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2011 Resource Directory and Editorial Index 2010

Subscriptions

The 2011 Resource Directory and Editorial Index 2010 is 

now online and available for free download at  

www.multilingual.com/resourceDirectory.

This must-have resource includes a comprehensive index 

of the eight 2010 issues of MultiLingual with live links to 

the online articles. If you are a print or digital subscriber, 

just click on the link in the index and you will be taken 

online to the article that refers to the index item. Not a subscriber? 

Subscribe now and you automatically have access to all online archives.

Our Core Focus and Guides content provide valuable information to 

help people understand the issues and challenges involved in localization. 

These provide a great introduction on what questions to ask and where to 

go for answers. This is a way to increase your “core strength” in localiza-

tion and translation knowledge! The information is available for download 

on our site – at no cost. If you need to learn more, brush up on what you 

know or introduce someone new to the concepts, then go to multilingual 

.com and download any or all pdf files.

Core Focus and Guides
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With Across language technology, you get everything from a single source – just like on the World Wide 

Web: The leading technology provider serves the entire "linguistic supply chain" – from consistent word-

ing to translation management. Thanks to its cross-sector expertise, thousands of corporate customers 

from the manufacturing industry, the financial services sector, life sciences, software/IT and many other 

industries have chosen Across language technology – in the US and worldwide. The integrated Across 

enterprise solutions include components for:

» Re-use of translations and a consistent corporate terminology 

» Controlled translation management and data sovereignty over foreign-language content 

» Seamless collaboration between customers and translation service providers

» End-to-end processes and the integration of interacting systems

What about you?

Language Technology 

for a Globalized World. 

Across Systems, Inc.

Info-Hotline +1 877 922 7677

americas@across.net

Across Systems GmbH

Info-Hotline +49 7248 925 425

international@across.net 

www.across.net

Language Technology

for a Globalized World.

Cross-sector Expertise

Across Language Server

Hosted Across Language Server

Additional clients

Across Language Portal

crossConnect for content systems

crossConnect for software localization

crossAPI SI

crossAPI IA

crossTerm Web read/write

crossTerm Web read-only

crossTerm Web enterprise license

http://www.across.net/us

Across in Manufacturing Industry
In manufacturing, ever more complex products must be described in ever more languages; most of the tools to do this have not 

grown with the demand...

http://www.across.net/us/across-in-manufacturing-industry.aspx

Across in the Financial Services Sector
In fi nancial services, documents and statements are time-critical and liability-relevant at the same time. As a member of UniCredit 

Group, for example, HypoVereinsbank keeps a variety of content available...

http://www.across.net/us/across-in-fi nancial-sector.aspx

Across in the Pharmaceutical / Life Science Sectors
Life science industries such as the pharmaceutical and medical technology industries are especially subject to regulatory 

specifi cations, also with respect to their product and corporate communications. From clinical studies and treatment protocols... 

http://www.across.net/us/across-in-pharmaceuticals-life-sciences.aspx

Across in the Software / IT Sectors
For the localization of application software and display texts, the content of the user interface is refl ected in manuals and help texts. 

The user interface is translated internally in the development department, product-related content...

http://www.across.net/us/across-for-software-it-companies.aspx 

Translation Memory System

Across is an independent provider of technology Advanced search

Ads

Translation Management:
with the Across Language Server.

Save up to 70% of time & translation costs.

www.across.net

 

crossAutomate
is an option capable of fully exploiting

the potential for increased effi ciency.

www.across.net

Across
is a leader just like its customers:

Volkswagen, SMA Solar Technology AG

and many more.

www.across.net

Translation Memory System
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S
Spanish makes me think of corn. 

And by corn I mean maize, the grain 
classified as Zea mays in Latin. In 
developed countries, and particularly 
in the United States, corn is mixed 
into many food products, almost 
undiscernibly — for example, in the 
form of corn syrup, and as the basic 
dietary supplement of meat products. 
Due to popular books such as The 
Omnivore’s Dilemma, corn has gotten 
something of a bad name, since for 
many, it tends to represent corporate 
agriculture and the expanding waistlines 
of those who consume it. We think of 
corn and we think of the midwest; we 
envision swarms of mosquitoes and 
sticky summers and the mind-numbing 
sameness of field after field of rigid 
green rows — similar to the ho-hum, 
it’s-all-the-same attitude that Susan 
Remkus, in this issue’s Perspective, 
says US corporations sometimes have 
towards Spanish translation.

Or maybe it’s kind of like the grammar 
drills kids practice. Many, if not most, 
US students in the public school system 
have taken Spanish at some point, 
but few of them seem to come out 
with more than a vague knowledge 
that Spanish is all around them, likely 

permanently, with all the foreign dazzle 
of a can of cola. 

It’s funny, because in the United 
States we used to think of Central and 
South Americans as eating a lot of corn 
— in tortillas, tamales and cornbread, for 
instance. Indeed, maize spread outwards 
from Mexico as early as 9,000 years ago, 
into South America, North America and 
the Caribbean, where it has been used as 
a vital food source for millennia.

Corn comes in any number of varieties 
(not to mention colors), and to help 
start our focus, Nataly Kelly similarly 

discusses the world’s many flavors of 
Spanish, including 38 different ways 
of saying popcorn. Elizabeth Colón has 
a larger article on Spanish interpreting 
nuances, based on these different 
varieties of Spanish. 

Terena Bell showcases more on Spanish 
interpretation — this time for domestic 
violence cases. Bell specifically lays out the 
possibility of having a translation memory 
for interpreting … precisely because 
Spanish is not ho-hum, it’s-all-the-same. 
Luciana Ramos follows her with a call for 
Spanish translators to unify under the 
new spelling standards, and Marco S. de 
Pinto writes about code-switching Spanish 
and Portuguese. Daniel Vallès finishes out 
the focus by examining choices made by 
Spanish translators.

We also have a column on culture 
by Kate Edwards, and another on 
place names by John Freivalds. Later, 
Aaron Marcus, Emilie Gould and Laurie 
Wigham explain a culture audit for 
Saudi Arabia, and Renat Bikmatov, 
Serge Gladkoff, Marina Kostionova and 
Andrei Kopylev detail a case study on 
the machine translation engine Moses. 
Yuji Yamamoto (or Yamamoto Yuji as he 
is known in Japan) gives us an article on 
how to create glossaries in UTX. Daniel B. 
Harcz provides the Takeaway, analyzing 
the career decision between freelancing 
and translation agency management.

In our reviews, Madalena Sánchez 
Zampaulo looks at Latino Link, a text 
about marketing to Spanish-speakers. 
Once again, this will have its own 
nuances, depending on the audience.

Reading through these articles, I’m 
reminded that even before we start 
processing it, corn can be crunchy, soft, 
salty, sweet, bland, white, yellow, ruddy 
or blue. Just because we have one idea 
of it, that doesn’t negate its myriad 
reality.  W

Navigating the maize

Katie Botkin               Post Editing
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STAR Group – 
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Publishing.

Maize photographed in South America by 
Portland, Oregon, based Tim Olsen.
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META-NET Forum 2011
June 27-28, 2011, in Budapest, Hungary. 

META-NET Network of Excellence, www.meta-forum.eu

Media for All
June 28-July 1, 2011, in London, UK. 

TransMedia Research Group, Imperial College London  

www.imperial.ac.uk/mediaforall4

Cross-Cultural Pragmatics at a Crossroads II
June 29-July 1, 2011, in Norwich, UK. 

University of East Anglia, www.uea.ac.uk/ccp2

July

SummerTransIV
July 4-13, 2011, in Wrocław, Poland. 

International Academy for Translation and Interpreting e.V.  

www.summertrans.ifg.uni.wroc.pl

The Great Translation Debate
July 7, 2011, online. 

PorZ.com, Translation Automation User Society, www.translation 

automation.com/online/the-great-translation-debate.html

HCI International 2011
July 9-14, 2011, in Orlando, Florida USA. 

