-vowel syllables 
that make up the Japanese language,” he 
says. “For example, a nonsense Japanese 
name might be something like ‘Dodobaka’, 
whereas a better English one could be 
something like ‘Folgish.’ Which one sticks 
in your mind?” (www.rpgamer.com/editor/ 
2003/q2/051903do.html)

Conclusion
There are distinct differences in the 

way in which men and women express 
themselves in Japanese, some similar in 
infl ection and effect to those used in Eng-
lish, whereas others represent an entirely 
different social area. The understanding 
and interpretations of these linguistic dif-
ferences in text with a heavy media impact, 
such as games, fi lms, audio subtitling and 
so on, are of paramount importance. As 
modern Japanese evolves, the differences 
between these two levels of language will 
become narrower, and perhaps this will be 
reconciled over time. For the time being, 
however, the social implications and atti-
tudes intertwined with the use of these lin-
guistic elements are far reaching and must 
be kept in context to keep the translation 
close to the source material.

Thus, good translators should always 
keep in mind the social background, age 
range and target audience of a given prod-
uct so that they may allow the translation 
to refl ect the linguistic and cultural context 
with which it was originally intended.  M
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Indirect communication: 
I see what you mean
Pernille Rudlin

III keep discovering new Japa-
nese expressions for communi-
cating indirectly, even though I 
have either lived in or had inter-
actions with Japan for over 30 
years now and think of myself 
as a fl uent Japanese speaker. I 
already knew the word ishin-
denshin, usually translated as 
“telepathy,” composed of char-
acters meaning “convey your 
heart or spirit by using your 
heart or spirit.” Over the past few 
years I have discovered some 
new expressions such as kuuki o 
yomu (reading the air), haragei (stomach skill or gut 
communication) and ah-un no kokyu (ah and hmm 
breathing). The latter is a reference to how people 
who know each other intimately can communicate 
with just the occasional “ahh” and “hmmm.” This 
ever-growing list tells me how important being 
able to convey your thoughts without many words 
is in Japanese society.
The Japanese communication style is classifi ed as 

“high context,” as opposed to “low context.” High-
context communicators want to know context — such 
as the age, status and background of the person to 
whom they are speaking — before they comfortably 
feel they understand the full meaning of that person’s 

message. They also expect both the listener and the speaker to 
share a common understanding of the history leading up to the 
conversation so that many things can be “taken as read.” Japa-
nese people also tend to be “indirect” communicators in that they 
use vague expressions to avoid confrontation and disagreement 
and expect the other person to understand their real meaning by 
picking up on nuances and being aware of the unspoken. Finally, 
Japanese communication can often be nonverbal, with a myriad 
of meanings conveyed through silence, eye contact, teeth sucking 

and head movements, which are 
often very subtle.

As you can imagine, this can 
cause plenty of diffi culties for 
the more direct, verbal com-
municators such as Americans, 
Germans and the Dutch. Direct, 
verbal communicators say what 

Pernille Rudlin is the 
European representative 
of Japan Intercultural 
Consulting.

These ASCII drawings are 
from the Train Man stories 

posted fi rst in Japanese 
on the web and since 

translated to English at 
www.rinji.tv/densha 
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they mean, no more and no less, and 
dislike vagueness. They also miss large 
parts of the message being conveyed 
to them by indirect communicators 
because they fail to notice the codes 
and body language being used. Being 
greater users of indirect communica-
tion, British people can understand 
the Japanese style, but the code words 
and expressions are different in Brit-
ish English and Japanese, so misun-
derstandings still persist. A Japanese 
person could say “that might be a 
bit diffi cult” instead of a direct “no” 
to whatever was proposed, leading a 
British person to try to argue how the 
proposal could be easily implemented. 
On the other hand, a British person 
might say “well, I don’t disagree,” “you 
may be right” or “interesting” when he 
or she wants to avoid committing to 
an idea, leaving the Japanese person 
with the impression that the British 
person agrees.

People who come to our training 
sessions on how to communicate with 
Japanese people wonder how Japanese 
business people can survive in a glo-
balized, wired world, where communi-
cation has to be clear if you want to 
ensure diverse groups of people under-
stand your message. When I was work-
ing in the corporate planning part of a 
Japanese multinational, the vagueness 
and deliberate ambiguity of Japanese 
presented frequent headaches for me 
in trying to translate strategy docu-
ments from Japanese to English. If I 
translated directly, word by word, the 
resulting English was meaningless and 
banal. I learned in the end to read the 
Japanese original, talk to the people 
involved in drafting it, and then put 
the original away and write the whole 
document in English from scratch. It 
made for a better read, but it was tough 
trying to get approval for it as some-
how, in English, who was doing what 
to whom became much clearer.

Multinational communication is 
also frequently virtual. E-mail and 
even videoconferencing require a 
low-context, verbal and direct style of 
communication. All you can see are the words in e-mail, and 
even with videoconferencing, it is hard to really get a feel for the 
other person’s body language and facial expressions.

Nonetheless, e-mail is a very popular form of communication 
in Japan, both in corporate contexts and via mobile phones. 
Japanese mobile phone e-mail is full HTML e-mail rather than 
text messaging/SMS, so when the e-mail is personal rather than 

business, Japanese young people 
try to soften the message by adding 
virtual body language and unspoken 
emotions with emoticons, known as 
kaomoji (face characters) that they can 
download and add to their e-mails or 
that they create themselves. These are 
much more sophisticated and creative 
than the simple smileys we use in the 
West. Indeed, a best selling novel in 
Japan from a few years ago, Den-
sha Otoko, translated as Train Man 
in English, featured pages mostly 
composed of emoticons and ASCII 
art, taken from postings to a bulletin 
board by various Japanese geeks.

I am not suggesting that every-
one who e-mails a Japanese person 
should therefore sprinkle his or her 
messages with emoticons. However, 
when writing e-mails to a Japanese 
acquaintance, even in a business con-
text, it is a good idea to add a personal 
touch. Traditional Japanese business 
correspondence always used to open 
with a seasonal greeting, noting the 
cherry blossoms or the colder weather. 
A comment about the bad weather in 
your home country or one express-
ing concern about a typhoon close to 
Tokyo would be appropriate personal 
touches.

A softer touch applies to other vir-
tual communication in Japan, such 
as website design. Although most 
of us in the West think of Japanese 
aesthetics as being about austere 
minimalism, if you actually look at 
Japanese websites and compare them 
with Western equivalents, you may 
be surprised by how brightly colored 
and busy they are. Think manga 
rather than Zen. The screenshots of 
Yahoo!’s front page in the UK/Ireland 
and in Japan illustrate this. In fact, 
Yahoo! is consistently more popular 
as a search engine in Japan than 
Google with its sparse home page, 
and I often wonder if this is because 
Yahoo!’s look and feel are closer to 
Japanese preferences than Google’s 
white spaces.

Japanese PowerPoint presentations 
tend to use far less white space, are much more densely packed, 
and use a greater variety of fonts and colors than Western pre-
senters would fi nd acceptable. They also tend to have a much less 
linear progression. In the West we are taught to “say what you are 
going to say, say it, and then tell them what you just said.” We 
also know that the exposition in the middle section should have a 
thread running through it, with one idea or assertion following 

Yahoo! localization yields consistency 
as well as culturally-tuned web interfaces.
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logically on from the other. Japa-
nese presentations, on the other 
hand, often do not seem to prog-
ress logically, but seem to be a 
series of snapshots, history, scenarios and 
data. The conclusion is not put forward up 
front or even at the end. Audience mem-
bers are encouraged to draw their own 
conclusions, or it is allowed that there 
might not be a logical thread or a single 
conclusion to be drawn. Circularity, rather 
than linearity — or looking at the organic 
whole — is preferred.

PowerPoint actually took rather a long 
time to catch on in corporate Japan. Before 
then, most proposals were presented on 
large sheets of paper, in graphic form, 
with lots of text boxes and arrows. Toyota 
has even formalized this by encouraging 
its employees to use just one side of an A3 
size paper (29.7 cm by 42 cm) for captur-
ing problem solving or proposals, in a for-
mat with a visual storyline of interlinked 
boxes, rather than forcing people to read 
20-page densely typed memos. This is part 
of the Toyota Way of “problem visualiza-
tion” that started in its factories. Rather 
than just having an alarm that sounds or 
a printout that indicates a problem, Toyota 
ensures there is some visual control or 
graphic display of the problem.

This kind of visualization isn’t about 
oversimplifying problems; rather, it is 
about condensing a problem and often 
conveying quite a lot of information or 
logic without spelling it all out in words. I 
think this ability to convey and assimilate 
rich detail in a graphic form originates 
from the Japanese use of kanji (Chinese 
ideographs or pictographs), which are 
sometimes very obviously derived from 
the things they are meant to represent 
(trees, mountains, rivers) or can be bro-
ken down into components representing 
concepts, from which a meaning can be 
deduced (for example, “speech” + “right” = 
“evidence”). Emotions are also conveyed. 
One of my favorite kanji is composed of 
two kanji, one for woman and one for 
child, and the meaning of the compound 
kanji is “like, love or be fond of” as in the 
love of a mother for her child.

