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idiomatic expression
[ d - -m t k k-spr sh   n]

–noun
1. an expression whose meaning is not predictable from 

the usual meanings of its constituent elements, as in 

kick the bucket or hang one’s head, or from the general 

grammatical rules of a language, as in the table round for 

the round table, and that is not a constituent of a larger 

expression of like characteristics. 

idiomatic frustration
[ d - -m t k fr -str  sh  n]

–noun
1. a feeling of being trapped and forced into a corner 

based on past technology investments, as in you have 

no choice, we’re killing your software, you must upgrade 

to our TMS or else.

 Join the growing number of clients that have taken advantage of  
Translations.com’s “Safe Passage Program”

Contact us at safepassage@translations.com for more information
e

e

e

e
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The Bubble Windows in Transit NXT present the essential information in every context
in the most effective way possible. As you work on each sentence, the Bubble Win-
dows provide suggested translations precisely when and where they are needed.

Transit NXT offers you an optimized translation memory and terminology manage-
ment solution that easily interfaces to workflow and content management systems.
Whether you use Transit NXT for translation, editing and proofreading, terminology
management, project management or markup, you will achieve your goals with its
many intelligently designed and new powerful features. All this and more in an
ergonomic and friendly working environment.

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

Bubble Windows – Transit NXT provides information 'on the fly'

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

Transit NXT – the ideal equipment for translation and localization!

Advance to the NXT level with TransitAdvance to the NXT level with Transit
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           Time to 

     Change!

Break free from bad compromises and proprietary solutions. 
Break free from complicated processes and missing interfaces. 
The time has come to make the break!

The time has come to opt for the No. 1 independent technology. 
Benefi t now from the fully integrated Across Language Server: 

»  more effi ciency  by creating a smooth linguistic supply chain
»  more speed by simplifying processes and enabling seamless collaboration
»  more success  by shortening time to market and saving money

Make the right decision now, opt for the all-in-one and end-to-end solution 
for enterprises of all sizes, as well as for language service providers.

Call us today to learn how YOU can benefi t from the
No. 1 independent technology for the linguistic supply chain.

$SPECIAL OFFER
for users of legacy systems

crossGrade
Across takes care 
of the migration; 
call us for details

Across Systems, Inc.
Phone +1 877 922 7677
americas@across.net

Across Systems GmbH
Phone +49 7248 925 425
international@across.net

www.across.net
The No. 1 independent technology
for the linguistic supply chain.
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M
Much has been said and written on the ethics of video games. At worst, 

complaints point to the exploitation and instigation of our most savage instincts. 
At best, they decry the sheer number of hours wasted in front of a faintly glowing 
screen. Even games journalists have been criticized as rank amateurs just out to get 
free review copies and any other perks provided by titles wanting good publicity. 

I didn’t play video games growing up, and really games of any kind — except 
those you could play outside at dusk — seemed like a waste of time in my infi nite 
nine-year-old wisdom. As did drinking soda, eating any candy but chocolate and 
watching most cartoons. I was a weird kid. But I did want to play with language. 
At nine my fondest desire was to (a.) go to Oxford and get an English accent and 
(b.) become a writer. That’s the kind of nerd I was: the Shakespeare-quoting, Latin-
parsing kind. Blowing things up, even on a computer, freaked me out. 

Apparently, however, gaming and the sensibilities of a child who could be crushed 
by even a harsh word are not mutually exclusive. These games writers seem to 
have that going for them as well. They’re not intent on merely blowing things 
up; they bring a weightiness to their profession that belies any prejudice against 
games enthusiasts. Heather Maxwell Chandler begins with an overview of games 
localization; Simone Crosignani, Andrea Ballista and Fabio Minazzi quote Henry V 
to help defi ne the suspension of disbelief; Miguel Á. Bernal-Merino is passionate 
about texts, literature and education; Xiaochun Zhang explains not just games but 
the rationale behind a whole country with a system that assumes maybe blowing 
things up should freak one out. On a slightly different note, I write about Monopoly, 
a game that once bored me but which in theory is interesting and controversial. 

To beef the rest of the magazine up, Tirs Abril gives us the history and currency 
of Catalan, a language descended from Latin. Kirk Anderson interviews three 
linguists in politics, which seems particularly à propos now that the United States 
is gearing up to head to the polls — and speaking of the United States, Simon 
Andriesen’s Takeaway lays out the positives of the weak dollar. Squeezed within 
these pages is the supplemental Getting Started Guide on translation, with a 
plethora of tips on successfully playing with language.

In an arena covering both computers and literature, Tom Waßmer reviews 
Wordfast 5.5 and the pre-beta 6.0, Myriam Siftar reviews the ToolBook Translation 
System, and Rachel Schaffer reviews Screwed Up English by Charlie Croker (not to 
be confused with the unrelated Charlie Croker characters who appear in The Italian 
Job and A Man in Full). Following the reviews, John Freivalds puts forward the idea 
of a “language cop” to survey potentially disastrous mistranslations. Then Erin Vang 
and Tina Cargile balance the demands of project management, Adam Asnes gives 
globalization advice and Tom Edwards brings it back around to games philosophy. 

Just as there is theory for grammar and a whole codifi ed philosophy of language, 
there are theories and philosophies for games. After all, games have existed as 
long as people have been trying to have fun, and games are inherently evil only 
insomuch as fun is inherently evil. The one is merely a medium aimed at facilitating 
the other. You’ve got to admit, too, that as far as translation goes, games provide 
some much-needed visual texture.  

Welcome to the fun of games localization philosophy. We hope you’ll be edifi ed.   

Language theory fun, 
with graphics

Katie Botkin  Post Editing
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Business

Roevin changes name
Roevin Translation Services has 

begun trading under its new name, 
The Translation People, following 
completion of the purchase of 
the business from global human 
resources provider Adecco. The 
business specializes in the transla-
tion of printed and online commu-
nications, multilingual document 
production, software localization, 
voice-overs and subtitling, and 
conference and court interpreting.
The Translation People
liz.athey@thetranslationpeople.com
www.thetranslationpeople.com

LinguaLinx moves main offi ce, 
ranked on Inc. 500 list

LinguaLinx, Inc., a translation and com-
munications company, has relocated its 
corporate headquarters from Schenectady, 
New York, to an historic site in Cohoes, 
New York. The custom-renovated structure 
is the remaining portion of The Mohawk 
River Mills, built in 1855, and at that time 
estimated to be the largest knitting mill in 
the world, according to Cohoes’ offi cials.

In addition to the new headquarters, Lin-
guaLinx has been ranked number 311 on the 
twenty-seventh annual Inc. 500 list of the 
fastest-growing private companies in the 
United States.
LinguaLinx, Inc.LinguaLinx, Inc. 
info@lingualinx.com, www.lingualinx.com

Follow-Up Translation 
moves headquarters

Follow-Up Translation Services, a pro-
vider of translation services, has moved 
to a new offi ce in Ipanema, Rio de Janeiro, 
Brazil. After 19 years of operation, the 
company has just acquired its own premises 
and is now ready to expand and develop 
new areas of specialization in translation 
and localization from English into Brazilian 
Portuguese.
Follow-Up Translation ServicesFollow-Up Translation Services 
info@follow-up.com.br 
www.follow-up.com.br

New headquarters offi ce for 
Applied Language Solutions

Applied Language Solutions, a provider 
of translation services, has opened a new 
headquarters offi ce in Delph, Oldham, UK. 
Due to the increasing demands for inter-
preting throughout the United Kingdom, 

the company has developed and expanded 
its interpreting department.
Applied Language SolutionsApplied Language Solutions 
www.appliedlanguage.com

LinguaGraphics 
opens production center

LinguaGraphics, Inc., a provider of mul-
tilingual desktop publishing and design, 
engineering and localization services, has 
announced the opening of a production 
center in Rosario, Argentina. The center 
will be run by industry veteran Fabián 
Chol, a ten-year veteran of localization and 
information technology.
LinguaGraphics, Inc.LinguaGraphics, Inc. 
info@linguagraphics.com
www.linguagraphics.com

Spanish Post Production division
Trusted Translations, Inc., a translation 

service company, has opened a new division 
called Spanish Post Production. The new 
division offers transcription, subtitling, dub-
bing and voice-over services from English 
into Spanish.
Trusted Translations, Inc.Trusted Translations, Inc. 
sales@trustedtranslations.com
www.trustedtranslations.com

Financial

SDL interim results
SDL, a provider of global information 

management solutions, has announced that 
its unaudited interim revenue for the six 
months ending June 30, 2008, was over £67 
million. Profi t before tax was £11.8 million.
SDLSDL phampton@sdl.com, www.sdl.com

Lionbridge second quarter results 
Lionbridge Technologies, Inc., has an–

nounced fi nancial results for the quarter 
ending June 30, 2008. Revenue for the 
quarter was $125.5 million, an increase of 
9.5% compared to the second quarter of 
2007. The company provided its revenue 

outlook for the third quarter of 2008 with 
estimated revenue of $118 to $122 million. 
For 2008, the company expects to achieve 
the high end of its previously provided 
guidance of 6%-10% year-on-year rev-
enue growth.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

In Every Language record earnings
In Every Language, a language services 

provider, has reported record earnings for 
the second quarter, achieving its highest 
quarterly gross income since the company 
opened in August 2005 and continuing 
its ongoing trend of strong performance 
improvement with four straight quarters of 
growth. Combined fi rst and second quarter 
2008 revenue for In Every Language was 
more than triple that of the same period 
in 2007.
In Every LanguageIn Every Language 
clients@ineverylanguage.com 
www.ineverylanguage.com

IFL growth continues
Idea Factory Languages, Inc. (IFL), a trans-

lation and localization services provider, has 
realized a 75% increase in revenue during the 
fi scal year ending June 30, 2008. IFL perfor-
mance indicators for measuring achievement 
are related to revenues, employee numbers, 
industry and client recognition, and its desir-
ability as an employer in its main operational 
centers.
Idea Factory Languages, Inc.Idea Factory Languages, Inc. 
ifl info@idea-factory.net, www.ifl ang.com

People

G3 Translate adds staff
G3 Translate (Gazelle Globalization Group), 

a language translation company specializing 
in the market research industry, has hired 
Alexander Veidt for the position of project 
manager and Angela Marie Franco for direc-
tor of marketing and business development.
G3 Translate
info@g3translate.com, www.g3translate.com

euroscript names sales manager
euroscript International S.A., a provider 

of innovative solutions in content life cycle 
management, has named Jean Racine as 
sales manager for Luxembourg, effective 
July 1, 2008. Racine comes to euroscript 
from Telindus PSF Luxembourg, where he 
was business development manager.
euroscript International S.Aeuroscript International S.A. 
contact@euroscript.com, www.euroscript.com
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News
LTC staff continues to grow

The Language Technology Centre Ltd. 
(LTC), a developer of language technology 
solutions, has added Martin Linger to its 
sales and marketing team. He brings several 
years’ experience in customer services and 
as a regional sales manager and translator.
The Language Technology Centre Ltd.
info@langtech.co.uk, www.langtech.co.uk

GlobalDoc appoints vice president
GlobalDoc, Inc., a provider of translation 

and communication services, has appointed 
Simonetta Esposito as vice president of 
international operations. Esposito comes 
to GlobalDoc from Tenneco, where she 
occupied the position of corporate public 
relations manager for Europe, Middle East 
and Africa.
GlobalDoc, Inc.GlobalDoc, Inc. 
info@globaldoc.com, www.globaldoc.com

GALA hires executive director
The Globalization and Localization Asso-

ciation (GALA), an international nonprofi t 
association that encourages local commu-
nication as an indispensable component to 
a global strategy, has hired Jim Hollan as its 
fi rst executive director. Hollan is a former 
university vice president and has served 
as president and executive director to a 
number of associations. He has owned and 
operated his own international business 
and has headed international consulting 
companies.
Globalization and Localization AssociationGlobalization and Localization Association 
info@gala-global.org, www.gala-global.org

Resources

Google Search Appliance updated
Google, Inc., has released an updated version 

of the Google Search Appliance integrated 
hardware and software solution. In addition 
to capacity and performance improvements, 
the search appliance now offers advanced 
search analytics for every query. It also offers 
international support to include administra-
tive functions in four new languages  — Eng-
lish (UK), Portuguese, Turkish and Vietnamese; 
contextual spell checking for all end users in 
French, Italian, Portuguese, German, Spanish 
and Dutch; and contextual query expansion 
for all end users in Dutch.
Google, Inc.Google, Inc. www.google.com

TranslatorsTraining adds materials
TranslatorsTraining, an online resource 

for comparing and learning about CAT 
tools, has announced the updating of its 

website with the addition of two new 
groups of training videos and various 
other materials. In addition to the com-
parative introductory videos of Across, 
Cafetran, Déjà Vu, Heartsome, Lingotek, 
MemoQ, MetaTexis, MultiTrans, OmegaT, 
SDLX, Similis, Swordfi sh, Trados, Transit 
and Wordfast, these new videos answer 
the question: “How would a translator use 
your tool when presented with a fi le that 
has been pre-translated in Trados and a 
translation memory exchange (TMX) fi le?” 
Those who have already paid for access to 
the full site also now have access to all the 
new translation environment tools videos.
TranslatorsTrainingTranslatorsTraining 
translatorstraining@intrawelt.it 
www.translatorstraining.com

Gilbane releases study
The Gilbane Group, Inc., an analyst and 

consulting fi rm focused on content tech-
nologies and their application to business 
solutions, has released its latest research 
report “Multilingual Communications as 
a Business Imperative: Why Companies 
Need to Optimize the Global Content 
Value Chain.” The research identifi es key 
challenges, including a gap between stra-
tegic business goals and investments in 
multilingual communications; the diffi cul-
ties in balancing centralized and regional 
operations; and the lack of integration and 
interoperability across authoring, content 

management, localization and translation 
man agement, and publishing components. 
Moreover, the study reveals how industry 
leaders are addressing these challenges 
and provides Gilbane’s recommendations 
on best practices.

Gilbane’s study methodology included 
in-depth interviews with 40 content and 
localization/translation management prac-
titioners in multinational organizations. The 
result is a unifi ed perspective on the full 
spectrum of multilingual content processes, 
previously viewed as isolated activities.
The Gilbane GroupThe Gilbane Group 
editor@gilbane.com, www.gilbane.com

ELRA language catalogue update
The European Language Resources Asso-

ciation (ELRA) has added a new speech 
resource to its catalogue. The ELRA-S0281 
LILA Hindi-L1 database is comprised of 
2,030 Hindi speakers recorded over the 
Indian mobile telephone network. Each 
speaker uttered around 60 read and spon-
taneous items.
ELRA/ELDAELRA/ELDA mapelli@elda.org, www.elda.org

Products and Services

Spellex for Adobe
Spellex Corporation has released Spellex 

for Adobe for spell-checking industry ter-
minology from the medical, legal and scien-
tifi c fi elds. The specialized dictionaries are 
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available in both US English and UK English. 
Eleven international language dictionaries 
are also available for integration.
Spellex CorporationSpellex Corporation 
sean.sullivan@spellex.com, www.spellex.com

Kilgray MemoQ 3.0
Kilgray Translation Technologies, a de -

veloper of translation productivity tools, 
has announced the release of MemoQ 3.0. 
The upgrade includes a new termbase and 
provides new terminology features such 
as forbidden terms. It introduces full sup-
port for XLIFF as a bilingual format and 
offers the visual localization of RESX fi les. 
MemoQ 3.0 is available in English, German, 
Japanese and Hungarian.

Kilgray has also launched its new website 
in English and Hungarian.
Kilgray Translation TechnologiesKilgray Translation Technologies 
info@kilgray.com, www.kilgray.com

Research report shows buyers’ 
views of translation quality

Common Sense Advisory, Inc., an inde-
pendent market research fi rm specializing 
in the language services industry, has 
released a new research report “Buyer-
Defi ned Translation Quality” that zeroes in 
on quality from the perspective of large-
scale buyers of translation services. The 
report also identifi es how issues of quality 
are treated at various phases.

The research fi rm conducted interviews 

with 28 companies that pay to have 
hundreds of millions of words translated 
into an average of 30 languages. It also 
surveyed 55 major buyers of translation 
services — 70% work in companies that 
employ 500 individuals or more and 60% 
spend in excess of US$1 million on transla-
tion services annually. The report captures 
the results of interviews from global 
brands across seven industries: automo-
tive, life sciences, high-tech, retail, travel 
and leisure, consumer manufacturing, and 
heavy manufacturing.
Common Sense Advisory, Inc.Common Sense Advisory, Inc. 
info@commonsenseadvisory.com 
www.commonsenseadvisory.com

Author-it 5.1
Author-it Software Corporation, a devel-

oper of software for authoring, publishing, 
content management and localization, has 
introduced Author-it 5.1. The new version 
offers additional functionality such as a 
quick search function and object variant 
capability.
Author-it Software Corporation
sales@author-it.com, www.author-it.com

JAJAH Babel
JAJAH Inc., a telecommunications com-

pany, has launched JAJAH Babel, a real-time 
phone translation service that allows any-
one in China to call a local number, speak 
in English and immediately hear his or her 

message back in Mandarin Chinese. Local 
JAJAH access numbers are also available 
in the United States, United Kingdom and 
Australia. The service also works in reverse 
for Chinese speakers who would like to have 
a statement translated into English.
JAJAH Inc.JAJAH Inc. anya@jajah.com, www.jajah.com

Linguatec’s Shoot & Translate
Linguatec, a supplier of language technol-

ogy applications, has developed the mobile 
translator Shoot & Translate — technology 
that turns an internet-enabled phone into 
a readily available translation aid. From a 
picture of an object, the text on the image 
is recognized and translated. With a “read 
aloud” function, a mobile phone becomes a 
personal prompter.
LinguatecLinguatec 
contact@linguatec.de, www.linguatec.de

AIT localizes Projetex
Advanced International Translations (AIT), 

a translation agency and localization and 
software development company, has local-
ized Projetex — project management soft-
ware for translation agencies — into seven 
languages: Spanish, Chinese (Traditional), 
Japanese, Hebrew, Portuguese, Portuguese 
(Brazil) and Russian.
Advanced International TranslationsAdvanced International Translations 
info@translation3000.com 
www.translation3000.com

MLG caters to Spanish gamers
Multi-Lingual Gaming, Inc. (MLG), an inno-

vator of electronic gaming solutions for the 
evolving interactive market, has set a chal-
lenge to fi nd and develop unique concepts 
to reach the growing demand for traditional 
and next-generation gaming machines.

The game Bonus Doubleup includes fea-
tures geared toward South American gam-
ers. Doble Buena Suerte was the fi rst game 
it built exclusively for the Hispanic market. 
All MLG software packages currently oper-
ate in Spanish.
Multi-Lingual Gaming, Inc.Multi-Lingual Gaming, Inc. 
info@multilingualgaming.com 
http://mlingualgaming.com
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Cerego social learning platform
Cerego Japan Inc., a developer of web-

based applications that accelerate knowl-
edge acquisition, has announced the beta 
launch of iKnow! iKnow! — a combination 
of cognitive science and neuroscience tech-
nology that uses the social nature of the 
web for the purpose of learning. The website 
currently offers a set of tools and content 
for English speakers to study Japanese.
Cerego Japan Inc.Cerego Japan Inc. 
info@cerego.co.jp, www.iknow.co.jp

iCONECTnXT and iCONECTeXT
iCONECT Development, LLC, a provider of 

litigation support and collaboration software, 
has added international language review 
in the latest release of its fl agship products 
iCONECTnXT and iCONECTeXT. This enables 
corporate and law fi rm legal teams worldwide 
to search, edit, review, report, export and 
print documents that contain text from over 
230 languages including Simplifi ed Chinese, 
Japanese, Korean, Arabic, Traditional Chinese, 
Punjabi and Russian.
iCONECT Development, LLCiCONECT Development, LLC 
www.iconect.com

Clients and Partners

New clients at Across
Across Systems GmbH, a provider of corpo-

rate translation management systems and lin-
guistic supply chain technology, has expanded 
its relationship with SMA Solar Technology, a 
manufacturer of solar inverters. 

The Volkswagen Group, which markets 
its vehicles in more than 150 countries, has 
implemented the Across Language Server 
as a corporate platform for all language 
resources and translation processes in the 
customer service division. The Across Lan-
guage Server has also been implemented 
by HypoVereinsbank, a bank serving the 
Italian, German, Austrian, and Central and 
Eastern European markets.
Across Systems GmbHAcross Systems GmbH 
info@across.net, www.across.net

Translations.com, Wordfast 
and Alchemy combine technology

Translations.com, a provider of transla-
tion workfl ow solutions, Wordfast LLC, a 
provider of translation memory software, 
and Alchemy Software Development Ltd., a 
visual localization solutions provider, have 
formed an alliance that includes a joint 
marketing program and product integration 
and collaboration. The alliance includes 16 
technology products that serve the global 

content life cycle.
Translations.com and Wordfast have also 

been engaged by Blue1 to support the airline’s 
expansion into European markets. A custom-
ized system enables Blue1’s existing staff to 
manage content updates and add new lan-
guages without hiring additional personnel. 
Offi cially launched on August 19, 2008, the 
website (www.blue1.com) now offers ten lan-
guages: Finnish, English, Swedish, Norwegian, 
Danish, Russian, German, French, Spanish and 
Italian.
Translations.comTranslations.com 
info@translations.com, www.translations.com
Wordfast LLCWordfast LLC 
info@wordfast.net, www.wordfast.net
Alchemy Software Development Ltd.Alchemy Software Development Ltd. 
info@alchemysoftware.ie 
www.alchemysoftware.ie

Language Weaver software 
solution chosen by Babylon, Ltd.

Language Weaver, a human communica-
tions solution company, has been chosen 
by Babylon Ltd., a provider of single-click 
translation and dictionary software, to 
power its online consumer translation solu-
tion. Babylon’s translation and dictionary 
service suite will integrate with Language 
Weaver’s Enterprise Translation On Demand, 
a new software-as-a-service model that 
delivers automated translation technology 
based on open standards including HTTP, 
SSL and XML. The solution offers Babylon 
subscribers real-time translation capabili-
ties across 60 languages.
Language Weaver
info@languageweaver.com 
www.languageweaver.com

viaLanguage provides 
language access in Hawaii

viaLanguage, a translation and localiza-
tion agency, has announced that Kapiolani 
Health, Hawaii State Hospital and the Hawaii 
Medical Service Association have selected 
viaLanguage to improve language assistance 
services for limited English-profi cient per-
sons in Hawaii. The state of Hawaii requires 
that all organizations receiving state fund-
ing must communicate in languages that 
are spoken within the population.
viaLanguageviaLanguage allsales@vialanguage.com 
www.vialanguage.com

TranslateMedia partners 
with Regus, enhances process

TranslateMedia, a digital document trans-
lation provider, and Regus Group plc, a pro-
vider of fl exible workplace solutions, have 

announced a strategic partnership that will 
provide all of Regus’ UK clients with round-
the-clock access to a global network of 
translators covering more than 55 languages 
and numerous areas of industry expertise, 
via the Regus translations portal.

TranslateMedia has also updated its pro-
prietary workfl ow software to include a 
process model that is designed to meet and 

News

Your Vision. Worldwide.
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potentially surpass the requirements of the 
BSEN 15038:2006 Standard for Provision of 
Translation Services. The new addition to 
the company’s service offering allows cli-
ents to include their own reviewers within a 
customizable translation sign-off process. 
TranslateMediaTranslateMedia sales@translatemedia.com 
www.translatemedia.com
Regus Group plcRegus Group plc www.regus.com

XTRF signs resellers
XTRF Management Systems, a division of 

Lido-Lang Technical Translations, has signed 
a reseller agreement with Mestako Ltd., 
a translation memory software seller and 
provider of consulting and training services. 
Mestako will be a distributor of XTRF in Lat-
via, Lithuania and Estonia.

XTRF consultants also signed agreements 
with Strombus, Transloc and LINGVINAI. 
The latter will localize the XTRF manage-
ment system into Lithuanian.
XTRF Management SystemsXTRF Management Systems 
sales@xtrf.eu, www.xtrf.eu
Mestako Ltd.Mestako Ltd. 
info@mestako.lv, www.mestako.lv

Language Translation partners 
with 1-for-All Marketing

Language Translation, Inc., a provider of 
translation, interpreting and localization ser-
vices, has selected 1-for-All Marketing, Inc., 
to provide marketing management guidance 
and implementation services to support its 

new business initiatives. The fi rst of Lan-
guage Translation’s new service offerings is 
SpeakEasy, an over-the-phone interpreting 
service.
Language Translation, Inc.Language Translation, Inc. 
info@languagetranslation.com 
www.languagetranslation.com
1-for-All Marketing, Inc.1-for-All Marketing, Inc. 
info@1-for-all.com, www.1-for-all.com

Deal Interactive 7.0g 
in over 20 languages

TransPerfect Translations, Inc., a provider 
of global business services, has announced 
the launch of a global virtual data room 
(VDR). With the release of Deal Interactive 
7.0g, the newest generation of VDR soft-
ware is available in over 20 languages. Deal 
Interactive is a provider of web-based  VDR 
solutions that enable fi rms to conduct due 
diligence in a secure online environment. 
VDRs securely host due diligence docu-
ments online for transactions, speeding up 
the mergers-and-acquisition process while 
extending simultaneous access to the 
maximum number of potential buyers.
TransPerfect Translations, Inc.TransPerfect Translations, Inc. 
info@transperfect.com, www.transperfect.com

Teragram selected by ISI
Teragram Corporation, a provider of 

mul tilingual natural language processing 
technologies, has been selected by Internet 
Securities, Inc. (ISI), to provide taxonomy 

management, automatic metadata genera-
tion, and entity and events extraction tech-
nology in multiple languages. ISI provides 
information on more than 80 emerging 
markets through a suite of electronic busi-
ness information products, including the 
Emerging Markets Information Service.
Teragram CorporationTeragram Corporation www.teragram.com

Motorola uses SDL solutions
SDL, a provider of global information 

management (GIM) solutions, has been 
selected by Motorola, Inc., to provide a GIM 
solution to support its corporate websites, 
including the Hellomoto, MyMotorola and 
MotoLab sites. As part of a more centralized 
approach, Motorola is using the services of 
SDL’s in-house, in-country translators to 
localize original content into 25 languages 
for regional teams to use.
SDLSDL phampton@sdl.com, www.sdl.com

Junction International 
chosen by SpeakLike

Junction International, LLC, a provider of 
integrated cross-cultural communication 
and technology solutions, has been retained 
by SpeakLike Inc. to localize its website into 
Spanish and Simplifi ed Chinese, with plans 
to expand into additional languages includ-
ing Portuguese, French, German, Japanese, 
Italian, Polish and Korean. SpeakLike pro-
vides internet-based language translation 
chat technologies and services.
Junction International, LLCJunction International, LLC 
info@junctioninternational.com 
www.junctioninternational.com
SpeakLike Inc.SpeakLike Inc. 
info@speaklike.com, www.speaklike.com

 Announcements

Microsoft seeks 
Arabic translation feedback

Microsoft Corporation has launched a 
new portal to involve Arabic speakers in 
the process of developing new technology 
terms for its products. The Localization 
Portal has been developed to encour-
age users of Microsoft’s Arabic language 
products to comment on the translation of 
technology terms and to provide input into 
translation for future products. Although 
Windows Vista Arabic has a translated 
glossary of over 500,000 terms that have 
been built up over the years, the portal has 
only around 90 new terms so that users are 
not overloaded with terms. The portal is 
intended to provide an ongoing forum for 
Arabic translation, with new terms added at 

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

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

Optimize translations. 
Increase productivity. 

Cost-effective.

Visit us online at 
www.systransoft.com

SYSTRAN Premium 
Translator 6
SYSTRAN Premium 
Translator 6

NEW V6
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regular intervals. Suggestions and enquiries 
regarding Arabic language can be e-mailed 
to arasat@microsoft.com.  
Microsoft CorporationMicrosoft Corporation 
info@microsoft.com, www.microsoft.com

Results from the Game 
Design Challenge: Olympics

GameCareerGuide.com (GCG), the sister 
site of Gamasutra and innovator of game 
development education, provides a weekly 
game design challenge for students and 
other newcomers to the industry to let them 
experiment with problem-solving related 
to games. Winners have been posted for a 
recent challenge, in which readers had to 
come up with a casual game to promote 
the 2012 Olympic Games, meaning a game 
that will have to last nearly four years. The 
challenge was so diffi cult that only two 
best entries were selected.

The contests are run by the staff, including 
contributor Manveer Heir, a game designer 
at Raven Software. Professional game devel-
opers are invited to partake in the challenges 
or the GCG community forum on GCG’s 
website to offer advice and critiques.
Think ServicesThink Services info@think-services.com 
www.think-services.com

California Assembly Bill 512
addresses language barriers

Interpreting Services International, Inc. 
(ISI), a provider of translation services, has 
announced that the new California Assem-
bly Bill 512 will help limited-English profi -
cient (LEP) clients better understand the 
mortgage loan documents they are asked  
to sign when applying for a home loan. The 
law would add consumer mortgage loans 
to the wording of Civil Code Section 1632. 
This law already requires that consumer 
contracts be translated when necessary. 
Under Section 1632, lenders must translate 
loan terms for LEP customers into one of 
fi ve languages: Spanish, Chinese, Tagalog, 
Vietnamese and Korean.
Interpreting Services International, Inc.Interpreting Services International, Inc. 
info@isitrans.com, www.isitrans.com

GlobalSight Open Source Initiative
Welocalize, a provider of integrated glo-

balization services, and representatives of 
12 industry companies have joined together 
to spearhead the GlobalSight Open Source 
Initiative. The GlobalSight steering commit-
tee is promoting collaboration to create a 
competitive enterprise-class, open-source 
translation management system. At the 
inaugural meeting held on August 14, 2008, 

 Blogos Bits — www.multilingualblog.com

Common Sense 2.0 in Poland
Those of you who cringe at those sad people so keen to embarrass themselves in 

New York, San Francisco, Dublin, or London by being shown in the media as a “fi rst” 
iPhone purchaser after waiting outside the store for a signifi cant percentage of their 
life to buy the thing will be heartened by this bite of reality from Poland. . . .

And Now For Something Completely Different . . . Comic Books
Google have released their new Chrome browser. Nice and simple, ‘though I won’t 

be switching to it as my main browser for a while yet. I’ll be sticking with Firefox. . . .
— Entries by Ultan Ó Broin

What’s lost? Who will even know? (comment on botkin entry)
Of all that is being lost in turmoil and confl ict in the Caucasus right now, this has to 

break a linguist’s heart. Is there hope that someone somewhere has been working with 
this? Or the other 40-plus languages of the region?

Once again thanks to The New York Times and John Freivalds (john@jfamarketing 
.com) August 24, 2008

“The World:  Barriers That Are Steep and Linguistic” by ELLEN BARRY:  To understand 
the confl ict in Georgia, listen to how people speak in the Caucasus. . . .

— Entry by Laurel Wagers

War, language and the tower of Babel
Previous to Russia re-asserting herself over the Georgia provinces of South Ossetia 

and Abkhazia, I can’t say I knew much about Georgia. When I lived in Normandy a 
few years ago, I would run into a fellow from Georgia at the rock climbing gym, and 
he was nice enough to teach me the French rock climbing terms (He was very careful 
to explain that he was from Georgia, the country, not Georgia, the state—so as not to 
whip me into a frenzy at meeting a fellow American far from home, I suppose). That 
was about as much direct exposure I’ve had to Georgian culture, language, heritage, 
you name it. . . .

— Entry by Katie Botkin
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the committee generated ideas for the stra-
tegic direction and technology roadmap of 
the product and for future potential require-
ments in a changing industry landscape.
WelocalizeWelocalize 
info@welocalize.com, www.welocalize.com
GlobalSight CorporationGlobalSight Corporation 
info@globalsight.com, www.globalsight.com

UL offers two new programs
The University of Limerick (UL) is offer-

ing two new programs in localization, 
designed with the support and help of 
industrial and academic experts. The Grad-
uate Diploma in Localisation Technology 
is aimed at those who want to learn how 
the world’s digital publishers localize their 
products, while the Master of Science in 
Global Computing and Localisation deals 
with the underlying scientifi c and business 
issues in localisation. Each program is also 
available part-time — one day per week 
over two academic years.
Localisation Research CentreLocalisation Research Centre 
lrc@ul.ie, www.localisation.ie

LinkedIn localization 
networking group

Serge Gladkoff of Logrus International 
Corporation has created a LinkedIn group 
for localization professionals called LocPro. 
The goal of the group is to create a space 
for idea sharing, promotions and project 
collaboration. The group recently passed 
the 1,500-member milestone.
Logrus International CorporationLogrus International Corporation 
ceo@logrus.ru, www.logrus.ru

 Awards and Certifications

Industry companies make Inc. lists
Eriksen Translations Inc., a provider of 

language services, has been rated one of 
the 5,000 fastest growing companies in 
the United States by Inc. magazine for the 
second year in a row. The Inc. 5,000 list 
features the top businesses of indepen-
dent-minded entrepreneurs. Nominations 
to the list are based on the rate of revenue 
growth over the last four years.

Sajan, Inc., a provider of language trans-
lation technology and services, has been 
ranked number 345 on the twenty-seventh 
annual Inc. 500 list of the fastest-growing 
private companies in the United States. It 
ranked number 43 in the top 100 business 
services companies in America and number 
two in the top 50 businesses in the Min-
neapolis/St. Paul, Minnesota, area.

CETRA, Inc., a language services provider, 

has been rated one of the 5,000 fastest 
growing companies in the United States by 
Inc. magazine. CETRA specializes in serving 
the marketing research and legal industries 
as well as the information technology, phar-
maceutical and human resources sectors.
Eriksen Translations Inc.
info@eriksen.com, www.eriksen.com
Sajan, Inc.Sajan, Inc. 
productsales@sajan.com, www.sajan.com
CETRA, Inc.CETRA, Inc. info@cetra.com, www.cetra.com

XMetaL chosen for KMWorld list
JustSystems, Inc., a software vendor and 

provider of XML and information manage-
ment technologies, has announced that 
XMetaL, the company’s XML-based soft-
ware for structured authoring and content 
collaboration, has been selected as a 2008 
KMWorld Trend-Setting Product. KMWorld 
assembled its sixth annual list based on 
feedback from editorial colleagues, ana-
lysts, integrators and users about prod-
ucts that represent the best research and 
development of solutions for nearly every 
organization and industry.
JustSystems, Inc.JustSystems, Inc. 
sales@xmetal.com, www.xmetal.com

Lionbridge receives 
international award

Lionbridge Technologies, Inc., has an -
nounced that its language technology 
platform has been selected as the winner 
of the International Stevie Award for “Best 
New Product or Service — Services” in the 
2008 International Business Awards. The 
International Business Awards are a global, 
all-encompassing business awards program 
honoring great performances in business. 
The awards are nicknamed Stevie from Greek 
Stephanos or crowned.
Lionbridge Technologies, Inc.Lionbridge Technologies, Inc. 
info@lionbridge.com, www.lionbridge.com

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.

Newsletters are archived at 
www.multilingual.com/

mlNewsArchive.php
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The 2009 Resource Directory / Editorial Index 2008
Language  |  Technology  |  Business

RESOURCE
DIRECTORYAN
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EDITORIAL
INDEX 2008AN
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AL

on the web at www.multilingual.com

We’re celebrating. You get the gifts!

Language  |  Technology  |  Business

Issue 100 completes 20 years of MultiLingual. Language technology and the 
World Wide Web have changed a bit since our beginning. So have subscription 
rates, but to celebrate the centenary issue, MultiLingual is offering 1989 
subscription prices at www.multilingual.com/subscribe
Twenty years ago, not many would have imagined the web and where it has taken 
us: bits, bytes, kilobytes, megabytes and gigabytes of information available and 
translated at the touch of a few buttons and the click of a mouse. 
The results are amazing. Near-instant access to archived materials. E-books. 
Downloadable pdfs. Electronic newsletters. Digital magazines.
Though in 1989 there was no such animal as a digital magazine, we have them 
now, and the digital version of MultiLingual is also available at reduced 
prices (we had to guess at what the price might have been). 
You can learn more at www.multilingual.com/digital

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 and 
other interested parties at www.multilingualblog.com

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

Since 2002, MultiLingual has published an annual Resource Directory and 
Editorial Index, and each and every one is still available for download at 
www.multilingual.com/resourceDirectory
The Resource Directory is the most comprehensive listing of services and 
products for the localization industry available anywhere. To be included in this year’s 
directory,  rst create a company listing on our website by going to www.multilingual.com/ 
industryResources and following the instructions. This not only includes you in the fully 
searchable Industry Resources section of our website, but also makes you eligible for a free 
line listing in the printed Resource Directory, provided you sign up before December 1, 2008.
The 2009 Resource Directory is also a great advertising opportunity. 
Go to www.multilingual.com/annualDirectory for details.
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STAR – Your single-source partner for information services & tools

STAR Group – your reliable partner 
for international technical communication

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

While other providers continue to acquire various technologies through acquisitions
and mergers, STAR is the only provider of language and information management
technologies and services to have created the entire technology stack in-house. The
net result: STAR is the only company with a fully integrated and complimentary
suite of technologies and services that optimize the entire product information life
cycle and eliminate incompatibility.

STAR has the knowledge, experience and proven tools necessary to complete your
most demanding projects ensuring effective and modern communication in any lan-
guage and publication type.