HCI International, www.hcii2011.org

Literature and Translation
July 11-12, 2011, in Melbourne, Australia. 

AAL, AALITRA, Literature Research Unit, Monash University  

www.aal.asn.au/conference/2011/index.shtml

IWIPS 2011
July 11-14, 2011, in Kuching, Malaysia. 

Product and System Internationalisation, Inc., www.iwips2011.org

International Terminology Summer School 2011
July 11-15, 2011, in Cologne, Germany. 

TermNet, www.termnet.org/english/events/tss_2011/index.php

WORLDCOMP’11
July 18-21, 2011, in Las Vegas, Nevada USA. 

The University of Georgia, www.world-academy-of-science.org

6th Workshop on Statistical Machine Translation
July 30-31, 2011, in Edinburgh, UK. 

Association for Computational Linguistics, www.statmt.org/wmt11

August

FIT XIX World Congress
August 1-4, 2011, in San Francisco, California USA. 

International Federation of Translators, www.fit2011.org

7th Language & Technology Conference
August 13-15, 2011, in Córdoba, Argentina. 

IMTT, www.imtt.com.ar/2011conference
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June

META-NET Challenge in ICANN 2011
June 14, 2011, in Espoo, Finland. 

META-NET Network of Excellence 

www.cis.hut.fi/icann11/con-txt-mt11

Localization World Barcelona
June 14-16, 2011, in Barcelona, Spain. 

Localization World Ltd., www.localizationworld.com

UA Europe 2011
June 16-17, 2011, in Brighton, UK. 

Matthew Ellison Consulting, Writers UA, www.uaconference.eu

2nd North American Summit on Interpreting
June 17-18, 2011, in Washington, D.C. USA. 

InterpretAmerica, LLC, www.interpretamerica.net/summit

ACL-HLT 2011
June 19-24, 2011, in Portland, Oregon USA. 

Association for Computational Linguistics  

www.acl2011.org/call.shtml

Localization Certification Program
June 20-22, 2011, in San Francisco, California USA. 

CSU, Chico Center for Regional and Continuing Education  

and Research Foundation, Localization Institute  

http://rce.csuchico.edu/localize

Translation Risk Management
June 21, 2011, online. 

The Localization Institute 

www.localizationinstitute.com/index.cfm? 

SEMINAR_CAT_ID=6#session2

Internacional T3L Conference
June 21-22, 2011, in Barcelona, Spain. 

Tradumàtica, Universitat Autònoma de Barcelona  

http://tradumatica.uab.cat/conference

UPA2011
June 21-24, 2011, in Atlanta, Georgia USA. 

Usability Professionals’ Association 

www.upassoc.org/conference/2011/index_alt.html

Localization Project Management Certification
June 23-24, 2011, in San Francisco, California USA. 

CSU, Chico Center for Regional and Continuing Education  

and Research Foundation, Localization Institute  

http://rce.csuchico.edu/localize

Swiss Translation Unconference
June 24, 2011, in Neuchâtel, Switzerland. 

Autodesk, http://translation-unconference.ch

ProZ USA
June 24-25, 2011, in Jersey City, New Jersey USA. 

ProZ.com, www.proz.com/conference/247
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Belgium Bulgaria 

Czech Republic

Estonia Germany 

Hungary Latvia 

Lithuania China

Slovenia  Russia

Slovakia Poland

USA 

We deliver languages. Worldwide.

Audio-visual services:
Entertain your global audience.

+1 212 858 7561

info@skrivanek.com

www.skrivanek.com

Individual needs call for individual 

solutions. We customize our approach to 

meet your audio-visual requirements in 

a cost effective way.

.  localization of all multimedia and eLearning 

applications

. professional studio editing and subtitling

. native speaking actors for voice-over, 

dubbing, transcription and recording

. audio-visual localizations of all multimedia 

applications and animations

. multilingual animations in all formats

Standards will continue  

with increased collaboration

The Localization Industry Stan-
dards Association (LISA) shut down 
its operations effective February 
28, 2011, which sparked debate as 
to what comes next for industry 
standards and organizations. For 
example, in April the LISA General 
Assembly voted to transfer its open 
standards to the public domain, 
including TMX, SRX and TBX. Mul-
tiLingual weighs in with tools guru 
Jost Zetzsche and Arle Lommel, a 
standards expert at the Globaliza-
tion and Localization Association 

(GALA). The longer version of the interview, 
covering more on standards and collabora-
tion, may be found at www.multilingual.com 
/120_standards_interview.

MultiLingual: Which of LISA’s functions 
are critical to be continued?

Zetzsche: LISA’s core mission was to de-
velop and promote standards. While LISA 
tried to extend its reach beyond that, it is 
that core mission that we need to take up 
and continue.

Lommel: LISA played a vital role in 
building localization as an industry. We 

run a risk of losing this sense without some 
central point of collaboration. In addition, 
LISA hosted roundtables for high-level de-
cision makers. These were really very useful 
to many people and I’d like to see these 
continue somewhere else as well.

MultiLingual: How can an industry as 
diverse as the language industry “decide” 
the roles to be played in standards?

Zetzsche: That’s a good question, and 
the passionate discussions that have taken 
place on forums like LinkedIn have shown 
that this is no easy task. Though some or-
ganizations have signaled a willingness to 
step in and pick up the pieces, they need to 
be aware that though we are diverse, we 
are a highly interconnected industry where 
standards can be successful only if they 
serve all constituencies.

Lommel: In a real sense it can’t, unless there 
is some neutral institution around which dis-
cussion can happen. It is important that no 
single group control the standards process. If, 
for instance, GALA members could somehow 
control standards, it would actually be bad for 
them. So we need to see a framework where 
competing interests can all have a say and 
arrive at some level of compromise. When we 
reach the point where we all work together, 
knowing that we will have to give and take, 
we can arrive at a useful compromise. 

At another level, I don’t see it as a prob-
lem if people don’t agree on everything as 
long as it doesn’t result in competing stan-
dards that do the same thing, and as long 
as the people who care can get involved in 
an open environment. 

MultiLingual: What standards do you 
foresee in the future of the industry?

Lommel: We are at a moment of great 
change in our industry. We’ve seen old 
project-based paradigms based on mono-
lithic resources stretched to their limits, 
and they simply can’t expand to meet 
modern needs. That is forcing the drive 
toward interoperability. It’s one thing to 
have to handle one-off conversions of 
resources for large projects — that’s a real 
pain but you can do it — and another to 
have to repeat that process for streams of 
content or small pieces of projects that 
come along periodically. You just cannot 
waste time with different versions of XLIFF, 
TMX or whatever standard you want to use, 
when you might get 2,000 words one time 
and 50 another, and when it all needs to 
be delivered tomorrow. Unfortunately, the 
current standards we see are still largely 
based on the old paradigms of big projects. 
So we will see a lot more work on interop-
erability and process standards. These 
things have to happen if our industry is to 
move to where our customers want us to 
be. At the same time, we will see work on 
quality standards. While there are quality 
assessment standards such as SAE J2450, 
or things like BLEU scores for machine 
translation and various sorts of quality as-
surance standards, none of these solves (or 
can solve) the entire quality issue. 

Zetzsche: The existing data standards are 
TMX for the exchange of translation memo-
ries, SRX for the exchange of segmentation 
rules, TBX for the exchange of termbases, 
and XLIFF for the exchange of translation 
files. Each of these will continue to play 
significant roles. Something else that will 
emerge is a package/container standard 
with all data necessary for the translator 
— the translation data as well as the assets 
needed to work on the project.

Please find answers to more questions at  
www.multilingual.com/120_standards_ 
interview, including: Which standards will 
take precedent and what will be left behind? 
How does ETSI play into this? OASIS? Other 
organizations?

Industry standards post-LISA: Q&A with Jost Zetzsche and Arle Lommel
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News

Business

BGS euroscript
euroscript International S.A., a provider 

of solutions in content life cycle manage-

ment, and Brink Global Solutions, LLC, have 

announced the formation of BGS euro-

script Inc., a joint venture company based 

in Minneapolis, Minnesota.