Some of the most common Japanese 
expressions contain the idea of “seeing.” 
“I’ll think about it” in English would 
translate as kangaetemiru in Japanese, 
which means “I’ll think and see.” “Try 
it!” is yattemite! or “try it and see!” 
Some Japanese people shut their eyes 
in meetings, and I try to explain to 

insulted Westerners that they are prob-
ably trying to “see what you mean” in 
their mind’s eye and blocking out other 
visual white noise. However, it has to be 
admitted that in some cases they are just 

asleep, lulled by the waves of English 
words around them. Visual, graphical 
stimulus — a scribble on a whiteboard, 
a prototype or even a bunch of data on 
a spreadsheet — might have kept them 
awake. For those of us who love writing 
and reading, it is worth remembering 
that sometimes people do need to see, 
not read, what you mean.  M
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This compound kanji, meaning “like, love or be 
fond of,” is a combination of woman and child.
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A comparison of eight
quality assurance tools
Julia Makoushina

When we started our own company in 2002, we 
were anxious to make sure that our few but valu-
able customers never had cause for disappoint-
ment. I personally reviewed every fi le to make 
sure that terms were consistent, all the numbers 
were correct, the right quotation marks were used 
and other language standards were followed. 
We translated into about ten languages, and I did this kind of 

quality assurance (QA) for all of them. Some experience in several 
languages and the rules of logic helped me fi nd typos and other 
formal errors even in Finnish, which I did not understand at all. 
I would politely ask translators to see if what I found could be 
an error. It usually was, and the translators were surprised that 
I picked out errors without any knowledge of their languages. 
That made me realize that proofreading is not always needed for 
certain types of errors, and, moreover, detecting such errors can 
be automatic and require little human intervention.

For several years before that, I had been doing freelance 
proofreading for a client with repetitive projects who used a very 
small group of translators, and I found myself correcting mostly 
repetitive and predictable errors. Once I compiled an extensive 
checklist for those projects, I saved time by running every new 
project through the checklist and correcting the translation 
accordingly. I always wished I could write a checklist macro that 
would only show a list of segments possibly requiring correc-
tion. I never got around to it, but the idea was always in the back 
of my mind. The projects were in STAR Transit, and back then 

I was amazed at its formatting check feature, which was able to 
adjust spaces in the beginning or at the end of a translated seg-
ment according to the source and make sure the translator used 
correct decimal and thousand separators in localized fi gures.

In time, as our client list grew longer, we selected SDLX as 
our translation memory (TM) solution. In 2005, SDLX began 
offering a QA Check module that detected many formal errors 
automatically and made our life easier to some extent. Today, 
we are seeing TM solutions that incorporate some QA functions, 
as well as standalone QA tools. The main difference between 
TM features and standalone tools is that the former normally 
work within the TM environment and are intended for the TM’s 
internal fi le format, while the latter support numerous fi le for-
mats, which is very useful for translation agencies that handle 
different formats simultaneously. While TM tools allow users to 
import certain other formats, doing so often compromises the 
internal structure of the fi les and may produce unpredictable 
changes in fi les exported back from the TM tool.

Despite the fact that QA tools are still young and develop-
ing rapidly, they are already mature enough to be researched, 
benchmarked and classifi ed. Since the purpose of this article is 
to provide more practical information than theory, I will only 
briefl y summarize our fi ndings before jumping to the more rel-
evant question: which tools to use for what situations? Readers 
who need more theory are invited to download my research 
paper at www.palex.ru/en/downloads.html

What are people using?
To get a clear picture of the market, we conducted an online 

survey among language service providers (LSPs) that helped us 
quantify QA practices, rate the most popular QA tools and reveal 
the reasons for not using such tools. 

We discovered that only about 5% of the respondents have 
their vendors or third-party companies do QA for them. In fact, 
all the respondents reported that they try to perform QA whenever 
possible and that QA automation tools often save time.

Julia Makoushina, the operations director 
of Palex in Tomsk, Russia, is responsible for  
adjusting and automating in-house  
workfl ows and processes.
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Tools
About 12% of the respondents do not 

use any QA tools. Interestingly, a quarter 
of those who do not use QA tools said 
that they did not even know such tools 
existed.

Not surprisingly, the most popular 
QA tools are the ones built into the most 
popular TM tools. Trados and SDLX pro-
vide extensive out-of-the-box QA func-
tionality. While Déjà Vu and Wordfast 
have limited default QA features, expe-
rienced users can extend them using 
SQL queries and macros. Built-in tools 
get a boost from the fact that transla-
tors who do not have to check fi les in 
many different formats defi nitely prefer 
to save money by not purchasing a tool 
dedicated to the purpose.

Our survey and research focused on 
the fi ve most popular TM tools (Fig-
ure 1): Trados, SDLX, STAR Transit, 
Wordfast and Déjà Vu. These were 
accompanied by three standalone 
tools: QA Distiller, Error Spy and 
XBench. We are aware of at least 
one more standalone tool on the 
market, Ando Tools, a free Microsoft 
Word and Excel add-on package 
that checks translation quality. It 
was, however, only mentioned once 
in the survey results, and the most 
recent version of the package is dated 
December 2005. For those reasons we nei-
ther provided it as a survey option nor 
included it in the bench mark test.

QA Distiller, with approximately 6% 
market share, is a leader among stand-
alone tools, but the total market share 
of standalone tools does not exceed 
13%. Proprietary QA tools (6.72%) are 
also quite popular, at least compared to 
standalone tools.

Another free standalone tool, XBench, 
is worth describing in more detail because 
it is not a traditional QA tool. Though it 
lacks Unicode support and does not pro-
vide extensive checks out of the box, 
XBench’s additional features, paired with 
its unbeatable price (it is freeware), make 
this tool really promising. The tool cur-
rently supports the widest variety of input 
formats and allows users to import numer-
ous reference fi les for concordance search 
and consistency checks. It also provides 
term search capability in user-specifi ed 
online glossaries and diction aries as well 
as easy and effective support for the per-
sonal and client-specifi c checklists that 
are a part of every QA manager’s life. No 
technical knowledge is required to add 

new types of detectable errors. While other 
tools are extensible via regular expres-
sions, SQL queries or macros, all of which 
are normally out of the realm of a QA 
manager’s experience, extending XBench 
is almost as easy as using global search 
and replace in Microsoft Word.

More than half of QA tool users 
reported that they use their tools’ default 
confi guration, and more than 50% of 
them do this intentionally after having 
tried different confi gurations. Therefore, 

we decided to verify the effi ciency of the 
default — or sometimes “semi-default” 
— confi gurations.

The contenders
Based on our analysis of QA practices 

and QA tool capabilities, we selected the 
22 most common and serious types of 
errors and created a test fi le that con-
tained one occurrence of each error. Then 
we saved the fi le in HTML format and 
translated it into eight target languages 

Figure 1: QA tools by popularity.

Western 
European

Eastern 
European Cyrillic CJK Right-to-left

QA Distiller QA Distiller QA Distiller QA Distiller ErrorSpy

ErrorSpy ErrorSpy Trados QA Checker Trados QA Checker Trados QA Checker

Trados QA Checker Trados QA Checker XBench ErrorSpy QA Distiller

SDLX QA Check

Table 1: Most effective tools for each language group, beginning with the best at the top of each column.
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Tools
using Trados TagEditor (TTX format). To evaluate terminology 
check capabilities, we also created a glossary with only one term 
per language. Target languages were selected based on script 
and included all common script types: 

Right-to-left (Arabic, Farsi, Hebrew)
CJK (Chinese Traditional)
Cyrillic (Russian)
Eastern European (Polish and Czech)
Western European (French)

Tools that were bench marked
Déjà Vu X Workgroup version 7.5.302 
ErrorSpy 4.0 (build 001)
QA Distiller 6.0.0 (build 188) 
SDLX 2007 QA Check (build 7014)

STAR Transit XV Professional, version 3.1 SP 21 (build 617)
Trados QA Checker 2.0, plug-in to SDL Trados 2007
Wordfast version 5.51t3
XBench 2.7 (build 0.183)
Each tool was confi gured as follows: all checks that can be 

enabled by selecting checkboxes were enabled. Any checks that 
required the use of regular expressions, macros or SQL queries 
were not enabled. This simple test provided interesting fi ndings 
and statistical information.