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

www.star-group.net

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

Sharing
the road
to success
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XII International Congress of 
Translation and Interpretation 

November 29-30, 2008, in Guadalajara, Mexico. 
Organización Mexicana de Traductores A.C. 
http://www.omt.org.mx/sanjeronimoportada2008.htm

December
IMS 2008  — Succeeding in the Digital World

December 2-4, 2008, in London, UK. 
VNU Exhibitions Europe, www.ims-show.co.uk

Gilbane Conference Boston
December 2-4, 2008, in Boston, Massachusetts USA. 

Lighthouse Seminars, LLC, info@lighthouseseminars.com 
http://gilbaneboston.com

TAUS Round Tables — 
Localization Business Innovation 

December 3, 2008, in Cologne, Germany.
December 4, 2008, in Munich, Germany.
December 10, 2008, in Barcelona, Spain.
December 12, 2008, in Prague, Czech Republic.

Translation Automation User Society 
www.translationautomation.com/meetings

14th International Conference on 
Technology Supported Learning and Training 

December 3-5, 2008, in Berlin, Germany. 
ICWE GmbH, info@online-educa.com, www.online-educa.com

I International Conference on Intercultural Studies
December 9, 2008, in Oporto, Portugal. 

Centre for Intercultural Studies, cei@iscap.ipp.pt 
www.iscap.ipp.pt/~cei/index3.html

Second International Symposium 
on Universal Communication

December 15-16, 2008, in Osaka, Japan. 
National Institute of Information and Communications Technology 
isuc2008@khn.nict.go.jp, www.is-uc.org/2008

Eighth Conference on Language Engineering
December 17-18, 2008, in Cairo, Egypt. 

Egyptian Society of Language Engineering 
conf08@esole.org, www.esole.org/showdoc.asp?id=8

January
TAUS Round Tables — Localization Business Innovation 

January 14, 2009, in Stockholm, Sweden.
January 15, 2009, in Helsinki, Finland.
January 22, 2009, in Cairo, Egypt.

Translation Automation User Society 
www.translationautomation.com/meetings

Conference on Language and Technology
January 22-24, 2009, in Lahore, Pakistan. 

Pakistan Society for Language Processing 
clt09@crulp.org, www.crulp.org/clt09/

October
TAUS Round Tables — Localization Business Innovation 

October 29, 2008, in London, UK.
October 30, 2008, in Dublin, Ireland.

Translation Automation User Society 
www.translationautomation.com/meetings

Languages & The Media 
October 29-31, 2008, in Berlin, Germany. 

ICWE GmbH, info@languages-media.com 
www.languages-media.com

DocTrain East 
October 29-November 1, 2008, in Burlington, Massachusetts USA. 

PUBSNET/The Content Wrangler, www.doctrain.com/east

November
The Global Customer Experience Colloquium

November 3, 2008, in Barcelona, Spain. 
Common Sense Advisory, sales@commonsenseadvisory.com
www.commonsenseadvisory.com/training/breakfast.php

tcworld 2008 
November 5-7, 2008, in Wiesbaden, Germany. 

tekom, info@tekom.de, www.tekom.de/tagung/tagung.jsp

49th ATA Conference 
November 5-8, 2008, in Orlando, Florida USA. 

American Translators Association
ata@atanet.org, www.atanet.org/conf/2008

TAUS Round Tables — Localization Business Innovation 
November 17, 2008, in Buenos Aires, Argentina.
November 25, 2008, in Milan, Italy.
November 27, 2008, in Zurich, Switzerland.

Translation Automation User Society 
www.translationautomation.com/meetings

Localization Latin America 
November 17-20, 2008, in Buenos Aires, Argentina. 

Localization Latin America, donna@localizationworld.com 
www.localizationlatinamerica.com

Translation and Interpretation 
and the Impact of Globalization 

November 18-20, 2008, in Al Ain, United Arab Emirates. 
Department of Translation Studies, United Arab Emirates University 
www.fhss.uaeu.ac.ae/conference/objectives.html

EUATC 2008 International Conference 
November 20-21, 2008, in Paris, France. 

European Association of Translation Companies
info@euatc.org, www.euatc.org

Translating and the Computer 30 
November 27-28, 2008, in London, UK. 

Aslib — The Association for Information Management
training@aslib.com, www.aslib.com/conferences

C
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WWhen Yves Champollion developed Wordfast in 1999, 
only a few translation memory (TM) software products 
were available, most of them at prices out of reach 
for freelance translators with a tight budget. Therefore, 
Wordfast’s fi rst objective was to “bring power to the 
people,” allowing them to use state-of-the-art transla-
tion software at no cost. The second idea was to make 
a tool so simple to use that translators could focus on 
doing their job, not becoming techno-wizards. Thirdly, 
Wordfast involved the end-user in the development of 
its tool, submitting any new development to a group 
of real translators for feedback. 

Today's version of Wordfast is a collaborative effort of over 
seven years of fi eld testing with professional translators and dedi-
cated user and developer support on a moderated Yahoo! tech 
group with approximately 5,100 users and 20 posts per day. Most 
elements of Wordfast’s central architecture were established to 
allow freelance translators to use standard tools. Wordfast uses, 
for example, only plain-text TMs and glossaries that can be han-
dled and manipulated with the translator’s own word processor or 
spreadsheet tool — or even with Notepad.

Over the years it became more and more obvious that a freeware 
tool could not withstand the commercial competition for much lon-
ger. In 2006, Champollion therefore established Wordfast LLC, which 
markets Wordfast for a moderate license fee and supports a user base 
of over 15,000 customers worldwide in practically all languages. By 
these numbers, Wordfast LLC is the world’s second largest provider 
of TM software solutions. In addition to a steadily growing freelance 
translator community, Wordfast is also becoming the TM software of 
choice for some large language service providers (LSPs). Founder and 
chief architect Champollion continues to run day-to-day operations at 
Wordfast’s headquarters in Paris, France. In addition, Wordfast main-
tains a customer support center in Ústí nad Labem, Czech Republic, 
and a business development offi ce in Washington, D.C.

Architecture and features
Wordfast is a Microsoft Visual Basic for Applications (VBA)-based 

TM engine that works as a set of macros within Word on PC and 

Mac, and with the help of an emulator program like VMWare or 
Crossover on Linux. The translation engine uses and maintains sev-
eral TMs and several internal and/or associated external glossaries 
(terminology databases). Both TMs and glossaries are maintained 
in delimited text format.

During translation, the TM is searched for full or fuzzy matches, 
and up to three glossaries are checked for terminology matches. 
Words, phrases and segments that are not found in the TM can be 
searched within multiple TMs using a concordance search engine, 
known as a context search. In addition, you can link to external, 
third-party dictionaries or web-based terminology databases. 
The size of glossaries in Wordfast has been voluntarily limited 
to 120,000 entries as most users reported much smaller glos-
saries of usually just 10% of this limit. Wordfast can recognize 
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Wordfast 5.5 Classic 
and a first glance at Wordfast 6.0

Reviewed by Thomas Waßmer
Useful TM products compete with leading tools

Thomas Waßmer is a biologist working as a 
science teacher at the Rudolf Steiner High School 
in Ann Arbor, Michigan. In his spare time, he offers 
services as a translator, science and software 
consultant and multimedia/web developer. 

Wordfast 5.5, 6.0
Wordfast, LLC
System requirements: Wordfast 5.5 is a Microsoft Word add-in 
programmed in Visual Basic for Applications. Windows 95 and 
higher running Word 97 and higher; Mac OS 7 through X, running 
Word 98 through X; and Linux (tested on SUSE and Mandrake 
Linux with XFCE, KDE2, VMWater and CrossOver) running Word 
97 and higher.
Wordfast 6.0 is a Java application supporting all platforms. 
Editions & Prices: Single-user license is €250; bulk licensing is 
€220 each. Customers in countries where people cannot afford 
standard software prices may be eligible for Wordfast’s discount 
price of €125 each. To see if your country is eligible for this discount, 
visit www.wordfast.com. All licenses include e-support for one year, 
upgrades to new versions of Wordfast for three years and the right 
to relicense Wordfast on different computers for three years.
Wordfast 5.5 license holders qualify for a free upgrade to Wordfast 
6.0. New customers can purchase the Classic or Standalone 
module separately or bundle the two modules together.
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exact or fuzzy terminology in glossaries. 
Glossaries can be used as they are or fi ne-
tuned with the use of wildcards to meet 
special requirements. Wordfast includes 
real-time, quality-check functions that 
include a typography and grammar as well 
as terminology consistency checker.

Wordfast uses Word as a text editor, 
thereby supporting all formats recognized 
by Word. In addition, Wordfast can also be 
used to translate Excel and PowerPoint doc-
uments directly by linking them automati-
cally and dynamically to Word. Furthermore, 
Wordfast can handle HTML documents if 
Wordfast’s PlusTools freeware is installed or 
if the HTML document has been tagged by 
an external application such as the freeware 
Rainbow (ENLASO Localization Tools: www 
.translate.com/technology/tools). Any of the 
languages supported by Word are also sup-
ported by Wordfast.

Up to 20 users can share the same TM 
over a local area network. Up to 500,000 
translation units (TU) per TM are sup-
ported. The Wordfast Server, a free add-on 
to Wordfast, adds another 200-million TU 
to this capacity, catapulting the lightware 
Wordfast to one of the largest TM capaci-
ties in the industry. Wordfast uses TMs in 
either plain text format (ANSI) or Unicode 
format (UTF-16). A Wordfast TM is there-
fore typically three to four times less bulky 
than its competitors and can be very effec-
tively compressed using a ZIP, RAR or simi-
lar technology. This can be important when 
vast collections of TMs are considered. In 
addition, the Wordfast TM engine is built 
to spot exact and/or fuzzy matches in less 

than half a second in most cases. Since its 
beginnings in 1999, the Wordfast TM for-
mat has never changed: Wordfast versions 
1, 2, 3, 4, 5 and now 6 all share the same 
format. This guarantees perfect conversion. 
Wordfast can also be linked to a machine 
translation (MT) program or server — locally 
or through a network — to provide MT 
when no match is found in the TM.

Wordfast also offers several tools allowing 
the translator to automate frequently used 
procedures. Some of them can be activated 
through a graphical user interface while oth-
ers need to be scripted in Pandora’s Box, a 
treasure chest of useful customizations. The 
most important tools include clean-up of the 
essentially bilingual translation fi le; a tool to 
analyze the fi le under translation, showing 
an absolute and relative (percentage) break-
down of matches, fuzzies and no-matches; 
pre-translation automated translation using 
all full matches found in the TM; a qual-
ity-check detailed report of the typographic, 
grammatical and terminological checks; 
and extract, which opens all selected docu-
ments in Word, Access, PowerPoint or Excel 
format and extracts all segments into a 
single text document. In addition, LSPs 
can develop project-specifi c extensions to 
meet specifi c requirements using Micro-
soft Offi ce's VBA programming platform.
These integrated tools are supported by the 
PlusTools (+Tools), a complementary pack-
age that can be downloaded and added to 
Wordfast. +Tools allows you to automate 
basic TM maintenance procedures and 
batch process functions on hundreds of fi les 
in a time-effi cient manner. Examples are 

global search/replace, global character and 
format conversion, generation of document 
statistics and password recovery. In addition, 
the translator toolbox offers text alignment, 
terminology extraction, and HTML tagging. 
Finally, documents can be verifi ed in batch 
mode so that project managers can have a 
detailed report on the typography/terminol-
ogy quality of the documents they receive 
after translation.

Wordfast offers both Peer Technology 
Support in multiple languages and 24/7 
Professional support via e-mail hotline.

What’s new in Wordfast 5.5?
Besides many improvements, enhance-

ment and constant bug fi xes in Wordfast’s 
impressive release notes, the one most 
remarkable novelty of version 5.5 is the 
introduction of the Very Large Transla-
tion Memory (VLTM). Each Wordfast 
license grants users the ability to search 
Wordfast’s web-based TM and knowledge 
base in a server-based TM environment, 
accessible over the internet. In addition to 
a free VLTM hosted on the Wordfast web-
site, private, anonymous VLTMs may be 
created, password protected and used by 
translators for real-time collaboration in a 
server-based TM environment, included in 
the price of a desktop license. 

The VLTM is a confi dential one-way 
process. Unless you specifi cally set your 
settings to share your TM, either publicly 
or with a workgroup, your TMs will not 
be recorded. Users only receive translation 
segments from the VLTM, so clients' intel-
lectual property is safe.

19

Figure 1: Fuzzy TM and glossary matches in Wordfast 5.5 Classic. 
Fuzzy matches to the blue source segment are shown in the yellow 
box, with the small purple number on top showing the degree of 

concordance — here 79%, due to the spelling of two words. 

Figure 2: Fuzzy TM and glossary matches in Wordfast 6.0 text view. The 
source is shown in blue, the target at 80% fuzzy match in yellow. The 
source display also shows terminology matches in a red font, and the 

corresponding translations are shown as a mouse rollover. 
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Without a paid license, Wordfast 5.5 
runs full-featured using TMs up to 500 
segments, thus making it possible to use 
Wordfast on small to medium-sized jobs 
without any limitation of time. A new, 
empty TM can be created at any time.

Learning institutions and non-govern-
mental humanitarian organizations may 
qualify for free licenses if they are used for 
educational purposes. Freelance translators 
or individual users may run two simultane-
ous Wordfast installations for each license 
purchased. Corporations may only run one.

Wordfast 6.0
The Wordfast development team is cur-

rently working on Wordfast 6.0. At the 

moment, the product is in a pre-beta stage. 
I am therefore grateful that Champollion 
agreed to make a pre-beta executable avail-
able to me for a fi rst glance at this exciting 
development. As the development is far 
from close to completion, this will not be 
a critical review of the new architecture but 
rather a feature description and some fi rst 
impressions of what most probably will be 
released to the public later this year.

Wordfast 6 will contain two modules: 
one will be the “classic” version of Word-
fast, the Microsoft Word add-in. This ver-
sion will be developed as long as Word 
continues to support VBA. The second will 
be a standalone, platform-independent 
translation environment, programmed in 
Java. It will include improved batch pro-
cessing of analysis, translate and cleanup, 
and an enhanced VLTM integration 
allowing users to connect remotely to a 
powerful TM server application. Some of 
the acclaimed key features for freelance 
translators will be:

Increased platform independence: 
Since Wordfast 6.0 contains a Java-based 
module, it will run on Windows, Mac OS 
X, and Linux regardless of whether or not 
MS Word is running. 

Improved file format support: Filters 
currently exist for DOC, PPT, XLS, HTML, 
XML, and JSP files. Future plans exist to 
support additional file formats including 
QuarkXPress, InDesign, and FrameMaker. 

Intuitive interface: Users will have 
the ability to work in a standalone envi-
ronment with customizable views based 
upon individual preference. Users can 
choose the classic Wordfast text view or 
a table view where the source and target 
segments appear side by side in columns. 

Automated quality assurance: Mul-
tilingual spellchecks and terminology rec-
ognition will improve speed and accuracy 
during the review process. Wordfast 6 also 
features placeable QA.

Enhanced TM compatibility: As always, 
Wordfast 6.0 will be compatible with any 
TMX-compliant tool, allowing for seamless 
integration of TM assets from Trados, SDLX, 
or Déjà Vu files.

For agencies and corporations, Word-
fast 6.0 announced to additionally offer 
a powerful PM Plug-in that will enable 
project managers and engineers to utilize 
high-speed batch processing functional-
ity, as well as analyze and pre-translate 
content prior to distribution. Wordfast’s 
server-based TM will also be made avail-
able to Wordfast 6.0 and enable multiple 
TMs to be shared between different trans-
lators simultaneously. Project managers 
will have the ability to assign specifi c rights 
and privileges to individual translators or 
linguistic teams. Wordfast states that LSPs 
and corporations will benefi t from Word-
fast’s substantial user base around the 
world, giving them access to a large pool 
of technology-savvy providers. Wordfast is 
currently inviting LSPs and corporations 
interested in learning more to schedule a 
demo or get involved in their beta-testing 
program.

Usage and evaluation
Wordfast supports relatively few fi le 

formats. Using Word as currently the only 
editor to actually do the translation in, it 
supports DOC and RTF fi le formats and 
any other format that Word can handle. 
In addition, Wordfast captures translat-
able strings from Excel and PowerPoint 
and saves the translations back into those 
fi le types, thus also offering a convenient 
way to handle these formats. Things get 
a little edgy with tagged formats. HTML 
is supported through the +Tools add-on 
but needs to be tagged fi rst — a procedure 
similar to the old S-Tagger component 
of Trados. Other important tagged fi les, 
especially various XML-based formats, are 
currently not supported or require that the 
translator sets up a special tagging proce-
dure and is careful to avoid getting too 

Figure 3: Fuzzy TM matches and positioning of placeables in Wordfast 6.0 table view. 
The source is shown in blue and the target in purple, as it is not yet set as a translation.
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many tags into the TM or losing content 
and/or format. Other important unsup-
ported fi le types are various DTP formats 
such as Adobe InDesign and QuarkXPress.

Wordfast is often updated and shows 
an impressive long list of improvements 
and bug fi xes. Bug reports, suggestions 
and wishes of Wordfast translators are 
implemented and delivered to the cus-
tomer in an effi cient and timely manner 
— actually unmatched by any competitor. 
The Wordfast support is friendly, compe-
tent and true to the product’s name, fast. 
The only thing that somebody used to the 
more expensive competition could pos-
sibly miss is an online portal that tracks 
support cases and offers this track history 
to the customer. The only downside is that 
free 24/7 hotline support is limited to the 
fi rst year as a Wordfast user. However, the 
fi rst year is in most cases the year the user 
will need support the most — and fast. For 
later, the active tech group at Yahoo! is 
probably a very good replacement.

Wordfast’s documentation was at fi rst 
also unfamiliar. It is in Word format 
instead of being a Help fi le or in Adobe 
PDF format. However, it makes full use of 
VBA and macros within Word to allow for 
the same fast navigation that is used by 
the other, more common documentation 
formats. 

Wordfast’s licensing uses an install num-
ber that is specifi c for the computer you 
run it on. As with all licensing mechanisms 
that are based on a unique computer ID, 

the chances are that you will face a system 
breakdown and need to re-install your sys-
tem and other programs. This will change 
your install number, and you will need to 
go to the Wordfast website to generate a 
new license number that fi ts your install 
number. This process can be cumbersome 
if you need to reach somebody to manu-
ally setback your old license before you can 
generate a new one. Not with Wordfast: you 
can log in to your user page and generate 
a new license number at any time. This is 
called “relicensing.” However, if you gener-
ate a new license four times since buying 
Wordfast, you will need to fi rst contact 
customer service to be able to generate 
another license number. This is a necessary 
precaution against hackers. I fi rst thought 
that a fl exible licensing schema where you 
can unregister a license and re-register it on 
another computer — for example, a laptop 
— would be more user-friendly. But then 
I realized that Wordfast allows freelance 
translators to generate two licenses right 
away and offi cially install Wordfast parallel 
on two systems. In case of an emergency, 
you still have two more shots and four 
more after a communication with a human 
being at Wordfast. The only thing I am still 
not so fond of is that you lose the right 
to relicense after three years, which can 
technically turn your Wordfast license into 
a temporary user license and require that 
you buy Wordfast again.

The import of an exported Trados Work-
bench in TMX format into a Wordfast TM 
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Figure 4: Wordfast 6.0 Preference Dialog allows for customization of Wordfast settings.
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worked without any tweaking but contained 
a lot of useless and distracting formatting. 
I had the privilege to directly communicate 
with Champollion but still could not fi gure 
out how to leave all this nonsense behind. 
My guess is that Wordfast uses plain text in 
ASCII or Unicode and does not store text 
formatting. Thus, it is better served with 
external resources that do not have any 
formatting information or only very little. 
Champollion recommended exporting TMs 
of other products in a lower version of 
TMX, as these tend to contain less useless 
or distracting characters. Minor problems 
were missing save to/save as dialogs when 
importing/exporting TMs and/or dictionar-
ies. This seems petty, but some fi les are just 
overwritten if you do not think to rename 
them or move them before exporting 
into the same format that you previously 
imported to a TM.

I personally think it’s a problem that you 
can’t get Wordfast to display TM matches 
below 50%, but I must be almost alone 
in the business setting the fuzzy thresh-
old below 50% as Champollion had never 
received any complaint about this. I just 
like to be offered more matches and then 
manually choose to disregard them instead 
of not even seeing them. This issue was 
especially prominent as heavily tagged fi les 
or fi les containing lots of placeables resulted 
in very poor matches. In one case just two 
tags created more than 50% difference, and 
the otherwise identical segment was conse-
quently not shown as a fuzzy match.

I was initially excited about Wordfast’s 
new VLTM feature and enthus iastically 
checked the unrestricted resource at www 
.wordfast.net. This resulted in a slow TM 
search and stalled Wordfast’s context search 
completely. I did not test the option to set 
up a private workgroup, which sounds like 
a great opportunity if it does not slow 
down the local system I experienced.

Minor shortcomings for a user who 
migrates from other TM solutions are the 
tiny display of the percentage of fuzzy 
matches. However, I think you can defi ne 
color coding for various levels of match-
ing to make this more intuitive. I did not 
try to set this up, as it involves getting 
acquainted with Wordfast’s text-based 
customization, which is similar to com-
mand line scripting with which I am not 
familiar. I confess that I am spoiled with 
graphical user interfaces of other software 
products that allow you to customize 
them in a more graphical way. I know that 
scripting is often more straightforward, 

more fl exible and faster, but it seems to 
be more complicated.

I am not sure if it was my test fi les or my 
unfamiliarity with Wordfast’s minimalistic 
approach, but I often did not get an imme-
diate display of dictionary matches, just a 
highlighting of recognized terms in the edi-
tor. You then need to mark them and per-
form a manual search to get them displayed. 
Although Wordfast’s terminology features 
provide fuzzy matching, this feature does 
not work well for German as only simple 
adding of prefi xes and suffi xes are recog-
nized. The matching procedure lacks any 
linguistic “knowledge” about word stems, at 
least in German. Fuzzy entry of terminology 
units using asterisks as wildcards enhance its 
use within Wordfast but produce a reduced 
exchangeability to third-party products when 
the terminology base is exported.

As I have most of my previous diction-
aries in MultiTerm format and I am used 
to the options MultiTerm offers, I wanted 
to set up Wordfast to use MultiTerm as an 
external dictionary. Unfortunately, I could 
not fi nd any documentation or a tutorial 
about this, and MultiTerm XML does not 
seem to be supported at all. In addition, 
exporting Wordfast terminology to Multi-
Term XML proved to be quite a challenge, 
but this might as well be more an issue of 
MultiTerm. Finally, I did not fi nd a refer-
ence to a keystroke or a Mouse button to 
automatically insert TM or terminology 
matches at the cursor position, such as 
Ctrl-1,2,3 or Alt-1,2,3 in other products.

Wordfast version 5.5 is a strong, feature-
rich and fl awless lightweight TM system. It 
was at fi rst diffi cult for me to objectively 
evaluate Wordfast as I am a long-time Tra-
dos and SDLX user, and Wordfast features 
a completely different philosophy and archi-
tecture. Many things seemed awkward and 
diffi cult to customize. Importing and export-
ing from and to the tools I was more familiar 
with seemed fl awed or not streamlined, and 
the whole look and feel of the spartan VBA 
interface did not appeal to me at fi rst. How-
ever, the short time I had to dive into the 
Wordfast world made me realize that it is, 
in fact, a powerful, clean and fast tool with 
great potential. I can state that I became 
quite a fan of the Wordfast approach and 
philosophy. What I saw of Wordfast 6 assured 
me that Wordfast defi nitely has the potential 
to compete with other leading TM tools even 
in terms of convenience and beauty of the 
interface and that it is perfectly adjustable 
to also satisfy the needs of LSPs and larger 
corporations.  M
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TToolBook is a widely used e-learning author-
ing tool made by SumTotal Systems. In fact, 
ToolBook won the 2007 Platinum Award from 
the eLearning Guild as the software learning 
system most used by large corporations. So 
when the ToolBook Translation System (TTS), 
a plug-in developed by Platte Canyon Multi-
media Software Corporation, was introduced 
in 2006, it seemed to position ToolBook as 
the authoring tool for multilingual e-learning 
applications. Version 9.0 of TTS was released 
in June 2007, and a new build was released in 
spring 2008.

According to SumTotal’s website, TTS “simplifi es 
the translation of ToolBook content into foreign languages and 
reduces the cost, time, and complexity of developing international 
ToolBook content and applications.” TTS extracts the elements that 
need to be translated, while preserving all the formatting and other 
hypertext information. A demo video on the website also states 
that TTS “works well with Trados and other translation solutions.”

From the point of view of a translator, however, TTS proved in 
practice not to be as effi cient as claimed. On the plus side, TTS 
does seem to extract all the elements that need to be translated. 
For the most part, formatting and other tags are successfully 
retained in the extracted fi les, as well. These are not trivial ben-
efi ts, considering the diffi culty in simply identifying all the trans-
latable elements in these applications. Also, a translator using the 
translation module can view the original English-language page 
to see the material in context without the necessity of installing 
the full version of ToolBook.

On the other hand, the translation process using TTS does require 
the translator to install and learn a special program. It is also clunky, 
time consuming and does not, despite the claims of the ToolBook 
demo, integrate directly with translation memory (TM) tools.

How TTS works
The TTS application is composed of two parts: 1) the author-

ing module, which works directly with ToolBook to extract the 

translatable elements; and 2) the sep-
arate translation module, with which 
the individual translators work.

The authoring module extracts 
the text elements from the ToolBook 
project into various tables in a Micro-
soft Access database. TTS creates one 
database with the English and one 
each per foreign language. It also 
produces a fi le, with the extension 
.tts, that is read by the translation 
module.

The TTS translator module, which 
runs separately, reads the translatable 
elements individually from the Access 
tables and provides a window for the 

translator to input the translation of each element. 
When a translator opens the TTS fi le, he or she is fi rst asked to 

select the source and target language and is then faced with a 
screen that will probably look familiar to most e-learning applica-
tion developers. On the left side of the screen is a tree listing all 
the parts of the e-learning application; on the right are basic 
instructions for getting started with TTS (Figure 1). The translator 
must dig down through the tree to locate each translatable ele-
ment sequentially. This often involves going down several levels 
in the tree. 

When a translatable element is selected, the right side of the 
screen shows the target language at the top and the source lan-
guage at the bottom. At fi rst, both the target and source will be in 
English. The translator replaces the English in the target area with 
the translation. When the translator saves the fi le, the translations 
are saved into the appropriate place in the target language Access 
database.

ToolBook Translation System

Reviewed by Myriam Siftar
Tool for multilingual e-learning application requires tech savvy

Myriam Siftar is the president of MTM LinguaSoft, 
a language services fi rm that she founded in 
2003. Prior to founding MTM LinguaSoft, she spent 
over 15 years working as an IT project manager 
for multinational corporations and start-ups. 

ToolBook Translation System 
SumTotal Systems, Inc.
Editions and prices: System 9.0 $995
System requirements (also apply to 
ToolBook Instructor and ToolBook 
Assistant): Pentium 233 processor 
minimum (Pentium III 1.2 GHz or 
higher recommended), Microsoft 
Windows 2000 SP4 or later, Windows 
XP Professional SP2 or later, or 
Windows Vista, at least 128 MB 
RAM for authoring (256 MB or more 
recommended) 250 MB hard disk 
space (up to 450 MB for all optional 
components), CD-ROM or DVD drive, 
800x600 pixel display with 16-bit color 
or greater (1024x768 recommended).
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Finally, the translator returns the 

Access database to the developer, who 
imports the target language fi les using 
the TTS authoring module.

TTS and the 
translation process
Many of the drawbacks of TTS from 

the point of view of the traditional 
translation process should be obvious. 
First of all, even though translators do 
not need to have the entire ToolBook 
application, they do need to use a 
special piece of software. Use of the 
translation module is not especially 
diffi cult, but it is still a chore for a 
translator who will probably not be using 
it often. Compare this, for example, to the 
translation module for another e-learning 
authoring application, Lectora. Its trans-
lation application exports all the content 
to a rich text fi le, which can be read in 
any word processing program.

The user interface for the TTS translation 
module presents the translation content  

in small chunks — with individual question 
and answers, menu items, buttons and 
so on — making the translation process 
tedious and time consuming, leading to 
increased costs and turnaround time. The 
translator does not see the content in con-
text; he or she can only see the context by 
opening up a view of the ToolBook page 
— another tedious process.

A bigger problem, however, is quality 
control (QC). Despite the claim made 
in the ToolBook demo video, TTS does 
not integrate with TMs, making it more 
diffi cult to maintain consistency. This 
also means there is no easy way to re-
use already-translated materials. There 
are also none of the spell check and 
grammar check capabilities translators 
are accustomed to, and there is no way 
to track and review changes made by a 
proofreader or editor.

Developers may also fi nd some snags 
in the conversion process. In a sample 
project, in which an earlier version of 
TTS was used, some of the attributes and 

properties applied by the application’s devel-
oper did not carry over into the translated 
version and had to be manually recreated.

In short, using the TTS system turned 
out to be not quite so easy as the manu-
facturers claimed. More importantly, using 
TTS alone raised QC issues from the point 
of view of a solid localization process.

Tech savvy recommended
TTS is defi nitely a step forward from the 

point of view of translation, since it does 
provide a means for fairly easily extract-
ing, translating and reinserting text — a 
process that many e-learning authoring 
tools haven’t even begun to address. Nev-
ertheless, the fact that it does not accom-
modate many of the standard utilities 
used by translators for QC and consistency 
is a drawback.

On the other hand, using TTS alone 
for a simple e-learning application, where 
the elements to be translated are not too 
numerous, should work fi ne.

For more complex projects, the prob-
lems of quality control and lack of TM are 
important limitations. This is especially 
true if the client will be doing similar 
projects in the future. In these situations, 
TTS will work best when used by a tech-
savvy translation service provider that can 
develop automated processes for extract-
ing the data from the Access databases 
in order to perform the translation in a 
setting that does allow for spellcheck-
ing, tracking changes and the use of a 
TM. The translated materials can then be 
reintegrated into the Access databases, 
and TTS can be used for a fi nal check 
to ensure that all the necessary elements 
have been translated, that diacritical 
markings or non-roman alphabet char-
acters have carried over successfully and 
that the formatting is correct.  M

Figure 1: Welcome screen for the 
ToolBook Translation System, version 9.0. 
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MMost of us have seen them while travel-
ing abroad or sightseeing in ethnic neigh-
borhoods: signs purportedly in English but 
leaving fl uent speakers scratching their 
heads in bewilderment or amusement. How 
did the writer pick that word? What word 
is he or she really looking for? Just what 
exactly does that sign mean, anyway?

Charlie Croker has also encountered many such 
examples of misused and abused English from 
around the world and has compiled the most outrageous — and 
hilarious — of them in a small, cleverly illustrated volume called 
Screwed Up English. The book organizes its “priceless nuggets of 
verbal mistakes” (p. v) into chapters by subject area: the fi rst few 
chapters are chronological, following the reader on a trip from 
plane to hotel and then on the road, and subsequent chapters 
focus on miscellaneous locations such as restaurants, bars and 
shops. Catchy titles, such as “Plane Speaking” and “Sign Lan-
guage,” indicate the types of examples found in each chapter, and 
montages of photos and drawings imaginatively illustrate some 
of the more outlandish mistranslations. For example, a photo of a 
slice of bread with the heads of three girls sticking out of the top is 
found next to a menu spotted in Vienna, Austria, promising “fried 
milk, children sandwiches, roast cattle and boiled sheep” (p. 59).

The examples are great fun to read, but Croker missed an oppor-
tunity in simply compiling them without any attempt at analysis. 
A more linguistically oriented researcher might have pointed out 
that the errors found in these items can be categorized by type. For 
example, there are signs exhibiting simple spelling errors: “Please 
no party in Buri Guest house and please guiet too” (p. 11); more 
complex word choice errors: “Flying water in all rooms” (p. 16); 
faulty grammatical constructions (in a restaurant): “We will be 
honouring your delivering in the fast time as possible” (p. 70); 
misplaced modifi ers, often with humorous results: “Please hang 
your order before retiring on your doorknob” (p. 25); unintended 
sexual innuendo (in a laundry): “Ladies, leave your clothes here 
and spend the afternoon having a good time” (p. 110); and more.

Croker also provides no information about how he collected his 
corpus other than a brief acknowledgement to several people “for 

their intrepid efforts in the name of 
research” (p. iv). Because his volume 
is reminis cent of similar collections 
by Richard Lederer, especially Ang-
uished English (1989) and Crazy 
English (1988), I checked both of 
those books for lists of mistransla-
tions. Not only did I fi nd a section 
in Anguished English, “Lost in 
Translation” (pp. 93-98), contain-

ing a variety of hilarious mistranslations from around the world, but 
I also discovered that all of those contained in Lederer’s book are 
also included in Croker’s, without attribution. Lederer makes it clear 
that his examples were sent to him by readers, and he specifi cally 
requests source information when available. Croker does neither.

A couple of other minor complaints can be made about this 
book. First, because the same font is used in places to comment 
on or introduce further examples, it can be a little diffi cult at 
times to distinguish comment from example. It is only the lack of 
humor in the lead-in that alerts the reader to the need to reas-
sess its function. Using a consistently different font for Croker’s 
own interjected comments would help make the distinction clear. 
Second, two examples are repeated on different pages (one on pp. 
88 and 89, and one on pp. 125 and 127). 

All in all, Screwed Up English is an amusing read in small doses. 
It will appeal to people interested in these kinds of collections of 
language oddities or to anyone who just likes a good laugh. How-
ever, when websites such as www.engrish.com provide similarly 
uproarious examples (plus photos) for free, this little book, at a 
price of $10.95 for 169 small-format pages with an abundance of 
white space, will likely strike most readers as rather expensive for 
what is essentially bathroom reading.  M

Screwed Up English

Reviewed by Rachel Schaffer
An amusing read in small doses

Rachel Schaffer has a Ph.D. in linguistics 
from The Ohio State University. She teaches 
linguistics, composition and literature at 
Montana State University-Billings. 

Screwed Up English: 
Twisted Translations 
of the English 
Language from 
Around the World 
by Charlie Croker. 
Adams Media, 2008,  
$10.95, softbound, 
169 pp. 
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about whether or not games are truly “art,” I consider them to 
be collectively-created forms of consumable, interactive art in a 
digital medium. But the desire to push the limits of acceptability 
and innovation has to be tempered with some sort of proactive 
risk assessment to determine if the content is merely being edgy 
and cool or if it crosses a line into being considered culturally 
offensive and thus instantly snaps the gamer out of the suspen-
sion of disbelief into a far more uncomfortable world. 

For most game developers and publishers, localization is a no-
brainer in game distribution; most companies already regularly 
localize their games into English, FIGS (French, Italian, German 
and Spanish) and Japanese — and increasingly also into Chinese, 
Korean, Russian and Scandinavian languages. In the aforemen-
tioned trend of the growing global focus of the industry, however, 
localization alone isn’t going to be enough to sustain revenues 
and interest. Culturalization is a step further beyond localization 
as it takes a deeper look into a game’s content choices and gauges 
its viability in a broad, multicultural marketplace. While localiza-
tion helps gamers simply comprehend the game’s content, primar-
ily through translation, culturalization helps gamers to potentially 
engage with the game’s content at a much deeper, more mean-
ingful level. At the moment, most localization efforts on a game 
title occur fairly late in the development cycle, which leaves little 
room for ensuring a completely thorough and effective localiza-
tion, let alone accounting for potential locale-to-locale content 
sensitivities. Culturalization, on the other hand, is about tak-
ing a proactive approach to content design and development, 
where the international aspects of the content’s effectiveness 
are considered throughout the cycle. Put simply, culturalization 
is a holistic modus operandi for the game’s design, development 
and distribution. From where we are right now in the evolution 

WWithout question, the gaming industry is one of 
the fastest growing media segments and certainly 
has far surpassed the annual revenue of the motion 
picture industry. What’s even more telling is that 
sales in the United States will lag behind the world 
during the next fi ve years, averaging 6.7% annual 
growth — which is still admirable — while Asia and 
the Europe-Middle East-Africa region will aver-
age 10% or more. What does this mean for the 
game developers and publishers? Quite simply, that 
the ongoing desire to increase revenues requires 
increasing your global exposure, which means game 
content will be exposed to many more cultures and 
locales. The bottom line is that creating content 
that appeals to the more global gamer will become 
increasingly critical, and this in turn requires the 
game industry to consider geopolitical and cultural 
— in other words, geocultural — factors.

From my own perspective, games represent a unique aggre-
gation of certain geocultural issues, many of which have been 
previously addressed in this column. Unlike most content-inten-
sive businesses, video games often incorporate a wide range of 
content types in a visually stimulating and media-loaded envi-
ronment. In addition, games typically touch upon fi ctitious and 
actual socio-historical scenarios, new cultures (including religions, 
languages and ethnicities) derived from actual ones, and employ 
a very generous use of symbols, fl ags, maps and other content 
known to have higher propensity for sensitivity. There’s been 
little question that game developers often intentionally incorpo-
rate themes and scenarios that are more “edgy” and potentially 
volatile. This is to be expected in any expressive art form, and 
games are no different. Although there is an ongoing debate 

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.

Off the Map Tom Edwards

Reaching the 
global gamer
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of game localization, in order for culturalization to occur, game 
developers must fi rst fully integrate localization as part of core 
game development and not as an afterthought. 