BGS euroscript Inc.  

www.euroscript.com/unitedstates/en

Argos opens Galway Office
Argos Translations Sp z o.o., a provider 

of language services, has opened its sec-

ond regional translation office in Galway, 

Ireland. The company has also expanded its 

focus on life science translation services.

Argos Translations Sp z o.o.  

www.argostranslations.com

Comsense merges with  
Translator Scandinavia

Comsense, a provider of localization ser-

vices, has merged with Translator Scandi-

navia AB, a translation agency. The merger 

creates a localization unit within Translator 

Scandinavia.

Comsense www.comsense.se

Translator Scandinavia AB  

www.translator-scandinavia.se

Cicero Translations relocates 
Tunbridge Wells office

Cicero Translations, providers of interpret-

ing, transcription, typesetting, printing, sub-

titling and voiceover services, has moved to 

larger offices in Tunbridge Wells, Kent, UK.

Cicero Translations  

www.cicerotranslations.co.uk

Localisation Sales & Marketing
Localisation Sales & Marketing, founded 

by industry veteran Jessica Rathke, is a pro-

vider of strategic and tactical marketing 

and sales services to the localization and 

translation industry.

Localisation Sales & Marketing  

http://l10nsalesandmarketing.com

Web-Translations  
acquires Live Translation

Web-Translations, a language services 

provider, has acquired Live Translation, an 

online translation service, to integrate with 

existing services such as email-translations 

.com and blog translation.

Web-Translations  

www.web-translations.co.uk

Live Translation www.livetranslation.com

eWorld Learning relocates
eWorld Learning, Inc., an e-learning 

consulting and solutions company that 

specializes in the adaptation of e-learning 

for use in other countries and cultures, has 

relocated to Washington, D.C.

eWorld Learning, Inc. www.eworldlearning.com

XTRF revises logo
XTRF Translation Management Systems 

has revised its corporate appearance and 

rebranded with a new logo.

XTRF Translation Management Systems 

www.xtrf.eu

Quicksilver redesigns website
Quicksilver Translations, a provider of 

translation and documentation services, 

has redesigned its website to include local-

ized versions and a more focused blog.

Quicksilver Translations  

www.quicksilvertranslate.com

People

Recent industry hires
 ■ Ocean Translations S.R.L., a language 

service provider, has hired Magali Magnani, 

Valeria Grosso, Gustavo Mendez and Pablo 

Serenelli as bilingual project managers.

 ■ LanguageWire, a provider of translation, 

proofreading, text editing, layout and graphic 

processing services, has hired Manuel Lind-

berg as country manager, and Alam Ali and 

Elisabeth May Jansen as account managers.

 ■ Common Sense Advisory, Inc., an 

independent market research firm special-

izing in the language services industry, has 

hired Anna Abgaryan as part of the global 

sales team. 

 ■ 1-Stop Translation, a provider of Asian 

language services, has hired Kay Nah for the 

new role of chief listening officer.  

 ■ Syntes Language Group, Inc., a lan-

guage services provider, has hired Noriko 

Nakazawa as its new senior project manager. 

 ■ International Language Center, a lan-

guage school and language service provider, 

has hired Ilana Brener as sales manager and 

Jesslyn Vezeau-Shipp as administrative 

assistant. 

Ocean Translations S.R.L.  

www.oceantranslations.com

LanguageWire www.languagewire.com

Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

1-Stop Translation USA LLC www.1stoptr.com

Syntes Language Group, Inc. www.syntes.com

International Language Center  

www.ilcworldwide.com

Resources

‘The Top-Scoring Global Websites,’ 
‘How to Drive Translation Sales’

Common Sense Advisory, Inc., an inde-

pendent market research firm specializing in 

the language services industry, has released 

Localization

Translation

Quality Assurance

Project Management

DTP

+7 (495) 913 6653
www.januswwi.com,

management@janus.ru

Russia  Ukraine  Kazakhstan
Germany  USA

ISO 9001:2008 certified
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two new research reports. “The Top-Scoring 
Global Websites” includes a ranking of the 
world’s 100 best websites for global and 
multilingual visitors. The firm’s Global Web 
Score evaluates sites using 20 scoring areas, 
including the total addressable audience the 
site can reach and the spending power of 
the linguistic communities it supports. Sites 
that make it difficult for global audiences to 
quickly find relevant content are penalized 
with point deductions for poor practices.

“How to Drive Translation Sales” intro-
duces a new method of translation market 
segmentation that is based on Common 
Sense Advisory’s localization maturity 
model. The report also includes industry 
averages for monthly, quarterly and yearly 
translation sales quotas; typical compensa-
tion ranges for translation salespeople; six 
models of dividing up sales territories; and 
sample financial goals and sales targets for 
companies in different revenue ranges. 
Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

New report from Outsell Gilbane 
on managing multilingual content

Outsell’s Gilbane Services, an analyst 
and consulting firm focused on content 
technologies and their application to busi-
ness solutions, has released a new study 
on content globalization practices titled 
“Multilingual Marketing Content: Growing 
International Business with Global Content 
Value Chains.” The report is based on original 
primary research aggregating the real-world 
experiences of organizations that compete 
in multinational markets. It describes ap-
proaches to increasing the value of content 
as a key component of strategic brand man-
agement and marketing communications, 
citing examples where industry leaders have 

succeeded and failed.
Outsell’s Gilbane Service www.gilbane.com

‘From Globalization to Realization: 
A Product Launch Roadmap’

PTIGlobal, a provider of localization, 
interpretation and translation services, has 
released an industry white paper entitled, 
“From Globalization to Realization: A Prod-
uct Launch Roadmap.” The white paper 
outlines the steps involved in launching a 
product to the global marketplace and cov-
ers the processes of globalization, interna-
tionalization, translation and localization.
PTIGlobal www.ptiglobal.com

New ELRA resources
The European Language Resources As-

sociation (ELRA) has added two new mul-
timodal and three new speech resources to 
its catalog.

The ELRA-S0314 LILA Marathi database is 
comprised of 2,002 Marathi speakers (992 
males and 1010 females) recorded over the 
Korean mobile telephone network. Each 
speaker uttered around 46 read and sponta-
neous items.

ELRA-S0315 A-SpeechDB is an Arabic 
speech database that contains about 20 
hours of continuous speech recorded 
through one desktop omni microphone by 
205 native speakers.

The SKH 1.0 release contains 130 record-
ings in the technical setup SmartKom Home 
intended to be an intelligent communica-
tion assistant for the private environment. 
Users were asked to test a prototype for a 
market study not knowing that the system 
was controlled by two human operators.

The SKM 1.0 release contains 146 record-
ings in the technical setup SmartKom Mobil 
that is a portable PDA equipped with a net 

link and additional intelligent communica-
tion devices. As in other resources, users 
were asked to test a prototype for a market 
study not knowing that the system was 
controlled by two human operators.

The SKAUDIO 1.0 release contains all 
audio channel recordings of the SmartKom 
corpora SmartKom Public (cf. ELRA-S0136), 
SmartKom Home (cf. ELRA-S0316) and 
SmartKom Mobil (cf. ELRA-S0317). 
European Language Resources Association 

www.elda.org

Translators without Borders blog
Translators without Borders, a not-for-

profit association, has introduced its new 
blog created to communicate news and 
events as well as videos, articles and in-
terviews. The blog will also include links to 
other industry blogs.
Translators without Borders  

http://translatorswithoutborders.com

Products and Services

MultiTrans Prism
MultiCorpora R&D Inc., a provider of 

multilingual asset management solutions, 
has released MultiTrans Prism, a translation 
management system that includes project 
management, translation memory and ter-
minology management.
MultiCorpora R&D Inc. www.multicorpora.com

Globalyzer 3.5
Lingoport, Inc., a provider of software 

internationalization tools and services, has 
released Globalyzer 3.5. The latest version 
can prioritize embedded string detections 
and includes a new XML reporting format.
Lingoport, Inc. www.lingoport.com

T-Index data update
Translated S.r.l., a multilanguage service 

provider, has added new features in an up-
date to T-Index, the languages that matter 
on the web. Values can now be sorted ac-
cording to geographic region and country, 
helping to identify the best combinations 
of market and language in which to invest 
to reach out to new customers online.
Translated S.r.l. www.translated.net

Vasont ST
Vasont Systems, a provider of compo-

nent content management solutions, has 
updated its XML content management 
system, Vasont ST. Improvements were 
made in terminology management, and the 
modular content management and project 

Special Thanks to our Supporters:

MultiLingual Computing Inc.
Welocalize PROMT

ONTRAM
CNGL

And thank you to all of our individual supporters.