Best in show
If you are considering using a QA tool, expect some relief 

in the most routine tasks, but nothing miraculous. Almost all 
QA tools are good for simple tasks and the most common lan-
guages. On the other hand, almost all of them are fairly weak in 

Most effective tools for the task

Task Déjà Vu 
X

SDLX QA 
Check

STAR 
Transit

Trados QA 
Checker Wordfast ErrorSpy QA 

Distiller XBench

Find empty segments 1

Find untranslated segments

Find skipped (never opened) segments

Find partial translations (where 
some source text was left)

Find incomplete translations (will be 
signifi cantly shorter than source text)

5 5

Find segments containing 
corrupt (invalid) characters

2

Find identical segments that 
are translated differently

Find differing segments that 
are translated the same

1

Compare punctuation 
at the end of a segment

5 5 5 5

Check the absence (or presence, if 
they are re quired) of spaces before 
punctuation marks

5 5

Find double spaces 5 5

Find double full stops 5 5 1

Find double punctuation marks (“.,”)

Check quotation marks 5

Check matching parentheses 1

Check number values 3 1 2

Check number formatting 5 5

Check digits to text conversion4

Check adherence to project glossaries 5 5 5 5 5

Check untranslatables (terms 
that should not be translated) 

5 5

Check identity of tags 1

Table 2: The most effective tools for different QA checks according to our benchmark results, with comments. 
1 ErrorSpy 4.0 (build 001) crashed at each attempt to check Russian. Version 3.0 did not crash, but was signifi cantly less effi cient. 2 As long as the language is preset; for others (such as Farsi) it gener-
ates a huge number of false positives. 3 Except for Hebrew.  4 First you have to create something like a mini-glossary; it is not preset for all languages.  5 There are false positives or non-detected errors.
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 Effi cient Business 
Management with LTC Worx

LTC WORX is a revolutionary web-based 
business system for multilingual information 
management. It handles projects of any type 
and volume for organizations and government 
agencies with multilingual needs and LSPs 
of any size. Version 1.1 comes with major 
new enhancements, such as flexible workflow 
customization, increased project management 
efficiency, advanced reporting and a Microsoft 
Outlook interface. Enriched with these 
features, LTC Worx is the ultimate tool for 
saving time and boosting your productivity.

Cross Language
Ghent, Belgium 

 heidi@crosslang.com
www.crosslang.com

Are You Ready for MT?
Is MT Ready for You?

If you are considering these questions 
but are unsure of the answers, then Cross 
Language can help you make the right 
decisions that will best meet your current 
needs and long-term requirements. 

Tools Showcase

 HyperSTE — Controlled 
Language Software

HyperSTE is the leading quality assurance soft-
ware for standardized documentation. HyperSTE 
ensures compliance with corporate terminology 
and style guide rules as an interactive checker tool 
for the writer and as a quality measurement tool 
for the editor.

Benefits:
• Cost savings on translation and localization 

(up to 30%) 
• Quality assurance and quality measurement 

for content
• Reduced time-to-market 
• Efficient authoring and editing 
• Improved safety
• Improved customer service 
• Facilitates DITA, SCORM, CMS and XML 

Tedopres International, Inc.
Austin, Texas USA

info-us@tedopres.com • www.simplifiedenglish.net

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.
Ottawa, Ontario Canada

termino@terminotix.com
www.terminotix.com

MultiCorpora’s new MultiTrans Packages 
have been specially designed to address the 
needs of LSPs and organizations that outsource 
all, some or none of their translation and 
localization needs. The packaged solutions 
drive independence regarding choice of 
vendors and partners and promote translation 
consistencies and proper ‘lingo’ between the 
various collaborators working on a project.

The new MultiTrans version 4.3 includes the 
functionalities for organizations and LSPs to 
manage multilingual assets with almost no 
human intervention.  

Isn’t it time you re-examine your current 
outsourcing processes?

 MultiCorpora
 Gatineau, Quebec Canada

info@multicorpora.com • www.multicorpora.com

Heartsome Holdings Pte Ltd
Singapore

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
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multilingual batch processing or right-
to-left languages, and almost every tool 
fails to detect some errors of a type it 
claims to support.

Most of the tools are good at fi nding 
empty, forgotten or incomplete transla-
tions, inconsistent translations of identi-
cal segments, double spaces, matching 
punctuation at the end of a segment, 
comparing number values and confi rm-
ing glossary adherence. However, a ter-
minology check for most of the languages 
generates numerous false positives, or 
“noise,” because the terminology match-
ing technology does not take into account 
different grammatical forms in different 
languages. For all other supported checks, 
expect noise and/or undetected errors.

There is no universal formula for 
automating QA tasks. Tools that are top 
performers in some languages are helpless 

with others, and applications that excel at 
some checks produce a lot of noise for 
others. To help readers select an optimal 
tool, I have classifi ed tools by language 
groups and typical formal QA tasks. 

Table 2 lists the most effective tools 
for different QA checks according to our 
benchmark results.

Table 3 shows the number of false 
positives (FP) and non-detected errors 
(ND) each tool generated on the test run. 
It only shows total values for all eight 
languages that were tested. Space con-
straints for this article make it impossible 
to provide detailed information for each 
particular language, but anyone who 
is interested is welcome to contact me 
(julia@palex.ru). 

Translation QA tools today are a great 
help in detecting formal errors. Although 
they often generate too much noise and 

can never be used as the only means of 
assuring translation quality, they are a 
practical way to cut down the number of 
mistakes made through lack of attention. 
Most translators do not have to invest 
additional money in dedicated QA tools 
because all popular CAT tools feature at 
least several basic checks, which are typi-
cally enough for everyday translation 
needs. More complex and sophisticated 
checks can be expected in the near future, 
which, paired with a reduced noise level, 
will lead to ensuring higher quality with 
less efforts and resources. 

Though this article discusses which 
tools best fi t various QA tasks and cir-
cumstances, the results of our study are 
by no means defi nitive. The situation is 
changing quickly. I would like to hear 
readers’ comments, ideas and news on 
QA tools and their uses.  M

Software Déjà Vu X SDLX QA 
Check

STAR 
Transit

Trados QA 
Checker Wordfast ErrorSpy QA 

Distiller XBench

Results Check type FP ND FP ND FP ND FP ND FP ND FP ND FP ND FP ND

Empty Translations 0 0 0 0 0 0 0 1 0 0 0 0

Forgotten Translations 0 0 0 0 7 1 0 0

Skipped Translations 0 0 0 8 0 0

Partial Translations 34 0 1 7 0 0

Incomplete Translations 0 8 19 0 1 1 1 1

Corrupt Characters 0 8 4 5 479 0

Inconsistent Sentence Count 0 8

Source Inconsistency 0 8 0 0 0 0

Target Inconsistency 0 0 28 0 0 0 0 1 0 0 0 0

Punctuation at the 
End of Segments 21 0 18 0 20 1 3 0

Spaces Before Punctuation 0 7 0 2 0 5

Double Spacing 0 0 0 0 0 0 3 1 2 0

Double Dots 0 1 0 1 0 1 0 0

Double Punctuation 0 7 0 8 0 0

Quotation Marks 6 1 0 0

Brackets and Parentheses 0 0 0 1 0 0

Number Values 0 0 0 0 19 0 0 0 0 1 1 0 0 0

Number Formatting 0 0 1 5 0 2

Measurement Unit Conversion 0 8

Digit to Text Conversion 0 8 0 0

Project Glossaries Adherence 42 0 16 0 23 0 159 0 11 2 49 0 97 1

Identical Untranslatables 0 8 0 8

Identical Tags 0 0 0 0 0 0 0 1 0 8

Table 3: Benchmarked checks supported by each tool.
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GMX-V: a word 
count standard
Clove Lynch

Evidence of word counting methods for aca-
demic and commercial purposes dates back 
2,000 years, and yet there is still no universally 
recognized standard to base counts upon. This 
is at least partially because the highly complex, 
variable and subjective nature of language defi es 
metrics. The authors of The Counting of Words 
state it elegantly about word frequency counts:  
“We invented a unit called the word for largely 
commercial purposes and then decided that we 
should study our own invention by application 
of another of our inventions, namely count-
ing. Once set in motion, however, the process 
appears to have assumed a life of its own — in 
all regards words appear to have a natural life 
which share the characteristics of those systems 
we did not create and their counting has become 
a scholarly discipline of its own commercial and 
intrinsic value.”

With so much value placed on word meaning in localization, the 
decidedly dry and mechanical action of word counting is taken for 
granted. Yet word counting is at the 
heart of many technologies we use 
every day as well as many — if not 
most — of the buyer-seller transac-
tions in localization. So as an industry, 
we have a signifi cant investment in 
word counting and ample motivation 
to standardize the way it’s done.

Why standardize?
In a largely unregulated industry such as localization, stan-

dards are among the few formal mechanisms available to both 
buyers and providers seeking to mitigate risk, qualify intangibles 
and defi ne data interoperability. Quite a number of standards 
are used in localization — some specifi c to the industry, some 
not — but only a few are well known enough to be household 
names.

The ISO-9000 series of quality management standards was 
one of the fi rst on the scene in localization and remains one of 
the most visible in the industry. This is due in part to the high 
profi le of ISO and also because adoption of ISO-9000 standards 
in localization began almost two decades ago, making a sub-
stantial difference to the way localization services were solic-
ited, delivered and marketed. The more recent CEN and ASTM 
quality standards — CEN 15038 and ASTM 2575-06 respectively 
— are also recognizable and becoming more visible. 