So far, I’ve focused on the positive aspects of culturalization 
as it pertains to proactive content design. But there’s another 
critical component of culturalization, and that’s the ability to 
discern and resolve potentially problematic issues before the game 
title goes out the door. Geocultural issues that are not caught 
and properly resolved can result in local market backlash in the 
form of government bans, negative PR, and a serious loss of trust 
among angry consum-
ers. By way of example, 
many game-related 
issues have resulted in 
both commercial and 
image damage to the 
companies involved. 
The Swedish-developed 
game Hearts of Iron was 
banned in China in 2004 
because the government 
accused the game devel-
oper of distorting World 
War II historical facts by 
including the portrayal 
of Tibet as an indepen-
dent country and Taiwan 
as a part of Japan. In 2003, the title Kakuto Chojin was banned 
in Saudi Arabia and other Muslim countries due to its use of an 
audio track that contained the vocal chanting of a verse from 
the Qur’an. So widespread was the backlash on this game’s use of 
such sacred content that the product eventually had to be glob-
ally recalled and discontinued. In 2007, the game Resistance: Fall 
of Man greatly upset the Church of England because the develop-
ers without permission had authentically reproduced the Man-
chester Cathedral in the game. Being vehemently against violent, 
shooter-type games (and in the game, shooting takes place within 
the cathedral itself), the Church of England was outraged at the 
cathedral’s presence in the game and demanded an apology. To 
some, these may seem like somewhat trivial mistakes, but the 
reality is that they can have a far-reaching impact not only on the 
game developer’s or publisher’s revenue but on their long-term 
viability in a particular local market. Such issues can also refl ect 
poorly on the game industry as a whole, which continues to 
struggle to gain legitimacy in the eyes of politicians and parents.

While fully presenting the process of culturalization would 
require a lot more space than I have here, I’d like to at least 
provide some rudimentary details on how game developers can 
approach the potentially sensitive geocultural issues in their 
content. The fi rst step is to try and identify overt geocultural 
issues, and this should be done by examining three different 
aspects: theme, locale and content type. Theme refers to the 
character of the game content, such as the use of religion and 
beliefs. Any direct or indirect use of a real-world religion or 
belief system, any creation of fi ctional belief systems that mimic 
real-world elements, or any use of religious icons, symbols, 
imagery and architecture can be problematic. Another theme is 
ethnicity and gender, which entails using real-world ethnic/gen-
der stereotypes or emphasizing cultural issues and confl icts on 
the basis of race. The socio-historical theme covers the direct 

depiction or modifi cation of historical events and people as well 
as extrapolating various futures involving current cultures and 
governments. And fi nally, political systems and cultural prac-
tices, a broad theme for certain, involve any concepts, allego-
ries and “feels” derived from real-world cultures and political 
systems. It’s mission-critical to examine content through these 
various fi lters to discern if a potential issue exists.

The second step is to perform a type of content triage to 
determine the relative severity of the geocultural issues you may 
have uncovered in the fi rst step. Triage really involves discern-

ing what I call an overt 
offense (something 
that will most assuredly 
cause local problems) 
from reasonable risks 
(which might yield some 
negative feedback but 
nothing major). A key 
way to triage your con-
tent issues is by weighing 
the issues against these 
factors:

Context: Consider 
the original source of 
the content element and 
its placement in other 
environments.

Discoverability: How likely is it that a player will notice the 
sensitive content within the game context?

Defensibility: The ability to defend your content decisions 
from an authoritative, informed position.

Intent: The end-user’s perception of your content deci-
sions, whether general or specifi c. This is key!

The third step, lastly, is to develop creative solutions and 
resolve any issues that have been determined to be severe 
enough for a fi x. When developing the solution, it’s critical that 
game developers maintain their original intent as best as possible 
while being responsive to local sensitivities and particularly the 
potential for consumer backlash. If a content fi x is required, be 
surgical and creative and only make the most minimal change to 
the least amount of content. Most game projects on which I’ve 
worked only require tweaks — not major rethinks of the entire 
concept. But it is important to err on the side of caution, so if 
you’re really not sure about whether or not a certain content 
element is going to be a problem, then it’s probably best to avoid 
it. In the end, if you ultimately choose to include known, sensi-
tive content in your game title, then you must develop a solid 
rationale for its presence. If your game ends up raising serious 
concerns in a local market, you can often somewhat defuse the 
situation if you can at least clearly explain your rationale.

Culturalizing your game content isn’t easy, and it’s going to 
take time before the industry realizes that this critical step is 
going to become more and more necessary. Plus, with the advan-
tages of online and mobile games and delivery, the ability to 
customize content experiences to local markets is ever increasing. 
Create the game you want to create, but just don’t forget the 
global, multicultural audience who will experience it. The real key 
to managing geocultural content is to respond respectfully to the 
local market’s perception of your intentions. View the issue from 
their perspective.  M

The Church of England, being against violent games, was outraged 
at the presence of Manchester Cathedral in the game Resistance: Fall of Man. 

(Game image © Sony Computer Entertainment America Inc.)
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F the political, ideological, cultural and religious confl icts. Even 
the Afghan army is linguistically divided between Pashto and 
Dari. A friend of mine who runs a language fi rm called this the 
“height of lingo-terrorism.”

I conducted interviews with a number of people in the military 
and the intelligence services, as I went to school with both the 
fellow who at one time was NATO’s Supreme Allied Commander 
and a fellow who now works at the National Security Agency, 
and my childhood sweetheart still works for the CIA. Diplomatic 
sources confi rm that there is no central language “cop.”

Wiped off the face of the earth? Holocaust?
In nearby Iran, surrounded by war on both borders, the need 

for a language cop to stave off an aerial invasion of the country 
is apparent. Some time ago it was reported by most of the 
world’s media that Iranian President Mahmoud Ahmadinejad 
said that Israel should be “wiped off the face of the earth.” 
Someone translated his comments into English as “Israel must 
be wiped off the map.” I was immediately skeptical because 
Iranians don’t usually speak so directly. 

According to an organization called Global Research, what Ah-
madinejad really did was quote the late Ayatolla Khomeini with 
the words that “this regime [the current government in Israel] 
must vanish in time.” Writing for Global Research, Arash Norouzi 
points out that the translation carried out in the international 
media — just type wiped off the map into YouTube and you will 
see some of the coverage — is a total falsehood. Iranians don’t 
express themselves as street thugs, and the nastiest thing you can 
say in Farsi is Adao naderi (“You have bad manners”).

Finally, the Bush administration is realizing that 
more than bombs are needed to win the hearts 
and minds of people in the Middle East where the 
United States is waging two wars. Earlier this year 
INSCOM (US Army Intelligence and Security Com-
mand) awarded a US$4.6 billion contract to Global 
Linguist Solutions (GLS) to provide language 
services in Iraq. With increasing attention given 
to what is going on in Afghanistan as well as Iraq, 
a perplexing communication issue appears: how 
will all these different parties involved understand 
each other? In a time of international confl ict, 
language can make or break peace. Due to the 
charged atmosphere in the region, a great deal of 
verbal vigilance is needed. The media is doing no 
one any favors by accepting alleged translations 
of charged statements from this area of the globe 
without checking their accuracy further.
The task in Afghanistan, for example, is very complicated. 

The United States and its NATO allies, including the French at 
the time of this writing, are trying to extract foreign Al-Qaeda 
and other fi ghters (many of whom speak only Arabic); defeat 
a faction (the Taliban, who speak primarily Pashto); strengthen 
pro-Western factions in the north (who speak Tajik, Uzbek and 
Dari); and manage a coalition (who speak German, Urdu, Kirghiz, 
Turkmen, Russian, British English and even Latvian) and then re-
build a country whose neighbors speak Chinese, Farsi and Urdu. 
These are just the language differences, not even getting into 

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

War of the words

World Savvy John Freivalds
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According to Norouzi, a word-by-word 

translation is “Imam (Khomeini) ghoft
(said) een (this) rehzim-e (regime) ishghal-
gar-e (occupying) qods (Jerusalem) bayad
(must) az safheh-ye ruzgar (from page of 
time) mahv shavad (vanish from).”

In the speech the president went on 
to say that in his lifetime three regimes 
have vanished: the Shah of Iran, the 
Soviet Union and Saddam Hussein. After 
word of this quote got out, there was 
much media speculation that Israel was 
getting ready to bomb Iran, fearful of 
its uranium enrichment program and 
repeating that the President of Iran had 
said Israel should be wiped from the face 
of the earth. This mistranslation has since 
become something of an urban legend.

Then earlier this year Reuters News 
Agency reported that an Israeli mem-
ber of parliament, the deputy defense 
minister, said that if Hamas kept send-
ing rockets into Israel there would be a 
“bigger holocaust” in the Hamas-con-
trolled coastal Palestinian strip. This then 
was picked up by Hamas and others to 
portray Israel as little better than Nazis. 
However, though Reuters translated the 
Hebrew word shoah as holocaust, shoah
merely means disaster. In Hebrew, the 
word shoah is never used to mean a 
general holocaust or genocide, though 
sometimes the word is used to refer-
ence the WWII holocaust. In most strict 
Hebrew, the word hashoah alone is used 
for the WWII holocaust of the Jews and 
retzach am for any sort of genocide.

Both these situations of mistransla-
tions being passed on by the media mean 
that every infl ammatory word or phrase 
needs to be double-checked by several 
translators before broadcasting turns it 
into an urban legend that puts people in 
danger.

Whose English?
Back to Afghanistan. Some might 

favor English being used commonly 
among the NATO forces, but even that 
is fraught with peril. US military English 
is loaded with acronyms and precise yet 
obtuse language. As I have mentioned in 
a previous column, I wrote my masters 
thesis at the Pentagon and was seated at 
a desk that had as a blotter all the words 
in English you should avoid using in the 
military. It should be no surprise that 
a bulletin from the Defense Language 
Institute English Language Center, which 
trains foreign military in English, cautions 

that one must “forget anything you have 
previously learned or understood about 
English language training.” For example, 
non-kinetic targeting in US military jar-
gon means the destruction of a station-
ary target such as a bridge or building. 

Use of English can be dangerous unless 
you go to the trouble of plotting out 
whose version you will use. Even common 
terms such as truck, battery and propeller 
can be hazards, for in British English they 
are lorry, accumulator and airscrew.

But does a big contract 
mean competence?
On paper the biggest language services 

contract on earth is the one held by GLS, 
which I suppose is the language cop by 
default. This is a joint venture between 
DynCorp, a military contractor supply-
ing armed guards to the military, and 
McNeil Technologies, another military 
and US government contractor supplying 
IT service.

To get a military contract you have to 
be “wired,” so McNeil went out and hired 
John “Spider” Marks, a former general 
in intelligence operations. He may have 
known nothing about running what is 
now the world’s largest language fi rm, 
but he knew how to help get the busi-
ness. Military contracting is a world unto 
itself and you have no chance — I repeat 
no chance — of getting in the business 
unless you go out and hire a former 
military guy. And having a nickname like 
“Spider” helps.

That’s just the way it works in this de-
mocracy. In most of the bios of manage-
ment given out by military contractors, 
a key component is always the medals 
they have won — oak leaf clusters and 

so on. The opportunities for commercial 
fi rms would be to subcontract with these 
larger fi rms. Currently, GLS has a need 
for 1,500 Arab linguists! A big draw-
back is probably the last line in the job 
description: “Must be able to function in 
an austere environment.”

Language technology sells
There is one thing the US defense 

department and US spy agencies like 
more than retired generals calling on 
it for business: gadgets and technolo-
gies. This is how SYSTRAN got its start 
— by providing MT services for Russian > 
English translation. Language Weaver got 
its big boost from an investment for the 
CIA’s venture capital arm to do machine 
translation from Arabic into English.

One of the most successful language 
technology companies now dealing with 
the US defense department is MilTrans 
(www.miltrans.com). Reckoning that not 
every soldier can take a 63-week lan-
guage course at the Defense Language 
Institute, they have developed the VRT. 
This is “the only combat proven, eyes-
free, hands-free voice recognition system 
allowing a user to maintain situational 
awareness and weapons readiness.”

A soldier does nothing more than speak 
into a headset, and English is translated 
into one of 125 languages and then 
broadcast from a small speaker. And it fi ts 
in an M4 single ammo pouch. MilTrans 
has sold some 3,000 of these, and each 
one sells for US$3,200. There are no ap-
plications for commercial usage as yet.

But who’s going to make sure this 
automated box accurately translates for 
sensitive wartime exchanges? A language 
cop defi nitely needs to step in.  M
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3. Internationalization is not just like any other feature improve-
ment when it comes to source control management. With interna-
tionalization, source control may call for the extra step of thinking 
things through. It’s typical for new feature development and 
bug fi xing to be going on parallel to internationalization efforts. 
However, in the process of performing internationalization, you are 
going to break major pieces of functionality within your application 
as you make large changes to your database and other application 
components. In order for respective developers to work on their 
own tasks and bugs, you typically need to branch code, often with 
specifi cally orchestrated code merges.

4. Internationalization is not a string externalization exer-
cise. String externalization is important and highly visible, but 
the scope of internationalization includes so much more — for 
example, creating a locale framework, character encoding sup-
port, major changes to the database, refactoring of methods/
functions and classes for data input, manipulation and output. 
How these are all approached varies greatly based on require-
ments and technologies.

5. Don’t wing it on locale. Designing how locale will be 
selected and managed often doesn’t get the amount of thought 
and planning it deserves. How the application interacts with the 
user, detects or selects locale, and then how it correspondingly 
behaves is a design process needing input from an experienced 
architect as well as product marketing and development teams. 
This is not an area to be chosen by any one representative by 
fi at. It’s a whole lot of work to redo locale if it’s executed inad-
equately for user, business and locale requirements.

6. Don’t create your own internationalization framework. 
Don’t even do it if you think you know better. We regularly run 
into clients who have halfway implemented internationalization 
using their own homegrown methods for string extraction and 
locale management when there were already well-established 
methods provided within their programming language framework 
or established solutions such as ICU (International Components 
for Unicode). Using these will ensure that your code is far easier 
to maintain, and you’ll know that thousands of applications have 
used them successfully before you — no unpleasant surprises.

IIt’s extremely common for us to work with clients 
who have had a bumpy past with internationaliza-
tion. Sometimes you have to learn things the hard 
way, but that is always expensive. So, here’s a look 
at mistakes that I’ve commonly seen repeated on 
the client side. 
We often have to counsel our clients through one or more of 

these sorts of process issues, which is actually a rewarding part 
of what we do. If these are done wrong, they can set up cascad-
ing failures that eventually have a serious impact on a project’s 
success. Some apply more to the internationalization of existing 
applications; others can apply to development where interna-
tionalization is planned from the point of conception. This is still 
kind of a rare thing, but is gaining.

So here are ten points to consider — a useful list to always 
keep in mind:

1. Remember what drives internationalization: money on the 
top and bottom lines of your company’s balance sheet. The 
point here is that the costs of being late or lousy endure way 
beyond the benefi ts of cutting corners on development. Interna-
tionalization happens because of a new customer or sale, a new 
partnership, or a strategic initiative backed by various efforts 
and investments.

2. Internationalization is not only an older software legacy 
issue. It comes up surprisingly often that even people in our 
industry think internationalization is mainly an issue for older 
applications. No framework — whether it’s J2EE, .net, Ruby on 
Rails, PHP or any programming language — internationalizes 
itself. Many newer programming platforms do an excellent job 
of internationalization support, which is great news as you can 
estimate and execute with a higher degree of accuracy. You still 
need to take all the necessary steps. 

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.

The Business Side Adam Asnes

Ten internationalization 
management tips
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7. The team internationalizing your 

software needs a working build. This 
seems obvious, but it frequently comes 
up. Without a working build, the develop-
ers can’t smoke test the changes they are 
making. Even if you provide a dedicated 
QA person, my own experience is that 
developers need to be able to compile 
and run themselves to head off problems 
later. It’s too hard to rely on reconstruct-
ing coding errors at a later time and make 
for unnecessary bug fi xing iterations, lost 
time and poor quality.

8. Have enough money committed to 
the project from the beginning. Interna-
tionalization planning often suffers from 
underscoping. We have software and well-
established methodologies for estimating 
internationalization, and we really don’t 
want to ever break this rule and have 
to ask our clients for more funding. The 
same should hold true for internal efforts. 
Lapses in funding can cause expensive 
delays, as new funding can take more time 
than anyone imagines to get approved. It 
also reduces management credibility. And 
chances are, if you need to ask for more 
money, then you also need more time.

9. Make sure your character encoding 
strategy is good. Use Unicode rather than 
native encodings. If you have budget and 
time constraints and you’re only target-
ing the dominant languages in Western 
Europe, North and South America, you 
can often get away with ISO Latin-1, but 
even for Eastern European languages, go 
Unicode. Then when you do, make sure 
your encoding works all the way through 
the application. And remember that if 
your customers need support worldwide 
(in enterprise software, for example), 
they may need you to support Unicode 
data processing even if the interface 
remains in English.

10. Don’t merely rely on localization 
testing when your functional testing 
needs to include internationalization 
requirements. We always put special 
emphasis on working through pseudo-
localization, sending test data using target 
character sets, locale altered date/time 
formats, phone numbers and more — from 
data input to database, to reports and 
so on. If your testers are English-only 
speakers, that’s fi ne. For example, we have 
a utility in one of our products that puts 
target language buffer characters around 
English strings. You can expand data fi elds 
to fi t physically longer strings, giving room 
for translation changes in sizing. 

11. Bonus Tip: Don’t assume localiza-
tion is just someone else’s problem. It’s 
funny how many of our customers are 
strictly concerned with software devel-
opment rather than the localization 
processes. We always work to bring local-
ization into the internationalization effort 
early, helping localizers understand the 
technical requirements and then feeding 

translators strings that we extract on the 
front end of projects. When international-
ization functional testing is done, we are 
immediately ready to perform linguistic 
translation testing and ultimately deliver 
a fi nished product. This compresses times 
to global release, which also makes for a 
more fl uid process, fewer programming 
iterations and higher quality.  M
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So, we should be talking about a quintuple constraint, and 
the correct image is a pentagon. Let’s make quality and scope 
green (because more is usually better to our stakeholders) and 
the other three red (because less is better). 

The idea is the same: mess with any one of the constraints 
in Figure 2, and at least one of the others also changes. But 

instead of drawing a warning “quality” in the middle as 
if it’s an uncontrollable result and instead of ignoring 

risk altogether, we include both as the constraints (and 
choices) that they are. Our job is to execute projects 

with all fi ve constraints in balance. 
The shaded area inside the pentagon shows 

which of the constraints are most likely to keep 
me up at night in my work on the client side: 
quality, time and scope. Some of our customers 
use my company’s software to make life and 
death decisions, so quality is paramount. We’re 
chasing tough deadlines, though, and keeping 
the scope under control is never easy. I am on a 
budget and manage a variety of risks, but cost 

and risk don’t usually keep me up at night because I can manage 
them over the long haul. It’s quality, time and scope that have 
me putting out fi res. 

Tina Cargile on the vendor side wrestles with all fi ve, too, but 
in different proportions that vary by client and project.   

EErin: All fi ve, all the time! — but mostly quality, 
time, and scope.

Project managers talk about a “triple constraint”: scope, time 
and cost. These are the three constraints where a change in one 
forces a change in the other. Increase the scope of a project 
(the amount of work), and you need either more time 
or more money to pay for overtime and extra people. 
Decrease the time available, and you’ll spend more on 
resources or will need to cut down the scope some-
how. And so on. 

The triple constraint (Figure 1) is usually drawn 
as a triangle with each constraint at a vertex 
and a haunting reminder of what’s really at 
stake in the middle: quality. The idea is that 
if you don’t keep all three in control, quality 
suffers. 

A different triple constraint makes a 
little more sense to me — time, cost, qual-
ity — because it’s a no-brainer that more 
scope means more something else (cost or time or both), but 
what deserves our attention is how messing with cost or time 
affects quality. You can boil this triple constraint down to 
a pithy “good, fast, cheap; pick any two.” Or as a contrac-
tor friend of mine jokes, “If you want it bad” — wait for it! 
— “you’ll get it bad.” 

Even that triangle isn’t quite right, though. Let’s go back to 
PMI’s (www.pmi.org) project management body of knowledge 
where fi ve constraints are listed: scope, cost, time, quality and 
risk. Quality isn’t a result of your other choices. It’s one of the 
constraints, and you have choices about it. Risk is a constraint, 
too. Many project managers throw up their hands and ignore 
risk, but the thing about risk is that — here comes another cute 
line — “failing to plan is planning to fail.”

Point/Counterpoint Erin Vang & Tina Cargile 

Which constraints 
keep you up at night? 
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Erin Vang is international program manager of the JMP R&D 
division of SAS, the world’s largest privately held software 
company. She combines management credentials with domain 
expertise gained through 20 years of experience.

Tina Cargile has served at McElroy Translation since 1988 
as production manager and senior project manager. She is 
currently business development manager.

Figure 1: The triple constraints of 
localization project management 

as Erin once saw them.

32-33 CargileVang #99.indd   3232-33 CargileVang #99.indd   32 9/24/08   9:00:58 AM9/24/08   9:00:58 AM

mailto:editor@multilingual.com
http://www.pmi.org


33

Column

TTina: Right now, it’s cost and time — but ask me 
again in ten minutes!

When Erin Vang and I fi rst began collaborating, she intro-
duced me to her fi ve-constraint theory. At fi rst it seemed 
odd and redundant, based on my traditional project manage-
ment training on the triple-constraint theory, but the more I 
thought about the complexities of our industry and 
my client-facing role, I realized that I had intui-
tively been applying fi ve constraints all along. 
I simply had not identifi ed them as such.

As a multi-language vendor work-
ing in a wide array of verticals, I’m 
constantly looking at the question of 
determining fi tness for use. It is one of 
the most diffi cult interrogative skills to 
learn or teach. Some claim that it is the 
clients’ responsibility to communicate their 
goals accurately, which is technically correct, 
but I think serving in a partnership role with 
clients who may spend less than 10% of time 
on translation projects is a more forward-think-
ing approach. Simply saying “Sure! You have a 
corporate bank account? We can fl y you to the 
moon and back in two hours!” is not a winning 
long-term strategy.

Our primary industry sectors include legal, medical/pharma-
ceutical and energy, but within those sectors, very different 
needs and roles emerge. 

Legal translations involve the most diverse variations of 
constraints — from basic fact-fi nding, where time, scope and 
cost may be paramount, but quality and risk may be less impor-
tant, to patent fi lings, where quality and time are often most 
important.

Medical/pharmaceutical work generally demands the highest 
levels of quality. Some translations just need basic research, 
but others have legal implications and need considerable vet-
ting. Cost is not necessarily a primary factor, and an experi-
enced project manager should advise the client on the risk 

of attempting a rush translation. Often the rework needed to 
reach the necessary quality will erase any gains from rushing. 
Project managers can assist by breaking the project scope into 
smaller, rolling deliverables. 

Energy is a mixed bag. Material safety data sheets must have 
top quality, and time and cost are usually not as critical. 

Marketing materials for any of these verticals often have lim-
ited scope and time, but quality implications come fi rst. 

Parsing trendy, creative writing aimed at US residents 
into text that makes sense abroad is one of the 

most diffi cult tasks we ask of our translators. 
But seeing your company’s translation of 
an advertisement for disposable diapers is 
oddly thrilling! 

Whatever the business sector, risk man-
agement is what keeps me up at night. I 

work hard at advising clients early and often 
about risks. Risk typically falls under the 

umbrella of cost but is inseparable from the 
other four constraints, in ways that can affect 
both client-side and vendor-side operations. 

On the client side, say Big Pharmaceutical 
Corporation ABC is trying to schedule patients 
worldwide for a clinical trial or fi nalizing FDA 
submissions, a late delivery from us can dis-

rupt hundreds of scheduled activities and milestones. My job 
is to understand the sequence of events that will unfold after 
our delivery so that I can advise the client up front and help 
weigh the risks. 

Risk is also critical for the vendor serving Big Pharmaceutical 
Corporation ABC. A delayed FDA submission might only lead to 
lower/slower revenue, but a translation error involving dosages 
or warnings could lead to patient illness or death. It is possible 
to limit our fi nancial liability, but we could never limit our cul-
pability or repair our reputation. So, I’m all for client education, 
but my focus is on providing leadership and consulting to avoid 
catastrophe. There is not a sleepless night nor weary day that I 
lose sight of the importance of the work we do and the respon-
sibility that we hold for our clients.  M
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Figure 2: The fi ve constraints of 
localization project management, 
with Erin’s focus shown in blue.
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TAUS WORLD TOUR

Localization Business Innovation Round Tables
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Check the dates and locations and register early
to ensure your seat at the TAUS Localization
Business Innovation Round Table.

www.translationautomation.com
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Practical skills for 
video game translators 
Heather Maxwell Chandler

What do the titles Nintendogs, Animal Cross-
ing Wild World, Elite Beat Agents, and Brain 
Age have in common? First, they are all hand-
held games for the Nintendo DS. Second, they 
were originally bestselling games released in 
Japan, which were later localized and became 
bestselling games in the United States. What’s 
interesting about these titles is that the original 
Japanese content was modifi ed to appeal to an 
American audience, but the inherent “look and 
feel” of the original Japanese gameplay experi-
ence was maintained. These games are all uncon-
ventional and quirky; reference popular culture; 
are fun to play; have a low barrier to entry; and 
appeal to a mass audience. So what are some of 
the challenges a translator faces when trying to 
replicate this success with other localizations, 
especially for more “hard-core” franchises such 
as Resident Evil and Silent Hill? 

Translation challenges are certainly an obvious obstacle 
— adapting text, maintaining context, and working within text 

limitations — but there are also production-related and techni-
cal challenges. A well-rounded video game translator needs to 
understand these challenges and develop certain skills in order 
to create a quality translation that maintains the entertainment 
factor of the original game. This article defi nes some of the 
knowledge and skills a translator needs in order to be best pre-
pared for translating video games. 

Translation challenges
Because games are a form of entertainment, one of the main 

translation challenges is creatively adapting the original text, 
as opposed to just doing a straight translation. This involves 
creativity on the translator’s part, as sometimes there are things 
in the source language that don’t directly correlate to things 
in the target language. For example, in a blog interview pub-
lished on Wired.com, Katsuya Eguchi, the producer of Animal 
Crossing Wild World, said that the localization took some time 
because “we took out so many things that were traditionally 
Japanese, and replaced them with things Americans would like. 
And then we got to Europe, it was like: this holiday doesn't 
mean anything, this conversation doesn't mean anything . . . 
the localization is so focused on the audience. So it took a lot of 
time to make the game fi t in each territory.” 

Osamu Shibamiya, an experienced localization producer 
and translator who formerly worked at SEGA and has since 
started a game translation company called Inbound, reiterates 
this sentiment: “One of the early projects I worked on was the 
English version of Seaman for the Dreamcast. The player talks 
to a fi sh who lives in the television. The fi sh asks questions 
about the player’s job, likes, and so on and will start tailoring 
the conversation to the player’s preferences. The content was 
geared towards a Japanese audience, and had to be reworked for 
the United States. We began by translating all of the Japanese 
content and then heavily adapted it for the fi rst half of the game. 

Heather Maxwell Chandler, an experienced 
game localization producer, is the 
executive producer at Media Sunshine, 
Inc., which provides consulting and 
contract services to video game 
publishers, developers and vendors.
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For the second half, we worked with writers to create original 
content that was relevant to a US audience.”

Because games must be relevant to their audience, translators 
must be knowledgeable about the popular culture and references 
game players will be immersed in, even in areas outside video 
games. Translators must also account for text limitations, work 
with existing translations and understand context with limited 
resources. Games in particular pose a unique translation chal-
lenge because translators must creatively present information 
in a manner that matches the intent of the original source text. 
If translators do not have suffi cient resources, such as character 
descriptions, gameplay design documents, glossaries, cinematic 
scripts, or a playable build of the game, they must make edu-
cated guesses about the correct translations. For example, the 
source text may be delivered in an unformatted spreadsheet 
without any context, as illustrated in the example below:

English Text Translation
The men in white suits are 
coming.
I told you so!
The women from the 
cleaning service are angry.
Can you help me deal with 
them?

It is unclear if the men in whites suits refers to men wearing 
white business suits, for example, or if this is slang for going to 
the mental hospital. Also, the referents of you and them in the last 
sentence are unclear and possibly unrelated to the other text in 
this spreadsheet. When receiving this fi le, the translator will need 
to send a long list of questions to the game developer before the 
text can be properly translated. In many cases, the schedule does 
not allow for lengthy localization, so a skilled game translator 
must be prepared to resolve these issues as quickly as possible. 

Specialized knowledge
As discussed above in the Animal Crossing Wild World and 

Seaman examples, skilled game translators must be well-versed 
in the culture of both the source language and target language. 
In some instances, a game publisher will hire a translator to 
create a straight English translation of the original text and 
then will hire a professional writer to actually adapt the text. 
By doing it this way, the publisher feels more confi dent that 
the localization will be well-received by the target audience, 
even if the writer only speaks English and has no knowledge 
of the source language and culture. However, if a translator 
has the ability to not only translate but to also creatively adapt 
the text, the translation can better maintain its integrity and 
nuances throughout the localization process. In some cases, a 
team consisting of a translator and writer will collaborate on 
the adaptation, which can also yield good results. 

The ideal situation is when the translation team has access to 
the development team, even if it is limited, so that any questions 
about game context can be quickly and correctly answered. So 
in the case of the men in white suits, the development team 
might confi rm that these are literally men dressed in white suits 
and might even provide an illustration of the characters so the 
translator could see exactly what type of suits are being worn 
— such as a tuxedo, three-piece suit or track suit. 

Knowledge of common game genres is also a useful skill 
for a translator to have. If translators understand the typical 
gameplay conventions of role-playing games (RPG) such as 
Final Fantasy or survival-horror games such as Resident Evil, 
they are better able to create a translation that immediately 
makes sense to a veteran gamer. For example, science fi ction 
and fantasy games may use a more formal or even archaic way 
of speaking in order to better immerse the player in the game. 

Text limitations
Text limitations can be very strict in a video game, mainly 

due to how the user interface is designed and which language 
it is optimized for. For example, the user interface in a game 
originally developed in Japan is tailored to effi ciently use 
the Japanese characters, which can be placed vertically or 
horizontally, depending on the character set used and the space 
available. When creating English translations for these games, 
translators will be limited by the interface constraints and may 
fi nd that the fi rst translation choice is simply too large to fi t in 
the designated area. 

If the game is under a tight deadline, and the goal is to 
simultaneously complete all the languages for a worldwide 
launch, it is unlikely the text boxes on user interface screens 
can be enlarged or laid out in another way. In this case, the 
translator is asked to provide a shorter translation or even an 
abbreviation. This situation is frustrating for the translator who 
then must provide a less accurate translation or spend additional 
time researching and implementing a more creative solution. 
This situation is quite common for translators working on Euro-
pean translations for US games because the English, French, 
Italian, Spanish and German versions are usually included on a 
single disc in order to reduce manufacturing costs. 

Existing translations
When translating a sequel, translators may need to incor-

porate translations from the previous game. Publishers try to 
use existing translations when possible in order to save time 
and money in the production plan. Sometimes translated text 
fi les from the previous game might only need slight modifi ca-
tions. With this method, only new text must be translated and 
tested in the game. A skilled translator is able to synthesize 
the existing and new translations to ensure that everything is 
consistently translated throughout the game. 

While glossaries are a common translation tool, they are not 
as common in game development as in other fi elds. Often, a 
game translator must make a specifi c request for a translation 
glossary, and if one is provided, it may not be very extensive. 
The translator may be expected to create a glossary, especially 
for an original game with no sequels, or else work without one. 
A skilled game translator is prepared to work without a glossary 
if needed. 

A translator may use several types of glossaries when work-
ing on a single game. The most common glossaries are the 
ones provided by the console manufacturers Sony, Nintendo 
and Microsoft. These glossaries list the offi cial translations 
for common error messages, console hardware parts, common 
user interface labels and so on. These translations are checked 
during the console submission process, and the game may be 
rejected if certain terms are not compliant with the offi cial 
glossaries. 
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Another type of glossary details the approved translations for 

anything that is unique to a specifi c intellectual property. For 
example, games based on the Harry Potter license must contain 
translations for muggle, Quidditch and howler that are consistent 
with how these are translated in the books and movies. 

A third type of glossary is one that lists how specifi c terms 
in the game were translated for previous versions, to ensure 
that terminology in the sequel matches what appeared in the 
original game. 

Lack of context
One of the most frustrating challenges of game localization 

is not having enough context for the text to be translated. 
Oftentimes, if a game is still in development, a developer is 
unable to send a full localization kit or even a playable ver-
sion of the game that can be used as a refer-
ence. Instead, the fi les to be translated are sent 
with little explanation of how they fi t with 
each other and fi t within the game itself. This 
usually happens when localization was not 
planned at the beginning of the project. By 
the time the game is near to completion, the 
developer fi nally starts thinking about how to 
localize the game. 

The developer may send gameplay design 
documents and other reference materials, such 
as storyboards and character sketches if they 
are available. Even with these resources, the 
translator may still have questions about the game’s context, 
especially if no story or character documentation is sent. If 
there is a playable build, it often requires specialized hardware 
to be played. This type of hardware may not be readily available 
to a translator. 

As localization becomes a more integral part of the game 
development process, game developers are putting forth an 
effort to improve the communication between the translators 
and the development team. Translators are better prepared to 
solve these contextual issues by keeping up to date with the 
game news websites and being aware of which games are in 
development. This enhances their overall knowledge of the 
game industry, game genres and the development process, 
which helps them to become better game translators.

Technical challenges
As games are a form of software, certain technical challenges 

always occur during the localization process. In most instances, 
a translator is not required to actually work with proprietary 
hardware or software, but may be asked to work with text that 
is presented in a variety of fi le formats. A translator must be 
comfortable learning how to work with specialized hardware 
and software requirements.

File formats
The text to be translated can be stored in a wide variety of 

fi le formats, depending on how the developer has organized the 
game code. In some cases, all the text to be translated is exported 
to a single text fi le, while in other cases it might be split into 
multiple fi les in a proprietary format. If the developer is working 
with a translation tool, he or she may be able to pull out all the 
text to be translated and organize it into a spreadsheet. 

Many translators prefer to work with spreadsheets, but in real-
ity Excel spreadsheets are not the most effi cient way to organize 
text from a game development standpoint. Most games do not 
use spreadsheets to organize the actual text assets; instead, the 
spreadsheets are created solely as a convenience for the transla-
tor. If developers had their preference, they would rather skip 
this step and just deliver the actual text assets to be translated. In 
this case, the translator could organize the text into spreadsheets 
for translation if needed, which saves the developer some time. 

Another issue to consider when translating text is work-
ing with the code variables placed in the text. When text is 
displayed in-game, strings often change based on variables 
such as location, player’s name, number of items and so on. 
These variables are indicated in the text string by a small 
piece of code. Whenever the game engine sees this piece of 

code, it will pull the appropriate text 
variable from a database and display the 
correct text string in the game. Develop-
ers have many conventions for notating 
these variables, and translators must be 
familiar with these in order to provide 
accurate translations for these strings. 
For someone unfamiliar working with 
software projects, deciphering how these 
variables work will take some time. For 
example, the developer might send a 
string of text that looks like this: “[MON-
STER] is located in the [LOCATION].” 

In this case, the text inside the brackets is not localized. 
Instead, the translator will be given a list of monsters and loca-
tions to translate, and the game engine will display the appro-
priate translation.

Specialized hardware and software needs
Specialized hardware needs include console test kits and 

high-end PCs. Console test kits are required to play any console 
game that is currently in development. These console test kits 
are similar to consumer console kits that can be purchased in 
retail stores, but have several additional development tools and 
functions. Console test kits also have a user interface that is 
geared toward game development and not toward retail custom-
ers. Playable versions of games in development that run on these 
test kits come with specifi c instructions on how to set up the 
game. If a translator is familiar with using these test kits, he or 
she is better able to get development builds running correctly. 

Software translation tools are sometimes used during game 
localization. While many translators may be familiar with com-
mon translation memory (TM) software such as Trados, they will 
fi nd that these software tools are not commonly used in game 
localization. However, if the developer provides a basic text or 
Excel fi le and the translator has access to TM software, he or 
she can create a project fi le in TM to aid in the translation.

Some developers create proprietary translation tools for the 
translator to use. If there is time, the developer may also provide 
hands-on training on how to use the tool. These tools mainly 
act as a central database to track the new text that has been 
added to the game, along with all the corresponding transla-
tions. A simple tool may just indicate that a line of text does not 
have a translation associated with it, while more complex tools 
will generate detailed information of all the new and updated 

Creativity and a sense 
of fun are both crucial 
traits a game translator 
must develop. 
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text that requires attention from a translator. If a translator has 
a high degree of technical expertise, working with these tools is 
less challenging than it otherwise would be.

Production challenges
Production challenges may also have an impact on a game’s 

localization and are usually outside the translator’s scope of 
infl uence. But if he or she is aware of how the development 
process infl uences the localization process, the translator can 
proactively work with the development team to ensure the 
process goes as smoothly as possible. It is frustrating for a 
translator to work on a game that is still in development, as the 
scheduling, process and testing issues are directly controlled by 
the production team. Because the translator is removed from 
this team, it is more challenging for him or her to neutralize the 
impact these factors have on the localization.