CDAC

Localisation Research Centre

Help Us
to Break Down Language Barriers

“Access to information is a fundamental right.”
Reinhard Schäler

 Founder of The Rosetta Foundation

The

R SETTA
Foundation

www.TheRosettaFoundation.org

7-12 News-Calendar #120.indd   10 5/19/11   9:54 AM

http://www.commonsenseadvisory.com
http://www.gilbane.com
http://www.ptiglobal.com
http://translatorswithoutborders.com
http://www.multicorpora.com
http://www.lingoport.com
http://www.translated.net
mailto:news@multilingual.com
http://www.therosettafoundation.org
http://www.elda.org


www.multilingual.com  June 2011  MultiLingual  | 11

News

management solutions for both DITA and 
non-DITA applications. 
Vasont Systems www.vasont.com

GeoFluent
Lionbridge Technologies, Inc., a provider 

of translation, development and testing so-
lutions, and IBM have announced general 
availability of GeoFluent, a SaaS-based, 
automated translation technology for real-
time translation of multilingual chat and 
dynamic web content.
Lionbridge Technologies, Inc.  

www.lionbridge.com

IBM Corporation www.ibm.com

Projetex 8.5
Advanced International Translations, a 

translation management software supplier, 
has released version 8.5 of the Projetex 
translation management system. The new 
version enables project managers to man-
age files and documents with version con-
trol and a lock system.
Advanced International Translations, Ltd. 

www.projetex.com

Milengo collaborative translation
Milengo Ltd., a language service pro-

vider, has added collaborative translation 
to its range of services, relying on cloud 
computing to unite remote language 
teams, language leads, in-house and client 
reviewers, language assets and QA tools on 
a single platform, in real-time.
Milengo Ltd. www.milengo.com

Verztec Learning
Verztec Consulting Pte. Ltd., a provider 

of multilingual communication services, 
has officially launched its management 
training and learning and development 
solutions division, Verztec Learning. 
Verztec Consulting Pte. Ltd.  

www.verztec.com

Clients and Partners

Translation Back Office  
translates for UNIDO

Translation Back Office SA, a transla-
tion, desktop publishing and project man-
agement provider, has provided Spanish 
translation for the United Nations Indus-
trial Development Organization (UNIDO) 
guidebook “Making private standards work 
for you: A guide to private standards in the 
garments, footwear and furniture sectors.” 
The guidebook helps exporters in develop-
ing countries access global production and 

supply chains.
Translation Back Office SA  

www.translationbackoffice.com

Partner companies ATRIL,  
PowerLing merge

ATRIL, a computer-assisted translation 
technology developer, and PowerLing, a 
provider of translation and business man-
agement solutions, have merged interests 
beyond the previous partnership to leverage 
resources for research and development.
ATRIL/PowerLing, www.atril.com

South African hospitals  
contract Folio’s InterTel

Folio Online, a provider of language ser-
vices, has been awarded a contract to sup-
ply medical telephone interpreting services 
to 50 South African health care facilities 
via Folio InterTel, an over-the-phone inter-
preting service that provides access to over 
30 languages.
Folio Online www.folio-online.co.za

1-Stop Translation  
awarded GSA contract

1-Stop Translation, a provider of Asian lan-
guage services, has been awarded a contract 
from the General Services Administration 
(GSA). Under contract number GS-10F-
0145X, the company is now a pre-qualified 
vendor of translation and interpretation 
services for US federal, state and local gov-

ernment agencies.
1-Stop Translation USA LLC  

www.1stoptr.com

Announcements

LISA standards find new home
LISA’s intellectual property has been 

turned over to the European Telecommuni-
cations Standards Institute (ETSI) for host-
ing and maintenance. The standards will be 
made available to the public under ETSI’s 
license terms, which are open and royalty-
free. These standards consist of Translation 
Memory eXchange, Segmentation Rules 
eXchange, TermBase eXchange, XML Trans-
lation Memory and Global information 
management Metrics eXchange.
European Telecommunications  

Standards Institute www.etsi.org

Unicode Localization  
Interoperability Technical Committee

The Unicode Consortium has created a 
new technical committee, the Unicode Lo-
calization Interoperability Technical Com-
mittee. The purpose of the new committee 
is to ensure interoperable data interchange 
for critical localization-related assets, 
such as language segmentation, transla-
tion source strings, translated strings and 
translation memories. It will also establish 
profiles of use for TMX, SRX and XLIFF.
The Unicode Consortium www.unicode.org

Process
Level

99

Next 
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Plunet BusinessManager 

The Management Solution for the Translation Industry

www.plunet.net

BusinessManagement 

makes the Difference 

7-12 News-Calendar #120.indd   11 5/19/11   9:54 AM

http://www.vasont.com
http://www.translationbackoffice.com
http://www.1stoptr.com
http://www.lionbridge.com
http://www.ibm.com
http://www.atril.com
http://www.projetex.com
http://www.folio-online.co.za
http://www.etsi.org
http://www.milengo.com
http://www.unicode.org
http://www.verztec.com
http://www.plunet.net
http://www.multilingual.com


|  MultiLingual  June 2011 news@multilingual.com12  

Letters

Reviews in double-byte time

We enjoyed reading the review of MultiTrans by Angelika Zerfaß 
(April/May 2011). We are testing MultiTrans as well as many other 
systems, and while we had covered some of the same ground as 
in her review, Angelika’s analysis revealed many areas we had 
missed (the complex role of metadata preservation, for example — 
something we will look at 
using Angelika’s criteria 
from now on). 

One thing we do in-
vestigate but that was 
not covered is double-
byte language (source) 
compatibility. This may 
be asking too much, 
but since Angelika has 
knowledge of Chinese 
and Japanese, we hope she tests MultiTrans and other translation 
systems for such compatibility. So far, according to our research, 
many otherwise great looking systems fail when it comes to 
double-byte characters in the source language. 

Although there still seems to be a remarkable lack of inter-
est in automated translation systems in countries such as Japan, 
billions of dollars are spent on translation in such markets. It is 
only reasonable to suppose, therefore, that some day, when the 
let’s-not-retranslate-the-same-content lightbulb turns on, a re-
ally good kanji, kana and hanzi compatible system will be much 
sought after.

The world of translation software is (finally!) diversifying and 
moving forward rapidly. For us, this makes expert reviews of the 
systems essential. So, we really hope Angelika’s series of reviews — 
and of course the delightful studies by Jost Zetzsche — continue 
and are updated frequently. Including how compatible they are 
in each function with languages that use double-byte characters.

— Andrew Jones, Nikon Precision Inc.

Remembering the lessons not learned

One of the most powerful earthquakes and tsunami waves in 
human history hit eastern Japan on March 11, 2011. Over 25,000 
people are confirmed dead and missing. Months later, the situa-
tion is far from over. A damaged nuclear power plant is still un-
stable. There are many people in temporary shelters with limited 
supplies. Many of these refugees are aged and retired, with few 
means of supporting themselves.

I am writing this message to remind you that Japan still needs 
your warm support, compassion and understanding. If you would 
like to give donations, the Red Cross/Crescent seems to be reason-
able, neutral and reliable. Other major charity organizations are 
also good, but there have been reports on schemes to exploit the 
situation, so please be careful.