In addition to such standards powerhouses as ISO (www.iso 
.org), OASIS (www.oasis-open.org), CEN (www.cen.eu) and ASTM 
(www.astm.org), the Localization Industry Standards Association 
(LISA, www.lisa.org) has produced a number of standards being 
adopted into the technologies and processes of both localiza-
tion buyers and providers. These include the well-known TMX 
standard for TM data interchange, TBX for terminology, SRX for 
segmentation and GMX for metrics. For an overview of LISA 
standards, see www.lisa.org/oscar-lisa-s-standa.79.0.html. This 
article shines a light on GMX (Global Information Management 

Metrics eXchange) as one of the lesser-known 
but certainly up-and-coming standards to be 
aware of.

    What is GMX?
Just as TMX and TBX describe translation 

memory (TM) and terminology data respectively 
in standard ways, so the GMX family of standards 

Clove Lynch is director of 
translation automation 
services at Acclaro.
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aims to describe units of work — as words 
and characters — as well as levels of com-
plexity and quality requirements. 

GMX has three areas of focus: GMX-V 
(volume) — a standard way to quantify 
translation task content; GMX-C (com-
plexity) — a standard way to quantify 
the complexity of translation tasks; and 
GMX-Q (quality) — a standard way to 
quantify the required level of quality for 
a given translation task.

Work on GMX-V started in 2004, and 
it was offi cially adopted as a LISA stan-
dard in February 2007. Work on GMX-C 
is starting soon, so both -C and -Q are 
standards to look for down the road.

The metrics problem
A signifi cant amount of localization 

work depends on automated and semi-
automated ways to count units of work, 
but not all solutions treat content the 
same way. This tool over-counts, that one 
under-counts, this one tallies non-text 

items found during analysis, that one 
doesn’t, and, whether you’re the buyer 
or provider of localization services, the 
discrepancies between one solution and 
another can be very meaningful to your 
budget, schedule, capacity planning or 
gross margins. 

As a buyer or provider, if someone 
hands you a word count — or a quote or 
schedule or resource plan that assumes a 
word count — you have the option and 
sometimes the responsibility to verify 
that assumption. However, if the count 
comes from a technology or method 
you don’t use, there may be no way to 
reconcile it with whatever you do use. 
It’s your word against theirs — pun fully 
intended.

This is most often resolved by the laws 
of commerce, but let’s assume that there 
can and should be a standardized way of 
doing things. GMX-V is meant to be that 
way, by both establishing a verifi able, 
tool-independent standard for counting 

Words Characters Inline Elements Punctuation 
Characters 

White Space 
Characters

4 14 4 1 3

Figure 1: First, our tool of choice would need to identify the localizable components in the raw RTF.

Figure 2: The tool would then extract the localizable components into an XLIFF format.

Figure 3: Then we would further process the XLIFF to remove the embedded RTF elements.

Figure 4: Finally, our tool would count what’s left, giving these metrics.

21-23 September 2008

Lake Tahoe, California 
Conference Fee: $950 

Localization
Project Managers 

Roundtable

 Crowdsourcing
What is it, and what are the challenges?  

Machine Translation
  Will the career “translator” become obsolete? 

Can or will it have to adapt to survive? 

TM Quality
What is a clean TM?

China as a Target Language Locale
What are the linguistic expectations of 

Mainland Chinese high-tech users?

Offshore Production Locations
Offshore production sites often feature business 

etiquette based on cultural norms that differ from 
our own.  What human factors influence optimal

and consistent usage of such resources?

Open Sessions
Focus on one or more topics of your choice.

Special Pre-Roundtable Workshop:
Translation Memory Systems

Machine Translation
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www. localizationinstitute.com
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 MediLingua BV
Leiden, The Netherlands

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

 Medical Translations
MediLingua is one of Europe’s few 

companies specializing in medical translation. 
We provide all European languages (36 today 
and counting) and Japanese as well as the 
usual translation-related services. Our 250-plus 
translators have a combined medical and 
language background. 

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

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

MULTILINGUAL QA Ltd.
Or Yehuda, Israel

sales@multilingualqa.com
www.multilingualqa.com

One-stop QA Center for 
Localized Software

MULTILINGUAL QA Ltd., an exclusive quality 
assurance center, specializes in testing localized 
software in over 30 languages by native 
speakers. Our linguistic, functional and cosmetic 
testing is executed in a controlled environment, 
utilizing shared resources and state-of-the-art labs 
all under one roof. 

Our ability to provide our customers with the 
required testing environments, professional native 
in-house linguists and technical support personnel 
offers the ultimate solution to international 
software publishers and localization companies. 

Please visit www.multilingualqa.com for more 
information.   

Services 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 localiza-
tion 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 Busi-
ness Applications and Technical Documentation. 

SAM Engineering GmbH is located in Muehltal, 
near Frankfurt, Germany. For more information, 
see www.sam-engineering.de

SAM Engineering GmbH
Muehltal, Germany

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

How to Be 
World Savvy

International Marketing Communications 
Market Research
Marketing

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

 Europe’s No. 1
Greek Localizer

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

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

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

quality and on-time delivery.

 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
Wroclaw, Poland

info@jarza.com.pl
www.jarza.com.pl 

JFA Marketing
Dubuque, Iowa USA

john@jfamarketing.com
www.jfamarkets.com
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words and characters and by establishing 
a standard way to package the metrics 
data for exchange between systems.

How does it work?
At its most basic, GMX-V describes 

how many characters and words are in 
an electronic fi le. The standard has a way 
to include other frequently used counts 
— such as TM match categories (exact or 
fuzzy), non-translatable elements, white 
spaces and other things. But to be mini-
mally compliant with the standard, an 
application used to analyze content need 
only represent words and characters. 

GMX-V is a standard based on other 
standards, leveraging XLIFF, Unicode 
and SRX. XLIFF (http://docs.oasis-open 
.org/xliff/xliff-core/xliff-core.html) is used 
as the mandatory format for counting pur-
poses, so any fi le format has to be trans-
formed into XLIFF format in order to be 
counted, regardless of whether it’s kept 
in XLIFF throughout the translation cycle. 
GMX-V uses Unicode (www.unicode.org/ 

reports/tr29) to describe word boundar-
ies and SRX (www.lisa.org/Segmentation- 
Rules-e.40.0.html) to defi ne segmentation.

So, let’s use a simple example to illus-
trate how GMX-V would work in practice. 
If we had the following simple sentence in 
RTF format: The black cat eats, Figures 1 
through 4 on page 58 illustrate the word 
count process.

GMX in the marketplace
Standards typically get attention only 

when someone implements them, and 
most often that only happens when there 
is commercial value to implementing 
them, commercial value which in turn is 
a product of market demand. Someone 
has to make the fi rst move, which can 
happen in one of two ways. 

First, services and technology buyers 
could stipulate requirements for GMX-V 
counts and counting functionality, which 
would motivate the technology and service 
providers to implement and operationalize 
GMX-V. Second, translator workstation 

tools and translation management system 
applications could proactively implement 
GMX-V as a core part of their architec-
ture, forming the basis of their word 
counting rules. 

But most established applications 
won’t voluntarily change the fundamen-
tals of their counting functionality, as 
this could negatively impact long-term 
customers for whom consistent counts 
are sacred. Technology providers could 
still be compliant and move the ball 
down the fi eld by at least including a 
way to generate a GMX-V compliant 
count, for purposes of reconciling counts 
with another system.

At present the second scenario is play-
ing out. Although the market isn’t yet 
favoring GMX-V as the de facto way to 
exchange metrics in localization, some 
enterprising technology vendors are in 
position already. Heartsome (www.heart 
some.net) has already announced that it 
will bake GMX into its latest release, and 
XML-INTL (www.xml-intl.com) supports 
it in its GMX tool suite. Next, some vision-
ary service buyers need to step up and 
start requiring GMX-V, as they did once 
upon a time with TMX for ISO-9000.

Why should it matter?
GMX-V is another manifestation of 

the evolution and maturity in the local-
ization industry, and all stakeholders 
should at least be aware of it. Buyers 
should be aware of it as a counting 
option that can be used as a reference 
when comparing proposals from differ-
ent providers. Providers should be aware 
of GMX-V as something that will start 
showing up in the technologies they use, 
and that customers may start using and 
requiring compliance with. Ultimately, 
GMX-V is one more localization best 
practice, this time focused on “enumer-
ating the fi nite and directly countable” 
for the benefi t of the industry overall, 
according to The Counting of Words. So 
whatever side of the localization trans-
action you’re on, the bottom line is that 
GMX-V may eventually impact your 
bottom line.  M
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The future of CATALYST:
Tony O’Dowd comments
Thomas Waßmer

On February 29, 2008, Translations.com an-
nounced its merger with Alchemy Software De-
velopment, Ltd., the developers of the software 
localization tool CATALYST. The effects of the 
recent acquisition on the availability of CATA-
LYST as an independent product is the subject of 
this conversation with Tony O’Dowd, president 
and CEO of Alchemy Software Development and 
senior manager at Translations.com.

About Translations.com
In 1992 Phil Shawe and Liz Elting founded a document trans-

lation company called TransPerfect Translations, which grew 
into the largest privately-owned language services company in 
the world. Translations.com was founded as a spin-off in 1999 
and constitutes a separate corporation, which focuses on pro-
viding technology-enabled solutions especially for software and 
website localization as well as strategic consulting services, GMS 
software products, and enterprise-level translation services.