Scheduling
If the development team has not adequately planned for local-

izations, it is likely the localization schedule is limited from the 
beginning. For example, if a game contains 100,000 words of text 
to translate and the development team does not prepare the text 
for translation until one month before the game’s gold master 
date, the team will already be behind schedule, as it will probably 
take at least two or three months to get all that text translated, 
integrated into the game and tested. On top of this, the devel-
opment team may have several last-minute translation requests 
for a few hundred words here and there, which also impacts the 
overall localization schedule. In order to mitigate these schedule 
delays, the development team will turn to the translator to see if 
some of the time can be gained on the translator’s side.

A translator may have no choice but to put together a team 
of translators to get all the translations completed in fi ve to 
seven days. This is not the ideal situation, as the translations 
will be inconsistent and someone must proofread all the trans-
lations and fi x all the inconsistencies. Another solution is for 
the translators to work with the development team to schedule 
batches of text for translation and start fi nalizing the text to 
be translated in phases. The risk with this is that signifi cant 
changes in an early batch of text could take as much time to 
correct as doing the original translations.

Localization process
The localization process itself is also something translators 

have little control over, but will have a large impact on how 
they approach their work. One major decision is how the text 
changes and updates will be tracked. If a game is still in devel-
opment and the source language has not been locked, there 
needs to be a way to clearly indicate to the translators what has 
changed since the last text delivery. This is especially important 
for games with a high word count that are being translated in 
batches. These changes can be tracked manually, but it is time 
consuming and not always accurate. It also means the develop-
ment team has to be extremely vigilant about marking down 
any text changes in a centralized place.

In some cases, translation tools can automatically track these 
changes and generate a comprehensive report of all of the updates 
that must be addressed. If these tools are used, the translator must 
be trained on them and fully understand how the tools fi t into 
the localization process. These tools are especially helpful if there 

are multiple language fi les to track. Some games will keep all 
the text in a single fi le, while another game may have hundreds 
of small fi les that need to be translated. The number of fi les is 
also something to consider when doing a translation estimate, as 
additional time must be allotted for fi le management.

Conclusion
While a game translator greatly benefi ts by having technical 

profi ciency and a knowledge of the game production process, 
the most important traits for a good translator are creativity 
and fl exibility, as the localization needs are different for every 
game. If a translator is easily fl ustered when things do not go 
according to plan or is more focused on personal needs than 
game production needs, he or she may fi nd game translation 
unduly stressful.

Creativity and a sense of fun are both crucial traits a game 
translator must develop. If a translator cannot evoke the game’s 
tone in the translations, players will be less immersed in the 
game and more aware that they are playing a game not origi-
nally developed in their native language. While several mitigat-
ing factors can affect the quality of the translations, a creative 
approach to the work minimizes the negative effects. 

The best way for translators to improve their game transla-
tion skills is by playing games and studying the game develop-
ment process. Studying games will help the translator fi gure 
out what goes where in relation to games — understanding how 
storylines branch, for example, or getting a feel for how charac-
ters are developed through the game. A translator who is also a 
game player is more likely to understand how to put together a 
story or character arc while working on multiple fi les. A knowl-
edge of the game development process helps translators better 
prepare for the game translation experience, as they will be 
more familiar with the different fi le formats, shifting schedules 
and last-minute requests that are sure to happen in even a well-
managed game localization.

Technical expertise is the last major component of a skilled 
game translator. Translators working with proprietary hard-
ware or software have more control over their work if they 
are already familiar with console test kits, PC troubleshooting 
and proprietary translation tools. This technical knowledge 
is especially helpful when estimating translation and testing 
schedules. Additionally, this enables the game developer more 
freedom in how the translation is managed, as the developer 
will not be constrained by specifi c formats and processes that 
are dictated by the translator. Instead, developers can establish 
a localization process that works best in their game develop-
ment environment.  M
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Preserving the spell 
in games localization
Simone Crosignani, 
Andrea Ballista & Fabio Minazzi

The numbers are clear. Video games have 
now reached full commercial maturity. By the 
end of 2007, the world’s video game market 
had achieved sales revenue surpassing US$41 
billion. That’s an impressive fi gure when com-
pared to other branches of entertainment. The 
recorded music sector, for example, achieved 
only US$33.4 billion, due to a readjustment in 
the economic model for album sales, but the 
numbers are even more striking when compared 
to past revenue fi gures from the same industry.

In 2002 the video game market was stable at “just” US$21.8 
billion. Since then, growth has been unstoppable, and the trend 
is expected to continue, even in the short term, to the point 
that a number of different analysts predict sales revenue to top 
US$68 billion in 2012. This boom has translated into numer-
ous success stories for the industry, the most recent of which 
was provided by Grand Theft Auto IV by Rockstar Games. The 
game, which was released last May, sold a startling 3.6 million 
copies on the fi rst day of its release, taking the Guinness Book 
of World Records title for “Highest Revenue Generated by an 
Entertainment Product in 24 Hours” by storm.

What these numbers and the general air of enthusiasm 
surrounding video games struggle to convey to less careful 
observers is its level of fragmentation. Never before in the 
history of this medium have we witnessed such a widespread 
diversifi cation of contents, platforms, audience, and economic 
and distribution models — games for home consoles, for PCs, 
for cell phones, for iPods; full-price games, free games, share-
ware; games with production budgets of US$30 million, and 
games developed with just a few thousand dollars. One thing 
is certainly true about the video games market: diversity sets it 
apart. Obviously, this characteristic also holds true in terms of 
localization. Thanks in part to a market that varies substantially 
from one geographic area to another, localizing a video game 
could mean translating 1,000 words from English into German 
or could just as easily require a 12-month project calling for 
the translation of two million words and involving thousands 
of actors, sound engineers and dubbing directors working to 
produce international audio in 20 different languages.

Considering this staggering lack of homogeneity in content, 
it can be a challenge for localizers to fi nd common guidelines 
that apply to all their projects. So is it really possible to estab-
lish practices that associate the translation of an iPod puzzle 
game with that of a massively multiplayer online role-playing 
game (MMORPG), a type of game characterized by colossal 

Simone Crosignani (far left) worked as a video game journalist for 15 years before moving 
to Sony Entertainment Europe and now works for Binari Sonori. Andrea Ballista (center) 
has been immersed in video game localization since 1992. Fabio Minazzi (near left) is a 
lecturer at Università di Milano. Both Ballista and Minazzi are partners of Binari Sonori srl.
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scripts that can even exceed three mil-
lion words, for a PC? How might an 
effi cient and cost-conscious production 
project be launched when some games 
are dubbed, others are subtitled, and still 
others remain in the original language?

Suspension of disbelief
We must look to the very roots of video 

games to fi nd answers to these questions. 
Video games contain information in the 
form of text, graphics and audio, and 
guarantee their users a greater level of 
immersion than that offered by the other 
forms of entertainment with which they 
are often coupled — movies, literature, 
music and television. Video game play-
ers do not watch an automobile race; 
they take an active part in it. They do not 
follow the adventures of unsullied and 
fearless heroes, whose perspicacity must 
rescue the fate of the world; they are 
those heroes. They don’t stand in front 
of the stage adulating a rockstar; they 
stand on that stage, guitar in hand, with 
the delirious crowd at their feet.

In the nineteenth century, poet 
Samuel Taylor Coleridge introduced the 
concept of the suspension of disbelief. 
Coleridge used this expression to iden-
tify a willingness in the readers of his 
poetry to temporarily suspend their 
critical faculties in order to ignore sec-
ondary inconsistencies and thus enjoy 
a work of fantasy. In truth, the English 
writer was not proposing anything 
revolutionary, given that suspension of 
disbelief was already known to writers 

such as Shakespeare, who, in the pro-
logue to Henry V, advises his audiences 
to “Think when we talk of horses, that 
you see them/ Printing their proud hoofs 
i’ the receiving earth;/ For ‘tis your 
thoughts that now must deck our kings,/ 
Carry them here and there; jumping o’er 
times,/ Turning the accomplishment of 
many years/ Into an hour-glass: for 
the which supply.” From that moment, 
suspension of disbelief has been univer-
sally recognized in the media user’s tol-
erance of implausible fi ctional content, 
and also in the willingness of the public 
to accept the limitations of the medium 
and to prevent these limitations from 
interfering in any way with acceptance 
of the content offered by the authors.

The suspension of disbelief is an 
incredibly effective description of the 
immersion typical of a video game: users 
are enmeshed with the story, the virtual 
setting and the other characters. They are 
at the center of the spell. Sadly, this spell 
can be broken in many ways and for 
many reasons. A character’s unexpected 
death due to a trivial game design error, a 
NASCAR vehicle that doesn’t accurately 
correspond to its real-life counterpart, a 
scenario in a war-time simulation that 
unknowingly distorts the historic events 
that inspired it, a football player’s name 
misspelled — the possibilities for error 
are infi nite. That is why the suspension 
of disbelief is unanimously considered 
to be one of the fundamental tools in 
creating a successful game design, the 
thermometer with which developers can 

Rock Band is just one of many latest-generation titles to be sold bundled with 
peripherals specially designed by the developers of the game. Electric guitars, 

microphones, steering wheels and balance boards all aim to help the user feel involved.
(Image © 2007 Harmonix Music Systems, Inc.)
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measure the cohesion of plot, charac-
ters, setting and all the other elements 
created to fi ne-tune a winning game 
experience.

The danger of breaking the suspen-
sion of disbelief is much higher for those 
called upon to localize these products. 
One out-of-context expression in a 
script of a half million words can make a 
crucial difference in the feeling of being 
front and center during the landing on 
Omaha Beach, with water up to your 
waist and bullets mowing down your fel-
low soldiers while you fi ght desperately 
between life and death — when in reality 
you’re simply stretched out on the couch 
holding a piece of plastic and watching 
splendid 3D models on your HDTV, whil-
ing away the time before dinner. That is 
why localizers must never lose sight of 
the entire scene, paying particular atten-
tion to context, the rhythm of narration, 
shades of meaning in dialogue and every 
other minuscule, seemingly insignifi cant 
element that might break the spell.

A collective effort
As if the task described here were not 

already incredibly demanding, a lack of 
linearity in the development of video 
games complicates matters even further. 
Twenty years ago, video games were cre-
ated by an extremely limited number of 
people; countless projects were created 
start to fi nish by a single person. It is 
unnecessary to describe how this allowed 
the creator to best project his or her own 
ideas into the fi nished product, monitor-
ing them constantly as they took shape, 
without ever losing sight of the overall 
vision. Today, because of the complexity 
of the technology used in platforms such 
as Sony’s PlayStation 3 or Microsoft’s 

Xbox 360, video games are a collective 
effort. Hundreds of people contribute 
to titles that may require four or fi ve 
years to complete, with some phases of 
development — production of 3D models, 
motion capture sessions, composition of 
soundtracks and so on — outsourced to 
third-party companies. Struggling to 
keep the overall picture under control 
and failing to consider the experience 
as a whole become concrete risks. The 
struggle is even more concrete in the 
localization phase, given that modern 
localization is conducted in parallel 
with development so that a product can 

be distributed simultaneously in differ-
ent parts of the world. Tight production 
schedules are among the leading reasons 
that localization companies work blind 
as far as the setting and context are 
concerned. This means that the real chal-
lenge for the future is to fi nd the highest 
possible number of solutions to avoid 
breaking the suspension of disbelief.

In such a fragmented context and 
particularly on the level of international 
production, it is easy to lose control of 
the suspension of disbelief. A common 
example is the use of regional dialects 
in localized versions of video games set 
in fantasy or sci-fi  worlds. This solu-
tion has often been abused in the past 
because it was considered to be most 
consistent with the original material. 
Faced with an alien race that expresses 

itself in dialects and slang in the version 
designed by an American or Japanese 
developer, dialects and slang for the 
Spanish, French, or German version of 
the game were often adopted as well. 
By simply stepping into the shoes of an 
average user in one of these countries, 
the danger of such a choice becomes 
immediately clear, though it may be 
diffi cult for non-Italians to understand 
how disorienting a fantastical 20-foot-
tall, 10-armed monster speaking in a 
Sicilian dialect might be. Any local-
izer who wants to maintain the user’s 
immersion and involvement should have 

no doubts about rejecting this solution 
in most cases. Every country is differ-
ent in terms of dialects, history, local 
and national cultural relevance, and its 
relationship with the offi cial language. 
All of these elements must be addressed 
in appropriate adaptability studies when 
development begins if the goal is to 
maintain the feel of the original work 
and the user’s involvement in it. 

Focusing the localization process on 
the experience of the player and his or her 
involvement can be productive, even if 
the original content needs to be changed 
during the localization process for rea-
sons beyond the wishes of the develop-
ers. The varying censorship criteria used 
in European countries, for example, can 
sometimes require radical choices in the 
translation process. How can a horror 

NXTwww.star-transit.net

Dual
Fuzzy

The extremely high percentage of video games set in fantasy and sci-fi  worlds, 
such as Heavenly Sword, often makes it challenging for translators to 

understand the context in which the game dialogues take place.
(Image © 2006-2007 Sony Computer Entertainment Europe)
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title, set amid zombies, mutants and 
creatures from the underworld, be suc-
cessfully localized for a German market 
where censorship sets severe limits on 
the depiction of violent scenes? The use 
of synonyms and paraphrasing intended 
to satisfy censorship rules is particularly 
demanding, but keeping an unfl inching 
eye on the player’s level of involvement 
at every point in time can be especially 
advantageous when selecting the right 
term, the most suitable word or the most 
fi tting expression. 

The same criteria are also crucial when 
the situation requires in-depth work 
on the content, making choices that go 
beyond strictly linguistic considerations. 
Japanese, American, Korean, English, 
Chinese, and Southern European play-
ers, to mention just a few, have differ-
ent tastes and demand different things.  
Game tutorials, soundtracks, diffi culty 
levels and available modes can change 
signifi cantly depending on the target, 
and assessing the user’s immersion 
and involvement in the video game at 
all times is the only way to adequately 
evaluate all game design decisions. 

One example of how these criteria 
are cornerstones of local adaptations is 
the approach that the specialized media 
use for localization. Specialized criticism 
has been unable to keep pace with the 
growth of the video game medium, and 
consequently there has been vehement 
debate for years on specialized sites and 
in magazines over how to talk about 
video games. All products are analyzed 
according to obsolete canons that aim 
to dissect the game into four distinct 
components: graphics, sound, gameplay 
and lastability. One of the victims in 
this failed analysis is localization itself, 
which is almost routinely ignored in 
specialized magazine game reviews. The 
only exceptions to this rule are those 
cases in which glaring localization errors 
compromise the game experience, bring-
ing suspension of disbelief crumbling 
down and dragging the reviewer’s atten-
tion toward some aspect of the game that 
would otherwise have passed below his 
or her radar. 

International development 
How can these issues be avoided? One 

of the popular solutions at the moment is 
to employ a solid linguistic testing phase 
at the end of development. However, this 
phase must often be conducted quickly 

and with signifi cant fall-out on the proj-
ect budget, since it requires corrections 
and changes in the fi nal stage of produc-
tion, thereby making it necessary to cover 
any number of steps in the production 
process over again at an increased pace. 
It would instead be advisable to improve 
the communication process between the 

developer and the localization company 
from the very beginning of development. 
Ideally, the localization company should 
be involved more actively from the very 
fi rst steps in the project, improving its 
familiarization with the structure and 
concept of the game, creating constant 
opportunities for dialogue and interac-
tion between the teams of developers and 
translators, and organizing special demo 
sessions for the localizing professionals. 

This way, the localization professionals 
can fully understand the context of the 
game. A linguistic testing phase should 
also be implemented, and not just a few 
weeks before the game is set for release, 
either. In short, the localization company 
should become an integral part of a 360-
degree process of international develop-
ment. The process should produce a set 
of cautionary guidelines for the imple-
mentation of project knowledge retention 
practices, preserving the suspension of 
disbelief and monitoring and organizing 
any breaks in this suspension as work 
progresses, resulting in reduced costs and 
the trimmest possible working times. 

These are ambitious goals and must 
take into account the ever-mutating 
nature of this medium. As was mentioned 
at the outset, market fragmentation 
and ongoing changes in the business 
model, distribution, recording media and 
dominant platforms oblige all players 
in the sector to adapt to new scenarios 
every day. It will be crucial that this 
also occur during localization itself. The 
people involved in the entire process of 
development and multilingual delivery 
need to be called upon to innovate the 
international vision of video games, effi -
ciently combining knowledge sharing, 
logistics and artistic capabilities, thus 
adapting to the highly dynamic nature of 
the market.  M

It may be diffi cult for non-
Italians to understand how 
disorienting a fantastical 
20-foot-tall, 10-armed 
monster speaking in a 
Sicilian dialect might be.
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Where terminology
meets literature
Miguel Á. Bernal-Merino

PPPeople who don’t know video games may have 
a rather simplistic idea of what they are and the 
amount of text they actually utilize. Not all video 
games are like merry platform-jumping Super 
Mario, gruesome shooting Doom or popular dot-
eating Pac-Man. 
In fact, from real-world pursuits ranging from backyard cops 

and robbers to riding a bicycle or playing with dolls, most “tra-
ditional” games have been re-created in virtual environments 
with a good degree of success. Not only that, but literature and 
fi lms have helped along the way with a wealth of characters and 
texts that have allowed the video game industry to take our most 
beloved stories further by making them interactive and placing 
fans in the shoes of their heroes. The illusion conjured up by video 
games and the apparent smooth transition from one medium into 
the other is achieved, among other things, by the observation of 
terminology and the careful replication of literary styles. Readers 
may think that I am biased because of my profession, and they 
would be right. I love philology, as well, so I might even have a 
rather romantic and infl ated view on the relevance of language 
in video games. I will, however, try to make an analytical and 
impartial description of the facts in order to illustrate my claims 
and prove my case.

Most of us may tend to take for granted the things we have 
grown accustomed to because they seem to be always readily 
available for us when we expect them. Some of these things 
are language and our competence using it to its fullest in all 
its applications. Unfortunately, not all who write are writers, 
nor are all who know another language translators. Knowing a 
language and being able to utilize its mechanisms to fl esh out 
the specifi c purposes of the text at hand take talent, knowledge 

and well-crafted skills. The translation of video games is no 
different. It combines a signifi cant array of markedly distinctive 
textual types often written by various members of the game 
project team, all of which have important implications for the 
localization process, since they all need to be translated accu-
rately and built back into the game.

This article aims at describing how the translation of video 
games, an important part of the localization process, requires a 
translator who is able to deal with both the rigors of terminology 
and the fresh and subtle literary nuances of in-game text. 

Textual types in a game
The creation of a video game for today’s marketplace, how-

ever big or small, requires a large amount of different texts, and 
developers and publishers need to work closely with their market-
ing departments and design teams. They have to make sure that 
they generate the right amount of pre-launch hype, as well as the 
correct information for the offi cial website and the manual, and 
the right rendition for voice-over scripts and in-game narrative. 
As buyers, we simply expect that level of service, especially after 
paying up to $75 for new releases. But it is not really a question 
of money; it has more to do with the satisfaction of acquiring 
a professionally fi nished entertainment product that is going to 
immerse us, the players, in a wonderful experience for several 
days — an experience we can share with other players.

Text plays a signifi cant part in enabling that immersion from 
the very beginning of the project, even before players realize they 
want to buy and play the game. However minimalist a game and 
its marketing campaign may be, text is critical to every stage in 
the process because it is used to entice players, provoke sales, 
deliver satisfaction and establish brand loyalty. All these func-
tions are covered by specially constructed texts, texts with rather 
different characteristics that require different levels of background 
knowledge and writing skills: slogans, blurbs, technical specs 
information, narrative and dialog. It goes without saying that this 
is the case whatever the language or locale the game is taken to. 

One of the textual types displayed in video games has a direct 
link with creative writing and literature: the in-game dialog and 
narration. Some people might feel uneasy about using the term 
literature, but I don’t think there is any other word that would 

Miguel Á. Bernal-Merino is an academic con-
cerned with localization of video games. He has 
worked as a teacher and a translator/interpreter 
for more than ten years and has helped organize 
and moderate the games localization round 
table series at Localization World. 
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describe texts produced by the act of cre-
ative writing with an aim to thrill, move 
and delight. I am not comparing games to 
novels; they are different creations meant 
to be enjoyed in different ways. Nonethe-
less, there is no denying that gripping sto-
rytelling in video games depends greatly 
on engaging creative writing, and that as 
the industry comes of age as an art form, 
so its writing is becoming more complex 
and mature.

The link to literature is probably more 
obvious when talking about games that 
are based on works such as The Lord of 
the Rings, Harry Potter or The Chronicles 
of Narnia. For these games, developers 
and publishers need to make sure that 
they use the right style and terminology 
if they want to succeed, not only because 
they are bound by the contract they sign 
with the owner of the copyright, but, more 
importantly, because that is what fans 
know, expect and want to experience. 
There is no doubt that this type of joint 
venture with established popular authors 
gives a certain literary quality to some 
video games, but that is not to say that 
new intellectual property (IP) lacks the 
craftsmanship of engaging dialogs and 
storytelling. Let’s take, for example, a role-
playing game (RPG) such as Mass Effect 
(developed by BioWare and published by 
EA in late 2007), one of the most highly 
rated games by both the specialized press 
and gamers. This video game boasts a 
script of almost 300,000 words and several 
overt and covert storylines that are there 
for players to explore if they so wish. This 
is indeed longer than many books. It is not 
a question of length, however, but of the 
skill required to turn an interactive virtual 
world into an immersive adventure.

I would like fi rst to point out that 
many other texts accompany a game, 
even if buyers are not fully aware of their 
relevance or how they tie into the game 
experience. The textual types generated 
for a video game can be grouped into six 
categories. Let’s look briefl y at samples 
of each of these texts from Mass Effect 
(with emphasis added) and their role in 
the whole gaming experience:

1. Journalistic
One of the main aims of this text is to 

present and clearly position the product 
within a genre and a brand, enticing pos-
sible buyers. It is essentially a branded 
text interwoven within a journalistic one. 
We can see this textual type in the offi cial 
website, promotional articles, parts of the 

manual and on some screens in the game. 
It often addresses players directly using 
the second person and places them at the 
core of the action.

“The role you choose to play in Mass 
Effect will have tremendous consequences 
on the galaxy around you. You will face 
moral dilemmas in which the decision you 
ultimately make will signifi cantly alter the 
fate of civilized life in the galaxy.”

2. Technical texts
These offer advice to users on the type 

of hardware needed and how to adjust 
software for the best gaming experience 
possible. Technical texts normally appear 
on the web and in the manual, the Readme 
fi le and system dialogs. Even when the 
text is simple, it is often rich in technical 
jargon and trademarked terminology that 
needs to be paid special attention because 
it is an important part of platform compli-
ance. For example, “thumbstick” (Xbox) 
is not to be confused with “analog stick” 
(PlayStation) or “control stick” (Nintendo). 

It is not only the terminology, but also the 
concepts talked about and the construction 
of the sentences themselves that set these 
texts apart from any other in the game.  

“Connection issues are typically caused 
by one or more ports being blocked by a 
fi rewall, router, or even your Internet Ser-
vice Provider to help maintain security.” 

3. User-interface texts
The user-interface text needs to be 

short, clear and precise, since its main 
purpose is to facilitate play without inter-
rupting immersion or breaking the suspen-
sion of disbelief (Figure 1). Concision and 
clarity are the required skills to write this 
text, although a spark of wit in line with 
the game might also be welcome.

4. Didactic texts
This text has to be written in such a 

way that everything there is to learn about 
how to install and enjoy the game is easily 
achievable by any player, whatever his or 
her knowledge of computer technology or 
game culture. It is the main role played by 
the game manual, sometimes also called 
the instruction manual, although it houses 
other types of texts as well, such as legal 
and technical texts. Despite appearing 
mainly in the manual, it is sometimes 
re-utilized for online help, and as con-
text-specifi c pop-up windows and dialogs 
reminding players about basic information 
and mechanics for the game.

“To install (disc users): Insert the disc 
into your disc drive and follow the on-
screen instructions. Once the game has 
installed you can launch it from the game’s 
AutoRun menu or by locating the game 
through the START menu.”

5. Legal texts
As with any other product, legal rights 

and duties are linked to acquisition, as 

Industry Focus

Figure 1: Part of Mass Effect user interface.
(Source: BioWare/EA 2007)
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well as warranties, service information 
and health warnings. The most obvious 
example can be found in the end user 
license agreement that users are asked to 
approve and comply with when installing 
games on their computers. It is usually 
reproduced in the game manual, and a 
copy is normally installed in TXT format 
together with the main game fi les. As can 
be expected from a legal document, both 
the syntax and the terminology employed 
in such texts follow law enforcement 
contract legislation. It requires a very 
specifi c type of writing and knowledge of 
legal jargon that does not come easily to 
non-connoisseurs.

“Except as expressly licensed to you 
herein, EA reserves all right, title and inter-
est in the Software (including all characters, 
storyline, images, photographs, animations, 
video, music, text), and all associated copy-
rights, trademarks, and other intellectual 
property rights therein.”

6. Narration and dialogue texts
In order for games to be immersive, 

a game needs several things, but two 
of the most important have to be sleek 
gameplay and great storytelling. This is 
especially true of RPGs. Mass Effect had 
about 300,000 words brought to literary 
credibility and dramatic believability by 
a team of four writers. The story evolves 
with the actions of players, who main-
tain their suspension of disbelief because 
every line of narration and dialog is 
in tune with the game world created. 
Immersion is, of course, further enhanced 
by cutting-edge graphics, great actors’ 
performances and perfectly engineered 
sound (Figure 2). 

Some of these texts, especially the 
legal and technical ones, will normally be 
handled by qualifi ed specialist teams or 

someone in management with the appro-
priate knowledge and responsibility to 
validate the fi nal version. It is not com-
pletely rare, however, that some projects 
do not come with the ideal amount of 
expertise and staff for each locale in 
which the game is going to be released.

Where terminology 
and literature meet
When the word terminology is men-

tioned, most people will immediately 
think of cutting-edge technology, scien-
tifi c research or legal proceedings, and 
rightly so. All these fi elds of knowledge 
and professional expertise depend greatly 
on the correct use of complex concepts 
associated with specifi c terms. Not using 
the right terminology can be disastrous. 
Video game texts have complex terms, 
and they need to be dealt with adequately, 
not only because they are an essential 
part of the platform compliance process, 
but also because they are technically rel-
evant and legally binding. For this reason, 
most development companies have staff 
dedicated to taking care of terminological 
glossaries, translation memory (TM) fi les 
and so on.

Terminology is tied to most things we 
do in life, although most people would 
prefer to use the term vocabulary when the 
fi eld of knowledge is less “serious,” what-
ever that means. Art and entertainment 
are certainly serious creative activities 
and prosperous industries, and terminol-
ogy plays a great part in them. If we think 
of any author, genre or show, we quickly 
realize that every text utilizes a specifi c 
array of terms within particular semantic 
fi elds and a well-knit syntax. All these 
linguistic features make up the internal 
cohesion of a text — any text — and allow 
the reader to identify, use and enjoy its 

content. In many cases, these features are 
invisible to the unsuspecting eye, but even 
when we cannot formulate exactly what 
is right about a text, we can often feel 
there is something wrong when it is not 
properly written.

In other words, and simplifying the 
question, if any of the following character 
texts were changed, audiences, readers 
and players would notice there is some-
thing wrong. 

007: “Shaken, not mixed” instead of 
“Shaken, not stirred”

Yoda: “You still have much to learn” 
instead of “Much to learn you still have”

Gollum: “He must not hurt Precious” 
instead of “He musstn't hurt Preciouss”

Smurfs: “Fantastic!” instead of 
“Smurf tastic!”

It has no bearing if they are aware that 
the texts have been altered on the lexical, 
syntactical, phonological or morphologi-
cal level, respectively — that is for linguists 
to know and others to enjoy — but they 
will feel the difference and it will break 
the suspension of disbelief created by the 
immersive parts of the game.

Terminology is inexorably coupled 
with the writing style and the literary 
imprint of authors, genres and points in 
time. We recognize it and apply a value to 
it, whether high or low. The same applies 
to texts in video games, their characters 
and the stories they tell. Consistency in 
a text goes a lot further than using a list 
of specifi c terms from the right glossary 
or TM fi le. Authors give their creations 
a cohesion created by the relationships 
of all levels of language, from the pho-
nological to the morphological, from 
the syntactic to the lexico-semantic. As 
the game industry ventures even further 
into different themes, serious games and 
professional training, the relevance of 
quality writing and term accuracy will 
keep on growing.

International appeal
Most of us are lucky enough to be lit-

erate, maybe even very well read, but that 
does not turn us into writers, however 
well we might know our mother tongue. 
The texts referenced above will often be 
written by specialists in each of the appro-
priate fi elds or at least by writers trained 
to compose texts in a variety of styles in 
order to fulfi ll their different purposes. 
Any other option would probably gener-
ate confusion and be seen as unprofes-
sional and not fi t for purpose. It might 

Figure 2: A scene from Mass Effect.
(Source: BioWare/EA 2007)
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seem obvious, but a very similar degree of rigor and creativity is 
required to translate such texts. It is, however, the case that some 
games are not planned with localization in mind, and the process 
of adapting them for other countries becomes hampered by time, 
technical and HR issues, equating to a localization that often 
does not do justice to the original product, not because of lack 
of talent, but because of lack of planning and time. Forgetting or 
ignoring localization needs until the very end has a direct impact 
on the quality of localized versions, the availability of translators 
qualifi ed for the task, and the success of the game.

All this is not to say that translators should have as much 
time as the writing team. Some people want to compare writing 
to translating and wrongly resolve that translation is merely a 
question of pairing up words in different languages. Comparing 
different professions is a rather fl awed idea that yields no valu-
able data. Writing from scratch requires a particular set of skills 
and a great level of free-form creativity, as well as enough time. 
Translating involves creativity within bounds, coupled with great 
knowledge of two cultural and linguistic systems. 

It all boils down to the correct use of terminology and liter-
ary devices. If it is important that the original texts are well-
written and in accordance with internal, long-thought-over, 
pre-established quality standards, the same should apply to any 
language versions. Translation generates another “original,” 
the original for that new language. Each language employs a 

specifi c assortment of mechanisms, similar or different from 
each other, in order to achieve the internal cohesion required of 
technical, legal or literary texts. Given the information and time 
necessary, translators are able to identify them in the source 
text and replicate them in their target text. 

There are no shortcuts if we want to rewrite quality into quality, 
and this is probably where higher education and translation degree 
programs could help by providing translators with a solid under-
standing of cross-cultural communication, profi cient writing skills 
and thorough proofi ng habits, on top of practical knowledge of 
research techniques and TM tools. Natural talents could and should 
be further developed by the right training. The time is right to initi-
ate collaboration between game developers, publishers, localization 
companies and universities with translation departments. 

A great game needs many great professionals, and when that 
happy synergy occurs, the fi nal product is indeed better than 
the sum of its parts. This realization has been made possible 
by the genius and dedication of every member of the team. If 
the game is traveling overseas, one of those parts is played 
by localization agencies and translators. They are dedicated 
professionals passionate about language, and in my opinion, 
the game industry would do itself a great service by embedding 
localization in the development process and allowing transla-
tors to do what they love the most: write the best possible 
translation for their games.  M
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‘Harmonious’ games
localization for China
Xiaochun Zhang

IIIn April 2008, the game-playing popula-
tion of the cutting-edge online game World of 
Warcraft, a.k.a. WoW (Blizzard, 2004-present), 
broke one million players in mainland China. 
However, unlike any other players in the rest of 
the world, Chinese players content themselves 
within a “harmonized” gaming experience. 
In the updated version, under the pressure of 
being censored, many changes were made by 
the localizing company to remold this game 
for China’s particular situation. Skeletons were 
replaced by zombie-like creatures and the bones 
of dead enemies or players were swapped for 
tombstones.
The offi cial government version said that this was to make 

the game “less scary.” Some Chinese gamers took it as a bit of 
an insult, but most saw the funny side and thought that in a 
way zombies are more ghastly and that it is rather amusing to 
see tombs everywhere, even in elevators. 

The premise of Chinese authorities is clear: words that may 
mislead adolescent players or encourage them to misbehave are 
not allowed. In this manner, the initial WoW translation of rogue 
was toned down from  (dao zei meaning thief) to 
(ying xing zhe meaning invisible man); steal was translated into 

 (sou suo meaning search); and poison was renamed as 
 (yao gao meaning ointment). The new version was called 
 (hexie or harmony), which has become a popular word after 

Hu Jingtao, the Chairman of Chinese Communist Party, brought 
forward the strategy of establishing a hexie (harmonious) soci-
ety. Many players were outraged by these changes, but they soon 
calmed down, since they have always believed that it is better to 
have the game changed than censored.

WoW is not the only game that developers have had to 
change in order to be allowed into Chinese cyberspace. Many 
other games have been banned outright by the Chinese Central 
Government. As a cultural product, a digital game is never as 
simple or universal as an entertainment concept may appear to 
be at fi rst glance. Culture, ideology and even philosophy are 
embedded in games through storylines, rules and interfaces. 
The features in a game are conceived by the developing team 
(game designers, script writers, graphic artists and others), and 
their set of values and beliefs is in the products they create. All 
cultures have the concept of entertainment, but what it means 
to different people around the world or what is regarded as 
funny and exciting is not necessarily universal. Purposely or 
not, game makers may offend other communities, countries or 
governments by bringing some serious issues or sensitive ele-
ments into their game design. For this reason, games localiza-
tion has become a more essential part of game development and 
one that should not be overlooked when targeting the Chinese 
market, since it could involve the redesign of several features or 
even a complete ban. 

The rules of the game
Other than linguistic decoding, cultural, political and social 

issues have to be considered when localizing a game for 
another country. The understanding of the social and cultural 
milieu of the target country largely determines the success of 
the localized game. Even as a vast market where 90% of the 

Xiaochun Zhang is a freelance translator 
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games localization. Xiaochun has an MA in 
translation from the University of Edinburgh.
She wishes to thank Miguel Á. Bernal-Merino 
for his contributions to this article.
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games are imported, China has a rather 
complicated and stringent review sys-
tem for games.

For online games, the Interim Provi-
sions on the Administration of Internet 
Publication came into force on August 
1, 2002. It was created by the General 
Administration of Press and Publication 
of China and the Ministry of Informa-
tion Industry of China. One year later, 
the Culture Ministry of the Chinese Cen-
tral Government enacted the Temporary 
Online Culture Administration Regula-
tion on July 1, 2003. Any other forms 
of digital games are under the control of 
Regulations on Electronic Publications 
promulgated by the General Administra-
tion of Press and Publication of China 
in 1998. Three regulation systems from 
three ministries can be very perplexing; 
however, the content of the three regu-
lations concerning games censorship is 
based in the same principles. According 
to the regulations, the following con-
tent should not be present in any digital 
games aiming to be published in the 
People’s Republic of China (PRC): 

(1) opposing the basic principles deter-
mined by the Constitution 

(2) endangering the unity, sovereignty 
and territorial integrity of the state 

(3) divulging state secrets, endanger-
ing state security or damaging the honor 
and interests of the state

(4) inciting hatred or discrimination 
among ethnic groups, undermining the 
solidarity among ethnic groups, or disre-
specting ethnic customs or practices

(5) advocating cult and superstition
(6) disrupting social order and harm-

ing social stability 
(7) advocating obscenity, gambling, or 

violence, or instigating crimes 
(8) insulting or defaming others, and 

infringing upon others’ legitimate rights 
and interests

(9) harming the social morality or the 
excellent national culture and tradition

(10) containing other content that is 
prohibited by the laws, administrative 
regulations or provisions of the state

Violence and pornography are always 
sensitive issues in many countries, and 
China is no exception. However, item 
7, “advocating obscenity, gambling, or 
violence, or instigating crimes” is a gen-
eralized rule with no detailed descriptions. 
To what extent can violence and sex be 
allowed? To what does “instigating crimes” 
refer? An explanation can not be found 
in the law. The content of WoW changed 
according to China’s regulations, but it is 
after all a role-playing game (RPG) where 
players venture into a vast virtual world 
embarking on quests and killing creatures. 
How are those regulations applied, then? 
Do the cartoon images of the skeletons of 
dead enemies harm the excellent national 
culture and tradition of China more than 
the tombstones, as per item 9? Do words 
such as steal and poison instigate crimes, 
as per item 7? No explanations have been 
given by the government as yet regarding 
this matter.

On top of this, no offi cial age rating 
system exists for games in China as with 
the Entertainment Software Rating Board 
(ESRB) in the United States or Pan Euro-
pean Game Information (PEGI) in Europe. 
Instead, there is a complex regulation 
system without any actual legal support 
called the Green Games Recommend-
able Regulations. It was brought forward 
by the Chinese Network Association for 
Young People in 2004 and updated in 
2006. It has ten indexes and divides online 
games into four distinct age categories: 

everyone (6+), junior school (12+), senior 
school (15+), and dangerous (18+). Games 
for those 17 and under are called green 
games. Additionally, each of the ten 
indexes has three levels of classifi cation 
— from 1 or “harmless” to 3, indicating 
that the level is “dangerous” concerning 
young people’s mental development. The 
regulations, however, are complicated and 
problematic. For example, in the index of 
social morality, it states that “game themes 
should not be against traditional Chinese 
social morality.” Yet the concept of “tra-
ditional Chinese social morality” itself in 
public consensus is controversial; and in 
the index of sex, it mentions that “the 
seriousness of marriage has to be stressed 
when mentioning divorce. No depiction of 
money playing important role in marriage 
is allowed,” which relates more to “social 
morality” than to “pornography.” 