Visiting Japan and doing business with Japan would also help. 
The radiation risks are often exaggerated. Tokyo governor Ishihara 
stated that Japan should “refrain” from activities such as cherry 
blossom viewing parties. This careless statement contributed to a 
severe loss of tourists in the affected regions, which heavily de-
pend on the tourism industry. Desolated historic hotels are clos-
ing down. Although the most affected regions would need more 
volunteer workers than tourists, the surrounding areas would 
welcome tourism. As a museum-goer, I have also seen that many 
exhibitions have been cancelled. While I understand the need to 
protect art, this is a time when art can bring hope to visitors.

I live and work in Tokyo. I didn’t experience any substantial 
damage from the earthquake. In the days following the event, 
my usually-sparse Facebook page was (temporarily) filled by mes-
sages from overseas (thank you for remembering me, seriously). In 

my town in Tokyo, shelves in stores were empty for several weeks. 
No milk, no yogurt, no bread, no toilet paper. But this is nothing 
compared with the massive human and property damages, and 
the suffering of the people in the directly affected regions.

The widening damages are mostly due to human error. I was 
dismayed when I heard the news that tons of relief supplies were 
mismanaged and wasted when Hurricane Katrina struck. Have the 
Japanese officials learned something from this? Apparently not. 
The exact same logistic problems occurred in the affected regions 
in Japan. 

There is another lesson that Japan has failed to learn. Japan 
is the only nation to have experienced nuclear attacks — a town 
next to my hometown was the primary target of the first nuclear 
bombing. The bomber changed the target to Hiroshima simply be-
cause the weather condition was poor over the town. If this were 
not the case, I would not have been born. Many, including me, 
have visited Hiroshima and Nagasaki to learn the consequences of 
the atomic bombs. The Japanese all learn about atomic bombing 
in schools. And after all this, the refugees who fled from neigh-
boring areas of the nuclear power plant are rejected by people 
who know about the suffering of radiation. What a bitter fact.

Translators usually don’t have their own voice. But translators 
can have an “anti-voice” by refusing to translate something they 
don’t feel right about. Please research how the Japanese are living 
under fear of nuclear power, and think carefully before you com-
mit to a nuclear power-related translation.

— Yuji Yamamoto, CosmosHouse

Correction to MultiLingual March 2011

Table 1 (p. 52) in the article “Is XLIFF positioned correctly?” lists 
RC-Wintrans as not having support for XLIFF as an input file. This 
is not accurate, as the latest version of RC-Wintrans does include 
such support.

Cherry blossoms photographed during spring 2011 in Japan.

Photo by Yuji Yamamoto
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Those of us who work in the language servic-

es industry, and especially in Spanish <> English 

translation and interpretation, realize the need for 

what we do and the demand for it in a rapidly 

growing US Latino population. Joe Kutchera, au-

thor of the 2010 book Latino Link: Building Brands 

Online with Hispanic Communities and Content, 

focuses on ways businesses can reach Spanish-

speaking consumers, both domestic and interna-

tional, via online marketing and social media.

Kutchera’s book is broken down into 11 chapters in two 

halves, covering how the internet can be used to target 

those visiting Spanish-language websites, and how one 

can develop audience-appropriate and localized content 

in order to reach Spanish speakers. Each chapter focuses 

on a specific topic to aid in building a brand online, while 

drawing on experiences and advice from top-notch execu-

tives and featuring a relevant case study to draw all the 

information together. 

In the Introduction, Kutchera refers to the growing Latino 

population and displays statistics on Latino internet usage from 

2009 to that projected for 2014. Kutchera also discusses four 

main points which he covers in the book: creating culturally rel-

evant content for a target audience; reasons why Latinos choose 

to visit sites in their native countries versus US sites; reasons why 

Latin Americans choose to frequent sites from the United States; 

and how businesses can localize their sites in order to reach a 

specific market.

The author argues that when deciding on the best way to mar-

ket to the Latino population, one should think about this target 

market’s interests and beliefs before choosing a specific path. For 

example, should a marketing campaign focus on the soccer fever 

that runs deeply throughout Latin America or the latest telenovela? 

Kutchera suggests that business owners find a company that can 

assist in marketing products or services by taking into account the 

type of content the target market wants most. Some factors to 

consider before making such a decision would be the type of con-

tent Spanish speakers consume, the target market’s age range and 

the digital media that appeals most to this group. After researching 

the demographic one wishes to reach, one must consider the lan-

guage in which this audience consumes information. Are they more 

likely to read a Spanish-language newspaper from their country of 

origin, or an English-language newspaper from the United States? 

Latino Link

Reviewed by Madalena Sánchez Zampaulo

On-target resource for marketing to Spanish speakers

Madalena Sánchez Zampaulo is the owner and 

director of Accessible Translation Solutions in 

Columbus, Ohio, providing translation, localization, 

interpretation and language instruction.

Latino Link: Building Brands Online with Hispanic Communities and 

Content  by Joe Kutchera (pictured above), Paramount Market 
Publishing, Inc., 216 pages. $34.95. ISBN: 978-0981986982.
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Is the generation mostly Spanish-dominant 
or fully bilingual? One of Kutchera’s inter-
viewees revealed that she prefers to read 
news in Spanish because she feels a stron-
ger emotional connection with her identity 
and other immigrants when reading about 
certain topics. 

This brings up the point about how 
users obtain information. In Chapter 2, 
Kutchera points out the need for business 
owners to put themselves in their target 
audience’s shoes. What terms would con-
sumers put into a search engine? And what 
sites tend to appear first in such searches? 
Are these sites from the United States, 
Spain or Mexico? He addresses the need 
to appear higher in rankings in order to be 
seen by Spanish-speaking consumers, as 
well as the fact that users do not tend to 
be concerned with where the information 
originates, but rather, whether or not they 
are able to access it easily.

Chapter 5 is dedicated to instruction 
on utilizing social media to promote 
one’s brand. What social networks, blogs, 

YouTube videos and websites does the 
target market frequent? How and from 
where do they access such informa-
tion? Kutchera suggests finding out 
what Latino consumers discuss, as well 
as how they express themselves online. 
Do they have a way to react to a service 
or product and will they be heard? The 
author refers to Felipe Korzenny’s notion 
that when marketers and service provid-
ers make messaging and self-expression 
possible online, they are likely to attract 
more interest from Latinos. In a blog post 
from October 2010, Korzenny mentions 
that “self-expression is one of the strong 
motivators of Hispanics generally. Thus, 
the Internet has become a most impor-
tant liberating technology that allows 
repressed social needs to be expressed. 
Hispanics, in particular, are fond of shar-
ing their experiences.” Kutchera suggests 
giving consumers the option to review 
products and services or give feedback on 
the site. He also recommends finding the 
best way to reach out to Latino consum-

ers via social networking sites. This type 
of dialogue ensures the distribution of 
content visibility online.

Kutchera highlights the importance of 
recognizing consumers’ dialects and styles 
by following up on feedback left by users. 
This will further help to make the decision 
on what “flavor” of Spanish to use on 
one’s site and in social media connected 
to a brand. The author cites three types 
of Spanish specifically: universal, Latin 
American or country-specific. By employ-
ing universal, or “neutral” Spanish, one 
avoids using colloquialisms or terms that 
tend to be specific to a country or linguis-
tic region. This type of Spanish seems to 
be the best (or most widely used) choice 
when targeting a larger, more widespread 
Latino market. On the other hand, the 
target market may perceive universal 
Spanish as sounding strange or unnatu-
ral. Latin American Spanish, for example, 
is best utilized when it can be read and 
understood clearly in all Latin American 
countries. Many businesses choose this 
type of Spanish because the majority of 
US Latinos originate from Latin America. 

Country-specific Spanish can be useful 
when trying to target a Spanish-speaking 
market in a particular country, and for this 
Kutchera refers to Teddy Bengtsson of 
Idea Factory Languages. Bengtsson sug-
gests that business owners who choose 
to use country-specific Spanish run a test 
launch of the site in order to be sure the 
site does not contain any negative tones 
or unsuitable linguistic content. Other 
points to consider in choosing the right 
“flavor” of Spanish are one’s budget and 
the level of formality that will be por-
trayed on the site.