Since its founding, Translations.com has made a number of 
strategic acquisitions to expand its technology offerings. These 
companies, which provide a mix of software and web localiza-
tion, content management and development services, localiza-
tion consulting, software development, and business services, 
include eTranslate (formerly known as Convey Software, the 
developer of GlobalLink, one of the industry’s leading GMS 
products), ArchiText, Epic Global Solutions, TerraPacifi c, Deal 

Interactive, Adams Globalization, iSP (international Software 
Products), Language for Industry (LFI), and now Alchemy 
Software Development. Translations.com has a policy of keep-
ing new acquisitions intact. All of the companies are given the 
opportunity to keep their original branding and maintain their 
full staff. The companies’ original leaders have stayed on to grow 
their businesses while taking advantage of the greater support 
resources provided by Translations.com.

Combined with TransPerfect, Translations.com is the world’s 
third-largest translation and software localization fi rm with 
900 full-time employees and over $150 million (FY 2007) in 
annual revenues. 

About Alchemy Software Development
Alchemy Software Development is the developer of Alchemy 

CATALYST and Alchemy Language Exchange. Alchemy CATA-
LYST is one of the world’s most popular visual localization tech-
nologies. Many of the world’s largest software companies use it 
to accelerate entry into international markets, thereby improving 
revenue growth opportunities and reducing costs. Alchemy CAT-
ALYST is used by professional development companies, localiza-
tion service providers (LSPs), and global technology companies 
such as Siemens, Corel, Philips, Canon and Oracle. Alchemy 
Language Exchange is used by large enterprises to centralize, 
manage, and derive value from their language assets via Web 
Services and integration with existing processes. 

The merger
Translations.com and Alchemy Software Development did 

not publish any fi nancial details of the merger, but specifi ed that 
Alchemy will be run as an independent division of Translations
.com and will continue to be led by its current president and CEO, 
Tony O’Dowd. Alchemy’s director of engineering, Enda McDon-
nell, will also continue on in his current capacity. Both O’Dowd 
and McDonnell will join Translations.com’s senior management 
team. There will be no layoffs or staff reductions at either fi rm 
as a result of the merger. 

Thomas Waßmer, who works as a science teacher in 
Ann Arbor, Michigan, also does science and software 
consulting, translation and web developing.
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Both sides stated that they had been screening the market 

for quite some time to locate the best partner for their vision to 
improve the product palette of their corporations. Phil Shawe, 
cofounder, president and CEO of Translations.com, stated, “Alche-
my’s profi table and proven business model, wealth of technology 
talent, and growth-oriented management team make them an 
ideal merger partner. We are committed to building on Alchemy’s 
success and to investing in future Alchemy software product 
offerings.” Shawe also stressed that Translations.com’s mergers 
are “fi rst and foremost about the people. With Tony, cofounder 
Enda McDonnell, and the rest of the Alchemy 
team, we saw a talented group of localization 
technology veterans who shared our focus on 
innovation, growth, and client satisfaction.”

“We are delighted with today’s merger 
announcement,” said O’Dowd. “The combina-
tion of our technology with Translations.com’s 
existing GMS product suite, GlobalLink, will 
enable our clients to achieve greater levels of 
effi ciency and scalability in their localization 
processes. Further, Translations.com’s unblem-
ished track record of executing successful 
industry mergers that not only retain virtually 
100% of their staff and customers, but also 
allow incoming entrepreneurs to continue to 
operate their divisions autonomously helped 
us to solidify our decision to merge.”

A conversation with O’Dowd
Waßmer: I guess my fi rst question should be, “Why merge?” 

You’re a company with an established client base, profi table 
and growing. What attracted you to a potential merger with 
Translations.com?

O’Dowd: The merger of both companies is incredibly com-
plimentary. For example, when Translations.com looked at our 
company, they saw lots of good technology, both at the desktop 
level and enterprise level. They saw CATALYST, a market lead-
ing solution with over 20,000 licenses in use throughout some 
of the largest software development companies in the market. 
When I looked at Translations.com, I saw a company with a 
tremendous sales force, market reach and global infrastructure. 
Translations.com was also one of the pioneers in thin-client 
workfl ow solutions. Both Phil and I believe that leveraging 
these aspects of each company, pooling our individual R&D 
budgets and combining these into an autonomous new business 
division would enable faster product rollout, higher technology 
innovation and better support and services for our worldwide 
client base.

Waßmer: Now that you’ve completed the merger with Trans-
lations.com, are your clients concerned over your independence 
going forward?

O’Dowd: I believe our clients value innovation more than 
independence. The merger with Translations.com is about creating 
new technology and innovative solutions for our clients. These 
solutions will be developed, supported and sold from within a new, 
fully autonomous division — a division that is focused on build-
ing solutions to address the growing complexity of our clients’ 
localization process. The primary benefi ciary of this merger will 
be our clients, which is why many of them view this merger as a 
very positive step forward in the development of our company.

Waßmer: What do you think the LSP community will say 
about this merger?

O’Dowd: Alchemy Software Development has always been 
in the business of developing solutions to make our LSP clients 
more effi cient and profi table. This will not change in the slight-
est due to the merger. In fact, with the rich set of technologies 
that Translations.com has already developed, our existing solu-
tion portfolio will expand rapidly for all our existing clients.

Waßmer: I’ve heard that you plan to extend CATALYST to 
be able to handle more document formats directly without the 

need to work on them in an external TM 
product. What is the status of these plans 
now that the merger is complete? 

O’Dowd: The development of PUBLISHER 
continued all the way through the merger 
discussions, and we are ready to announce 
its release within the coming weeks. PUB-
LISHER is the next generation TM solution 
for documentation. In addition to the pres-
ent support of various help systems and 
HTML/XML derivates that you praised as 
one of the highlights of CATALYST 7, it 
provides translations support for over 100 
different types of document formats.

Waßmer: How does Translations.com plan 
to integrate CATALYST and PUBLISHER into 
the existing GlobalLink suite?

O’Dowd: First of all, CATALYST and PUB-
LISHER will continue to be commercially available as stand-
alone products — in all present editions and at about the same 
price range. They will continue to serve all customers who 
want complete visual control over their localization needs in 
a desktop environment. Due to their powerful interfaces, both 
desktop products can unleash all their strength within the cur-
rent server-based and web-based architecture of the GlobalLink 
Product Suite through the Alchemy Language Exchange/Glob-
alLink TM Server. The details are all laid out and will soon be 
published on both of our websites.

Waßmer: How do both partners profi t from the merger?
O’Dowd: Translations.com gains our superior technology 

in the localization of software-related materials, including 
source code, binaries, .NET, as well as web-based and software-
based documentation. This was somewhat the missing link in 
GlobalLink’s past product palette and enables them — or better 
phrased, the new us — to offer our customers a complete all-
around solution in the translation/globalization business.

Alchemy, on the other hand, has joined a strong and liter-
ally global sales and support force that will support products of 
Alchemy Software Development worldwide. This is especially 
important as we are ready to release the new PUBLISHER prod-
uct. In addition, we can provide both products integrated into 
a comprehensive global content management workfl ow. This 
was the most frequently mentioned improvement wish of our 
customers. Instead of developing such a solution ourselves, we 
can provide the best currently available solution to our clients. 
In addition, Translations.com’s really perfect track record of 
respectful mergers with minority partners avoiding almost any 
layoffs and keeping the present management in charge of the 
product development ensured us the best of both worlds: inno-
vation and independence.  M

Both sides stated that 
they had been screening 
the market for quite some 
time to locate the best 
partner for their vision to 
improve the product 
palette of their 
corporations.
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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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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. 

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.

GMX-V (Global information management Metrics 
eXchange – Volume). A word and character count standard 
for electronic documents. GMX-V is developed and maintained 
by OSCAR (Open Standards for Container/Content Allowing 
Re-use), a special interest group of LISA (Localization Industry 
Standards Association). GMX-V, one of the tripartite series of 
standards from LISA, deals with electronic document metrics. 

GMX is made up of the following standards: GMX-V — Vol-
ume; GMX-C — Complexity; and GMX-Q — Quality.

Hiragana. A flowing phonetic subscript of the native 
Japanese writing system. In hiragana, all of the sounds of 
the Japanese language are represented by 50 syllables.

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.

Kanji. The Chinese characters that are used in the 
modern Japanese logographic writing system along with 
hiragana, katakana and the Hindu-Arabic numerals. The 
Japanese term kanji literally means Han characters. Despite 
the existence of some 13,000 kanji characters, these alone 
do not suffice to write Japanese. Hiragana characters are 
also required to express grammatical inflections.

Katakana. A Japanese syllabary, one component of the Jap-
anese writing system along with hiragana, kanji and in some 
cases the Latin alphabet. The word katakana means fragmen-
tary kana, as they are derived from components of more com-
plex kanji. Katakana is characterized by short straight strokes 
and angular corners and is the simplest of the Japanese scripts. 
Katakana and hiragana both render the same syllables, but 
katakana is angular and used largely to spell words borrowed 
from other languages, while hiragana is cursive and is used 
more frequently to spell native Japanese words. 