The association established a commit-
tee that consisted of 40 representatives, 
including seven students (two of whom 
were under 18), four parents (two males 
and two females), 11 educational psy-
chologists, four representatives from the 
game industry and the remaining people 
from other relevant fi elds. The associa-
tion said game developers or publishers 
were not to be invited. In the evalua-
tion, parents stated that all games were 
“dangerous,” since they were outraged to 
know how many hours were needed to 
pass a level. They believed that young-
sters were wasting too much time play-
ing games. However, the students and 
representatives from the game industry 
were strongly against their decision. The 
result was that even the harmonized 
WoW version was marked suitable only 
for players in senior school (15+), which 
is the same age level that the ESRB ruled 
for the United States. However, it was 
rated as 12+ by PEGI in Europe.

The zombie on the right replaced the skeletal 
fi gure in the “harmonized” World of Warcraft.
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The Chinese Network Association for 
Young People said they would monitor 
all the online games and recommend 
that adolescents play games suitable for 
their ages. The fi rst green game evalu-
ation, though, was not conducted until 
two years later in 2006. The Chinese 
Network Association for Young People 
declared that the fi nal result would be 
reported to relevant departments for fur-
ther legal action. No news, however, has 
been heard after the evaluation. 

The “harmonized” Chinese version of 
WoW provides evidence that violence 
and mild sexual depiction does not mean 
that the game is automatically banned, 
since Blizzard was given the chance to 
modify and resubmit the game. WoW 
was, and still is, played by people of all 
ages, and no sanctioning or enforcement 
has taken place that would appear to 
undermine the actual association and 
the regulation it puts forward. It seems 
that the suggested age rating regula-
tion exists only in name. On the other 
hand, the censorship committee under 
the Ministry of Culture is the admin-
istrative department, and it considers 
anything containing sex and violence as 
“advocating obscenity, gambling, or vio-
lence, or instigating crimes.” Without an 
effective age rating system, the policy of 
the Ministry of Culture is to block adult 
games and only import games “whose 
contents accord with Chinese national 
conditions and bring positive effects to 
young people’s mentality,” according to 
Tuo Zuhai, an offi cial from the Chinese 
Ministry of Culture (http://news.bbc.co 
.uk/1/hi/technology/3766023.stm).

It all may look rather unfi nished and 
inconsistent, since it does not seem to 

make sense to have one regulation for 
online games and a different one for 
other types of digital games. However 
strange and diffi cult to understand, game 
publishers and localization managers are 
advised to double-check the different 
regulations and follow formal channels. 
They should be aware that in China no 
adult games are supposed to appear in 
the market without offi cial government 
approval, although it is also true that 
many games get imported or distributed 
via private blogs and forums.

Some banned games
The following examples of banned 

games will show the type of issues that are 
considered unforgivable by the Chinese 
authorities when it comes to multimedia 
interactive entertainment software.

In 2004, a Norwegian game named 
Project IGI 2: Covert Strike (Innerloop 
Studios, 2003) was declared illegal for 
“intentionally smearing the image of 

China and the Chinese army.” In this 
game, players are allowed to steal intel-
ligence and conduct sabotage in China 
as well as to shoot at China’s soldiers. 
China’s national fl ag and signs like 
“China Aviation” are also frequently 
shown in the game. The State Press and 
Publication Administration said that the 
game hurt China’s national dignity and 
interests. 

In the same year, the Ministry of Cul-
ture banned a Swedish-made computer 
game called Hearts of Iron (Paradox 
Entertainment, 2002) for “distorting his-
tory and damaging China’s sovereignty 
and territorial integrity.” From China’s 
point of view, this game twists historical 
facts by distorting the Fascist regimes of 
Japan, Germany and Italy during World 
War II. Manchuria, West Xinjiang and 
Tibet are marked as independent sover-
eign countries in the maps appearing in  
the game. It also portrays China’s Taiwan 
province as a territory of Japan.

World of Warcraft is still played by people of all ages in China
 — after “harmonization” made changes that included swapping 

skeletons (above) for tombstones (right).
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In 2005, a Japanese game called 

Big Stratagem — The History of the 
Greater East Asia Co-prosperity Sphere 
II (SystemSoft Alpha, 2005) was banned 
for boasting Japanese right wing anti-
China nationalism. The game allows 
players to make a stratagem for invad-
ing China and occupying China step by 
step in the virtual war fi eld by killing 
and carrying out bomb attacks. Taiwan 
was also marked as an independent 
country. In the same year, the Commit-
tee of the Communist Youth League of 
China launched the game Anti-Japan 
Online by cooperating with a Chinese 
game company. Based on the history 
of the Sino-Japan war, the game devel-
opers and publishers claimed that it 
helped to enhance patriotic education, 
since players are only allowed to play 
on the Chinese side. This kind of war 
games sponsored by the government 
was later categorized as “patriotic” and 
has developed rapidly in recent years. 

Politics is always a crucial issue for 
game localizers in relation to the Chinese 
market. Under the political tension, what 
can localizers do if they have a product 
containing some political elements? A 
successful case is Sid Meier’s Civiliza-
tion IV (Firaxis Games/2K Games, 2005). 
It is a turn-based strategy game, which 
begins with a settler who builds a single 
city in 4000 BCE. Players expand it into 

an empire by using geography to their 
advantage, creating social and produc-
tion infrastructures, making scientifi c 
and cultural progress, fi ghting against 
rival nations and so on. The game has 
a total of 18 civilizations, each of which 
has one or two leaders with specifi c 
personality traits that give their side 
extra powers, thereby enhancing certain 
probability statistics within the game 
mechanics. Many historic fi gures and 
famous architectures are used in the Civ-
ilization games. China is listed as one of 
the nations and has Qin-Shi-Huang and 
Mao Ze Dong as its leaders and Beijing 
as its capital. The Great Wall and Three 
Gorges Dam are featured as two of the 
World’s Wonders. With relevant politi-
cal leaders and many Chinese elements 
in the storyline, this game undoubtedly 
caught the eye of the censorship com-
mittee. However, the Simplifi ed Chinese 
version was approved without any 
trouble. The way the localizers managed 
to dodge censorship was by rewriting the 
storyline to make it irrelevant to the his-
torical facts and by de-emphasizing the 
Chinese elements to avoid being accused 
of misleading young people. In the Chi-
nese version, China was changed into 
an imaginary Jiu-Ding-Kingdom with 
a capital city called Bei City and with 
two leaders, Qin-Gong and Tang-Gong. 
It also states in the background briefi ng 

that works as an introduction that it is 
a “fi ctitious story and does not link it 
to true historical facts.” All the infor-
mation concerning former communist 
leader Mao Ze Dong was deleted, and 
The Great Wall and Three Gorges Dam 
were replaced by wonders such as the 
Macedonian line in Europe and Hoover 
Dam in the United States. 

But this heightened sensitivity is not 
only for games that recreate war and his-
torical confl icts. In 2005, Football Man-
ager (Sports Interactive/SEGA, 2005) was 
banned for the inclusion of Chinese Tibet, 
Hong Kong and Taiwan in the line-up of 
available football teams, indicating that 
they are equal in status to China herself. 
So, any games that may have further 
political and territorial implications are 
also bound to clash with the Chinese 
authorities.

Conclusion
The Chinese government doesn’t just 

take violence and sexual depictions in 
games seriously, but also any other topic 
that may touch on political issues or the 
interpretation of historical facts. In many 
cases, games are considered as a threat to 
young people’s education because of the 
amount of time it robs them from study-
ing and becoming well-prepared Chinese 
citizens. As well as offi cially banning 
dangerous foreign games, the Chinese 
authorities are determined to promote 
and support domestic game development 
to safeguard the integrity and beliefs of 
the PRC. 

Cultural and legal issues can have a 
major impact in localizing a game for the 
Chinese market. Changing the story and 
modifying graphics are indispensable in 
certain cases to prevent legal problems 
and social discontent. Awareness of the 
complexity of the Chinese game review-
ing process will help publishers and 
localizing companies to avoid sensitive 
socio-cultural issues and lead them to 
success in entering the Chinese game 
market. It is also worth mentioning that 
things are bound to change in the near 
future. China needs a standardized age 
rating system and detailed regulations on 
how to deal with this ever-growing form 
of entertainment so popular among the 
young and the not-so-young people of 
China. Clear guidelines for game devel-
opers and publishers would certainly 
help in creating a “harmonious” gaming 
culture for everybody.  M
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Monopoly: local
from the start
Katie Botkin

Most historians agree that Monopoly was begun 
as an educational and political pastime to show 
the insidiousness of high rents. This is not typi-
cally the kind of thing that people participate in 
for fun, yet over the last century, Monopoly has 
become perhaps the most successfully localized 
game ever. Its premise has blossomed into 
an appeal to greed, and players now 
attempt to enrich themselves at oth-
ers’ expense. Monopoly has sold 
over 250 million offi cial cop-
ies worldwide since the Parker 
Brothers version came out in 
1935, making it — at least as 
far as dollars and cents go 
— the world’s most popu-
lar board game. 

The offi cial versions usually take 
into account not just the name recogni-
tion of real-life streets or locales, but 
how much a property owner could gain 
from renting out his or her space. Three 
of the most popular versions have been the original United States 
(Atlantic City) version, the London version, and the Paris version. 
These versions include names of real streets laid out in economic 
sense. At the time they were created, the most costly blocks were 
named after the most expensive areas of these particular cities. 

In the real world, it is 
more expensive to rent 
on certain streets for a 
reason; thus, owning one 
high-end city block would 
easily be more benefi cial 
than owning one cheaper 
city block, as long as the 

purchase doesn’t bankrupt you and the roll of the dice forces 
citizens onto your real estate. 

This is perhaps best illustrated by the Paris version, where Rue de 
la Paix is the highest-priced square of real estate on the board, and 
the Champs-Élysées the second most expensive. Locations of the 
real Paris streets used on the Monopoly board may be seen in Figure 
1. Though the Champs-Élysées was probably more popular with 

tourists even at the time the Paris version was 
laid out, Rue de la Paix was — and still is — 
particularly well-known for its high-priced 
jewelry stores, fashion stores and hotels. 

PR spokesperson Donetta Allen said 
that originally, economics was the 
guiding infl uence to country-specifi c 
games, and the localization was 
done with a team of game develop-
ers. “Monopoly’s been around since 
1935,” Allen said, explaining that 
most of the original localization 
was done as early as the 1930s and 
followed the money fl ow of the day. 
Hasbro/Parker Brothers is currently 

experimenting with putting the 
development and localization of new 
boards to public vote. 

Hasbro put a new Paris version to 
a vote in 2005, and the subsequent 

“Here and Now” (“Et si Monopoly était inventé aujourd’hui?”) 
game, with prices adjusted for infl ation, had the Eiffel Tower listed 
in the place of Rue de la Paix, with Notre Dame de Paris next in 
line. How much sense it makes to improve Notre Dame and the 
Eiffel Tower with “hotels” is hard to say. Allen was unsure what 
direction improvements might take in the future, but said that in 
the new World version, houses and hotels imitate structures typical 
to different locales around the globe.

“The version I played was the one with the streets in Paris,” 
said French-speaking Belgian Catherine Bauwens, referring to the 
original Paris version. “As a European, I do recognize most of the 
places from Paris. I’m not sure all the Belgian people would buy 
the Brussels’ version if they had the choice. The ones living in 

MultiLingual 
assistant editor 
Katie Botkin enjoys 
writing on language, 
law, culture and 
geography. 

Figure 1: Streets used in the Paris version of Monopoly.
(Source: http://mappemonde.mgm.fr/num5/articles/art05104.html)
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Brussels probably would, but for someone 
who lives in the countryside, the streets of 
Paris are probably as famous — or maybe 
more famous, from the movies and stuff 
— as the Brussels ones.”

There have actually been several ver-
sions based on different locales in Belgium, 
some of them bilingual. Not all “localized” 
versions are based on immediate locales, 
however. “From what I can recall from 
my old Monopoly game, the names were 
basically the same [as the Atlantic City 
version] but in French. ‘Baltic Ave’ was 
‘Avenue Baltique,’ ‘Reading railroad’ was 
‘Chemin de fer Reading,’ and ‘Boardwalk’ 
was ‘Promenade,’” said Cedric Lemay of 
Montreal, Quebec. “I think the game put 
these places on the map rather than the 
other way around. If there was a Quebec 
or Canadian version (there probably is), 
I probably would stick with the original, 
but it would be neat to see which places 
were used to make the ‘local’ version.”

There are local versions, lots of them. 
Hasbro notes that they currently publish in 
103 countries and 37 languages. In many 
of these countries, there are individual 
versions for different cities, sports teams 
or movie franchises. Historically, there 
were other versions, as well: After United 
Kingdom-based Waddingtons was granted 
the licensing rights to the European ver-
sions of the Parker Brothers game in the 
1930s, Waddingtons published a special 
game under the direction of the British 
Secret Service to aid the escape attempts 
of prisoners of war held in Nazi Germany. 
Hidden in the game paraphernalia were, 
among other things, a compass, a map 
printed on silk and real money. This was 
distributed by the International Red Cross 
and was supposedly a hit. 

Current versions based on whole 
countries are a little harder to quantify 
in terms of economic sense than those 
based on individual cities; metropolitan 
areas or popular resort towns that may 
be more expensive to live in can have 
economic or cultural drawbacks as well 
as positives, and natural landmarks, even 
if they cost nothing to see, have a high 
possibility of drawing tourist funds. 

“The problem with the Australian ver-
sion of Monopoly,” noted Trevor Jones 
of Melbourne, “is things that ought to be 
worth a lot of money aren’t worth much at 
all; for instance, the Great Barrier Reef is 
one of the cheapest blocks. Also, Adelaide 
is on the board even though it’s one of the 
most uninteresting cities in Australia.”

The World version
A new World version of Monopoly 

came out on August 26, 2008, and the 
game’s city choices made news. Several 
media outlets, for example, including 
ABC News Australia, reported on the fact 
that while more Australians voted for 
Melbourne than Sydney, only Sydney 
made it to the board, due to Sydney’s 
popularity in the rest of the world. “There 
is a long tradition of rivalry between 
Sydney and Melbourne,” said Jones, 
who had read about the announcement 
that Sydney made it onto the Monopoly 
board in his local paper. “Melbourne used 
to be the biggest city and then Sydney 
stole much of its business. Melbourne is 
better known in Australia for its dining, 
multiculturalism, night-life and a Euro-
pean vibe. Sydney is viewed by many 
Australians as a tourist novelty, I would 
say. Although the harbor is beautiful.”

Over 5.6 million people voted, and 
essentially the cities with the high-
est votes won. This resulted in some 
interesting counter-intuitive placement. 
Riga, Latvia, for instance, got the second 
most expensive spot (Figure 2); London 
and New York were three levels down at 
the red squares, behind Cape Town, Bel-
grade and Jerusalem. London and New 
York may see far more gross domestic 
product than Riga, but Hasbro may well 
be thinking of economics; those who 
are excited enough to vote for their city 
may also be excited enough to buy the 
board game. “We were really pleasantly 
surprised,” said Allen of the fi nal board 
city placement. She pointed out that 
the cities gaining the most votes had 
mounted public campaigns to get them 
on the board. 

Early 1900s to early 2000s
Far from being an intended money-

maker, the original version of Monopoly, 
called “the Landlord’s Game,” stemmed 

in large part from industrial revolu-
tion writer/sometimes-politician Henry 
George’s tax philosophies. According to 
Philip Orbanes in Monopoly: The World’s 
Most Famous Game, George claimed 
that modern society’s progress had left 
the masses impoverished. “Henry George 
concluded that the cause — and the solu-
tion — lay with the monopolists who 
controlled industry and the landlords 
who owned the nation’s real estate. Those 
who owned the deeds controlled the game 
to the detriment of everyone else” (p. 6). 
George’s philosophies inspired Virginian 
Quaker Elizabeth Magie to create a game 
that would illustrate these principles 
and prove what George’s solution, the 
land value tax, would do to solve the 
problem. Although Magie fi led for a pat-
ent in 1903, it is unclear exactly what 
happened to it, and she never managed 
to sell the game for mass production. 
Instead, it was passed around as a folk 
pastime, copied by a debated number of 
people and changed slightly. It came to 
be known as “Monopoly” and accrued the 
titles of Atlantic City, New Jersey streets 
in the place of Magie’s original fi ctitious 
street names. One copy ended up in the 
hands of Charles Darrow, who sold it to 

NXTwww.star-transit.net

Roles

World “Here and Now” Atlantic City London Paris 
Montreal, Canada Boardwalk Mayfair Rue de la Paix

Riga, Latvia Park Place Park Lane Champs-Élysées 

Cape Town, South Africa Pennsylvania Avenue Bond Street Boulevard des 
Capucines

Belgrade, Serbia North Carolina Avenue Oxford Street Avenue Foch

Paris, France Pacifi c Avenue Regent Street Avenue de Breteuil

Airports Railroad lines Railroad stations Railroad stations

Figure 2: In descending order, the most expensive properties and 
transportation modes in four local versions of the Monopoly game. 
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Parker Brothers three decades and several 
iterations after Magie invented it, with a 
claim that it was his own creation. 

The US Ninth Circuit Court of Appeals 
has since found that while the “reference 
to Darrow as the inventor or creator of the 
game is clearly erroneous” (Anti-Monopoly 
Inc. v. General Mills p. 1320), Darrow and 
Parker Brothers had a right to trademark at 
least the name of the game. As the court 
decision stated, “When a small number 
of people use a particular thing and call 
it by a particular name, one which is not 
a common descriptive term for the thing, 
a person may appropriate the name and 
register it as a trademark” (p. 1321).

And since Parker Brothers purchased 
the rights to Magie’s game for a reported 
$500 about the same time they were 
doing business with Darrow, the patent 
wasn’t a real problem either. Charles 
Darrow became a millionaire from his 
royalties, and Atlantic City erected a com-
memorative plaque in his honor in 1970, 
as popular folklore — and Parker Brothers 
— hailed him as the legitimate creator.

Thus, a game that was begun to illus-
trate the evils of the corporate empire has in 
part serviced the corporate empire and has 
morphed into a game where bankrupting 
everyone else by leveraging one’s newly-
acquired assets is the ultimate goal. Ironi-
cally or not, in 1974 Parker Brothers sued 
Ralph Anspach, an economics professor, 

for selling a game he called “Anti-Monop-
oly.” Anspach ultimately got a decision 
from the aforementioned US Ninth Circuit 
Court of Appeals case in 1982 allow-
ing him to sell the game — not because 
history vindicated him, but because the 
court decided that the term Monopoly had 
become too generic for trademark law to 
uphold. “The word ‘Monopoly,’ while not 
in its ordinary meaning descriptive of the 
game ‘Monopoly,’ is an ordinary English 
word, and it does describe the objective of 
the game” (p. 1322) the court stated, quot-
ing also Bada Co. v. Montgomery Ward & 
Co: “(O)ne competitor will not be permitted 
to impoverish the language of commerce 
by preventing his fellows from fairly 
describing his own goods” (p. 11). After 
further legal battles, Monopoly retained 
its trademark by helping to orchestrate a 
re-defi nition of the trademark laws, and 
Anti-Monopoly was allowed to continue 
under special license. However, Anspach 
then faced a diffi culty in selling his game 
to Monopoly’s distributors. 

Anspach went on to try to sue Hasbro 
Inc. in an unfair competition lawsuit for 
its monopoly on Monopoly, a suit that 
Hasbro, in a brief to the US Supreme Court, 
argued did not “warrant this court’s time 
and attention” (p. 9). The Supreme Court 
agreed and declined to hear the case.

According to a statement published in 
an article by Mary Bellis, Anspach thinks 

his game may be an improvement on the 
Parker Brothers version. “Chess evolved 
for two thousand years before it found its 
present form. So how do we know that 
the Quaker version of Monopoly . . . can-
not be improved upon?” Anspach asks. 

The world still contains many unof-
fi cial versions of Monopoly, however, 
and some of these are one-of-a-kind. One 
teacher and the children of the family she 
lives with created their own unoffi cial 
version for their town in northern Iraq. 
They used local landmarks and references 
and drew the board out on paper with 
markers, much as the original versions 
were drawn out by hand. 

“Instead of Boardwalk,” related the 
teacher, “we had a place called Pac City. 
Pac City is an expensive set of apartment 
buildings where they have 24-hour water, 
power, and garbage pick-up. It is the top 
of style. As far as the other places, we had 
each of the four largest grocery stores as 
the railroads. The Electric Company and 
Water Works were a Neighborhood Gen-
erator and Water Pump that had some 
sort of weird rules. Community Chest and 
Chance said things about cleaning up 
the trash and having brown outs and the 
power pole catching on fi re.”  M
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Translators in politics:
linguist lawmakers
Kirk Anderson

BBBy the very nature of their work, translators 
and interpreters are exposed to a vast array 
of viewpoints, issues, negotiation techniques, 
technical knowledge and strategies for arguing 
issues. The linguist’s endeavor is one of contin-
uous learning, supported — in the most skilled 
practitioners at least — with an acute ability to 
recognize one’s own errors, shortcomings and 
missteps, and then the problem-solving skills to 
resolve them. The list could go on: a service-ori-
ented approach to clients; business skills; dues 
paid; the skill to get up to speed quickly on any 
random issue, technology, product or dilemma; 
and the ability to defend oneself under attack.

It’s also hard not to notice, whenever translators get together, 
their unfailing ability to solve the world’s problems over a beer, 
coffee or glass of wine. And one might even argue that given 
the inherent neutrality of their ethical commitments to a text or 
a speaker, they cultivate a privileged position on and often gain 
privileged insight into whatever issues they may have occasion 
to transfer from one language into another.

So could some translators make good candidates for elected 
offi ce? Some have already taken offi ce, like Rudy Heller, a mem-
ber of the Brookfi eld, Massachusetts, Board of Selectmen. Others, 
like Annette Taddeo and David Rosasco, are seeking their fi rst seat 
in public offi ce. Taddeo is looking to unseat longtime Republican 

incumbent Ileana Ros-Lehtinen to represent Florida’s 18th District 
in the US Congress, while Rosasco is running to represent District 
26 in Queens County on the New York City Council.

Could translators be a political force to be reckoned with? I 
sat down and spoke with three translator/public servants to see 
what they thought.

Annette Taddeo
Annette Taddeo's Miami translation company was named a 

Top 500 Diversity Owned Businesses in the United States in 2007 
by DiversityBusiness.com. She has been named “Businesswoman 
of the Year” by Camacol and has earned accolades from the South 
Florida Business Journal, Offi ce Depot, Women in International 
Trade, and the National Republican Congressional Committee's 
Business Advisory Council, among many others. In what the local 
press in South Florida is casting as 
a battle of virtually biblical propor-
tions for a seat in the US Congress, 
Taddeo is playing the David to Ros-
Lehtinen’s Goliath. 

Taddeo has served in and led 
numerous civic and business orga-
nizations. She chairs the Women's 
Enterprise National Council’s Lead-
ership Forum and serves on the 
Executive Board of WIPP (Women 
Impacting Public Policy). 

Taddeo was kind enough to take 
time out of her busy schedule to tell 
me about how she got into the lan-
guage service business and how she became interested in a career in 
politics. For more information about Taddeo’s campaign and busi-
ness, see www.votetaddeo.com and www.languagespeak.com

Anderson: How did you begin your career in the language 
services industry? 

Taddeo: I started in the language services industry when I was 
in college at the University of North Alabama. I studied Commercial 
Spanish, with a minor in Business Administration, and worked as a 

Kirk Anderson is a freelance translator based 
in Surfside, Florida. ATA-certifi ed in translation 
from French and Spanish into English, and Eng-
lish into Spanish, he specializes in the translation 
of journalism, law, international trade and wine. 
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teaching assistant in Spanish. I also worked 
as a freelance translator for the Tennes-
see Valley Authority. In 1992, I moved to 
Miami following Hurricane Andrew, where 
I found work as a language instructor and 
freelance translator. Not long after that, I 
started my fi rst language company called 
Language Specialists, and then in 1992, I 
founded Language Speak, which has now 
grown into a very successful company.

Anderson: Your interest in politics?
Taddeo: In terms of politics, I was 

always interested in public service. I was 
always lobbying for the community and 
small business issues.

Anderson: How has your experience 
in translation and interpreting informed 
your quest for a seat in the US Congress 
and, more importantly, how would it 
inform your work in Congress if elected?

Taddeo: It’s helped me understand the 
global economy, how it works, and has 
given me insight into the importance of 
language education in this country. I’m 
also raising my youngest daughter to be 
bilingual. She’s two now and probably 
speaks more Spanish than English.

Anderson: I notice that your political 
website is available in both Spanish and 
English. Interestingly, your opponent’s 
website appears in English only. 

Taddeo: As an owner of a translation 
company, I’d better have my website in 
both languages. Really, any business or 

politician — especially in South Florida 
— who doesn’t have his or her website in 
both languages is foolish. This is obviously 
another example of how my experience in 
the language service business has given 
me insight into communicating as a can-
didate. This experience lets me understand 
the cultural differences and nuances of the 
increasingly diverse Latino community in 
South Florida and allows me to under-
stand the differences between Colombians 
and Cubans, to take two examples, while 
at the same time understanding the things 
that bring us together as Americans.

Anderson: Has your experience in the 
translation industry colored your positions 
on particular issues such as immigration, 
international trade, or US policy toward 
Latin America or the rest of the world?

Taddeo: Yes, I’m sure it 
has. I hate the divisiveness of 
the rhetoric on immigration, 
for example. Many Republi-
cans seem to blame all of the 
ills of our country on immi-
grants. In many ways I think 
this may have something 
to do with language and 
people’s perception of differ-
ent languages as a problem 
rather than a strength for our 
country.

It’s also given me insight into interna-
tional trade, some thing our region depends 

on. I’m all for fair trade, and unlike some in 
my party, as an independent-minded Dem-
ocrat, I support the Colombia Free Trade 
Agreement. Free trade is an issue that is 
not only important for my region, but also 
for the language services industry.

Anderson: What about translators? 
Taddeo: Translators and interpreters 

are some of the smartest people I’ve 
ever met. Since I’ve been running my 
business and now devote full-time to a 
campaign, I am no longer able to trans-
late or interpret. I really admire language 
professionals. It makes me angry when 
people belittle what they do.

David Rosasco
David Rosasco is president of Nichibei 

Translations, LLC (www.nichibeitrans.net) 
and a candidate for the New 
York City Council represent-
ing Dis trict 26 in Queens 
Coun ty. His campaign web-
site is in the works. 

Anderson: Tell me about 
your story in the business 
of language and politics.

Rosasco: After studying 
history and politics at New 
York University, I went to 
Japan. I wasn’t a linguist 
when I went. In fact, I 

didn’t know any Japanese, but within 
months of my arrival, I was offered a job 
teaching English to children, and from 
that moment my life changed. I signed 
a one-year contract and, after the fi rst 
year, decided to stay on for another. 
After two years in Japan, I decided that 
I had to learn more Japanese if I were 
really going to stay there. After never 
having any signifi cant experience study-
ing a foreign language, learning Japa-
nese was a life-changing experience for 
me. After eight years in Japan, I became 
one of only a few Americans to pass the 
highest level of the Japanese Language 
Profi ciency Test. During the process of 
learning a foreign language, I learned 
many life lessons, including the impor-
tance of communication and precise 
communications.

Anderson: What role does translation 
play in your campaign platform?

Rosasco: Translators and interpreters 
are very careful about how they use lan-
guage. Words matter to them — and to 
everyone really. One of my key proposals as 
a candidate for City Council is to make 
translation an organized, effi cient effort by 
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local government, rather than an ad-hoc 
hodge-podge of mediocre, random efforts. 
Translating key information on local web-
sites is essential, if only for the public rela-
tions and tourism value alone. In my 
district, 55 different languages are spoken, 
and 60% of the population speaks English 
as a second language. The district’s website 
needs to be in multiple languages; there 
needs to be funding to do this right. My 
vision is to turn Queens County into a labo-
ratory for translation around the world.

Anderson: How did you get interested 
in politics?

Rosasco: After ten years in Japan, I 
moved back to New York. It was a major 
culture shock. I had missed 9/11 while I 
was in Japan, and when I came back to 
New York, people were more distant. It 
seemed like fewer people were involved 
in the community. I also noticed a lot of 
quality-of-life issues and had a hard time 
getting used to people complaining all 
the time. Japan had changed me in many 
ways and taught me a lot about commu-
nity. For one thing, I acquired the habit 
of always wearing a tie, and now people 
were asking me if I were a politician or 
a funeral director. I certainly didn’t fi t 
the image of a translator. In another way, 
Japan helped me see that it’s the little 
things that matter. Things like graffi ti 
removal and garbage pickup are keys to 
a sense of community no matter where 
you live, and in Japan, local businesses 
get involved in cleaning the streets and 
taking care of their communities. In 
New York, there was a lot of bitching, 
moaning and complaining, and people 
seemed to see the government as their 
handmaiden. They were waiting for the 
government to clean up after them.

In March 2005, I saw a notice for a 
town hall meeting and decided to go 
fi nd out what was going on and to try to 
reconnect with the local community. After 
initially having a hard time getting out 
into the community, I gradually recon-
nected with people. To build my trans-
lation business, I was always talking to 
local groups, chambers of commerce and 
so on. This made me realize how valu-
able my experience both as a translator 
and having lived in Japan could be to my 
community. And, of course, it’s colored 
my thoughts on many issues. Although 
local politics often focuses on issues more 
basic than party affi liation, I’m a Demo-
crat, and my experience as an immigrant 
in Japan really makes me sympathetic to 

immigrants here. My experience in Japan 
also gave me some excellent skills for 
politics. Top on the list is the ability to 
control my emotions in debate.

One key lesson I learned in Japan: 
always end with a question. It makes peo-
ple think, and there’s no greater power of 
persuasion than getting people to think 
through your point for themselves.

Rudy Heller
Rudy Heller is an ATA-certifi ed trans-

lator, federally-certifi ed court interpreter, 
and co-owner of Heller Language Solutions 
(www.gohls.com) in Brookfi eld, Massa-
chusetts. Last year he was elected to serve 
as a member of the Brook-
fi eld, Massachusetts, Board 
of Selectmen.

Anderson: How did you 
get started in the language 
services business?

Heller: I attribute any-
thing I have accomplished 
in life to my parents. I know 
this sounds corny, but in my 
case it was my parents who 
opened the door to lan-
guages for me. They made a 
great sacrifi ce and paid for 
me to go to a gringo school 
in Colombia. It was big bucks at that time 
and is even bigger bucks now. They cer-
tainly could not afford it, and yet some-
how they managed to put me through 12 
years of elementary and secondary edu-
cation in a top-notch school from which 
I graduated with average grades but with 
a very strong foundation in grammar and 
spelling and a love of languages — exactly 
what you need to succeed as a translator 
and/or interpreter. 

My father ran a sawmill at the edge 
of the Colombian Amazonia. He had me 
translate things for his work, and then 
he would correct my translations. Never 
since have I met such a strict editor. He 
didn’t miss a thing. That was another 
great school for a budding translator and 
interpreter.

So when I fi rst arrived in the United 
States, I heard an ad for a translation 
company in Cambridge, Massachusetts, 
that needed an offi ce manager. My love 
of languages led me there, and during 
my year there, I learned how not to run a 
translation business. So, I’ve been lucky 
all along. I learned all about the language 
business without ever knowing it would 
be my lifelong love and career.

Anderson: How did you get interested 
in politics?

Heller: Being Latin American and 
growing up in the 1950s and 1960s, 
how could I not be interested in politics? 
Colombia has always been a hotbed of 
political everything. And when I moved 
to the United States back in the 1970s 
— following the other love of my life: 
my wife and two children — we settled 
in a little New England town. I was not 
a US citizen back then, so I could only 
participate in things on a volunteer, non-
offi cial basis. 

We have a town meeting government in 
our town, and for me to speak at the town 

meeting (and I often wanted 
to put in my two cents), the 
moderator would ask every-
body to vote to allow me 
— an outsider, an alien — to 
speak. They would usually 
say yes, and then I would 
say my piece and, of course, 
somebody would rebut. In 
order for me to respond, once 
again, the moderator would 
have to ask the gathering to 
allow me to speak. That got 
old really fast. 

When our town fi nally 
signed a contract to get cable television, 
I volunteered to run the public access 
channel. It was great. We videotaped pub-
lic meetings, interviewed candidates for 
offi ce, showed children’s concerts, spoke 
to public offi cials. It was fun because we 
made it a point to be neutral. I did that for 
15 years as a volunteer.

And then good luck smiled at me 
again. The constitution of Colombia was 
amended to allow people to keep their 
Colombian citizenship even if they pledged 
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allegiance to another fl ag. That was what 
I was waiting for — well, that and Newt 
Gingrich threatening to take accrued 
social security benefi ts away from aliens. 
Those two things pushed me to apply for 
US citizenship, which I proudly received a 
couple years later. 

The most exciting thing about my get-
ting US citizenship was that — unbeknown 
to me — three guys from my little town, a 
whole hour away from the Federal Build-
ing in Boston, took time off from work to 
come and be with me during my swearing-
in ceremony. They just showed up there. 
That was very, very moving. Those are real 
patriots, and although we do not see eye to 
eye on all issues that unite and divide this 
country into reds and blues, they recog-
nized the signifi cance of what I had done: 
to choose to become a US citizen.

A few years passed and things in my 
town started going downhill. A group 
of people entrenched themselves in 
town government and began abusing 
their positions. Our town was spinning 
its wheels and not getting anywhere. I 

had no choice but to get involved. I ran 
for the Board of Selectmen, which is 
the executive branch of a New England 
town government. The town meeting 
is the legislative branch. Politics had 
been very quiet in this little town, but 
all it took was for an outsider to want 
to get involved for people to mobilize. 
I changed my registration to the Green 
Party, and the attacks from the other 
candidate and her supporters became 
vicious. People handed out leafl ets say-
ing that I had taken years and years to 
become a citizen. Google helped them 
fi nd letters I had written expressing 
my opposition to 40 years of embargo 
against Cuba. They found pictures of me 
marching in New York City protesting 
the soon-to-be fi asco in Iraq. Oh, people 
got nasty. Nothing had to do with our 
town’s government. It was just that an 
outsider should not be involved. What 
did he know?

Election day results spoke for them-
selves. In surrounding towns the turnout 
— even in contested races — was in the 

single digits, with a few in the low teens. 
In my town, the turnout was close to 
40%, and I was elected with 62% of the 
vote. A moment of pride sprinkled with 
a hearty dose of humility. It was time to 
serve my town.

Anderson: How has your experience 
as a translator or interpreter colored your 
work in local politics?

Heller: After years of translating and 
interpreting, I have learned that the only 
way to do things right is to prepare to 
do them. Nothing happens just like that. 
You have to study, review, discuss, lis-
ten, ponder, deliberate, debate, sleep on 
it, and then make a decision — the same 
as preparing for interpreting at a confer-
ence or for doing a translation. When 
translating, I have to think about every 
word. Nobody reads the source language 
text with as much care as a translator. 
And then, when you render it into the 
target language, every word counts.

I take that experience and that knowl-
edge into my public life. Again, every 
word counts, and I try to be very careful 
about what I say. I measure my words 
carefully because I know how they can 
and will be scrutinized. That is what I’ve 
done for 30 years as a translator: scruti-
nize every word. 

Just as important, as an interpreter, 
I’ve learned to listen. That is perhaps 
more important than speaking. And those 
years of interpreting conferences have 
taught me that every voice is important. 
So, I listen to everybody who wants to 
say something, and I make notes of what 
people say so I can consider all sides 
when it comes time to make a decision.

Another thing that has been valu-
able in my work in local politics that is 
a carry-over from my other life is that 
if you are going to get involved, it has 
to be wholeheartedly. It has to be pas-
sionate and dedicated. You have to have 
your principles very clear in your mind 
so that when you make decisions, you 
act for the greater good. Do everything 
from the heart. I take the Little Prince’s 
admonitions very much to heart.

And one last thing I have carried over 
from my life as a translator is the need 
to pass on to others what little I know 
— not just to the younger generations but 
to everybody. I spend a lot of my town-
government time recruiting — encourag-
ing other people to get involved. Apathy 
is doing us in, not just in my little town 
but all over the country. People are so 
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busy with their work, with their families, 
with their lawns, to get involved in town 
affairs. So, just like I’ve done within the 
American Translators Association and the 
New England Translators Association, I 
spend lots of effort promoting the values 
of getting involved. It always pays back — 
usually not in money or tangible rewards, 
but in a great deal of satisfaction.

Anderson: Has your experience in 
translation and interpretation given you 
any special insight or skills that have 
helped you serve your constituency?

Heller: Here are four attributes out of 
hundreds that I fi nd equally valuable in 
both realms:

Humility: As a translator or inter-
preter, you are at your best when you’re 
not even noticed. Ego has no place in 
translation or interpreting. The same with 
politics. I take very much to heart my 
wife’s fi rst and last advice to me: “When 
you go into the Town Hall, hang your 
ego up at the door. Pick it back up on the 
way out.” I try to do that. I don’t always 
succeed, but I get better at it every day.

Service: Translators and interpret-
ers serve their audience. Our duty is to 
facilitate communications — whatever 
the subject or venue. The same for poli-
tics. We serve our constituents, nothing 
more and nothing less.