One point Kutchera makes throughout 
the book is the fact that creating content in 
Spanish that is localized for US Latinos may 
also attract consumers in other countries 
as well. He refers to several corporations 
that have embraced international consum-
erism and how they customize their sites 
for such visitors, especially if they do not 
currently wish to ship products overseas. 
Business owners should be aware that con-
tent on the internet can be accessed from 
all over the world. If a business decides to 
advertise only to US Latinos, it can employ 
geo-targeting, also known as IP targeting, 
in order to distribute ads within the United 
States only. However, as the internet is so 
easily accessible, one can easily acquire 
customers from overseas who travel to the 
United States to shop. 
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Kutchera added in an interview that 
“Reaching the Spanish-preferring or bilin-
gual Hispanic audience on the world wide 
web also means connecting to Latin Amer-
ica. Many Mexicans, for example, find sites 
intended for the US Hispanic market via 
search, and now, social media. Demand for 
our wide variety of unique products doesn’t 
stop at the border.”

Embracing Spanish speakers in advertis-
ing brings up another way to use “flavor” 
in promoting a brand. Kutchera focuses 
on the niche market of US Latina mothers 
in Chapter 9 and pulls together ideas on 
what kind of Spanish to use, as well as the 
use of consumer feedback and comments 
to sell one’s product or service to such a 
group. He adds that many companies now 
target Latina mothers because they tend 
to be strong figures within their families 
and empowered consumers overall. There-
fore, targeting these women by providing 
information and content most appropriate 
and findable for them is a plus and shows 
an understanding between the company 
and female consumers. Chapter 11 spe-
cifically addresses digital media types and 
those most popular among US Latinos. 
Making a decision about distribution of 
content is key to getting one’s brand out 
there. Kutchera points out the popularity 
of YouTube videos and banners that show 
up all over the web. “Not only should your 
messages be culturally relevant, but so 
should the environments in which they are 
placed” (p. 161), he adds, before revealing 
at least eight techniques for targeting a 
specific audience.   

Throughout his book, Kutchera men-
tions that if a company chooses to use 
country-specific Spanish, it should buy 
domain names with country-specific end-
ings such as .mx (Mexico) or .es (Spain). 
One can choose which countries to 
target specifically by doing research on 
search engine optimization with Spanish 
terms, as there currently tends to be less 
Spanish-language than English-language 
content available. 

In the Appendix are two surveys Kutch-
era sent out to professionals in media 
sales, media planning, localization, prod-
uct/brand management and academia 
prior to writing the book, as well as the 
responses from these individuals. When 
I asked him whether or not he found 
any of the feedback surprising, Kutchera 
responded, “The online survey that I did 
in Mexico highlighted two surprising 
things for me, as an American. One, Latin 

Americans don’t always have enough 
online information in-language even in 
countries where Spanish is the main lan-
guage. So, users switch to searching in 
English to find the information that they 
need. Why? The investment in online 
advertising in the United States dwarfs 
that of other nations. It represents a mas-
sive carrot to publishers to produce con-
tent in a variety of niches. Two, the study 
confirmed the prevalence of middle-to- 
upper-class Mexicans shopping in the 
United States, estimated at being worth 
$20 to $40 billion dollars annually in the 
United States.” 

On a final note, I asked Kutchera for 
his top tips for companies that are just 
beginning to market to US Latinos. Here is 
what he suggests: First, find good people 
to help accomplish your marketing goals. 
That might include hiring someone inter-
nally or working with a Hispanic ad agency 
that has strong digital capabilities. Second, 
if you want to launch a major e-commerce 
or content site, partner with a strong 
translation and technology company. 
Third, whatever you do, stick with the 
decision you’ve made. Some companies 
such as The Home Depot have launched 
major Spanish-language websites only to 
take them down months later. Hispanic 
consumers notice that. Thus, build and 
maintain continuous relationships with 
your consumers on your own digital 

properties and social networks. Lastly, if 
you plan on building an online content 
site (not e-commerce) localize your site 
by developing culturally relevant content. 
One good example of that is Procter and 
Gamble’s Solo de Chikas, a sub-brand of 
its BeingGirl.com initiative for its Always 
and Tampax brands.

As a language service provider owner, it 
was enlightening for me to read informa-
tion about promoting brands in a book 
that any one of my own clients might 
find useful in conveying content online 
to Spanish-speaking consumers. Latino 

Link is a timely resource that many busi-
ness owners and marketing agencies will 
want to have on hand. I would recom-
mend this book to anyone who is think-
ing about marketing to Spanish speakers. 
The author chose to connect the disci-
plines of localization, digital marketing 
and content development, and the case 
studies he provides are invaluable. In an 
age where digital is the way to go and in 
a country in which Latino buying power is 
on the rise, Kutchera is right on target.  M

Resources: 

Korzenny, Felipe. “Why US Hispanics Use 
Social Networking Sites.” Marketing Trends 
in a New Multicultural Society. 27 October 
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Kutchera, Joe. Personal interview via 
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stereotypical information. This isn’t done with ill intent; it’s just 
an innate by-product of creating the content within a specific 
cultural context. 

The fundamental issue in content distribution is that the 
products and services need to pass in and through various 
diverse cultures throughout the world, each with their own 
unique contexts. In my experience, many content creators 
struggle when it comes to proactively addressing these cultural 
complexities. This is primarily due to the very broad notion of 
“culture” — it’s almost as if many content creators, develop-
ers and designers opt to look past the culture issue because 
it’s just too immense to consider in its fullness, especially 
when you’re under strict deadlines. However, what if instead 
of trying to adapt our understanding of content development 
to world cultures, which is by any measurement an arduous 
and complex task, we turn it around and adapt the notion of 
culture to the practice of content development? In that light, 
what does culture mean in the terminology of those who cre-
ate and manage digital content? Let’s first review these two 
definitions:

Content is: any information created for the purpose of per-
petuation and dissemination; in the digital realm, it’s basically 
anything a consumer will see, hear or read (and maybe someday 
also taste, smell and feel).

Context is: the circumstances or events that form a unique 
environment in space and time, within which information is 
created and managed.

As localization or culturalization professionals, 
thinking about the external aspects of content are 
an everyday part of our job. We regularly focus on 
how we can adapt our content both linguistically 
and culturally to other locales in order to maxi-
mize exposure and revenues.

Most people who work in the various industries that develop 
and distribute digital content have some awareness of cultural 
cause and effect, realizing that an action in one context can 
lead to either positive or negative reactions in another context. 
Some of these reactions from a local market are predictable, 
while others may seem completely irrational. The way that local 
consumers will react to a piece of content has a lot to do with 
the context in which they personally exist, such as their religion, 
their ethnicity, their language, their country, their region within 
that country and so forth. Also consider the other contexts 
in which consumers operate — their social connections, their 
economic status, their educational background, the political 
environment and so on. 

In other words, there are a lot of underlying reasons for why 
people in a specific culture react to certain content in one way 
or another. It’s important to keep this in mind when thinking 
about a local market’s reaction to digital content, whether 
it’s a website, a video game, a software package or whatever; 
not everyone is going to react in the same way and for the 
same reasons. Striving to overcome broad assumptions about a 
specific culture remains a real challenge. Oftentimes a cultural 
information vacuum exists, or in other words, content creators 
are not sufficiently aware of the target market’s nuances. When 
this is the case, they often “fill in the blanks” with whatever 
information they might possess, and unfortunately that’s often 

Kate Edwards is a geographer and the principal consultant of 
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and content strategy. Previously, Kate spent over 13 years at 

Microsoft as a geographer and its senior geopolitical strategist.
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Although these definitions are rather 
simplified, their core meanings remain 
intact. If we put these concepts together, 
but then consider them from a geo-
graphic and anthropological perspec-
tive, we can yield the following new 
characterization of culture: Culture is 
the accumulated, managed content of a 
specific context. 