Localization (l10n). In this context, the process of adap ting 
a product or software to a specific international language or 
culture so that it seems natural to that particular region. True 
localization considers language, culture, customs and the char-
acteristics of the target locale. It frequently involves changes 
to the software’s writing system and may change keyboard use 
and fonts as well as date, time and monetary formats. 
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Machine translation (MT). A technology that trans-
lates text from one human language to another, using 
terminology glossaries and advanced grammatical, syntac-
tic and semantic analysis techniques.

Open-source software. Any computer software distrib-
uted under a license that allows users to change and/or 
share the software freely. End users have the right to mod-
ify and redistribute the software, as well as the right to 
package and sell the software.

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.

Search engine optimization (SEO). A set of methods aimed 
at improving the ranking of a website in search engine list-
ings. SEO is primarily concerned with advancing the goals of a 
website by improving the number and position of its organic 
search results for a wide variety of relevant keywords.

Simplified Chinese. A Chinese character set used in 
mainland China and Singapore, modified to be written with 
fewer strokes per character.

Terminology management. Primarily concerned with 
manipulating terminological resources for specific purposes 
— for example, establishing repositories of terminological 
resources for publishing dictionaries, maintaining terminol-
ogy databases, ad hoc problem solving in finding multilin-
gual 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 appearing in a docu-
ment, either by automatically displaying terms in the trans-
lation memory software interface window or through the use 
of hotkeys to view the entry in the terminology database. 

Traditional Chinese. A Chinese character set used every-
where except mainland China and Singapore. This set is 
consistent with the original Chinese ideographic form that 
is several thousand years old.

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.

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

Resources
ORGANIZATIONS

AILIA (Association de l’industrie de la langue/
Language Industry Association): www.ailia.ca 

American Translators Association: www.atanet.org; and its 
Language Technology Division: www.ata-divisions.org/LTD

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 — Japan: https://www.cia.gov/library/
publications/the-world-factbook/geos/ja.html

Kanji Symbol: www.kanjisymbol.net
LISA: Global information management Metrics eXchange (GMX): 

www.lisa.org/global-information-m.104.0.html
Save Darfur: www.savedarfur.org
Unicode, Inc.: http://unicode.org
Languages of the World: www.nvtc.gov/lotw
Omniglot — Writing Systems & Languages of the World: 

www.omniglot.com
Perry-Castañeda Library Map Collection, University of Texas at  

Austin: www.lib.utexas.edu/maps 
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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 283, Alexandre-Taché boulevard, Suite F0240, P.O. Box 1250, 
Station Hull, Gatineau, Quebec J8X 3X7 Canada, 450-449-1435, Fax: 
819-595-3871, 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

Cross Language
Multiple Platforms
Languages All Description Technologies: workflow, machine 
translation, hybrid translation solutions. Consultancy: trans-
lation process audit, requirements analysis, business case 
assessment, pilot programs. 
Cross Language Woodrow Wilsonplein 7, 9000 Ghent, Belgium, 32-
9-267-64-71, Fax: 32-9-267-64-80, E-mail: heidi@crosslang.com, 
Web: www.crosslang.com See ad on page 55

  
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 

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 13

CONFERENCES  

 

The 32nd Internationalization & 
Unicode Conference
Description The Internationalization & Unicode Conference 
(IUC) is the premier technical conference focusing on mul-
tilingual, global software and web internationalization. Each 
IUC conference features a variety of tutorials and conference 
sessions that cover current topics related to web and software 
internationalization, globalization and Unicode. Internation-
alization and Unicode experts, implementers, clients and 
vendors are invited to attend this unique conference. The 
interactive format makes the IUC a great place to meet and 
exchange ideas with leading experts during birds-of-a-feather 
gatherings, find out about the needs of potential clients, or 
get information about new and existing Unicode-enabled 
products in the exhibit hall. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320, E-mail: kenberk
@omg.org, Web: www.unicodeconference.org See ad on page 17

 

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 33

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 man-
agement of translations. Product manager, translator and 

proofreader 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 
technology 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 4

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 ads on 
pages 55, 75

 

STAR Group
Multiple Platforms
Languages All Description STAR is a leader in information man-
agement, localization, internationalization and globalization
solutions as well as a premier developer of language technol-
ogy tools such as Transit/TermStar, WebTerm and of our infor-
mation management system, GRIPS. For more than 23 years, 
STAR has specialized in information management and pub-
lishing, multilingual processing including translation services, 
terminology management, software localization/internation-
alization, software development and multimedia systems engi-
neering. 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 
ads on pages 3, 18
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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 admin-
istrative costs. Project management, invoicing, quotations, 
ISO 9001 reports and CRM are the main fields covered by 
the system. Designed by translation and localization profes-
sionals and created by the best IT team, this powerful tool 
will reduce the time spent on repetitive tasks and increase a 
company’s effectiveness.
XTRF 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 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 ads on 
pages 55, 75

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 60

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 lan-
guages 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 man-
agement, a team of specialists, a large knowledge base and 
advanced methodologies. We always provide service beyond 
our customers’ expectations at a low cost and with high 
quality, speed, dependability and flexibility.
Alliance Localization China, 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 meeting the 
individual needs of customers. Our in-house staff includes 
translators covering 17 languages plus experts in software 
engineering, DTP, QA and testing, voice recording 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 technol-
ogy 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/Tradi-
tional 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 managers, 
translators and revisers are trained to solve today’s challenges 
of translation/localization projects, regardless of text length 
or the software tools to be used. Fields of expertise are soft-
ware, hardware, telecommunications, finance, training, web 
and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on 
page 11

CPSL
Languages All Description CPSL is one of the longest-
serving companies in the international translation and 
localization industry. This proven stability is backed by the 
continuous application of state-of-the-art technologies. A 
new division for documentation and tools (Stuttgart-area, 
Germany), adds a more technical offering to CPSL’s services. 
Services include authoring and translation of technical docu-
mentation, development of the related software environment 
as well as related training, software localization and engi-
neering, desktop publishing, interpreting and customized 
consultancy. Its integral service, paired with its reputation for 
outstanding customer care, competence, quality, and state-of-
the-art technology, makes CPSL one of the industry leaders.
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
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EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations
from English into Greek and Greek into English. EuroGreek’s 
aim is to provide high-quality, turnkey solutions, encompass-
ing a whole range of client needs, from plain translation to 
desktop/web publishing to localization development and test-
ing. Over the years, EuroGreek’s services have been extended 
to cover most subject areas, including German and French 
into Greek localization services. All of EuroGreek’s work is 
produced in-house by a team of 25 highly qualified specialists 
and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG 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 software localization, 
technical and telecom documentation, ERP, automotive and 
related marketing material. We have all commercially avail-
able tools and experience using many different proprietary 
customer platforms and solutions; internal workflow portal-
based tools to reduce management 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
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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 

Lingo Systems, Translation & Localization
Languages 170+ 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 8

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 profes-
sionals and localization engineers are working with the lat-
est 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 languages at very competitive rates. For a quote on 
your next project, please visit us at www.linguagraphics.com. 
You have our word that we will never compromise on qual-
ity 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 76

  

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 
excellence from its long-time customers, including IBM, 
Microsoft, Novell, Oracle and others.
Logrus International Corporation Suite 305, 2600 Philmont Ave-
nue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 215-947-4773, 
E-mail: ceo@logrus.ru, Web: www.logrus.ru See ad on page 15

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
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Moravia Worldwide
Languages All Description Moravia Worldwide is a lead-
ing globalization solution provider, enabling companies 
in the information technology, e-learning, life sciences 
and financial industries to enter global markets with high-
quality multilingual products. Moravia’s solutions include 
localization and product testing services, internationaliza-
tion, multilingual 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 local-
ization. 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 16

 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 ads on 
pages 12, 72

 
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 methods 
and the latest TM technology, our team ensures that dead-
lines are met and budgets adhered to, while also providing 
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 59

  

Tek Translation International
Languages European, Scandinavian, Latin American, Middle 
Eastern, Asian Description Tek Translation has over 40 years 
of experience in working worldwide for the leading technology 
companies. Now, thanks to the web, we operate globally from 
one production center offering a complete translation, web and 
software localization service into more than 50 languages at 
lower prices than our major competitors. Our English-speaking 
project managers, specialist translators, linguistic controllers 
and engineers are all connected via Tek’s exclusive Project Web, 
which provides clients with their latest information online, 
schedules and query logs and allows them to keep track of their 
projects at all times. To learn more about Tek, contact:
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com 

 
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, engineer-
ing, 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  See ad on page 42

 
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 31

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 48

WhP 
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description 
WhP, a major supplier for the industry-leading corpora-
tions, localizes software, documentation and web content. 
WhP has been benchmarked “Best Localization Vendor” 
by Compaq. Clients specifically appreciate WhP’s dedica-
tion to high quality and strict respect of deadlines and, 
consequently, entrust WhP with their most sensitive proj-
ects. WhP also helps many fast-growing companies to get 
their first localization projects smoothly off the ground. 
WhP’s flexible and open workflow technology adapts to any 
production process. WhP’s high 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 ad on page 6