Passion: If you are not going to put 
your heart into it, don’t do it. A half-
cooked meal leaves no one happy. Do it 
with fervor, do it with your heart, and do 
it with poetry.

Attention to detail: Freelance trans-
lators and interpreters have to pay atten-
tion all the time, not just to the work they 
do but to the all-important and non-pro-
ductive aspects of running a business. 
Budgeting is fundamental (just as it is in 
town government), planning is essential 
(just as it is in town government), follow-
through is indispensable (just as it is in 
town government).

Anderson: Do you think translators or 
interpreters can make good politicians?

Heller: I think so. But the answer 
really lies in my constituents’ hands. At 
this point, I’m not sure if I’ll go for a 
second term in the Board of Selectmen. 
I still have two years to serve in this, 
my fi rst term, so I have plenty of time 
to think about that part of my future. I 
know that we make good public servants 
because it’s in our nature to serve. Is 
being a good public servant the same as 
being a good politician?  M
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Strengthening Catalan 
through language technology
Tirs Abril

WWWhen Catalan is mentioned, people usually 
think about Catalonia, a territory located in the 
northeast of Spain, with 7,210,508 inhabitants 
and 32,107 square kilometers. However, Catalan 
is actually spoken in fi ve Spanish regions (Cata-
lonia, Valencia and the Balearic Islands, and by 
small minorities in Aragón and Murcia), a French 
department (Eastern Pyrenees), a town on the Ital-
ian island of Sardinia (Alguer), and a sovereign 
state (Andorra). In all these territories Catalan 
co-exists with another offi cial language, with the 
exception of Andorra, where it is the only offi cial 
language. Taken as a whole, we have a language 
that is Europe's eighth in terms of population and 
thirteenth in number of speakers. More than nine 
million people speak this distinct descendant of 
vulgar Latin, and because it co-exists with other 
languages in all of its territories, an additional two 
million people can understand it on a conversa-
tional level. Its number of speakers is comparable 
to Swedish, Greek and European Portuguese.  
Catalan, however, is still considered a “minority language” 

or a language that shares its social space with another language 
spoken by more people. This is probably the least important of 

its problems, though, as it has been the object of persecution and 
censorship all throughout its modern history. After the fall of 
Barcelona on September 11, 1714, government institutions were 
dissolved, and the use of Catalan was banned from public life 
and from schools for more than one hundred years. Catalan was 
a dormant language, excluded from literature and from any form 
of art. Its awakening came during the nineteenth century, in the 
period called the Renaixença (renaissance), which started in 1833 
with the publishing of the fi rst poem in Catalan, “Oda a la Pàtria” 
by Bonaventura Carles Aribau. From that moment, the Catalan 
language began to have its own literature again. 

After literature came the newspapers and also a normalization 
of the grammar and the publication of an offi cial dictionary. The 
scholar Pompeu Fabra set and updated the rules of the language, 
which were still anchored in the late middle ages, to what people 
were actually speaking on the streets and, more specifi cally, in 
the countryside, where the political ban had less infl uence. Put-
ting an end to such a divorce between grammar and the living 
language required many complex decisions and changes, some of 
them even infl uenced by political factors. This converted Catalan 
into one of the most complex languages in the Romance family, 
one that seems to combine the diffi culties of French and Spanish 
and add to them its own, often confusing, rules of mandatory 
contractions along with a plethora of vowels and accents.

At the turn of the twentieth century, Catalan was no longer 
regarded as a peasants’ language and was again spoken by “peo-
ple in suits,” as it was said at that time. But just when Catalonia 
had reached the greatest degree of autonomy in its history, the 
political situation changed abruptly with the start of the 1936 
Civil War. Franco wanted a unifi ed Spain and perceived any 
minority language as a threat to Spanish nationalism. This time 
the persecution was even worse: there was not only a public and 
administrative banning, but a total prohibition of any publishing 
in Catalan. People could be fi ned or arrested if they spoke Catalan 
in restaurants, commercial buildings or any public places. 

Although the enforcement of the ban was somewhat relaxed 
as the years went by, the Fascist government took other mea-
sures to ensure the annihilation of Catalan. In the 1960s, policies 

Tirs Abril is an internationalization advisor 
and programmer who has collaborated in 
projects such as the Catalan version of 
Netscape and other free software products.
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were adopted to encourage what was called 
the “inner migration” — people from other 
parts of Spain migrating to Catalonia. As a 
consequence, a large percentage of popula-
tion was unable to speak Catalan. Because 
of the laws enforced at that time, they also 
had the right to demand the use of Spanish 
and thus did not have any practical reason 
to learn Catalan at all.  

It was in 1976, one year after General 
Franco's death, that the Catalan people were 
offi cially granted the right to speak their 
own language, and the Constitution of 1978 
acknowledged Catalan as “co-offi cial with 
Spanish” in the territories where it is spoken.  

Catalan today 
Currently the political problem is more 

or less solved, depending on which party 
you ask, but the social question is still 
pending. Although most of the children 
born to those 1960s immigrants can under-
stand and even speak Catalan, their families 
and social circles are still mainly Spanish-
speaking. In addition, the new migratory 
wave from Latin American or other Span-
ish-speaking countries brings in people who 
don't speak Catalan but do speak Spanish, 
and new emigrants may not feel the need 
to learn a new language when Spanish 
works perfectly well. Even worse, the ones 
who actually try to learn Catalan fi nd the 
paradox of the “bilingual courtesy”: when 
we Catalans meet someone who is clearly 
Latin American or African, we have a strong tendency to use 
Spanish, which will obviously be familiar to them, even if that 
person initially tries to speak Catalan to us. To compensate for 
this, the Generalitat (Catalan government) periodically launches 
public campaigns encouraging the use of Catalan, and the CNL 
(Consorci per a la normalització lingüística, the Consortium for 
Normalization of Language) offers free courses of basic Catalan 
for adults. 

Still, all those efforts are sometimes obscured by political 
confl icts between the Generalitat, the Spanish Government, the 
anti-Catalan parties in the opposition, and even other autono-
mous communities (administrative regions) in the far end of the 
Spanish territory. From sports selections to car license plates, 
everything is reason for political argument. 

The .cat domain 
But the battle for survival must not be fought only in the 

streets. In order to thrive, a language must follow the trends of 
technology and the progress of science. In the mid-nineteenth 
century, when Romanticism was the trend in Europe, literature 
was the most important asset of a language. Later that century 
and in the early twentieth, it was the newspapers. In the 1930s 
it was the radio and 20 years later the television. Catalan suc-
ceeded well in the fi rst two, but because of the ban imposed 
between 1939 and 1975, radio and television did not come 
until 1983. At that time, the newly created CCRTV (Catalan 

Corporation of Radio and TV, a public 
group run by the Generalitat) founded 
Catalunya Ràdio and Televisió de Cata-
lunya, and the broadcasts in Catalan 
started for the fi rst time on June 20 and 
September 11 respectively.

Currently, 14 television channels are 
in Catalan, both analog and digital; two 
international satellite channels; and more 
than 100 radio stations, 10 of which are 
national, while the rest are run by muni-
cipalities. Printed media are also in good 
shape: fi ve national newspapers and 
more than 120 magazines, with an aver-
age of 775,000 monthly issues total 
distributed. 

The next big advance in communica-
tions technology was the internet; 
therefore, the next logical step was to 
reach a solid presence on the World 
Wide Web. Catalan also did well in 
cyberspace from the beginning, being 
the fi rst non-English language to have 
its own version of the free encyclopedia 
Wikipedia (http://ca.wikipedia.org was 
created March 16, 2001, simultaneously 
with http://de.wikipedia.org). The site 
www.viquipedia.cat also identifi es the 
Catalan encyclopedia, which currently has 
more than 125,000 articles. 

All Catalan universities pioneered 
the publishing of web pages in Catalan, 
but in order to get a solid foundation, a 
sign of identity was necessary. The .ct 

domain looked like the natural choice, but political issues pre-
vented it because two-letter domains are reserved for United 
Nations full-standing members. This domain also would have 
been assigned to Spanish Catalonia only, leaving Valencia and 
the other Catalan-speaking territories out of the domain and 
thus dividing the Catalan culture even more. 

The solution came with the so-called “sponsored” domains, 
which were created to represent specifi c scopes of business, 
culture or technology: .mobi for pages specifi cally oriented to 
mobile devices; .travel for travel agencies; .museum for muse-
ums; and several other similar domains. This opened the pos-
sibility of requesting the .cat domain for the pages dedicated to 
Catalan language and culture. The process lasted almost fi ve 
years and found many troubles along its way. Conversely to 
newspapers or television stations, the control over the creation 
process was out of Catalan or even Spanish hands. The manage-
ment and administration of the domain names that constitute 
the backbone of the internet is the responsibility of the Internet 
Consortium for the Assignment of Names and Numbers (ICANN), 
an independent council which controls the top level domains 
from which all the others depend — .com, .net, .edu and so on. 
ICANN would have frowned upon any hint of political motiva-
tions behind the application for the .cat domain. The only way 
to succeed in getting the approval from the ICANN was as a 
civic initiative not organized by any political party, government 
institution or private corporation. 

Language Focus

Castellers (human towers) in Vilafranca del Penedès, 
approximately 30 miles from Barcelona, on August 
30, 2008, during the yearly local festival. Castellers, 
like other expressions of Catalan culture, were put 

under strict control during Franco’s reign.

60-63 Abril-Catalan.indd   6160-63 Abril-Catalan.indd   61 9/24/08   10:24:37 AM9/24/08   10:24:37 AM

http://www.viquipedia.cat
http://www.multilingual.com
http://de.wikipedia.org
http://ca.wikipedia.org


|  MultiLingual  October/November 2008 editor@multilingual.com62

Language Focus
Amadeu Abril (a lawyer specializing 

in the internet), Manel Sanromà (engi-
neer, president of the Catalan chapter of 
the Internet Society) and Jordi Alvinyà
(general director of the Radio & TV 
Department in the Catalan government, 
but involved in his own name and not his 
department's) founded Associació .cat, a 
“totally civic and cultural” entity. Thus, 
no political or fi nancial institutions were 
directly involved, although, of course, it 
was necessary to gather some indirect 
support from them, including the Gen-
eralitat itself. Catalan politics are in con-
tinuous debate, and particularly at that 
time, with an anti-Catalan right-winged 
party in the Spanish government, the 
debate was stronger than ever. Therefore, 
the support had to be absolutely discreet 
and without any fi ltration to the media. 
If the .cat domain had given ICANN the 
impression that it was a political instru-
ment, the application would have been 
rejected out of hand. Financial support 
was also necessary: the price to just fi le 
the application was US$45,000, and it 
was necessary to detail how the neces-
sary expenses — root servers, hosting, 
technical and administrative support and 
so on — were to be covered. The larg-
est fi nancial group in Spain, La Caixa, 
offered the support with all the neces-
sary discretion until the process ended 
successfully. 

Finally, on September 16, 2005, the 
ICANN approved the .cat domain. This 
was an historic moment not only for 
the Catalan territories but also for the 
internet as a whole. For the fi rst time, the 
ICANN granted a top-level domain not 
bound to a commercial, educational or 
government activity, nor to a geopoliti-
cal entity. The .cat domain was created to 
represent a language and a culture on 
the internet, an online community that 
transcends borders. 

Right after the approval, the Associ-
ació .cat was re-founded as Fundació .cat 
for legal and administrative reasons in 
order to manage the newly created 
domain, and a few months later (February 
2006) everything was ready to start regis-
tering domains under the .cat umbrella. 

Applications immediately started to arrive 
— from government agencies to big corpo-
rations to schools and family businesses, 
anyone with an interest in Catalan culture 
wanted to register a .cat domain for his or 
her web page in Catalan. By April 2008, 
more than 28,500 domains were registered 
and the upward trend continues.  

Softcatalà: volunteers 
localizing software 
An important sign of health for a 

language is the degree of involvement 
of civil society in initiatives related to 
it. Softcatalà is an association devoted 
to software translation and localization 
into Catalan. Composed entirely of vol-
unteers, Softcatalà was born in 1997 with 
the idea of translating Netscape Commu-
nicator 4.04. Its founders were “language 
activists” Jordi Coll, Quico Llach, Jordi 
Mas, Miquel Piulats and Ricard Vaque.

The project, more than a year long, 
was so successful that the founders 
decided to create a permanent associa-
tion. Later, when Netscape source code 
was taken over by the Mozilla Founda-
tion, Softcatalà continued collaborating 
in the Catalan version. The year 2000 
brought the translation of the offi ce 
suite OpenOffi ce.org (with the support of 
Sun Microsystems), the AbiWord word 
processor and the Gnumeric spreadsheet. 
The user interface of Google was trans-
lated in 2001, and there was also a col-
laboration to adapt the search engine to 
the Catalan language. 

Currently, the library of Softcatalà 
contains more than 150 software prod-
ucts translated into Catalan, including 
free software such as the graphics editor 
The Gimp, the media player WinAmp, 
and the already mentioned OpenOffi ce, 
and also language add-ins for com-
mercial software such as Windows XP 
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Contact us today 
+1. 866.749.3700
info@acrolinx.com
www.acrolinx.com/customers

Lower your 
globalization costs

Raise Your
Corporate

Improve the quality of their customer-facing information

Ensure consistency of their messaging across multiple media and multiple languages 

Reduce translation costs and time-to-market by 10% to 25% 

Join the growing number of global players
who are using the acrolinx® IQ Suite™ of tools to:

CATALAN SPANISH ITALIAN FRENCH

[Jo] estimo [Yo] amo [Io] amo J’aime

[Tu] estimes [Tú] amas [Tu] ami Tu aimes

[Ell] estima [Él] ama [Egli] ama Il aime

[Nosaltres] estimem [Nosotros] amamos [Noi] amiamo Nous aimons

[Vosaltres] estimeu [Vosotros] amáis [Voi] amate Vous aimez

[Ells] estimen [Ellos] aman [Essi] amino Ils aiment

To love conjugated in four Romance languages, three out of four from Latin
amo (I love); amas (you singular/familiar love); amat (he/she/it loves); 

amamus (we love); amatis (you plural love); and amant (they love).
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or Microsoft Offi ce. They also offer style 
guides, glossaries and support for any 
software translation project into Catalan. 
They also work in close coordination 
with TermCat, the terminology center 
created by the Generalitat and the Insti-
tut d'Estudis Catalans. 

The TermCat 
The Centre de Terminologia (Term Cen-

ter), TermCat for short, was created in 1985 
thanks to a collaboration agreement between 
the Direcció General de Política Lingüística 
(Language Policy General Management), a 
department of the Catalan Generalitat, and 
the Institut d'Estudis Catalans. Its mission 
is to promote, coordinate and develop the 
correct use of words and their meanings in 
Catalan. In 1994, the CNL joined TermCat 
with the specifi c mission of helping in the 
social and territorial implementation of the 
established terminology. 

TermCat works closely with profes-
sional associations, hobby clubs, sports 
federations and any entity that works 
with a specifi c language scope: agricul-
tural, transportation, engineering, legal, 
mathematics, jewelry, physics, sailing, 
computers. The list is as long as it is het-
erogeneous, and it can be freely queried 
via the TermCat web page. TermCat also 
offers a language assessment service called 
OptiMot (mot in Catalan means name or 
term), which is essentially a search engine 
optimized to scan across a number of aca-
demic and offi cial documents of different 
sources and fi nd answers to questions 
about the Catalan language. It also is able 
to search for source and compare different 
opinions about a question. If this is not 
enough to clarify a doubt, OptiMot also 
has a personalized question-and-answers 
service via e-mail.

The secret for success 
All these initiatives and resources 

have been, of course, helpful to bring 
the Catalan language and culture into 
the twenty-fi rst century. But the most 
important reason for success, the secret 
for survival along all the dark years, has 
been the stubbornness and determina-
tion of Catalans in whatever they decide 
to start, be it a masterpiece in architec-
ture like the Sagrada Família in Barce-
lona, the creation of an internet domain 
which inaugurates a new concept of 
what a domain represents, or something 
as basic as the survival of their own 
language.  M
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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 localization 
services to IT organizations as well as translation 
and engineering services to vertical industries 
through its network of translation partners, 
specializing in the translation of Business 
Applications and Technical Documentation. 

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

SAM Engineering GmbH
Muehltal, Germany

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

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 

 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.
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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

Catalan. A Romance language, the national and offi-
cial language of Andorra, and a co-official language in the 
Spanish autonomous communities of the Balearic Islands, 
Catalonia and Valencia — where it is known as Valencian 
— and in the city of Alghero on the Italian island of Sar-
dinia. Although with no official recognition, it is also spo-
ken in the autonomous communities of Aragon and Murcia 
in Spain, and in the historic Roussillon region of southern 
France.

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

Crowdsourcing. The act of taking a task traditionally per-
formed by an employee or contractor and outsourcing it to an 
undefined, generally large group of people, in the form of an 
open call. For example, the public may be invited to develop a 
new technology, carry out a design task, refine an algorithm or 
help capture, systematize or analyze large amounts of data. 

Globalization (g11n). In this context, the term refers to 
the process that addresses business issues associated with 
launching a product globally, such as integrating localiza-
tion throughout a company after proper internationaliza-
tion and product design.

Globalization management system (GMS). A system 
that focuses on managing the translation and localization 
cycles and synchronizing those with source content man-
agement. Provides the capability of centralizing linguis-
tic assets in the form of translation databases, leveraging 
glossaries and branding standards across global content.

Internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it can 
handle multiple languages and cultural conventions (currency, 
number separators, dates) without the need for redesign.

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. 

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.

Massively multiplayer online game (MMOG). A type 
of computer game that enables hundreds or thousands 
of players to simultaneously interact in a game world to 
which they are connected via the internet.

Massively multiplayer online role-playing game 
(MMORPG). A multiplayer computer role-playing game 
that enables thousands of players to play in an evolving 
virtual world at the same time over the internet.

 Massive online collaboration. Massive collaboration is 
a form of collective action that occurs when large num-
bers of people work independently on a single project, often 
modular in its nature. Such projects typically take place on 
the internet using social software and computer-supported 
collaboration tools that provide a potentially infinite hyper-
textual substrate within which the collaboration may be 
situated. A key aspect that distinguishes massive collabo-
ration from other forms of large-scale collaboration is that 
the collaborative process is mediated by the content being 
created — as opposed to being mediated by direct social 
interaction as in other forms of collaboration. 

Open-source software. Any computer software distrib-
uted under a license that allows users to change and/or 
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Basics
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.

Project management (PM). The systematic planning, 
organizing and controlling of allocated resources to accom-
plish project cost, time and performance objectives. PM is 
normally reserved for focused, nonrepetitive, non-limited 
activities with some degree of risk. 

Project manager. A professional in the field of project man-
agement. He or she has the responsibility of the planning, exe-
cution and closing of any project. Key project management 
responsibilities include creating clear and attainable project 
objectives, building the project requirements, and managing 
the triple constraint for projects — cost, time, and scope. 

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.

Segmentation Rules eXchange (SRX). The vendor-neutral 
standard for describing how translation and other language-pro-
cessing tools segment text for processing. It allows translation 
memory and other linguistic tools to describe the language-
specific processes by which text is broken into segments (usu-
ally sentences or paragraphs) for further processing.

Terminology management. Primarily concerned with manip-
ulating terminological resources for specific purposes — for 
example, establishing repositories of terminological resources 
for publishing dictionaries, maintaining terminology data-
bases, ad-hoc problem solving in finding multilingual equiva-
lences in translation work or creating new terms in technical 
writing. Terminology management software provides the 
translator a means of automatically searching a given ter-
minology database for terms appearing in a document, either 
by automatically displaying terms in the translation memory 
software interface window or through the use of hotkeys to 
view the entry in the terminology database. 

Translation. The process of converting all of the text 
or words from a source language to a target language. An 

understanding of the context or meaning of the source 
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.

Video game. A game that involves interaction with a user 
interface to generate visual feedback on a video device. The 
electronic systems used to play a video game are known as 
platforms; examples of these are personal computers and 
video game consoles. These platforms are broad in range, 
from large computers to small handheld devices.

Resources
ORGANIZATIONS

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

Project Management Institute: www.pmi.org
TermCat: www.termcat.cat
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

Catalan Wikipedia: http://ca.wikipedia.org
CIA World Factbook: https://www.cia.gov/library/publications/ 

the-world-factbook
European Committee for Standardization: www.cen.eu/cenorm
International site for the Valencian language: http://valencian.org
Languages of the World: www.nvtc.gov/lotw
LISA: Global information management Metrics eXchange (GMX): 

www.lisa.org/global-information-m.104.0.html
Omniglot — Writing Systems & Languages of the World: 

www.omniglot.com
Unicode, Inc.: http://unicode.org
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 ASSOCIATIONS

AILIA Association de l’industrie de la 
langue/Language Industry Association
Description AILIA is the voice of the Canadian language 
industry, bringing together organizations and professionals 
from three sectors: translation, language technologies and 
language training. Through a single point of contact, AILIA 
members can access key resources to stimulate their growth 
around the world. 
AILIA 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 common forum to discuss issues, create innova-
tive solutions, promote the industry and offer clients unique, 
collaborative value.
Globalization and Localization Association 23 Main Street, 
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361, E-mail: 
info@gala-global.org, Web: www.gala-global.org  

Translation Automation User Society 
Description The Translation Automation User Society 
(TAUS) is a community of users and providers of translation 
technologies and services. The ambition of the TAUS com-
munity is to translate a manifold of content in an increasing 
number of languages through technology adoption, service 
innovation and cross-industry collaboration.
Translation Automation User Society Oosteinde 9-11, 1483 AB 
De Rijp, The Netherlands, 31-299-672028, Fax 31-299-672028, 
E-mail: jaap@translationautomation.com, Web: www.translation
automation.com See ad on page 33 

AUTOMATED TRANSLATION

Human Language Technologies
Multiple Platforms
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect, 
English, Farsi/Persian, French, German, Hebrew, Iraqi dialect, 

Italian, Japanese, Korean, Pashto, Polish, Portuguese, Russian, 
Simplified Chinese, Spanish, Tagalog, Traditional Chinese, 
Turkish, Ukrainian, Urdu Description AppTek is a developer 
of human language technology products with a complete 
suite for text and speech (voice) processing and recognition. 
AppTek’s product offerings include hybrid (rule-based + 
statistical) machine translation (MT) and automatic speech 
recognition (ASR) for a growing list of more than 23 lan-
guages; multilingual information retrieval with query and 
topic search capabilities; name-finding applications; and 
integrated suites providing ASR and MT in media monitor-
ing of broadcast and telephony speech, as well as handheld 
and wearable speech-to-speech translation devices. 
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com 

KCSL Inc.
Languages All Description NoBabel Translator is based 
on 25 years of KCSL research and development in multi-
lingual spelling and grammar correction, data compression 
and search technology. It not only provides automated, 
multi-document alignment but also offers a powerful way 
to improve translation memory (TM) creation and lever-
aging. NoBabel’s strength lies in its unique ability to draw 
upon a variety of sources to synthesize newly matched, 
high-quality translation units with optimal relevance to 
source material. Without human interaction, NoBabel 
maintains TM integrity while lowering costs and increas-
ing productivity. Designed originally for large enterprises, 
today NoBabel is equally beneficial to corporations and 
individual translation service providers. 
KCSL Inc. 150 Ferrand Drive, Suite 904, Toronto, Ontario, M3C 3E5 
Canada, 416 -222-6112, Fax: 416-222-6819, E-mail: info@kcsl.ca, 
Web: www.kcsl.ca See ad on page 22

 

Language Weaver, Inc.
Languages All Description Language Weaver is a human 
communications solution company and pioneer in statisti-
cally based, automated language translation. The company’s 
translation solutions enable organizations to quickly, cost-
effectively translate large volumes of digital content that 
would not be translated by traditional translation methods.  
Language Weaver’s solutions are designed for companies 
interested in leveraging existing translation resources to ac-
celerate communications. The company has proven success 
deploying solutions for customer care, community content, 
business intelligence, government and translation productiv-
ity; the software can be easily integrated into existing applica-
tions for added efficiency. Contact us to learn how Language 
Weaver can meet your communications needs.
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 56

CONFERENCES  

 

Localization World 
Description Localization World conferences are dedicated
to the language and localization industries. Our constituents 
are the people responsible for communicating across the 
boundaries of language and culture in the global marketplace. 
International product and marketing managers participate in 
Localization World from all sectors and all geographies to 

meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences. 
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,  
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com

ENTERPRISE SOLUTIONS

acrolinx IQ Suite
Windows
Languages English, German, French, Japanese, Spanish  
Description acrolinx is the market leader in quality assur-
ance tools for professional information developers. Its flag-
ship product, acrolinx IQ Suite, helps companies worldwide 
to maintain their corporate image, address compliance 
issues, improve the quality of their texts, and control doc-
ument production and localization costs. acrolinx technol-
ogy is used by thousands of customers in over 25 countries 
worldwide in a variety of industries, including software, au-
tomotive, life sciences, and aerospace. It has been deployed 
at global enterprises such as SAP, Autodesk, Symantec, GE, 
SAS, Philips, Siemens, Motorola and Bosch. acrolinx main-
tains its headquarters in Berlin, Germany, with a sales and 
support subsidiary in North America.
acrolinx GmbH Rosenstrasse 2, 10178 Berlin, Germany, 49-30-288-84-
83-30, Fax: 49-30-288-84-83-39, E-mail: info@acrolinx.com, Web: 
www.acrolinx.com See ad on page 62

 

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 provid-
ers. Across provides several partner concepts and the Software 
Development Kit for system integrators and technology part-
ners 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, Quebec,  
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 59, 75
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STAR Group
Multiple Platforms
Languages All Description STAR is a leader in information 
management, localization, internationalization and global-
ization solutions as well as a premier developer of language 
technology tools such as Transit/TermStar, WebTerm and of 
our information management system, GRIPS. For more than 
23 years, STAR has specialized in information management 
and publishing, multilingual processing including translation 
services, terminology management, software localization/in-
ternationalization, software development and multimedia 
systems engineering. With 42 offices in 30 countries and our 
global network of pre-qualified freelance translators, STAR 
provides a unique combination of information management 
tools and services.
STAR Group America, LLC 5001 Mayfield Road, Suite 220, 
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-691-
8910, E-mail: info@star-group.net, Web: www.star-group.net See 
ads on pages 3, 16, 20, 40, 44, 53, 57

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, Quebec,  
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 59, 75

LOCALIZATION SERVICES

 
ADAPT Localization Services 
Languages More than 50 Description ADAPT Localization 
Services offers the full range of services that enables clients 
to be successful in international markets, from documen-
tation 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 commitment to customer service. Fields 
of specialization include diagnostic and medical devices, 
IT/telecom and web content. With offices in Bonn, Germany,  
Stockholm, Sweden, and Barcelona, Spain, and a number of 
certified partner companies, ADAPT is well suited to help cli-
ents achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18, 53115
Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, E-mail: 
adapt@adapt-localization.com, Web: www.adapt-localization.com 
See ad on page 24

Alliance Localization China, Inc. (ALC)
Languages Major Asian and European languages Description 
ALC offers document, website and software translation and 
localization, desktop publishing, and interpreter services. We 
focus on English, German and other European languages to 
and from Chinese, Japanese, Korean and other Asian languages. 
We use TRADOS, CATALYST, SDLX, Transit and other CAT 
tools, as well as DTP tools including CorelDraw, FrameMaker, 
FreeHand, Illustrator, InDesign, PageMaker, Photoshop and 
QuarkXPress. Our customer-oriented approach is supported 
by strong project management, a team of specialists, a large 
knowledge base and advanced methodologies. We always pro-
vide service beyond our customers’ expectations at a low cost 
and with high quality, speed, dependability and flexibility.
Alliance Localization China, Inc. Suite 609, Building B, Number 10 
Xing Huo Road, Fengtai Science Park, Beijing 100070, P.R. China, 86-
10-8368-2169, Fax: 86-10-8368-2884, E-mail: customer_care@
allocalization.com, Web: www.allocalization.com

Alpha CRC — Translating Excellence
Languages All Description You benefit from 20 years of 
experience in software localization when choosing Alpha 
CRC. A private company, we pride ourselves on 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 software, hardware, tele-
communications, finance, training, web and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: 
translate@binarisonori.it, Web: www.binarisonori.it See ad on 
page 50

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompassing a 
whole range of client needs, from plain translation to desktop/
web publishing to localization development and testing. Over 
the years, EuroGreek’s services have been extended to cover 
most subject areas, including German and French into Greek 
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 63
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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 over 20 years 
iSP has served its clients with the principles of honesty 
and customer-centric services. Not surprisingly, first-time 
customers and new customers have always stayed with iSP. 
We are dedicated to delivering the highest quality localized 
products. Our flat, in-house organizational structure means 
decision-making and action-taking are quick and simple. 
We are located near Amsterdam, The Netherlands, where 
we surround ourselves with languages. Our services cover 
all aspects of localization. We are in the heart of Europe. We 
are iSP. We are the localization experts.
iSP — international Software Products B.V. Dorpsstraat 35-37,
1191 BH Ouderkerk aan de Amstel, The Netherlands, 31-20-496-5271, 
Fax: 31-20-496-4553, E-mail: localization@isp.nl, Web: www.isp.nl 

 New markets for your
products and solutions

 

Janus Worldwide Inc.
Languages Russian, ex-USSR and Eastern European lan-
guages Description Janus provides translation, localization, 
DTP and linguistic consulting for Russian, Ukrainian and 
other European languages. Our deep expertise, flexibility, 
diversity and exceptional value of services are recognized by 
many industry-leading customers and partners worldwide. 
Our uniqueness is a solid team of the best professionals in all 
relevant areas — localization engineers, language specialists,
QA officers, DTP and software engineers, and more. We do 
it end-to-end — from servers to handhelds, from ERP to 
automotive solutions and from interface specifications to 
legal notices. Janus is ISO 9001:2000 certified. Company 
activities including translating, localizing, DTP and linguis-
tic consulting were subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Offi ce 113, Moscow 
115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail: 
management@janus.ru, Web: www.janus.ru  See ad on page 10

Lingo Systems, Translation & Localization
Languages 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 21

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 9

Loquant Localization Services
Languages English, Brazilian Portuguese Description 
Loquant bases its operations on the experience of its founders 
and collaborators, professionals who closely follow the ongo-
ing evolution of technology and the latest processes in inter-
nationalization and localization of information. Adhering to 
rigorous processes that were developed by the software local-
ization industry during the last few decades, Loquant is able 
to prepare the most diverse products for the primary world 
markets. To do this, Loquant counts on the best project man-
agers, native translators, engineers and desktop publishers to 
guarantee a quality control recognized internationally by the 
main international standards organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/114, 
22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 55-21-
2104-9597, E-mail: contact@loquant.com, Web: www.loquant.com

Moravia Worldwide
Languages All Description Moravia Worldwide is a 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 58
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 Your Vision. Worldwide.  

Worldwide Localization and Translation 
Languages 60+ Description Net-Translators specializes in 
software localization and translation into more than 60 lan-
guages. Our localization, internationalization and multilin-
gual testing services instill the confidence that the localized 
product is accurately and consistently localized, translated 
and tested. Our translators are industry specific and have 
amassed a wealth of experience in their particular areas of 
expertise. We have a proficient in-house multilingual staff 
of project managers, QA professionals and DTP specialists 
who provide world-class service to our customers. Our staff 
remains on the cutting edge of CAT, QA and DTP technol-
ogy. Net-Translators is ISO 9001:2000 certified and is head-
quartered in Israel and maintains a branch office in the UK. 
Net-Translators Ltd. 13 Hamifal Street, P.O. Box 1052, Or Yehuda 
60500, Israel, 972-3-5338633, Fax: 972-3-5336956, E-mail: sales
@net-translators.com, Web: www.net-translators.com See ad on 
page 11

  
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 63

  

Tek Translation International
Languages All Description Tek creates business value through 
process optimization and customized solutions that meet the 
language needs of life sciences, IT and industrial manufactur-
ing companies launching products globally. Delivering ser-
vices and solutions through its web-based, on-demand Tek 
OneWorld Platform, Tek provides customers with the lan-
guage management, business intelligence, open connectivity 
and worldwide collaboration necessary to drive globalization 
strategies leveraging maximum benefit from their multilin-
gual assets and localization technology investments. From 
industry experts in every time zone to ISO quality standards 
covering 75 languages and on-demand language technolo-
gies, Tek’s OneWorld Globalization Solution enables higher 
ROI when localizing products for sale to global markets.
Tek Translation International C/ Ochandiano 18, 28023 Madrid, 
Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com  See ad on page 54

 
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, localization,

content management and workflow/process consulting. 
TOIN offers global reach and exceptional strength in Asia, 
with headquarters in Tokyo and additional operations in the 
United States, Europe and China. The company has more 
than 40 years’ experience helping Global 1000 companies 
in industries such as automotive, information technology, 
life sciences, engineering, electronics, training, publishing, 
software development, manufacturing, semiconductors and 
consumer products. 
TOIN Corporation 
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo 
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail: 
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@
to-in.co.jp, Web: www.to-in.com  
Europe London, UK, 44-20-8644-8685, E-mail: michael-stephenson
@to-in.co.jp, Web: www.to-in.com 
China Shanghai, 86-21-3222-0012, E-mail: doreen-qiu@to-in.com.cn, 
Web: www.to-in.com 

 
Ushuaia Solutions
Languages Spanish (all varieties), Portuguese (Brazil) Des-
cription Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, localization 
and globalization needs. Ushuaia Solutions is focused on 
being creative and proactive to meet tight time frames with 
a high-quality level and a cost-effective budget. Customizing 
its processes, Ushuaia assures project consistency and tech-
nical 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 relation-
ship 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 49

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 29

WhP 
Languages All European and major Middle Eastern and 
Asian languages, including local variants Description WhP, a 
major supplier for the industry-leading corporations, local-
izes software, documentation and web content. WhP has been 
benchmarked “Best Localization Vendor” by Compaq. Clients 
specifically appreciate WhP’s dedication to high quality and 
strict respect of deadlines and, consequently, entrust WhP with 
their most sensitive projects. WhP also helps many fast-grow-
ing 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 sat-
isfy 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 supe-
rior quality provider of localization services, including terminol-
ogy 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 continuity, yet small enough to provide 
numerous advantages: no administrative overhead, short com-
munication channels, fast and efficient feedback, short produc-
tion 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 dominant 
choice among professional development companies, local-
ization service providers and global technology leaders that 
need to accelerate entry into international markets. Alchemy 
CATALYST 7.0 boosts localization velocity, improves qual-
ity and reduces localization cost. Supporting all Microsoft 
platforms and development languages (VB, .NET, C++, C#), 
Borland C++Builder and Delphi, XML/XLIFF and databases 
(Oracle, MS-SQL), it is an indispensable solution for 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 

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 dra-
matically reduces cost, effort and complexity of software local-
ization. With its MS Explorer “look and feel,” it is user friendly 
and intuitive to use. After a very short introduction time, you 
will be able to handle all kinds of localization projects. Visual 
Localize remembers all previous translati ons and thus maxi-
mizes 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
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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 function-
ality, convenient quality control features and advanced transla-
tion 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 soft-
ware GUI elements (for software created with Windows Win32, 
Microsoft .NET, and Java software development platforms) 
while ensuring that the software continues to run properly in 
other languages. RC-WinTrans can be used by all the members 
of your team, even those with little knowledge of software lo-
calization, and provides them with everything needed to man-
age, 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, 
multi-user project management software for translation 
agencies. It is effectively used by managing directors, pro-
ject managers, accountants, in-house translators, human 
resources managers and sales managers in 150+ small and 
medium-sized translation agencies around the world. Cur-
rent 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 

SPEECH TECHNOLOGIES 

AppTek
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect, 

English, Farsi/Persian, French, German, Hebrew, Iraqi dia-
lect, Italian, Japanese, Korean, Pashto, Polish, Portuguese, 
Russian, Simplified Chinese, Spanish, Tagalog, Traditional 
Chinese, Turkish, Ukrainian, Urdu Description AppTek is 
a developer of human language technology products with a 
complete suite for text and speech (voice) processing and rec-
ognition. AppTek’s product offerings include hybrid (rule-
based + statistical) machine translation (MT) and automatic 
speech recognition (ASR) for a growing list of more than 23 
languages; multilingual information retrieval with query and 
topic search capabilities; name-finding applications; and in-
tegrated suites providing ASR and MT in media monitoring 
of broadcast and telephony speech, as well as handheld and 
wearable speech-to-speech translation devices.
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317, 
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com 

TM BROKERS 

 
The Translation Memory Brokers
Languages All Description Central to most translation pro-
cesses today is the database that contains previously translated 
data: the translation memory (TM). The consistently growing 
size of the TM represents an ever-increasing value to you as its 
owner. By the same token, it becomes increasingly attractive to 
TM buyers from the same industry to either jump-start a TM 
or complement it with proven, industry-specific translations. 
Through TM Marketplace, this asset can now provide an 
immediate return on investment through licensing to other 
parties. As TM brokers, TM Marketplace connects corporate 
owners of translation assets with parties who want to license 
and benefit from those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864, 
208-265-9465, Fax: 208-263-6310, E-mail: info@tmmarketplace
.com, Web: www.tmmarketplace.com