Let me step back for just a moment. 
For any given information product, the 
accumulated content assets are what 
define the product. For example, the 
product may contain visual components, 
text elements, audio enhancements 
and so on. In a simplified way, we can 
likewise break down any specific culture 
as a combined set of “content assets” 
which clearly define the look, feel, sound, 
taste and general nature of that culture. 
If you consider any distinct culture, such 
as the first one that might come to mind 
right now as you read this, think about 
the various content assets that make it 
unique and identifiable. 

In order to illustrate this a bit further, 
I’ll leverage my own Scottish heritage. 
When you think of Scotland, your brain 
automatically accesses all those content 
assets that establish the uniqueness of 
Scotland for you personally based on 
your knowledge and experience. Many 
rely on more obvious assets, such as the 
Highland bagpipes, colorful kilts, High-
land dancing, haggis (a much-discussed 
Scottish sausage/pudding), soaring vistas 
in the Highlands and so on. With the help 
of popular media, they might include 
historical figures such as William Wallace, 
Robert the Bruce, Rob Roy and Robert 
Burns, not to mention some famous 
mysteries like the Loch Ness Monster. 
None of these things necessarily reflect 
the on-the-ground reality of Scotland 
today, as that would require additional 
exposure and insights, but they reflect a 
body of content assets that clearly define 
Scottish culture to much of the world.

Those specific things we think about in 
regard to a specific culture can be viewed 
as the “expectations” for that specific group 
of content assets. These expectations have 
been directed and managed throughout 
local history and sociology to become the 
unique set we know today. Thus, along with 
any set of content assets, whether a prod-
uct or a culture, come a set of expectations 
for what may or may not fit within what’s 
considered to be normal, definitive behavior. 

If we think about culture in this way, it’s 

often easier to perceive how the content 
assets of a product might conflict with 
the expectations for what is considered 
acceptable for inclusion in the content 
assets of a specific culture. So if the devel-
oped content contains a specific element 
that doesn’t fit with the culture’s expecta-
tions or is noticeable enough to shock the 
consumer out of the intended product 
experience, then a potential problem 
arises. Consumers are forced to implicitly, 
even subconsciously, defend their own 
cultural context. By breaking down both 
the product and culture into their content 
assets, it makes it easier to discern the 
biases, assumptions and expectations 
between the distinct entities.

Hence the inherent reality of our 
information-based society and the 
notion that culture can be viewed as 
content. Content carries culture; it’s a 
reflection of the culture in which it was 
created and it evokes a reaction from the 
cultures to which it’s distributed. Given 
this, it’s often difficult for a content 
creator in one locale to be fully aware 
of and account for the issues that could 
cause problems in another locale.  

Some may argue that the interface 
between two or more cultural content 
assets might be less and less relevant as 
we’re increasingly living in a growing 
global culture. I would argue, however, 
that as widespread as the idea has been, 

the daily on-the-ground reality for the 
great majority of the world’s citizens 
remains an existence within a well-
defined, unique culture. For those who 
work in global businesses and particu-
larly those of us who are in the realm of 
information technology, the notion of 
global culture is less tied to a specific place 
and time and more so to a specific activity 
or process. For example, the privileges of 
technology have begun to congeal in a set 
of content assets that define people who 
work in this space, such as being able to 
travel internationally, use the latest type 
of smartphone or laptop, or be wirelessly 
connected at all times. But we can’t deny 
the changes at work; consider online social 
networks and how they’re quickly defining 
new “cultures” and entirely new forms 
of human interaction that transcend our 
traditional definitions.

As content creators, managers and 
distributors existing in a new world of 
dynamic media, we have to be ready 
to adapt. Cultures and technologies 
will continue to intertwine and evolve 
together, thus we’re forced to think 
about cultures in new ways and trans-
form from the long-standing anthropo-
logical roots from a couple centuries ago. 
This includes shedding any assumptions 
about any existing cultural content assets 
and being ready to navigate a dynamic 
landscape ahead.  M
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As Adrian Room said in Placenames of the World, 

“A placename is often much more than just a label. 
A name may bespeak the history of a nation, the 
culture of a people, or the hopes of an individual.” 

I first got interested in the origin of place names when I went 
back and forth to Jamaica some 30 times when my company was 
building a factory many years ago. Kingston was easy to figure 
out (Kings Town) but Montego Bay, or Mobay as the locals call 
it, was not. So I dug around in library archives, since there was 
no Google at the time, and found an explanation. In the 1600s, 
Spanish ships frequently came to Jamaica for fresh water and to 
hunt for feral pigs that roamed the island. They would capture 
and take them to the beach to butcher and render. You would, of 
course, get pork meat but also fat — lard in English. But in Span-
ish, lard is manteca, so this wonderful beach where people go 
swimming and expose their tan bodies is really named “Lard Bay.” 
Given that meaning, I would say it is better for some people with 
expansive bodies not to go bathing there in skimpy bathing suits. 
This helped my world savvy standing with many of the Jamaicans 
I was working with, for like many people, they hadn’t given a lot 
of thought to their place name origins. Every time I travel to a 
new place around the world, I try to figure out why it was called 
what it is, and my local hosts are generally appreciative that I 
have some knowledge of their surroundings.

There is no hard and fast rule on how places get their names. 
Sometimes the name of a small locale such as a port is used to 
describe the larger town it serves. Portugal evolved from the Latin 
Portus Cale, a major port at the time, and where port wine first 
came from. And Puerto Rico, which means rich port, became the 
name for a whole island. Then we have the port getting its name 
from its activity. Copenhagen means merchant’s port, based on 
what was first traded there.

Byblos is the Greek name of a small port north of Beirut in 
modern day Lebanon, a former Phoenician city dating back thou-
sands of years. The Egyptians brought papyrus paper to Byblos, 
which they sold to the Greeks. The Greeks called it Byblos because 
of the paper trade, and from this papyrus writing material we get 
the words Bible and biblioteca (library in Spanish). It also carried 
over to an endless bunch of other languages — to wit, bibliothek 

in German, biblioteka in Polish and bibliotèk in Haitian creole. I 
joke that for the happenstance of geography, today’s “Holy Bible” 
could have just as easily been called the “Holy Rotterdam” or 
“Holy Marseille” or even the “Holy Hong Kong.” Boy, do the evan-
gelicals call me out on this one! 

The fascination of the origin of place names was expounded 
on by Dame Cateline de la Mor la souriete in her paper “A Survey 
of the History of English Placenames.” She says that English place 
names reflect the history of England. Waves of conquest and 
settlement were accompanied by new languages, from Latin to 
Ango-Saxon to Norman French, each of which left their mark on 
English place names. “In the names themselves, however, one has 
the opportunity to glimpse the world through medieval man’s 
eyes. There are the broad brushstrokes of the landscape, the hills, 
valleys and forest and bodies of water in all their variety. . . . This 
detail provides a different, more personal view of the past than 
the sweeping pictures of history,” notes Dame Cateline.

Today we typically give little thought to how names and 
cultures mixed and matched. Look at the place names that the 
Normans brought over to England; these names in turn came 
over with English settlers to the Americas. Richmond is a perfect 
example, and means rich hill, but having been in Richmond, Vir-
ginia, many times, I have seen that no one there realizes it. Except, 
of course, the scholars who collect as many early forms of place 
names as possible and analyze them in the light of their knowl-
edge of language and dialect, grammar, pronunciation, topogra-
phy, sound shifts and other factors.

The name of whole regions have interesting meanings as well. 
The word Europe is linked to the Assyrian ereb or irib, indicating 
a land of darkness or setting sun. As a Latvian whose country lies 
at 57 degrees north and toward the eastern reaches of Europe, I 
can attest to that. This is opposed to Asia, derived from the word 
for sunrise in ancient Greek, or asu meaning east in Assyrian. On 
a smaller scale, we have Las Vegas, for example. The gambling 
and resort town picked up the name for the whole broad valley it 
lies in. Las vegas means the plains in Spanish. It’s said that when 
European explorers came to present day Venezuela, they stumbled 
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upon houses on stilts in Lake Maracaibo 
and said it looked like a little Venice (Ven-
ezuola in Italian). The whole country got 
its name from the houses built on stilts 
found in a very small part of the country. 
When the island of Capri was discovered, 
the explorers found lots of goats roaming 
the steep slopes, and so named the island 
after those animals.