 

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 markets.
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Alchemy CATALYST 7.0 boosts localization velocity, im-
proves 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 indispensable
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 2

Visual Localize
Windows 98, NT, 2000, XP
Languages All, including Eastern European, Asian and bidi-
rectional languages using Unicode support Description Visual 
Localize is a leading application that fully supports the soft-
ware localization process of Microsoft Windows applications 
(including .NET applications), databases and XML files. It 
dramatically reduces cost, effort and complexity 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 proj-
ects. Visual Localize remembers all previous translati ons and 
thus maximizes re-use. With Visual Localize, no programming 
skills are required for localization. This makes it applicable for 
everyone. A free evaluation copy is available at www.visloc.com
AIT — Applied Information Technologies AG Leitzstrasse 45, 
D-70469 Stuttgart, Germany, 49-711-49066-431, Fax: 49-711-
49066-440, E-mail: info@visloc.com, Web: www.visloc.com

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 Description 
Make your software multilingual with the extensive func-
tionality, convenient quality control features and advanced 
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 develop-
ment 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

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 verification, 
including functional, linguistic and cosmetic testing in more 
than 30 languages. Located in the heart of Israel’s Silicon Valley, 
we attract highly professional and technical QA testers who are 
also native speakers of the target language. QA is performed in 
our professional testing center, thereby enabling us to retain 
our know-how and provide all the needed infrastructure and 
human resources to support our linguistic QA personnel.
MULTILINGUAL QA Ltd. 7 Hamasger Street, P.O. Box 778, Or 
Yehuda 60500, Israel, 972-3-533-3999, Fax: 972-3-548-0212, 
E-mail: sales@multilingualqa.com, Web: www.multilingualqa.com 
See ad on page 59

TM BROKERS 

 

The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously trans-
lated data: the translation memory (TM). The consistently 
growing size of the TM represents an ever-increasing value 
to you as its owner. By the same token, it becomes increas-
ingly attractive to TM buyers from the same industry to 
either jump-start a TM or complement it with proven, 
industry-specific translations. Through TM Marketplace, 
this asset can now provide an immediate return on invest-
ment through licensing to other parties. As TM brokers, 
TM Marketplace connects corporate owners of translation 

assets 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 See ad on page 44

TRAINING & SEMINARS

The Localization Institute
Languages All Description The Localization Institute pro-
vides training, seminars and conferences for the global 
localization community. Best known for its four annual 
localization roundtables, the Institute’s events train localiza-
tion 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 Products,” 
“Implementing a Translation Memory Process” and “Intro-
duction to Unicode.” See our website for details. Most semi-
nars 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 58

TRANSLATION SERVICES

 

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 23

 

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 qual-
ity 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
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CTS LanguageLink
Languages All Description CTS LanguageLink is a leading, 
full-service multilingual communication firm with over 17 
years of industry experience. With our comprehensive in-
house resources, we provide trusted multilingual solutions 
for both private and public sector clients alike. Our services 
include translation, interpretation, desktop publishing, mul-
timedia and web localization services. Our vision is to be 
your most trusted provider of multilingual communication 
services. As you further develop your own global business 
strategy, we encourage you to consider CTS LanguageLink as 
your partner. After all, “we speak your customer’s language.” 
Please contact us directly or visit our website for more infor-
mation: www.ctslanguagelink.com
CTS LanguageLink 911 Main Street, Suite 10, Vancouver, WA 98660, 
360-693-7100, 800-208-2620, Fax: 360-693-9292, E-mail: sales@
ctslanguagelink.com, Web: www.ctslanguagelink.com

Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a lead-
ing provider of multilingual services, including translation, 
interpreting, typesetting, project management, web 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

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description Our 
company was founded in 1989, with the purpose of offer-
ing 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 trans-
lations in fields such as biochemistry, mechanics, medicine, 
pharmaceutics, oil and gas, and telecommunications. Today, 
we are capable of taking on virtually any translation/local-
ization 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 ser-
vices to life sciences companies. We work with many of the 
biggest pharmaceutical companies, medical-device manu-
facturers, biotech companies and CROs. Our proprietary 
Multilingual Compliance Process combines expert linguists, 
best-of-breed technology and measurable translation qual-
ity in a process that is both robust and completely scalable, 
ensuring your projects are finished on time and within bud-
get. For more information on how we can help meet your 
translation requirements or for a quote on your next transla-
tion project, please contact us directly or 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 53

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 interpreting 
in all languages; software, multimedia and website localiza-
tion; terminology management; multilingual desktop pub-
lishing; and individual and corporate language training in all 
major languages. KERN has established 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 industries. To learn more about us, please 
visit www.e-kern.com
KERN Global Language Services 
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-953-
2070, Fax: 212-953-2073, E-mail: info@e-kern.com
Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 49-
69-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com 
China Right Emperor Commercial Building, Unit B, 11/F, 122-126 
Wellington Street, Central, Hong Kong, SAR China, 852-2850-4455, 
Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: www.e-kern.com

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991, 
Lido-Lang has expertise in technical translations into Central 
and Eastern European languages. We also possess in-depth 
experience in the following fields: economics, law, medicine 
and IT, providing translations in nearly all European and 
Asian language combinations. Our global network of more 
than 1,000 approved and highly qualified translators, our 
comprehensive project management processes 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 certi-
fied in May 2005.
Lido-Lang Technical Translations ul. Walerego Slawka 3, 30-653 
Krakow, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail: 
offi ce@lidolang.com, Web: www.lidolang.com

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service 
translation 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 main-
tenance to translation memory deployment and global 
content management. In today’s highly competitive global 
environment, it is becoming increasingly difficult to dif-
ferentiate 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 struc-
tures available and applying a sincere dedication to provid-
ing 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 
languages (36 today and counting) and Japanese as well 
as translation-related services to manufacturers of medi-
cal devices, instruments, in vitro diagnostics and software; 
pharmaceutical and biotechnology companies; medical pub-
lishers; national and international medical organizations; 
and other customers in the medical sector. Projects include 
the translation of documentation for medical devices, 
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surgical instruments, hospital equipment and medical soft-
ware; 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 59

the medical information company  

mt-g — the medical information company
Languages All Description mt-g is the leading provider 
of translations and global information services dedicated 
to the medical science. We specialize primarily in medical 
technology and diagnostics, regulatory affairs, dental medi-
cine and other specialist medical fields. We offer a range 
of professional services covering translation, information 
production, global information management and XML 
documentation applications. At its head office in Ulm and 
its branch in Munich, 31 salaried staff deliver solutions for 
information processes in medical science. More than 450 
medical and pharmaceutical experts in over 100 countries 
are engaged in translating, producing, managing and docu-
menting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-Finckh-
Strasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-731-
17-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad 
on page 51 

 

NCS Enterprises, L.L.C.
Languages All Description  With NCS you’ll find that the 
focus is on our clients and their translation projects. From 
the smallest 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 transla-
tors 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 com-
mitment 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 corporations. Neotech is the first transla-
tion 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 manufacturing, 
information technologies and telecommunications. 
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 
continuously develop translation market standards and 
to implement new levels of business and interpersonal 

communications into the translation industry within 
Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru 

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 lan-
guages, 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 localization services into Hebrew, Arabic, 
Russian, all European languages and all Far East languages. 
We provide full process 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 36

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
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TRANSLATION TOOLS

 
Applications Technology, Inc.
Multiple Platforms
Languages All Description Machine Translation (MT) 
systems (TranSphere): Fully automated (parsing + statis-
tics), special-domain dictionary stacking/update. Language 
pairs: English, Arabic, Turkish, Persian, Dari, Pashto, Ko-
rean, Chinese, Japanese, Hebrew, German, French, Italian, 
Spanish, Portuguese, Russian, Polish, Ukrainian and Dutch. 
Cross language pairs new releases: Arabic-French/Arabic-
German/Turkish-German. Translation Memory: Statistical 
parallel 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 multilin-
gual 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 mini-
malist approach towards product embodiment design and 
packaging. Heartsome CAT tools went through a complete 
overhaul to bring the deployment of language technology 
open standards to a level far beyond those of similar prod-
ucts in the marketplace. The all new Heartsome Translation 
Studio (previously known as Heartsome XLIFF Translation 
Editor) will provide a whole new experience in computer-
aided translation.
Heartsome Holdings Pte Ltd 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 55

 
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 ads on 
pages 55, 75

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 32

Solutions for Translation, Terminology,   
Full-text and Bitext Management
Windows and Web
Languages Windows: All Roman alphabet; LogiTermWeb-
Plus: Unicode Description A single software package to 
manage your terminology and databanks. Efficient and 
effective consultation of terms and texts. The most robust 
alignment tool on the market. More consistent use of ter-
minology and phraseology in-house and by freelancers. 
Internal and external repetition detection and pretransla-
tion. The web version allows access to your terminology, 
bitexts and documents by translators, writers and subcon-
tractors 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