TRAINING & SEMINARS
The Localization Institute
Languages All Description The Localization Institute provides 
training, seminars and conferences for the global localization 
community. Best known for its four annual localization round-
tables, the Institute’s events train localization professionals and 
promote the sharing of experience and information. Seminars 
include “Multilingual Websites,” “Writing and Designing for an 
International Audience,” “Localization Project Management,” 
“Advanced Localization Project Management,” “Designing 
International Web and User Interfaces,” “Writing Software for 
Win32API,” “Introduction to Localization,” “Tools and Tech-
nologies for Localization/Internationalization,” “QA of Global 
Products,” “Implementing a Translation Memory Process” and 
“Introduction to Unicode.” See our website for details. Most 
seminars are available in-house.
The Localization Institute 7601 Ganser Way, Madison, WI 53719, 
608-826-5001, Fax: 608-826-5004, E-mail: info@localization
institute.com, Web: www.localizationinstitute.com See ad on page 39

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 appro-
priate language use make us the reliable partner for provid-
ing high-quality translations into Bulgarian, Czech, Estonian, 
Hungarian, Latvian, Lithuanian, Polish, Romanian, Russian, 
Slovak, Slovenian and Ukrainian. Document translation ser-
vice, translation, proofreading, review, independent specialist 
review, legal certification of translated documents, website and 
software localization, localization engineering, testing, docu-
mentation 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, experi-
enced 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 14

 
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

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 
leading provider of multilingual services, including transla-
tion, interpreting, typesetting, project management, web 
localization and cultural consulting. For over 20 years, Eriksen 
has helped a broad range of organizations in both the public 
and private sectors excel across print, desktop and web envi-
ronments in the domestic global marketplace. With a world-
wide network of over 5,000 linguists, a commitment to leading 
technologies, and an in-house staff dedicated to tailoring our 
proven project management process to the individual needs 
of each client, Eriksen is your globalization partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY 
11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen.com,
Web: www.eriksen.com

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek 
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production house, specializing in technical and medi-
cal translations from English into Greek and from Greek 
into English. EuroGreek’s aim is to provide high-quality, 
turnkey solutions, encompassing a whole range of client 
needs, from plain translation to desktop/web publishing 
to localization development and testing. Over the years, 
EuroGreek’s services have been extended to cover most 
subject areas, including German and French into Greek 
translation services. All of EuroGreek’s work is proofread 
by a second in-house specialist and is fully guaranteed for 
quality and on-time delivery.
EuroGreek Translations Limited 
London 27 Lascotts Road, London, N22 8JG UK  
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production
@eurogreek.gr, Web: www.eurogreek.com See ad on page 63

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 Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro, RJ 
22410-003 Brazil, Phone: 55-21-3553-7223, Fax: 55-21-3553-7223, 
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 lin-
guists, best-of-breed technology and measurable transla-
tion quality in a process that is both robust and completely 
scalable, ensuring your projects are finished on time and 
within budget. For more information on how we can help 
meet your translation requirements or for a quote on your 
next translation project, please contact us directly or visit 
our website at www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315, 
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781-
893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com 

Hermes Traducciones y 
Servicios Lingüísticos, S.L.
Languages Spanish, Portuguese (Continental and Brazilian), 
English, French, Italian, German and other languages on de-
mand Description Established in 1991, Hermes Traducciones 
is a leading Spanish translation company, specializing in soft-
ware and hardware localization and also undertaking a broad 
range of other translation projects. Comprehensive in-house 
translation teams include translators, reviewers and linguists 
with an expertise in Spanish and Portuguese, a knowledge of 
CAT tools, and a commitment to deliver cost-efficient, reliable 

and high-quality services to customers. Hermes Traducciones 
is a member of the International Committee for the creation 
of the European Quality Standard for Translation Services. 
Hermes Traducciones also organizes university courses on 
localization and translation.
Hermes Traducciones y Servicios Lingüísticos, S.L. C/ Cólquide, 
6 - planta 2 - 3.oI, Edifi cio “Prisma”, 28230 Las Rozas, Madrid, 
Spain, 34-916-407640, Fax: 34-916-378023, E-mail: hermestr@
hermestrans.com, Web: www.hermestrans.com See ad on page 43

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 quali-
fied translators, our comprehensive project management 
processes that cover translations, proofreading, editing 
and desktop publishing (QuarkXPress, InDesign, Page-
Maker, FrameMaker), and our experience with CAT tools 
(TRADOS, SDLX) allow us to provide a premium quality 
service in accordance with the provisions of ISO 9001:2000 
standard to which we were certified in May 2005.
Lido-Lang Technical Translations ul. Walerego Slawka 3, 30-653 
Krakow, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail: 
offi ce@lidolang.com, Web: www.lidolang.com 

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a full-service trans-
lation and localization agency specializing in the adaptation 
of marketing and communications materials into most of the 
world’s languages. Our enterprise language solutions range 
from glossary development and maintenance to translation 
memory deployment and global content management. In 
today’s highly competitive global environment, it is becoming 
increasingly difficult to differentiate one translation agency 
from another. We stand apart by taking the most proactive 

approach to quality in the industry, utilizing stringent project 
management procedures, offering one of the most aggressive 
rate structures available and applying a sincere dedication to 
providing the best possible service.
LinguaLinx Language Solutions, Inc. 650 Franklin Street, Suite 502, 
Schenectady, NY 12305, 518-388-9000, Fax: 518-388-0066, E-mail: 
info@lingualinx.com, Web: www.lingualinx.com

Medical Translations Only
Languages All European languages and Japanese Description 
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European 
languages (36 today and counting) and Japanese as well as 
translation-related services to manufacturers of medical 
devices, instruments, in vitro diagnostics and software; phar-
maceutical and biotechnology companies; medical publish-
ers; national and international medical organizations; and 
other customers in the medical sector. Projects include the 
translation of documentation for medical devices, surgi-
cal instruments, hospital equipment and medical software; 
medical information for patients, medical students and phy-
sicians; scientific articles; press releases; product launches; 
clinical trial documentation; medical news; and articles from 
medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburger-
weg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, Fax: 31-
71-5234660, E-mail: simon.andriesen@medilingua.com, Web: www
.medilingua.com See ad on page 63

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 31

 

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 small-
est product label requiring desktop publishing to the largest, 
multilingual, online help text, our project managers will make 
the process smooth and painless. We find the right team of 
native-speaker professional translators and editors with indus-
try-specific knowledge for each project. Our working knowl-
edge of all types of software makes sure the translations are 
delivered as required. Even with being ISO 9001:2000-com-
pliant and using the latest technology, it’s about the people, 
communication and commitment to service. Call us at 412-
278-4590 to see how this translates into quality.
NCS Enterprises, L.L.C. 1222 Hope Hollow Road, 2nd Floor, 
Carnegie, PA 15106, 412-278-4590, Fax: 412-278-4595, E-mail: 
sales@ncs-pubs.com, Web: www.ncs-pubs.com  
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Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas 
of expertise are in the oil and gas industries, auto manufac-
turing, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-787-
3331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru See ad on page 13 

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 manu-
facturing? 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 localization and multilingual 
website development. Our customers from Ametek to Unisys 
like the fact that we function as an extension of their teams. 
One Planet 820 Evergreen Avenue, Pittsburgh, PA 15209, 888-677-
1010, Fax: 412-632-1071, E-mail: info@one-planet.net, Web: www
.one-planet.net 

Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is an 
established provider of specialized Polish translation, 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 63

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in the provision of lan-
guage 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 dominated the 
Central European translation market, creating a network of 
outlets stretching across 51 cities around the world. Its staff 
of professional translators, experienced project managers, and 
dedicated software engineers and programmers has enabled 

Skrivanek to provide translation and localization services in 
any conceivable language, building up, in the process, an envi-
able 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 solutions to business, 
government and professional clients. We deliver a full line of 
services in translation, interpreting and conference coordi-
nation; product, software and website localization; desktop 
publishing; multimedia production and voiceovers; and con-
sultation in both project-specific and long-term planning for 
the incorporation of foreign language elements into your busi-
ness. For 19 years, we’ve offered proven expertise in all major 
fields of industry, delivered by accomplished, experienced pro-
fessionals. All of this means that you get the ultimate in cus-
tomer 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 provided 
industrial and consumer products companies with precise 
translation and multilingual production services for audio-
visual, online and print media since 1991. Our experience in 
adapting technical documentation and marketing communi-
cation materials covers a wide range of industries, including 
biomedical and health care; building and construction; finan-
cial services; food and agriculture; high-tech and manufactur-
ing; and hospitality and leisure, as well as government and 
nonprofit organizations. Using a total quality management 
process and state-of-the-art software and equipment, our team 
of foreign language professionals delivers the highest quality 
translations in a cost-effective and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com

TRANSLATION TOOLS
Heartsome Translation Studio
Multiple Platforms
Languages All Description Heartsome is a new generation 
language technology and service company with a product 
strategy that is founded on our four cornerstones of efficacy: 
genuine compliance with all open standards; completely cross 
platform; user-driven innovation; and no-frill minimalist 
approach towards product embodiment design and packaging. 
Heartsome CAT tools went through a complete overhaul to 
bring the deployment of language technology open standards 
to a level far beyond those of similar products in the market-
place. The all new Heartsome Translation Studio (previously 
known as Heartsome XLIFF Translation Editor) will provide a 
whole new experience in computer-aided translation.
Heartsome Holdings Pte Ltd 190 Middle Road, #19-05 Fortune Centre, 
Singapore 188979, 65-68261179, Fax: 65-67220655, E-mail: info@
heartsome.net, Web: www.heartsome.net See ads on pages 51, 59

 
TextBase meets Translation Memory
Multiple Platforms
Languages All Unicode languages Description MultiTrans 
is an innovative tool that combines MultiCorpora’s unique 

TextBase TM technology with its best-in-class Terminology 
Management System. MultiTrans customers use their full-
text repositories of previously translated documents to 
produce 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, Quebec,  
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 59, 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 12

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 effec-
tive consultation of terms and texts. The most robust alignment  
tool on the market. More consistent use of terminology and 
phraseology in-house and by freelancers. Internal and external 
repetition detection and pretranslation. The web version allows 
access to your terminology, bitexts and documents by transla-
tors, writers and subcontractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4 
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 59

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 
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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 59

Plunet BusinessManager
Multiple Platforms
Languages All Description Plunet BusinessManager is the 
complete management solution for the translation and doc-
umentation industry. On a web-based platform, the system 
includes business management as well as process and docu-
ment management and integrates translation software, finan-
cial accounting systems and existing software environments

for LSPs, translation and documentation departments, orga-
nizations, institutions and government agencies. Plunet 
BusinessManager impresses with its significant time and 
money savings, unrivalled high adaptability to individual 
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

 

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
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B and this is where people are paid in euros. As a result, the 
localization cost for these languages has become more expen-
sive when converted to dollars. Let’s take a word rate of $0.25, 
and split it up in $0.15 for linguistic services and $0.10 for 
project management, tech support, overheads, and perhaps a 
bit of profi t. This means that part of the word rate ($0.15) has 
gone up by 35%, or fi ve cents, and therefore the full word rate 
should go up to $0.30. 

Many customers buy directly in Europe where they pay the 
current euro rates. So why would US-based vendors, who buy 
the same services on their customers’ behalf, get penalized only 
because they are based in the United States? They can justifi ably 
increase their rates by 20%. If they do, they are still competitive, 
as European vendors don’t only pay the linguistic component 
in euros, but also their overhead costs, since not many of us do 
administration in India. Thus, it is not really an issue, and the 
price adjustment can indeed be very reasonable. 

Customers should, in fact, be worried if their US-based 
localization vendors do not increase their rates for European 
languages. If they don’t, the vendors apparently can survive 
up to a 35% increase to their cost, which makes the customer 
wonder whether the rates have always been too high. This is 
probably not the case, but for lack of outside sponsors vendors 
may have to save on steps such as editing or proofreading, pay 
their translators or SLVs less, or use cheaper resources, all of 
which may have a negative effect on quality. Or they actually 
no longer buy their French from France. In the medical fi eld 
particularly, and in any sector where quality is taken seriously, 
all this does not appear to be acceptable.  M

Buyers of localization services should get nervous 
if their US-based vendors don’t increase their rates 
for European languages, and here’s why.

During the June 2008 Localization World in Berlin, the topic 
of one session was the unfavorable exchange rate between 
the euro and the dollar and how this affects word rates and 
vendors’ bottom lines. At its lowest this year, the dollar was 
down about 35% from 2002 rates. US-based customers are 
now paying a higher dollar amount to get the same volume in 
euro services. During the discussion and Q & A, several vendor 
representatives expressed the feeling that US customers would 
not be prepared to pay an adjusted price for localization and 
that vendors have to stick to the same dollar rates as before. 

Obviously, it is not reasonable to expect this from vendors, but 
this is also not what really happens. Many companies from the 
west side of the Atlantic accept that they now pay more dollars 
for the same level of euro services. For those that don’t, here are 
a few reasons why the dollar “issue” is really a non-issue.

First of all, why does a company need European versions of 
a manual? To put in the box with the product and sell it in 
the European countries where these European languages are 
spoken, of course! And when they sell it, they will get their 
revenues in valuable euros. The benefi t of the higher euro is 
much higher than the disadvantage of the higher localiza-
tion cost. People who argue that the exchange rate benefi ts 
— higher revenues — fl ow into a different budget than the 
localization budget don’t see the full picture. It is really very 
simple: a company enjoying the extra income from the higher 
euro can easily absorb the higher localization cost. 

Secondly, most vendors sell their customers European lan-
guages done in-country, which means that French is produced 
in France, Dutch in The Netherlands and Spanish in Spain. 
Translation, editing and proofreading, the linguistic compo-
nents of localization services, are produced in the euro zone, 

Simon Andriesen

|  MultiLingual  October/November 2008 editor@multilingual.com74

Customers should worry 
about stable dollar rates
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Simon Andriesen’s company, MediLingua, is based in The Neth-
erlands (euro zone) . 

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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The business of translation involves more than a 
working knowledge of two languages or a few courses 
in multilingual programming. It is a fi eld that requires 
knowledge in a variety of things, though language 

skills and multilingual computing capabilities are crucial. These authors should help 
anyone wanting to get started, providing advice both to those needing translations and to 
those wanting to get paid to create one — or many. 

Annette Hemera begins with an overview of how to make it in the translation industry, 
and Jost Zetzsche looks at the tools the industry utilizes. George Rimalower lays out 
the expanding need for translators in the US market and how to take advantage of the 
opportunity this provides. Tim Altanero provides details about how to get personal or more 
complex documents translated, and Dena Bugel-Shunra fi nishes things off with two series 
of tips: what to do and what not to do to become a successful translator.  

There are, of course,  many resources available to translators. This is a good starting point.
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The characteristics of a “good transla-
tor” have been repeated many times 
in many places. Advisors often explain 

how to translate a contract or operation man-
ual; how to define adaptation; how to recog-
nize a good translation memory (TM) and/or 
dictionary program; where to find reliable 
glossaries on the net and how to recognize 
problematic source files; to weight the num-
ber of words in your translation; and how to 
open a zip file. Consistently reliable quality 
and efficient use of tools are necessary but 
not sufficient to become a successful trans-
lator. Unless these things are supported by 
thoughtful and consistent management, a 
translator cannot expect more than tempo-
rary success. While many translators 
live under the illusion that as freelanc-
ers the only thing they will have to do is 
translate, a good measure of true suc-
cess is how well the translator can man-
age his or her one-person business.

Like it or not, in addition to translat-
ing, a freelance translator has to juggle 
all the tasks needed to keep a busi-
ness running, no matter what the size. 
In this regard, there is no difference 
between Microsoft and John Smith 
Translations because a one-person 
venture has to traverse every single 
step in the “value chain” just like its 
corporate fellows. It has to establish 
the business, organize it, and maintain it at 
optimum operational level.

The freelance translator becomes the 
production manager, quality controller, 
operational director, supervisor, sales man-
ager, advertising and PR specialist, IT direc-
tor, chief stockholder and board chair all in 
one. Sometimes the posts even conflict, 
and short-term interests can be very dif-
ferent. Most translators dive head first into 
their companies without any training in the 
business world. Many go through the steps 
of getting a freelance operation permit, a 
computer and a stack of dictionaries, and 
proceed to bury themselves at their desks 
translating night and day. They treat any-
one who offers accounting or tax advice, 
advertising recommendations, or chances 
to register themselves on a website at low 

cost as an impediment, and consider the 
effort of doing any of these things a pain in 
the neck.

However, a freelancer needs to spend 
a good portion of his or her working time 
planning, advertising, bidding for jobs, 
preparing invoices and accounts, and con-
ducting cost calculations, to put a busi-
ness on track to long-term success. Most 
translation schools focus exclusively on 
theoretical information and offer nil in the 
way of practical tips. So, professionals just 
entering the workforce have many difficul-
ties to overcome that take away time and 
energy from the real job. Lack of knowledge 
about how to run a translation business, 

the outcome of intrinsic shortcomings in 
translation courses, is the basic reason for 
the huge vacuum on the Hungarian and the 
overall Eastern and Central European lan-
guage services market. On the one hand, 
here in Hungary we see a large number 
of theoretically trained but inexperienced 
translators hoping in vain to be entered 
into client databases, while on the other, 
we have clients unable to find translators 
to cover their day-to-day capacities fight-
ing bitterly to secure good vendors. 

Since most specialized translators study 
translation to supplement a primary course 
of studies such as technology or law, they 
tend to treat a degree as a specialist transla-
tor as a lifebelt, a second profession to fall 
back on if they are unable to find a job in 
their primary field. If worst comes to worst, 

they can work as freelance translators, they 
think. Given the ad-hoc nature of the choice, 
most professionals who start businesses as 
translators have not surveyed the business 
climate, have not garnered basic informa-
tion on the language services market, have 
not mapped out demands, and have no idea 
about minimum investment costs or, obvi-
ously, expected inflow. In other words, they 
have no idea what they are up against. 

Planning and management
The first and most important issue that a 

freelancer should focus on is the life of the 
business and its day-to-day operation. Before 
delving into the planning details, however, it 

is important to stress that according to 
modern management science, a com-
prehensive marketing outlook should 
permeate the entire planning operation 
and indeed the entire business. Once 
we have sketched out our market, the 
next step is to summarize it in a concrete 
action plan. That means knowing exactly 
what we want to sell, whom we want 
to sell it to, for how much, and how to 
convince our customers to buy from us. 
Many people today are hesitant about 
marketing, and many business manag-
ers vehemently reject the very word. 
The reasons are often understandable. 
The facts are that marketing is really 

an abstract science, that marketing work is 
hard to define, and that it is very difficult to 
account for, which is what managers tend to 
find most painful. Business managers them-
selves are often unaware that many of their 
own actions are really marketing. They are 
marketing when day after day they seek to 
determine how their business stands com-
pared to competitors, what opportunities 
they have, what are the optimum ways of pre-
senting the business, or of communicating 
with and maintaining liaisons. If a business 
manager begins doing these same activities 
in a deliberate and organized way, he or she 
has taken a giant step forward toward the 
long-term development of the business. 

There is no need to think in terms of 
exceedingly complicated or elaborate proce-
dures when talking about planning or about 

Translation as a Business 
ANNETTE HEMERA

Even a single-person venture must 
take all the steps in the “value chain.”
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TRANSLATION

any subsequent steps. We might label the 
operation strategic planning, but for those 
of you who find the term too rigid and fright-
ening, we ask only that you think about the 
size of your monthly inflow if you could oper-
ate your single person translation business 
at 75% of capacity. Expecting to operate a 
fledgling business at 100% would be unreal-
istic, and it really seems too much to expect, 
even for a business in full operation. Take 
your 75% number and contrast it with your 
monthly expenses. Once that is done, it is 
worth thinking about the ancillary tasks you 
will have to do in addition to translation, how 
much time they require, when and how you 
will manage them, and what they will cost. 
These activities might include advertising, 
quality assurance, customer relationship 
management and administration. In other 
words, you will need to plan out when and 
how you write out your offers, update your 
internet profile, compile your bids, open 
your mail, and how much time you’ll need 
for each of these. It is worth looking at these 
activities and estimating the time they take 
and what they cost, and putting the num-
bers down on paper even if you tend to do 
all these things by yourself. It will help you to 
make sure not to leave anything out, which 
in turn will keep unforeseen expenses from 
cropping up, and even more important, it will 
help you to manage your time in the most 
efficient manner. If you know exactly what 
you have to do each day, it becomes easier 

to check to see that things are done and to 
enlist outside help when it becomes neces-
sary, in other words, when your business is 
ready to grow.

Planning is really just setting your compa-
ny’s goal and deciding exactly how to reach 
it. Business experts say that when it comes 
to goals, it is worth having SMART ones — 
Specific, Measurable, Achievable, Realistic 
and Timely. After defining your goals (such 
as turnover of €50,000 a year within two 
years and a 10% profit and at least 15 regu-
lar customers who require translations from 
English to Dutch in engineering industry sub-
jects), you will now have to consider all the 
resources and tools needed to meet them. 
Then you need to determine what technolo-
gies (TMs, means of telecommunication, 
hardware and software) are needed to sup-
port them, how much it costs to produce 
these services, how much they can be sold 
for, through what sales channels, what type 
of agency, and for how big a price differen-
tial. In addition, it is also important to learn 
how much tax you will have to pay on your 
inflow and, finally, what type of company you 
will need to establish as far as the law is con-
cerned. Read a few related studies focused 
on your home country and on the world at 
large, visit the websites of various language 
service providers, electronic marketplaces 
and community pages, subscribe to internet 
forums and find out what language combi-
nations people request work in, and in what 

specialized areas. See the deadlines they are 
offering and the prices they charge. 

Then check the other side — the service 
providers — and see what they are offer-
ing and the methods and technologies 
they work with. For instance, say you have 
a law degree and a certificate as a special-
ist translator in your pocket and originally 
planned to translate from German to Italian. 
By doing your homework, you discover that 
there is an abundance of freelance transla-
tors offering these exact services. So, it 
becomes clear that you will need to look 
into something else, to offer a product in 
demand and in short supply. At this point 
you will have to decide whether to focus on 
a specific section of law, such as real estate 
documents. In marketing terminology this is 
called the period of differentiation and posi-
tioning, meaning that you provide the larg-
est variety of services that differ from those 
offered by your competitors (all your free-
lance translator colleagues) to build a spe-
cial position on the market. You will need to 
do this without limiting your scope of move-
ment or typecasting yourself as too much of 
a specialist or you’ll find yourself missing 
out on jobs you could easily do. This is why 
you will need to continuously sound out the 
market, which means continuously revisit-
ing and updating the plan and goals, even if 
you are the only one ever to see them.

Technology
After finishing your business plan, you will 

know how much money you have to make 
and how much you can make, and what you 
will need to cover monthly expenses. People 
rarely think about it, but often their profits 
are a direct outcome of the efficiency of their 
work organization, meaning both that they 
must have all necessary tools and know how 
to take advantage of them. In other words, 
their businesses need to be properly orga-
nized and technologically supported. 

Today’s businesses are a great deal eas-
ier to organize and manage, given the wide 
variety of advanced technology, hardware 
and software they can access. Countless 
IT implements and computer programs can 
make it easier for client and supplier to 
keep in touch, to archive and protect data, 
to monitor visits to websites, to bill and pre-
pare invoices, to plan turnover, to handle 
project management and so on. Even if 
you are a one-person business, you should 
be aware of available tools and know how 
to use them well. This goes for translation 
technology, as well. Keep your knowledge 
level up-to-the-minute. In today’s world 
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many vendors are still uncomfortable with 
computers and respond with difficulty or 
inflexibility if a client asks them to try out 
a new tool. In general, it is always hard to 
talk translators into learning something 
new. This is why translators who are open to 
development and to learning new tools are 
highly valued. A growing number of trans-
lation bureaus offer free training and free 
software and support to willing translators.

As far as IT setup, it might be worth thank-
ing your cousin, the enthusiastic amateur, 
for the offer to help, but seek out a profes-
sional to design the technology for your 
business, to help in putting together the 
most satisfactory configuration and to select 
the programs, antivirus software, operation 
systems and peripheries. A professional will 
also be able to help you in finding cheaper 
procurement sources and will see to it that 
you do not have to spend your nights install-
ing software and figuring out which cable 
goes where. A professional also can give 
you pointers on setting up a website, and it 
certainly cannot hurt if that professional is at 
home in the realm of language services.

It is worth planning your one-person busi-
ness in a way that calculates with minimum 
and expected growth. You have calculated 
the minimum income you need as well as 
the maximum attainable and the amount of 
work involved for each. You know the size of 
the workspace you’ll need, including your 
computer’s memory capacity, the speed 
you’ll need for your data transfer, and how 
many envelopes and hard copy files you’ll 
need. Still, it is wise to give yourself a spe-
cific amount of extra room. When making 
plans, however, be careful how high you 
leap, and refrain from choosing unjustifi-
ably expensive equipment. Do not buy much 
more than the equipment you’ll need to get 
started, and do not get the most expensive 
tools on the market. 

Marketing
Your website should not be limited to 

your working languages. It should be leg-
ible in all languages used in your target mar-
kets. Websites should be easy to modify, so 
yours should have an easily understandable 
and manageable administrative platform. 
It should include a succinct but attention-
getting introduction, a list of references, 
sample translations serving as teasers, and 
a feedback page. Don’t forget to include 
photographs, for they personalize the site, 
turning you into their friend. Make certain 
that your contact information is visible and 
easy to understand.

Localization with 
a French Touch

With a passion for the French language, 
Baguette Translations is the partner of choice 
for your localization needs. 

Headquartered in Paris, with branch offices 
in New York and Jerusalem, Baguette serves 
the IT, health care and engineering industries 
and provides:

• Full software and website localization: 
GUI, user guides and help files

• Translation of corporate information, 
IFUs, white papers

• DTP and quality assurance
• Consulting on cultural issues

Baguette Translations
 Paris • New York • Jerusalem

info@baguette-trans.com
www.baguette-trans.com

Don’t You Deserve 
Quality Translations?

Translation/localization is not easy; you need 
someone to manage the headaches for you. As 
an ISO 9001-certified company, our processes 
ensure that your projects always run smoothly. 
Over 12 years of experience with software 
development, telecommunications, electronics, 
engineering, government and law enable our 
professionals to offer the knowledge, technical 
expertise and flexibility that will create the result 
that works best for you and your industry.

Be confident in your project’s final consistency 
and quality.

Visit our website or call 888-989-1929 for 
more information.

AD-COM
Montreal, Quebec Canada

info@ad-com.ca • www.ad-com.ca 

Your Local Global Partner™
With a vast network of language professionals 

worldwide, we can provide services in over 100 
languages. We are committed to providing our 
customers with the highest quality verbal, written 
and visual language solutions, including: 

• translation
• localization
• internationalization 
• multicultural design
• printing 
• on-site and remote interpreting
• telephone interpreting 
• training 
Contact us today to find out how we can enABLE 

your company to overcome linguistic, disciplinary 
and cultural gaps easily and effectively.

Able Translations
Canada • Germany • Hong Kong

info@abletranslations.com 
www.abletranslations.com

Expert Resources for 
Romanian Translations

Top-10 Romanian vendor, with a focus on 
medical, legal, EU, marketing, finance-banking 
and automotive translations, Casa de Traduceri 
is a preferred partner for major multinationals 
and some of the largest LSPs worldwide. ISO 
9001:2000-certified since 2006 and the first 
Romanian provider to become certified for 
SR EN 15038, with 25 employees and over 
200 freelancers with proven expertise, we get 
motivated by the challenge of each project and 
turn it into a real success.

Casa de Traduceri SRL
Bucharest, Romania

office@casadetraduceri.ro
www.casadetraduceri.ro
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After setting up your working conditions 
and ideal working environment, your job is 
to make sure that potential clients not only 
know you exist but, if need be, can find you 
quickly and easily, which gives them an 
added incentive to choose you from among 
the variety of service providers available. 
The marketing concept does not end when 
you have chosen your possible customers 
and targeted a market. You will have to pick 
up that thread again and again. To be more 
accurate, you must never let it go. After you 
have defined your target customers, you will 
have to see to it that you have all necessary 
marketing conditions in place to sell your 
product. This means that you must offer 
your potential customers regular and up-to-
date information so that, should they need 
your services, they will have all the informa-
tion they need in hand. This includes know-
ing how and where to find you. 

The first and most important step here is 
to compile appropriate introductory material 
— a professional portfolio. Basic features 
of good informative material include suc-
cinctness, essential information, easy-to-
comprehend style, and a clear presentation 
of your professional experience in reverse 
chronological order, with your most recent 
jobs listed first. Do not include too many 
areas of specialization, and do not express 
interest in “all” subjects. This will not make 
you more attractive and is one of the surest 
ways to frighten off a potential customer. 

It is also worth preparing separate designs 
for different markets and cultures and using 
them should you get a concrete request for 
information. What might be quite satisfactory 
in one country is often insufficient in another. 
It is important to have good references, but it 
is also obvious that a beginner will not have a 
long list of recommendations. Do not let that 
get you down! As a beginner, you can offer to 
provide a test translation free of charge, and 
you can set your prices below those charged 
by more experienced colleagues. 

Don’t forget that customers are strug-
gling to contend with a constant shortage of 
vendors, and there are only a few truly well-
trained professionals who produce high-
quality work. At the same time, the market 
has been growing year after year, so it does 
have room for a beginner freelancer. As far 
as evolving an ideal clientele is concerned, it 
is worth working with fewer regular clients 
and developing long-term relationships with 
them. Clients willingly work with vendors 
they have come to know and trust. They like 
people with whom they have fostered 
smooth and successful relationships in 
which the project manager and translator 
understand one another without lengthy 
explanations, allowing project time to be 
used for quality assurance instead of having 
to clarify details for one side or the other. 
Translation and language services in gen-
eral are an extraordinarily delicate trust-
based activity, so if your work is reliable and 

conscientious, your reward will be guaran-
teed work. It should be worth it to you to 
register with as many portals as possible 
and to subscribe to as many professional 
materials and gazettes as you can. As you 
gain experience, you will be able to choose 
among the more and less interesting and 
useful ones, and know which of them you 
definitely should take the time to study. You 
can improve your professional reputation 
and name recognition if you become an 
active participant in the virtual world of 
freelancers. If you are present on a wide 
variety of forums and can help colleagues 
with your comments and concrete advice, 
you will be building your own name. Do not 
believe that a beginner cannot be a help. No 
one knows everything, and something that 
you know about may be precisely what 
another colleague needs information on.

Project management – administration
Although you may be a freelancer and only 

have to manage a few translation projects, 
when the amount of work increases there 
will be parallel tasks and deadlines, multiple 
file transfers and glossaries, accounting and 
invoicing for several projects at once — in 
other words, project management and qual-
ity control. Think about it for just a moment. 
Last week you delivered a 50-page purchase 
offer and then began preparing a glossary 
for a bid you have to deliver in two weeks. 
In the meantime, the terminologist of the 
work you just delivered calls and asks you 
to check a few expressions because the cli-
ent has made some suggestions that look 
good. In that instant you will have to perform 
faultlessly on multiple levels, and if you are 
not careful, things can get mixed up and you 
might lose control.

To wade through the minefield of project 
management and survive intact requires 
maintaining a very clear picture of the 
sequence of steps, the building blocks of 
various functions and exactly where they 
fit into the translation chain. You must 
have an overview of the entire process and 
know exactly how each operation fits into 
the whole. You must very clearly see where 
your responsibility begins and others’ ends, 
and know exactly what you have to do, what 
questions you have to ask, and what infor-
mation you must have before you begin your 
work. Otherwise, you put yourself at risk, 
jeopardize others’ success and spend end-
less days arguing with your clients.  

It is worth thinking about the above. It will 
improve your chances, and eventually, your 
efforts will begin to command money.  G
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Imagine this scenario: A new face shows 
up at the 2008 regional translators’ 
annual gathering and introduces her-

self as someone who just got started as a 
translator. She admits that languages are 
not her strong point, but says she’s sure 
she can get by with good dictionaries and 
spell-checkers. I’ll predict she’ll be spend-
ing that party pretty much left to herself.

Now imagine the same scenario with 
a twist: This time the new translator says 
that she feels very strong linguistically, but, 
boy, her computer must have crashed six 
times yesterday and she can’t even install 
the latest version of Microsoft Office, let 
alone specialized programs for translators. 
I predict that she will be surrounded by a 
couple dozen translators all too eager to 
chime in with “Me, too! Me, too!”

It’s clear that translation profession-
als come from different stock than, say, 
engineers. Here is an interesting way to 
prove that point. When was the last time 
you went to an engineering website and 
found an image of the patron saint of engi-
neers, St. Patrick, or the cool patroness 
Lady Godiva? I’m sure it’s been awhile. 
How about translation websites with St. 
Jerome, the patron saint of translators? 
There must be hundreds! And though I see 
no problem with identifying with one of 
the giants of our profession’s history, it’s 
dangerous to get stuck.

So, given our industry climate, is trans-
lation technology an oxymoron? Not on 
your life! It’s just that getting transla-
tors to use it is sometimes about as easy 
as making your kids clean their rooms or 
brush their teeth.

Translation technology: ready, set, go!
About ten years ago, long-time transla-

tion technology veteran Alan Melby released 
a typology of “Eight Types of Translation 
Technology” (see www.ttt.org/technology/
8types.pdf). They consist of:

1: Infrastructure 
2-4: Term-level before, during and after 

translation 
5-7: Segment-level before, during and 

after translation 

•
•

•

8: Translation workflow and billing 
management

Interestingly, the order of the items cor-
responds loosely to the timeline with which 
the language industry attached importance 
to them. 

The first principle, infrastructure, is con-
cerned with communication, systems to cre-
ate and manage documents, and database 
capabilities. This infrastructure formed the 
technological basis that allowed us to use 
translation technology in the first place and 
turned us from individual service suppliers 
into a relatively well-connected industry.

The six language-related principles con-
cerned with term- and phrase-processing 
before, during and after the translation 
have received the most focus from tool 
vendors and users in the past decade and a 
half. Perhaps surprisingly, it was terminol-
ogy rather than segment-level translation 
that resulted in the first commercial prod-
ucts (TRADOS MultiTerm and TermStar 
from STAR). Although machine translation 
(MT) efforts date back to the 1950s, they 
initially did not have much to do with the 
language industry. 

• Infrastructure and term- and segment-
level language processing clearly remain 
of basic importance today, but it is the last 
aspect — translation workflow and billing 
management — that is causing the most 
excitement and the greatest number of 
new products in the industry. 

Let’s first look at the six language-related 
principles in detail and see how we can 
match them with some of the past, existing 
or upcoming technologies and tools.

Term-level processing
Term-level before translation, the mono-

lingual and bilingual term extraction for 
the creation of termbases and glossaries 
in preparation for translation projects, is 
probably the most overlooked area in prac-
tical terms. Many non-translation-related 
tools allow for indexing and concordancing 
of monolingual materials, but a surpris-
ing number of tools are also specifically 
geared toward the language industry. 

Essentially, two kinds of technologies 
are used to achieve the extraction of terms, 
matching of term pairs and glossary cre-
ation: those that work primarily on a math-
ematical level (“if word A always appears 
in sentences for which word B always 
appears in the translated sentences, then 
these words must form a word pair”) and 
others that work with underlying diction-
aries and other language materials. Not 
surprisingly, the results from tools that 
use linguistic material are more accurate 
and superior to their competitors, but the 
number of languages that are supported 
is naturally more limited. Tools such as 
SDL PhraseFinder, TEMIS XTS, and Similis 
basically support English, French, Ger-
man, Spanish, Dutch, Portuguese, and, in 
the case of XTS, a smattering of additional 
European languages. 

It is anyone’s guess why these tools are 
not being used more consistently, but I 
would assume that non-billable time plays 
a significant role in this.

Term-level during translation refers to 
the automatic terminology lookup that 
virtually all translation environment tools 
(TEnTs) perform. The term TEnT is used for 

The Translation 
Technology Run-down

JOST ZETZSCHE

St. Jerome — patron saint of translators.
(Peter Paul Rubens — ca 1625-1630)
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the tools that are often referred to as CAT 
tools and that contain a translation mem-
ory (TM), a terminology maintenance, and 
a translation interface component. A ter-
minology database, conceptually a highly 
customized dictionary that was either cre-
ated in the previous principle or is created 
manually before or during the translation, 
presents project- or client-specific term 
pairs alongside other supporting informa-
tion to the translation professional as he 
or she works through a text. 

While all TEnTs offer this feature, the 
way they use it differs significantly. Not 
surprisingly, the two tool vendors that 
early on released their terminology com-
ponents as standalone tools — STAR and 
TRADOS — have complex engines behind 
their terminology components, whereas 
many of the other tools use mere bilingual 
glossaries. 

How the terminology component is 
integrated into the workflow also differs 
greatly and includes anything from a mere 
highlighting of source terms that are found 
in the termbase to the proactive display of 
matches to automatically entering them 
into (pre-) translated segments. Especially 
this last feature, coupled with the com-
plexity or ease of entering the terms in the 
first place — unlike building up a TM, there 
is always a manual component of enter-
ing matches into a terminology database 
— makes a significant difference in how 
much the terminology component is used 
by the translator. The more immediate the 
benefit and the lower the cost (or the lower 
the entry or processing speed), the more 
likely it is to be used.

Term-level after translation refers to 
the terminology consistency check and 
the non-allowed terminology check. For 
this task there are both specialized tools 
(such as QA Distiller, Quintillian, ErrorSpy, 
or XBench) and increasingly many TEnTs 
that support these features internally. And 
in fact, it was the rise of these third-party 
tools that seems to have given the TEnT 
vendors the push they needed to imple-
ment quality assurance features such as 
white- and blacklisting terminology in the 
last two or three years.