The Language Technology Centre
Multiple Platforms
Languages All Description LTC Worx is a new web-based 
business system for multilingual information management. 
It helps organizations and government agencies with multi-
lingual needs and LSPs to optimize and then manage all their 
business processes and multilingual projects according to 
their preferred workflows. Users themselves define company-
wide and project-specific workflows to save significant time 
and money on every step of every project, from the quotation
right through to the invoice. LTC Worx is suitable for any 
size LSP or language department, and its powerful multi-site, 
multi-currency and time zone management means it will 
also satisfy the largest players.
LTC - The Language Technology Centre Ltd. 
Europe 5-7 Kingston Hill, Kingston upon Thames, Surrey, KT2 7PW 
UK, 44-20-8549-2359, Fax: 44-20-8974-6994, E-mail: info@
langtech.co.uk, Web: www.langtech.co.uk 
Americas 4242 East West Highway, Bethesda, MD 20815, 301-986-
8633, Fax: 301-986-8634, E-mail: info@langtechus.com, Web: 
www.langtechus.com See ad on page 55

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and 
documentation industry. On a web-based platform, the sys-
tem includes business management as well as process and 
document management and integrates translation software, 
financial accounting systems and existing software environ-
ments for LSPs, translation and documentation depart-
ments, organizations, institutions and government agencies.  
Plunet BusinessManager impresses with its significant time 
and money savings, unrivalled high adaptability to individ-
ual workflows, optimal quality control and effective project, 
time and contact management. Functions include 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

Buyer’s Guide

CAREER OPPORTUNITIES  

|  MultiLingual  June 2008 advertising@multilingual.com

Find additional 
career opportunities at

www.multilingual.com/careers

Sales Professional for North America
Net-Translators, the leading software localization company in Israel 
with customers on six continents and a growing global reputation, 
is currently seeking an experienced sales professional to expand our 
business in North America.
Responsibilities will include:
• New client outreach, business development, lead generation, maintaining client relations, selling localization 

solutions and services to the IT and health IT sectors, especially to software development companies. 
Requirements:
• Intimate knowledge of the translation/localization industry
• Proven track record of achieving ambitious sales goals and successfully selling services to high-tech companies
• Proven prospecting success and ability to manage client expectations
• US resident, preference for the West Coast, specifi cally the San Francisco Bay Area
We offer:
• A generous salary and commission package
• A long-term position in a strong, profi table and growing company, with a global reputation for professionalism 

and reliability
Please e-mail your CV to hr@net-translators.com

Your Vision. Worldwide.
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Japanese>Various translators required
At thebigword, we are proud to be one of the world’s biggest translation companies. By combining exceptional service with an unparalleled 
network of translators, we are leading the way in professional translation services. 

Due to extensive growth, we are opening an offi ce in Tokyo. We are therefore looking for experienced translators offering Japanese 
as either a source or target language with any other European or Asian language to meet the increasing demand for these language 
combinations.

With a minimum of three years’ experience in translation and use of Trados version 7 or higher, we are looking for specialists in:
Automotive Engineering Pharmaceutical 
Medical Finance/banking IT/Software
Business/commercial Marketing Law   

In return, thebigword can offer you interesting, varied and regular work, translating for some of the world’s largest multinational 
organizations.  

To apply, contact Rachel Stephen, Global Vendor Relations Manager, at rachel.stephen@thebigword.com. Please enclose a full version 
of your CV.

thebigwordGroup is a leading Language Services Provider, delivering complete language solutions via LanguageDirector™ to a wide range 
of clients across the world. 

We’re a dynamic and innovative company, and our international project management team will work on single-language translation 
requests while also meeting the demands of more complex organizations requiring sophisticated integrated solutions. 

Our head offi ce and global service centre is based in the vibrant city of Leeds in the United Kingdom. thebigword also runs offi ces in the 
United States, Mainland Europe, and Asia, with new offi ces opening every year. 

As one of the world’s leading LSPs, we offer excellent opportunities for career development across our global offi ces and have a structured 
progression plan in place, that has led to half of our project management team achieving promotion in the last 12 months! We support 
our staff through training and development worldwide and in the UK we have been offi cially recognized for our commitment towards 
our staff, achieving the “Investors in People” accreditation. 

Due to recent growth, we have the need for experienced (ideally 2 to 3 years) Project Managers across our global offi ces. We offer a 
competitive salary, pension and superb working environment. If you would like to be part of our fast growing global company or would 
simply like to fi nd out more, please contact us on the details below. We look forward to hearing from you!

Current Positions: Project Managers based in Leeds, Düsseldorf, Copenhagen, New York, Tokyo, Beijing
Contact us:
careers@thebigword.com
+44 (0)113 389 4652
www.thebigword.com

ADVERTISER INDEX  
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A
localization industry is a closed society, and related issues such as 
technical writing and editing are usually not discussed at conferences or 
in different networks and publications. If you ask a fellow on the street 
to defi ne localization, he will most likely look puzzled and have no idea 
what you are asking. Even worse is that if you ask the management in 
many companies, the result will be the same. If the localization industry 
has not already reached the tipping point, it most certainly will unless 
something is done, and I think time is running out.

To survive in the present format, the localization industry must make 
an effort to make everyone aware of its existence and importance. This 
can be done in many ways. Let me suggest some. 

Open the door to the tech writing community. This is another trade 
facing the same threats. The tech writers and the localization industry 
must learn to work together to meet those threats. Today, tech writers 
often do not understand the importance of their work for the next step 
— the localization of the text. I think most people in the localization 
industry are aware of the importance of high-quality source language 
— but we need to use that knowledge to educate the tech writers! 
[Editor’s note: See MultiLingual “Getting Started Guide: Writing for 
Translation” #83 October/November 2006.]

Initiate more research in collaboration with linguists to prove the 
importance of good localization, and most of all make sure the results 
are published. And by published, I do not mean published in magazines 
for professionals. Showing other professionals what they already know is 
not going to help. Look for other channels.

Publish as many success stories as possible. Find people who can 
tell how they were helped by good clear instructions and training mate-
rial in their own language. Show how much time was saved.

Create methods to measure the economic parameters. This will help 
the buyer to convince management.

Create networks involving the whole chain of operation, from text 
creation to publishing.

Think in terms of total solutions. A company that can provide a 
turnkey solution will be successful, since any buyer will see the benefi ts 
of dealing with one supplier of a total solution rather than trying to 
coordinate all kinds of services.

Last but not least, try to identify the tipping point for your business 
and see what you can do to avoid it.  

I hope I will get the opportunity to continue the discussion and share 
ideas with some of you in the future. The important conclusion is that 
the locøalization industry will have to change quickly to postpone, if not 
avoid, the tipping point. To predict the future is impossible; we can only 
try to see the trends and hope that our actions will be the right ones.  M 

At the Localization World conference in Berlin in 
June 2007, I had some interesting discussions with 
different people starting around the book The Tip-
ping Point: How Little Things Can Make a Big Differ-
ence by Malcolm Gladwell and the question “Has the 

localization industry reached the tipping point — the 
levels at which the momentum for change becomes 
unstoppable?” The consensus was that everyone is 
making money, everyone is happy; no company is go-
ing under, some acquisitions are just taking place. Can 
this go on forever or is there a threat somewhere?
After many years as a customer to the industry as well as an extensive 

network on the buyer side, as I see it there are two major problems: the 
industry itself and the “good enough” syndrome on the buyer side.

Let me start with the buyer perspective on this. Why should I as 
a buyer wait for a professional high-quality translation when I get 
something “good enough” on the internet? Of course, you can always 
argue that a bad translation refl ects the quality policy of the company, 
but how do you prove that in today´s economy where the focus from 
top management very often is short-term profi t and the importance 
of the quarterly report? As many of you know, this is the main reason 
I decided to leave the company I had worked for. There was no vision, 
no interest in localization, and consequently no real funding. I do not 
see this as specifi c for the company where I worked. I heard similar tales 
from many different people, independent of the kind of business they 
represented.

The lack of interest in and understanding of the localization issues 
becomes very clear when a request for funding and investments is met 
by comments such as “Where is the profi t? Why bother as long as our 
customers do not complain? Why spend time and money to change 
something that is ‘good enough’ and cheap?” For some businesses, such 
as those related to life sciences, quality is important, but if something 
goes wrong, we can always blame (or sue) the language provider, and 
we also have insurance covering any claims.

With the fast development of “good enough” translations from the 
internet, I think that many companies are willing to take the risks if they 
can save time and money that way. Time-to-market and harsh competi-
tion make it diffi cult to justify the traditional way of working.

My next point is the threat from the localization industry itself. The 
industry tends to be very self-centered as well as excited about new 
technical solutions. Buyers of localization services are normally not 
educated in the tools and processes used by the industry. They do not 
know what Trados or a translation memory is, and, frankly, they do not 
care. A typical buyer sees translation/localization as any other part of 
the product and looks mainly at price and time.

So, what do I mean when I say the industry is self-centered? The 

Göran Nordlund
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What is the future for 
the localization industry?
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Göran Nordlund has recently retired from product management 
with a medical-devices fi rm in Sweden.

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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