From a technological point of view, a lot 
still needs to be done in this area. Some 
tools do use morphological rules for a lim-
ited number of languages aside from mere 
static matching rules, but most tools don’t, 
and the majority of languages are not mor-
phologically supported. So the translation 
professional more likely than not ends up 

being presented with long lists of mis-
matches that are due to the inability of the 
tools to recognize necessary morphologi-
cal changes of target language terms or, 
for the same reason, non-flagged items on 
the source side.

Phrase-level processing 
Segment-level before translation refers 

to the preparation that texts need to go 
through before TM or MT is performed. 
These include text segmentation, text 
alignment of previously translated docu-
ments and indexing.

Both text segmentation and alignment 
have recently seen significant improve-
ments. Differences in text segmenta-
tion had long been the major obstacle to 
exchanging TM and corpus data between 
different tools. However, a relatively new 
standard, SRX — Segmentation Rules 
eXchange — has provided a major step 
toward overcoming this obstacle. Not all 
tool vendors have embraced this standard, 
and it is therefore not yet widely used, but 
within the next couple of years this should 
become something of a non-issue.

Alignment, long on the list of a transla-
tor’s most undesired tasks, has also taken 
a quantum leap forward. Traditionally, 
alignment was performed by a pre-pack-
aged feature of TEnTs that analyzed texts 
mechanically by segmentation rules and a 
limited number of non-linguistic markers 
such as numbers or styles. 

However, through the recent commercial 
release of tools or services that specialize 
in alignment and use statistical (AlignFac-
tory) or linguistic materials (AutoAligner), 
this task’s accuracy and automation have 
made it once again reasonable to use 
alignment on large-scale projects. The 
resulting TMs can then be employed as 
traditional TMs or as training material for 
statistical MT engines.

Segment-level during translation refers 
to TM lookup and MT processes. TM lookup 
— the leveraging of content from transla-
tion memories and/or corpora — is at the 
heart of what TEnTs such as Across, Déjà 
Vu, Heartsome, JiveFUSION, Lingotek, 
MemoQ, MetaTexis, MultiTrans, OmegaT, 
SDLX, STAR Transit, Swordfish, Trados, 
Wordfast and any number of other tools 
do. In regard to this principle, a translator 
and a project manager may have different 
expectations: the translator is primar-
ily interested in the ease and practicality 
of the translation environment; for the 
corporate user, workflow and translation 
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management are of greater concern. These 
different expectations have put tool ven-
dors in an awkward spot, not only result-
ing in different versions for the different 
user groups but also in shifting emphases 
on the different groups in different stages 
of the tool development cycles.

MT is experiencing its greatest revival 
since the excitement that surrounded it 
in the 1950s. And here again, different 
stakeholders have very different agendas. 
Though MT by and large remains the best-
loved enemy of the freelance translator 
and is eyed with suspicion by smaller lan-
guage service providers (LSPs), large LSPs 
and large translation buyers have long 
been running projects that are too large or 
too time-consuming for human translation 
through primarily statistical MT. 

One of the more exciting developments 
today is partnerships between TM and MT 
vendors. This has the feel of the prodigal son 
written all over it, considering that TM was 
originally a subset of machine translation.

Segment-level after translation — miss-
ing segment detection and format and 
grammar checks — is the counterpart to 
the white- and blacklisting of terminology 
and terminology consistency checks on 
the term-level. And just as those develop-
ments were driven by the aforementioned 
third-party QA tools, so it is here. While few 
grammar checks are in place (aside from the 
tools that use the Microsoft Word interface), 
virtually all TEnTs provide a large variety of 
mechanical, non-language-related checks. 
These include missing segment detection 
and format checks, but also verification 
of numbers, punctuation and special char-
acters. On a translation-related level, the 
introduction of QA features, including the 
term checks, has been one of the biggest 
pushes in the tool development during the 
last couple of years. And while it probably 
will take another year or two until they are 
accepted and widely used by the majority 
of translators, they are here to stay.

The workflow hurdle
Still, it’s the last principle, translation 

workflow and billing management, that has 
thrown the language industry and its tool 
vendors into a tailspin lately. While there 
are certainly improvements to be made on 
the first seven principles, they are typically 
accepted as a given and are implemented 
in some way or the other on the translator’s 
workplace or the LSP’s network. But when 
sophisticated translation buyers who were 
used to complex software-based workflow 

and accounting applications took a more 
active role in the process, and when at the 
same time some global LSPs’ growth could 
primarily be attributed to their sophisti-
cated workflow products, there was an 
almost universal call for tools that would 
support these aspects of the business. 
Tool vendors responded with a number of 
different solutions. 

There are a number of powerful, web-
based tools for LSPs such as Plunet, Worx 
and Beetext that cover various aspects of 
project management. Through partner-
ships or connectivity with TEnTs, these 
tools attempt to cover most technological 
aspects of the translation process. 

Translation management systems (TMS) 
such as Idiom WorldServer and other cor-
porate products from SDL and Across, along 
with any number of company-internal tools 
such as Lionbridge’s Logoport and Elanex’s 
ElanexINSIDE, also cover workflow and proj-
ect management. However, these products 

essentially cover all eight principles: the 
infrastructure, the term- and segment-level 
processing before, during and after transla-
tion, and the translation workflow aspects. 
Though the market experienced some 
hiccups earlier this year when Idiom was 
acquired by SDL, this should be a market 
segment with significant growth potential.

The goal is in sight! Have we run through 
our translation technology survey in Olym-
pic speed?

The cloud
Well, we’re almost done. We have so 

far assumed that these principles refer to 
desktop-based or network-based comput-
ing, but they also apply to cloud-based 
computing. The internet has enabled trans-
lation technology users to collaborate and 
share resources — something that already 
seems natural in the days of Web 2.0 and 
beyond, but is still new in the lives of most 
translation professionals. Projects such as 
TDA, the TAUS Data Association, or TM 
Marketplace allow for the sharing of or 
access to data sources and at the same 
time open-source and commercial projects 
alike open to crowdsourcing. Tools such as 
Lingotek or the Google Translation Center 
offer translation interfaces that provide 
the necessary tools for translation and 
access to ever-growing public TMs. And 
these in turn can then be used to train MT 
to be more accurate.

To return to St. Jerome — he is without 
a doubt a fantastic model, but he has been 
forced to march to a new beat with different 
tools (Figure 1). If he continues to employ 
them wisely, they will not only make him 
more accurate and efficient, but give him 
access to a whole new world of communal 
resources and forms of collaboration.  G

Figure 1: St. Jerome has been forced to 
march to a new beat with different tools.
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A ccording to the 2005 American Com-
munity Survey, nearly 13 million US 
residents speak English “not well” 

or “not at all,” up from almost 11 million 
people in 2000. This trend is expected to 
continue as communities across the United 
States experience an increase in their immi-
grant populations. A recent Pew Research 
Center report estimates that 82% of the 
population increase in the United States 
through 2050 will be the result of newly-
arrived immigrants and their children. 

From border towns to big cities and the 
heartland, the need for culturally and lin-
guistically appropriate services for the 
limited-English proficient (LEP) population 
is on the rise. Add to that an ever-growing 
global economy in which US companies 
will need to communicate with businesses 
and customers around the world, and it’s 
easy to see why the demand for 
translation professionals will only 
increase.

Spanish still dominates as the 
number one language requested for 
translation, but other languages are 
getting an increased amount of atten-
tion. Tagalog, Vietnamese, Korean, 
Portuguese, Chinese, Russian and 
French LEP populations carve out 
sizable niches in the United States. 
Each geographic region has its own 
unique translation needs. In the 
Northeast, the primary non-English 
languages are Spanish, Chinese, Ital-
ian, French and Portuguese, while in 
the Midwest, Spanish, German, Pol-
ish, Arabic and French dominate.

New opportunities for translators
Besides immigration, other fac-

tors are driving the need for trans-
lators. In California, where more 
than 40% of the population speaks 
a language other than English, a new law 
taking effect January 1, 2009, mandates 
that health plans provide LEP enrollees 
with language assistance services at hos-
pitals, clinics and other health care loca-
tions that accept plan insurance. Under 
the regulation passed as Senate Bill 853, 
health plans are required to evaluate the 
language make-up of each of the commu-
nities they serve. If 3,000 beneficiaries or 
5% of the beneficiary population in the 
community speak a language other than 
English, health plans must provide assis-
tance in that language when enrollees 
obtain health care services. Senate Bill 
853 was passed to alleviate language and 

cultural barriers. The legislation stipulates 
that all vital documents must be translated 
into these “threshold” languages and 
interpretation services made available to 
enrollees at all points of contact.  

If Cantonese is the primary language for 
a qualifying number of the population, for 
example, health plan providers near those 
segments of the population will need to have 
Cantonese interpreters available, as well as 
translated documentation and instructions.  

About 100 insurers, including Cigna, UHC, 
Health Net, Aetna, Kaiser and Blue Cross 
offer health care coverage in California. 
Some insurers are already applying Sen-
ate Bill 853 standards in other states even 
though not yet required. The new California 
law is considered a model for other states 
with large LEP populations.

Another California regulation in the 
works that will require translation exper-
tise, this time concerning lending docu-
ments, is also getting a close look around 
the country. Beginning in April 2009, Cali-
fornia Assembly Bill 512 would require that 
all consumer real estate mortgage loans 
be translated into the primary language of 

the borrower. Currently, LEP borrowers are 
asked to sign loan documents written in 
English although the loan was negotiated 
in another language. The new law would 
be a means to eliminate language-related 
misunderstandings.

Marketing financial products to LEP 
speakers is also gaining popularity. For 
example, a company provides its employ-
ees with a self-directed retirement plan 
with multiple mutual fund options. More 
and more mutual fund companies are 
translating fund brochures and pro-
spectuses into languages spoken by the 

company’s LEP employees. The 
practice helps employees make 
sound investment decisions, and 
it has been found to increase 
employee plan participation.  

As more LEP workers find jobs 
in regions of the country not 
typically known for large non-
English speaking communities, 
the businesses in these regions 
are beginning to implement lan-
guage-specific safety programs 
that have been in effect for 
decades in states with high con-
centrations of immigrants such as 
California, Florida and New York. 
To comply with national safety 
requirements, businesses with 
LEP workers will need to translate 
Occupational Safety and Health 
Administration regulations into 

languages their workers understand. Com-
panies with LEP workers are already real-
izing that the cost to translate safety signs 
and literature is minimal when compared 
to a possible lawsuit if an LEP worker is 
injured on the job because of a lack of 
understanding safety procedures.

Translator jobs
Translation companies are always look-

ing for competent, well-educated transla-
tors. The demand will only increase as 
these new laws, safety concerns and mar-
keting opportunities fuel the need. What 
should a translator bring to the table? Ten 
or 15 years ago, only a handful of degreed 
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translation training programs existed. Now, 
more than 15 universities around the United 
States offer translation degrees. The Mon-
terey Institute of International Studies has 
been offering master’s programs for trans-
lators and interpreters for more than 35 
years. At the very least, an undergraduate 
degree, whether in translation sciences or 
in another field, is usually required by rep-
utable translation companies seeking to 
add to their translator roster. An American 
Translators Association certification vali-
dates the translator’s abilities.

Translators can take on a number of 
different roles during the translation pro-
cess. Translators entering the field need 
to decide their strengths before marketing 
their services to a translation company. 
A translator who is well versed or has an 
advanced degree in law, for example, 
could be invaluable when translating 
court documents or legal contracts. On 
the other hand, a linguist with a medical 
background might consider translating 
clinical studies. All translators today are 
expected to be experts in computer-aided 
translation (CAT), GMS and TMS software 
programs. These programs make the 
translation process more efficient, consis-
tent and accurate. 

A translation must go through multiple 
steps before it is ready for the client. Each 
step requires a different set of translation 
skills. After a document has been trans-
lated, it is reviewed by an editor who focuses 
on fine-tuning the document’s cultural and 
linguistic integrity while ensuring that the 
register is appropriate for its target audi-
ence. The document must then be proofed 
by another translator who checks the docu-
ment for spelling, punctuation, missing text 
and word wraps. The document may also be 
sent to a graphics department before it is 
finally delivered to the client. Novice trans-
lators must decide how they will participate 
in this process. In many cases, linguists can 
have the skills for all three roles: translator, 
editor and proofreader.

Pitching your translation services
Since translation is all about accuracy, 

translators seeking employment need to 
ensure that résumés and cover letters are 
error-free, with proper grammar and punctu-
ation. Résumés should highlight education, 
accreditations, language pairing, expertise 
and services offered (translating, proofing, 
editing and desktop publishing, for instance). 
The résumé should also include a list of pro-
fessional affiliations, software proficiency 

(word processing, desktop publishing, CAT 
and TMS) and the type of available hard-
ware (printers, scanners, communication 
tools, ftp sites). Additional résumé infor-
mation could include countries of resi-
dence, special interests and references 
from other translation professionals, cli-
ents or agencies.

Translation companies emphasize qual-
ity of translations and the ability to meet 
deadlines. Only by being honest about 
capabilities, respecting timelines, provid-
ing high-quality work and communicating 
clearly with language service companies 
can a novice translator advance to the list 
of preferred linguists.  G

It’s time you dealt yourself a winning hand. 
NCS gives you a dedicated project 
manager, team members 
hand-picked for your
specific project, and 
knowledgeable DTP 
specialists. All backed by 
customer focus and quality 
service. Think of it as a 
five-of-a-kind for your business.

Are you in? Call us to
learn more.  We’d love to 
get you in the game.

Translation that goes beyond words.

www.ncs-pubs.com                                 Tel.: 412.278.4590

Lost in the
translation shuffle?

Localization Is More Than Translation . . .
Global challenges require flexible and professional 
service providers. Take advantage of our experience 
and know-how and make your product a worldwide 
success! SAM Engineering was established in 1994 
and provides localization services to IT organizations 

as well as translation and engineering services to vertical industries through 
its network of translation partners, specializing in the translation of Business 
Applications and Technical Documentation. 

SAM Engineering GmbH is located in Muehltal, near Frankfurt, Germany. 
For more information, see www.sam-engineering.de
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Translations are everywhere — from 
websites to the back of one’s utility 
account to the box your toothpaste 

came in. But what if you need one and 
you’re on your own to get it done? This 
question, though seemingly benign, raises 
a host of other issues to the uninitiated, 
often in a confusing array of terminology 
and resources. This article should partially 
guide the translation newcomer to finding 
the right service.

One of the most basic needs an indi-
vidual might have is the translation of 
vital records such as birth, marriage and 
death certificates. Also included might be 
police and driving records, weapons per-
mits, military discharge or service records, 
adoption papers and any number of other 
official documents that, even if in one’s 
possession, still require translation.

The custodians of these documents may 
reside in the countries of origin, each of 
which will have a different, if somewhat 
similar, process for obtaining duplicates or 
copies of originals. Obtaining the requisite 
documentation requires legal knowledge, 
of course, but may also require connections 
or legal authority in the country of record. 
Before a translation can even begin, exper-
tise beyond linguistic skills is required.

Such expertise is usually not as simple 
as turning to a local civil attorney because 
the nature of the translation spans legal, 
linguistic and cultural bounds usually not 
housed under one roof. 

In countries such as the United States, 
where immigration patterns often follow 
the ebb and flow of international politics, it 
is not uncommon to have to deal with doc-
umentation needs stemming from coun-
tries with which the United States has (or 
has had) limited diplomatic ties and their 
concomitant legal agreements. Such is the 
case with Cuba and Vietnam, for example. 
In other cases, the custodian of the docu-
ments may be indisposed or non-existent, 
especially if the country in which the docu-
ments originated has suffered war, natural 
disaster or chaotic government, such as 
Afghanistan, Iraq, Bosnia, Myanmar and 
Somalia.

A step into nearly any metropolitan civil 
court in the United States reveals that these 
are not uncommon situations. At a court in 
Texas, for example, I witnessed several 
Vietnamese people seeking annulment of 
marriages because spouses could not be 
located after many years and the individu-
als wished to remarry. In an Oregon court I 
witnessed a South African seeking divorce 
from a spouse still resident, and definitely 
not lost, in that country. In a Nebraska 
court, a young couple sought court sanc-
tion of an arranged marriage consum-
mated in Iraq while both were minors by 
US law — now eight years on with both 
now in the age of majority.

Beyond vital records are other docu-
ments as innocent as, say, a letter from 
Flanders telling the recipient that a grand-
parent’s government coal mining pension 
will be increased by a couple of percentage 
points, to the more complicated case of a 
home study done by a US adoption agency 
that must be submitted to the require-
ments of the Guatemalan or Chinese or 
Sudanese government, or even as heart-
wrenching as a Red Cross appeal that must 
cross a local chapter to reach an outpost in 
a war-torn region in search of a lost child, 
sibling, parent or other relative.

Each of these situations requires exper-
tise beyond the purely linguistic, and fig-
uring out where to turn to even begin the 
process can be daunting. Fortunately, 
however, there are professional associa-
tions that can act as referral services or 
directories of members for either compa-
nies or individuals specializing in the type 
of the translation needed.

ProZ.com is a tremendous source of refer-
ral, for instance. It may often be self-referen-
tial, but is still useful. An individual may post 
his or her requirements and then receive 
bids from around the world. This is quite 
handy in that it allows one to locate individu-
als who have the expertise and contacts to 
get the job done, often at a fraction of the 
cost of engaging a middle person of some 
kind in this country. 

The site also offers a well-read forum 
in which one might pose a question about 

a translation and thus learn about avail-
able resources and gather questions to 
ask when eventually hiring a translator or 
translation service. As the site is global 
and globally read, answers can be had 
often in just a few hours. Over a period of 
days, the number of responses and wealth 
of information increases as more and more 
translators read the queries, which can 
either be language-specific or not.

One of the largest databases available is 
the American Translators  Association (ATA), 
which compiles a list of members who self-
identify areas of expertise and language 
pairs. It also maintains a list of translation 
companies that is helpful, among other 
things, in locating local resources who, if not 
experts themselves, may be able to refer to 
another source. A limitation of the resource, 
however, is that not all languages are listed 
in the drop-down menu provided.

Many countries offer a similar type of 
national professional association, which 
can be located using a search engine and 
terms such as (in quotes) “[country name] 
translators” followed by words such as 
institute, association, union and so on. In 
this manner, one might again locate an in-
country translator and gain insight into its 
needed expertise.

Research done this way may lead to 
more specialized professional associa-
tions suited to the case. For example, in 
the United States, there is the National 
Association of Judiciary Interpreters and 
Translators, which also contains a search-
able database of translation professionals. 
This organization is specific to the legal 
industry and its translation and interpreta-
tion needs. Most of the members are cor-
porate and may have a depth and breadth 
of experience that is most appropriate for 
a given situation or need.

Courts often ask for “official,” “certi-
fied” or other “legalized” translations of 
documents, so that even if one succeeds 
in acquiring the documentation, it may be 
unclear as to what is actually required. 
Even if the original is signed, is sealed 
and contains enough stamps to wallpaper 
a small room, the “officialization” of the 
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translation is still needed — and unfortu-
nately, exactly what this entails varies by 
jurisdiction, court and even judge. 

Even in cases where one might expect 
national standards, such as with immi-
gration cases, the same type of docu-
ment from the same country may have 
to be treated differently based on the 
desire of the specific court in which the 
case is held.

Of prime importance in this instance is 
the knowledge that no translator is certi-
fied or otherwise “official” as constituted 
by any organization in the United States. 
While courts can and do certify interpret-
ers through rigorous processes, often 
at the state or county level, they almost 
never certify translators except under the 
most unusual of circumstances.

The closest that we come in the United 
States to such a designation is “accredita-
tion” granted by the ATA to those who pass 
its examinations. Such a designation is 
handy, but it is not an officially recognized 
national credential and it is only available 
in a few, selected language pairs, primarily 
European languages and a few East Asian 

languages. However, it may be sufficient 
in the eyes of a court.

It is incumbent on the individual to 
ascertain what “officialness” constitutes. 
This can be just about anything, from the 
relatively meaningless to the demanding 
or even, at times, seemingly random. 

At the meaningless end of things, a raised 
seal or notarization may be required. In the 
first instance, any individual can purchase 
a raised seal at an office megastore for just 
a few dollars, whether or not he or she is a 
translator. Slightly up the scale is the notari-
zation obtained from a notary public. While 
obtaining notarization does nothing other 
than identify (usually via a driver’s license) 
the person who signs the translation, it is, 
at least, testifying to the signature on the 
paper, whether or not that person was the 
translator.

On the more demanding end of things, 
translators may be asked to provide a “letter 
of competence” (also called by many other 
names) in which he or she outlines educa-
tion, memberships and experience, includes 
some references, and maybe, in the most 
demanding of cases, provides copies of 

degrees from accredited universities. Rarely 
will a university transcript be necessary, but 
it does not hurt to have one on hand.

All said and done, however, sometimes 
the translator is but a mere formality for 
a lawyer and judge. I have seen one case 
where, after considerable expense, a 
Vietnamese translator was hired, paid a 
retainer, but never used, as the court sim-
ply accepted tax returns as proof that the 
individual had lived as a single person in 
the United States for the past ten years 
and thus annulled a previous marriage in 
Vietnam. In the case of a Bosnian matter, 
the court accepted that records were not 
available due to civil unrest. In the mat-
ter of a Cuban criminal case, the court 
accepted a Cuban police report and the 
word of a translator that there were no 
previous convictions in Cuba without any 
kind of official translation.

Thus, the provision and translation 
of life’s documentation are as varied as 
life itself. How they are received by the 
authorities in question is equally varied 
and sometimes quite different from what 
one might expect.   G 

A Solution All About You 
Global industry leaders rely on Kinetic to man-

age their multilingual corporate communications. 
We can help you reduce costs up to 75% and 
accelerate cycle time 60%-80% while maintaining 
global brand consistency.

Kinetic workflow tools give you the freedom 
to seamlessly connect all your translators and 
print service providers. 

Our services include globalization consulting, 
translation management, DTP, digital brand 
management, web to print management and 
business intelligence. 

Kinetic
Louisville, Kentucky USA

info@theTechnologyAgency.com
www.theTechnologyAgency.com

SALT Group
Cairo, Egypt

 info@saltgroup.org • www.saltgroup.org

2008 Milestone: 
SALT Group Going Global

• European Standards EN 15038-certified
• Opened new office in KL Malaysia
• Adding 15 new language pairs
• Raising online connectivity to three 

alternate lines of two Mbps each to 
guarantee 100% up time

• Leading an international initiative to 
strengthen the concept of culture and 
business. First article published in BP 
eStrategies magazine 4th quarter 2007

 High Quality Translations  
Increased Productivity

SYSTRAN is the market leading provider of 
language translation software solutions for the 
desktop, enterprise and internet available in 
52-plus language combinations and 20 domains. 
Powered by its hybrid machine translation 
technology, SYSTRAN solutions automatically 
translate text. Integrated advanced post-edition 
tools increase efficiency and are combined with 
a training module leveraging mono/bilingual 
resources to incrementally shorten the time to 
generate high quality translations. Use of SYSTRAN 
solutions enhances multilingual communication 
and boosts user productivity and time savings as 
they deliver real-time language solutions for search, 
content management, online customer support, 
intra-company communications and e-commerce.

 SYSTRAN Software, Inc.
San Diego, California USA • Paris, France

info@systransoft.com • www.systransoft.com
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Translation buyers have a short list of 
favorite providers who get the plum 
jobs, the ones who are called first for 

their language combination. What makes 
a project manager keep you at the top of 
their mind? 

Excellent linguistic skills are de rigueur, 
as are prices that are within the industry’s 
tolerance help — neither too low to be 
credible nor too high to be affordable. But 
as long as translators and project manag-
ers remain human, the human relationship 
between the provider and the buyer is the 
key to the success or failure of a business. 

This doesn’t mean a phony pretense to 
friendship: phony behavior reeks for miles 
around. What it does mean is building a 
reputation for reliability. Because while 
a translator sells language services, the 
buyer is looking for reliability, for a known 
quantity in a business that is just as much 
art as craft. 

How can you be in that quantity? Get 
into the habit of doing three things for each 
project you’re involved in, and then change 
focus and incorporate three things into the 
lifestyle you have outside of individual pro-
jects. When these become habits in your life, 
the market will respond, and reward you. 

Here’s what you can do to give each 
translation you deliver a final polish. 

Read it over on paper.
Screens are wonderful. Flat LCD screens 

are tempting; they threaten to colonize your 
desk, though they hardly take up any space. 
With all that on-screen clarity, can we skip 
that last step and proofread on screen? 

Not if we want a successful business.
Mistakes leap out at us from the page 

in a way that puts to shame even the best 
proofreading tools. If your project can be 
printed out, grit your teeth and print it. Rap-
idly typing fingers insert all manner of errors 
into our texts. On-screen, we are lulled into 
complacence by the little red underlines. 
Off-screen, we are alert to actual meaning.

Every project is improved by a round of 
proofreading in a new context. Paper gives 
that context, after a text has only ever been 
seen on-screen. By all means, keep things 
environmentally friendlier and print on both 
sides of recycled paper. But do include the 
time you’ll need for printing out the project 

and reading it one last time on paper before 
you sign off on it and send it out. 

Ask if you’re not sure.
Alas, telepathy is not in the typical 

translator’s toolbox. 
Pause a moment to ponder the implica-

tions of this sad fact: we will get requests that 
we do not fully understand. Clients, being 
human, will make ambiguous statements, 
they’ll leave out some piece of information 
that we need in order to determine linguis-
tic register, gender (what’s with the unisex 
names?), or a key clue about the audience for 
which the translation is being bought.

In such cases, “I don’t want to interrupt 
my client” is exactly the wrong idea.

Gather up as many of your questions as 
you can before you start the project, and ask 
buyers what exactly they want or need. If 
new questions arise as you start translating, 
collect as many as you can for a single e-mail 
or conversation — as many as you can with-
out halting your work on the project.

Don’t be a pest, don’t get in the way, but 
definitely ask by e-mail or phone. Consider 
it a quality assurance move: you’re making 
sure that you are in fact giving your clients 
what they want. 

Double-check arrival.
Spam filters. Network downtime. Mis-

delivered mail. Gremlins.
So many things can divert the project 

delivery, be it by e-mail or physical mail! Hap-
pily, you can put a technological fix into place 
that will guarantee you find out about any 
delivery disasters befalling your projects.

Here’s the line of code to add to your 
project delivery e-mails: “Please confirm 
that you have received the correct file.” 

Do not rely on automatic reading con-
firmations. What you want is an actual, 
human response: “Yes, I got it.” By ask-
ing if the correct file has been received, 
you’ve recruited your client’s attention. If 
they got the wrong file, they’ll know right 
then and there, and you will hear about it 
and be able to correct the error.

If the work is not delivered by e-mail, 
include the same question on your physi-
cal cover letter, and be sure to call and ask 
if it has really arrived. 

You’d think everyone does this — but, 
no. Only successful translators do. Be one. 

Make sure your translation got to where it 
ought to be.

The Big Picture
Hunched over a translation, six diction-

aries and a cup of coffee in reach, we are all 
too liable to lose track of the gross motor 
muscles that keep us in business. Here are 
three habits that will hold your career on 
track for the long term. 

Keep up with both languages.
Language fades. You can see it in your 

own usage. If you are not exposed to one 
of your languages, idioms will start to slip, 
or you’ll mix up genders or come across 
some term that didn’t exist last year, prob-
ably in the field of consumer electronics.

Keep it up on a regular basis. Bookmark 
a web-based radio station in your other lan-
guage; download podcasts to hear at the 
gym; subscribe to a monthly journal that 
will lie around, waiting to be read. The best 
translators are rampant datavores. Having 
a habit of devouring your data in both lan-
guages will keep your linguistic muscles 
flexed and ready for actual projects. 

Let the market know you’re out there.
Translators sit alone in their cells, 

focusing on the tiny space between the 
languages. It is easy to stay there for the 
duration of your projects, enjoying the 
gentle flow of words over your brain.

“Easy” is a clue: if it’s easy, you need to 
be doing more. 

Every freelance professional must spend 
time and effort to inform possible clients 
that his or her skills are out there. Build 
this into your week as a habitual thing, not 
a one-time project. Print up a brochure, 
contact likely buyers, trade organizations, 
commercial and governmental organiza-
tions. Do something — anything — to keep 
your name out there, where potential cli-
ents might become actual clients.  

Engage in gratuitous learning.
We deal in words, and words are used to 

describe and explain things in many fields. 
Spend time learning about a subject, and 
its vocabulary will force itself into your 
consciousness.  Learn new words — which 
means new tools for your trade, new 
usages, new ways of being able to say the 
things that you are called upon to say. 

Gratuitous learning is the sort of learn-
ing that does not follow naturally from 
everything else you have learned before. It 
is a horizon-expanding kind of learning and 
tends to refresh the mind of the learner. 
In every week, include fifteen minutes 
of something entirely out of your regular 
route of learning language.   G

Six Habits for 
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Are you tired of translating? Do you 
miss working at whatever it was 
you did before joining the profes-

sion? Never fear, you can drive yourself 
out of business quickly and efficiently, 
to the point where you will never be bur-
dened with translation projects again. 
If you want to keep plying your trade, 
though, watch out for those steps — and 
take preventative measures to avoid 
them. Here are four surefire ways to de-
stroy your reputation as a translator — 
and five good ways to sustain the esteem 
of your clients and co-workers. 

Overpromise
Put your cape on, Superhero — or 

is it SuperTranslator? You can do any-
thing. You speak Swedish and English, 
and some project manager asked you to 
translate Norwegian? Go for it. You can 
surely do a good job anyway, piecing 

together any unfamiliar idiom with a lit-
tle help from Google. Time constraints? 
Not! A! Problem! If you’re asked to 
translate 50,000 words by the day after 
tomorrow, just say yes and deal with the 
consequences later. Medical translation? 
No biggie, it’s in your source language, 
and it looks a lot like words. Promise 
them anything, that’s what a salesman 
does, isn’t it? 

Not if you like translating for a living… 
If you want to keep your clients, learn the 
n-word and use it frequently. No may be 
your best tool for keeping and expand-
ing your business. If it’s outside of your 
area of expertise, your language or 
your comfort zone and if doing a project 
endangers your health, “thank you for 
contacting me about this, but I will not 
be able to take on this project” sounds 
much more professional than the three 
a.m. scream of despair when it turns out 

that you’ve committed to something that 
was not merely a stretch, but an actual 
impossibility. 

Drop deadlines
You promised it on Tuesday morning? 

Thursday is only two days later, and it 
also starts with a T. Close enough, really. 
The project manager has her hands full 
of so many clients and languages, she 
won’t notice if your project slides a few 
more days. If you’re battling the clock, 
you can’t just stop translating and take 
the time to call and inform your client, 
right? That would be a distraction, and 
they might get a little mad. So just sol-
dier on, ignore frantic e-mail queries 
and turn off your phone’s ringer. When 
they get it, they’ll get it.

Not if you like translating for a liv-
ing… Translation is never the last step of 
a process — which means that any delay 

Thriving in a 
Trust-based Industry

DENA BUGEL-SHUNRA
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in your schedule jams up the schedules 
of everyone who comes after you. Your 
project manager takes all the heat from 
the end client and the designer and the 
database specialist and anyone else who 
wants to get his or her hands on that text; 
she counts on you to get results to her 
desk at a particular time, which you’ve 

committed to do — all translation proj-
ects have deadlines. If you can’t make 
the deadline, let your project manager 
know as soon as possible, and come up 
with an alternative plan you can actu-
ally work with. Deadline reliability may 
be the single most important quality in 
a translator. 

Type like a Neanderthal
A word processor is just like a type-

writer, except you never have to fight 
with the ink. Tabs and spaces are just 
the same, callouts and tables are both 
just boxes, so use them interchangeably. 
For an end client, deliver everything in a 
fixed-size font; if your project is heading 
to a designer, use fancy fonts and mess 
things up with the occasional table. 
Don’t ask what’s needed — just guess. 
If you’re translating a website, ignore all 
those things between the pointy brack-
ets. Just type over them. In Cyrillic. 

Not if you like translating for a living… 
There’s always some way of messing up a 
document. Talk to your project manager to 
find out what the client wants. Moreover, 
learn your tools. If your primary transla-
tion environment includes Microsoft Word, 
read a book about it or take a class. 

File first drafts
You read it, you translated it, it’s 

in English now, send it in. No need for 
spell-checking. No need to read it over, 
top to bottom, on paper rather than on 
screen. No need to ask your favorite 
proofreader to glance at it in exchange 
for your glances at his or her work. Just 
lob it off in the next e-mail, with a sigh of 
relief when you press send. Right? 

Not if you like translating for a living… 
Nobody’s perfect. Put into place a standard 
quality assurance routine, and stick to it. 
Use automated tools, changes of environ-
ment from screen to paper and from desk 
to clipboard to make the errors jump out 
at you. Get some help from a friendly col-
league, or contract out your proofing. Errors 
will still crop up in documents, but not so 
many of them, nor quite so embarrassing.

Career not done yet? 
Translation is a trust-based industry. 

This implies that if you’re still getting jobs, 
there are still people out there who trust 
you — for both your language abilities 
and your people skills. That trust is your 
greatest asset. If you like translating for a 
living, nurture the trust your clients have 
in you. Underpromise but overdeliver; live 
up to every promise you’ve given; know 
your tools and your boundaries; and adopt 
a humble point of view. This will help turn 
your linguistic assets into professional 
ones and drive your ability to retain clients 
over many years of career development in 
a field that clamors for new talent. 

It’s up to you.  G
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European Leader in 
Translations for 20 Years
Headquartered in Brussels for 23 years, 

Telelingua International also has offices in 
Paris, New York and Shenzhen. Telelingua 
has more than 100 employees and yearly 
revenue of more than 20M$. It is one of the 
most experienced translation and localization 
companies around. Telelingua International has 
worked for prestigious companies in different 
industries for years and was awarded “Best 
SAP Translation Partner” in 2005.

Telelingua International
Brussels • Paris • New York • Shenzhen

info@telelingua.com
www.telelingua.com

GIP and Telephonic 
Interpretation Services

 It’s finally here. Global Interpreter Platform 
(GIP) is designed for language companies that 
want to start providing telephonic interpretation 
services and compete in this growing market 
space. It’s a complete module that includes a 
telephonic interpretation console as well as a 
face-to-face scheduling console. Because this is 
SaaS (software as a service) approach, it does 
not require any upfront investments. Please 
contact us if you would like to start your own 
telephonic interpretation company. 

Telelanguage, Inc.
Portland, Oregon USA

andre@telelanguage.net
www.telelanguage.com

Six Degrees 
of Transcreation®

TripleInk is a multilingual marketing 
communications agency that works across 
languages, cultures and borders to provide 
insightful strategies and meaningful translations 
to companies that want to reach US ethnic 
and global markets. Our clients rely on us to 
make their message understood and their brand 
relevant, anywhere on earth.

Our services:
• Transcreation of advertising
• Website localization
• Technical translations
• Multilingual production services in all media
• Consulting on multicultural marketing and 

branding

TripleInk
Minneapolis, Minnesota USA

info@tripleink.com • www.tripleink.com

Unitype, LLC
Lockhart, Texas USA

 sales@unitype.com • www.unitype.com

Unitype Multilingual 
Software

Multilingual word processing and data input for 
over 100 languages. Includes most national and 
major languages. Includes ancient languages.

Global Writer
• Standalone multilingual word processor
• Create Unicode-compliant documents
• Fully supports bidirectional editing
Global Office
• Integrates with Microsoft Office
• Type Unitype languages into Word, Excel, 

Outlook, and PowerPoint
• Automatically selects keyboards and fonts for 

each language
Global Suite
• Includes both Global Writer and Global Office

 

Consulting and Training 
for Translation Tools

Independent consulting, training and support 
consulting on translation technologies

• Tools evaluation and comparison workshops
• Setup considerations
• Evaluation of your translation and 

terminology processes 
Benchmarking
• Independent evaluation of your own tools 

against the tools in the industry
Tools training (beginners, advanced, customer-

specific Q&A sessions)
• Project managers and translators 
• Sessions in English or German
• Online or onsite
Technical support 
• For end users (project managers/translators) 

of translation tools

zaac  — Angelika Zerfass
Bonn, Germany

zerfass@zaac.de • www.zaac.de/english

Your Turkish 
Localization Partner

Teknik Translation Agency is dedicated to 
providing high-quality translation services for 
its multinational customers in the following 
language combinations: from English, German, 
French, Italian, Spanish and Dutch into Turkish.

Our specialization includes IT, electronics, 
technical and medical translations, telecom-
munications, commerce and business.

Quality-oriented and flexible service, 
responsiveness and on-time delivery ensure 
permanent customer satisfaction.

Teknik Translation Agency
Izmir, Turkey

info@tekniktranslation.com
www.tekniktranslation.com

 GETTING STARTED :
TRANSLATION

Guide
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Innovating Localization Business Models

www.localizationworld.com • info@localizationworld.com

Sponsored by

www.across.net

• Large exhibits with tools and services from around the world
• Excellent speakers and keynote addresses
• Three days full of sessions for beginners and experts
• Social events for networking

www.thegeogroup.com

www.moraviaworldwide.com

www.logrus.ru

Dinner Sponsorswww.lionbridge.com
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