And then we have place names that 
were acquired due to invaders and tran-
sients that came in and out. Hungary is 
a perfect example. The Chinese started it 
all way back when a collection of tribes 
called the Hsiung-nu formed a vast empire 
extending from the Great Wall of China 
to the Caucasus. Around the year 350, the 
Chinese defeated them and chased them 
west. Out of the defeated group came 
the rein of Attila the Hun, starting in 434. 
Sorry, I don’t have the month and exact 
day of the week. But in any event, that is 
how Hungary got its western name, even 
though the Hungarians themselves call 
their land Magyarország.

The Bohemia region of the Czech 
Republic was named after the Boii, one of 
the most powerful of the ancient Celtic 
peoples. To make a long story impossibly 
short, the Boii were defeated by the Mar-
comani tribe whose leader was reputedly 
a guy named Czechus, from whom the 
country got its name. Now the Boii were 
anything but bohemian in the current 
sense, and the story of how bohemian 
came to be associated with the unortho-
dox thinking and voluntary poverty of 

literary gypsies is a bit complicated. It 
appears to have arrived with the travel-
ing Romani people of France, who had 
reached France by way of Bohemia.

While “foreignisms” may have crept 
into Chinese and Japansese, much in these 
languages still refers to original charac-
teristics and not who conquered them. In 
Japanese, the city names that we think of 
as really exotic are rather simple to under-
stand: Tokyo means eastern capital; Kyoto 
means capital city; and Iwo Jima means 
sulfur island (although in Japanese, the 
island name, still meaning sulfur island, is 
officially pronounced Ioto). As with many 
English last names such as Hill, Japanese 
family names often refer to some geo-
graphic feature presumably having to do 
with the historical home of the family. 

Chinese place names are much the 
same. Again, the starting points are the 
directions of the compass: north — bei; 
east — dong; south — nan; west — xi; and 
central — zhong. So national and prov-
ince names are geocentric: Beijing means 
northern capital, Nanjing means southern 
capital, Guangdong means eastern ex-
panse, Shanghai means upper sea, Hainan 
means south of the sea, Hunan means 
south of the lakes and Hubei means north 
of the lakes.

My own theory on the geocentric 
nature of place names in Japan and China 
is that they did not have the hordes of 
foreign invaders tramping across their 
country like many other parts of the 
world, and so the names remained rela-
tively untouched.  M

For those of you who have attended the Localization World conferences, you probably got most of your questions answered save one — why 

the locale got named the way it did. So I looked up all the previous places Localization World conferences were held and here are some stories 

about the origin of their place names:

■ Barcelona — possibly named after Hamilcar Barca, the Carthaginian who founded it in the third century BCE; he was Hannibal’s father. 

■ Berlin — may be related to a word meaning swamp. Others speculate that the name is probably Wendish in origin, either from berle, 

meaning uncultivated ground, or barlin, which is a shelter or place of refuge.

■ Bonn — In about 11 BCE, the Romans appear to have stationed a small unit in the center of town, and even earlier had resettled members 

of a Germanic tribal group there. The Romanic name for that settlement was Bonna, which may stem from the original population there, the 

Eburoni.

■ Madison — named after the fourth president of the United States, who was running the country at the time of the city’s founding. The 

founder of the city also named 39 streets after the 39 signers of the American Constitution.

■ Montreal — probably from mont royal, French meaning royal hill or royal mountain. 

■ San Francisco — named in the Spanish style after Saint Francis of Assisi.

■ Santa Clara — named after Saint Clare, one of the first followers of Saint Francis.

■ Seattle — named for a chief of the Duwamish and Suquamish tribes in the Puget Sound region. He was instrumental in procuring peace 

between European settlers and the natives in the area. His traditional name is Si’ahl, with the “hl” representing a lateral fricative, which does 

not appear in the English language.

■ Shanghai — denoting a city on the sea, which historians claim was the case in the Tang Dynasty. Currently, the city sits at the mouth of 

the Yangtze River.
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 ■ “We should ask Sheila in Accounting to take a crack at this 

first. She knows Spanish.”
 ■ “We don’t need to be as picky selecting an agency or indi-

vidual; it’s not a big deal.”
 ■ “If we end up with a few minor translation mistakes it 

won’t make any real difference. They’ll get the gist; it’s just 
going to Latin America.”

 ■ “We’re running behind schedule because of a few compli-
ance issues. But it’s Spanish here. It shouldn’t take long to get 
done, not like with some other languages.” 

 ■ “Pull out the translator résumés; that’ll be good enough.” 
By the way, résumés tell people to position you as a lower-paid 

“good enough” worker; marketing materials tell people to position 
you as a business to be taken seriously. What’s a translator to do? Of 
course, your natural inclination will be to “set the record straight” 
and correct your clients or prospects on their misinformed under-
standing of Spanish as the easy language for translation. But before 
you proceed, stop and think!

A cardinal rule in marketing communications is to put yourself in 
the mind of your prospect or buyer. When you do that, you’ll realize 
that arguing with someone’s beliefs seldom proves effective and 
does not develop beneficial relationships. No one cares to be told, 
“You’re wrong. Change your opinion, right now.” Your objective, 
instead, is to sense the feelings of your prospects, and then try to 
determine what you could say to get them past those feelings. 

Keep these steps in mind in your marketing and advertising pieces. 
First, strive to direct your prospects toward one claim based on their 
beliefs — you’ll be honoring them rather than disputing them, while 
validating their viewpoints. Work to win their acceptance before 
you aim to build credibility. It doesn’t matter that you’re correct 
and they’re incorrect about translation matters, with Spanish or 
any language. As mentioned previously, human nature disfavors the 
approach of “I’m right. You’re not.”

Second, always describe the bigger picture they envision: more 
business, more revenues. Weave in relevant details pertinent to their 

At some point you may have heard company execu-

tives say something along the lines of “We can hold 

off on getting the advertising campaign and user 

manuals translated. They’re just going into Spanish. 

Put that on the back burner for now, and let’s attend 

to more pressing issues.”

Why is it that corporate America considers Spanish the “easy” 
language? The short answer: cognates, familiar words and geog-
raphy. Let’s take a quick peek at each of these. 

Cognates, to the monolingual ear, imply such a widespread 
sameness between English and Spanish that the company execu-
tives can’t help but assume that translation will be a breeze — a 
simple matter of word-for-word exchange between the two 
languages. 

Familiar words, to the monolingual tongue, have made using 
the occasional Spanish word comfortable. People who’ve never 
taken a class in Spanish name their dog Diablo, call their col-
league amigo, and feel comfortable substituting El and adding a 
final o before English nouns in personal and work conversations. 

Geography, to the monolingual eye, also suggests cultural 
sameness, or at least the ability to effortlessly understand cul-
tural differences. “South America is America, after all” or “Latin 
America is really not that different from the United States of 
America” — such sentiments are echoed daily in the boardrooms 
of companies across North America. What comments would you 
hear in these boardrooms? Here’s a sample.

 ■ “We’re already over-budget on development. But this is for 
Spanish speakers. We shouldn’t be paying what we pay for exotic 
languages.”
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particular scenario. Do they long for bet-
ter customers? More repeat business? An 
additional customer base? Structure your 
phrasing, your paragraphs and your general 
presentation to show your empathy, your 
concern — your sincere desire to under-
stand. Only then will your expertise be 
recognized and sought after. Remember, 
if you don’t communicate a fundamental 
level of trust, your chances of actually 
convincing or persuading your prospects 
are slim to none. You have to engage them 
in conversation — you’ll never force any-
one to listen! Emotions will overshadow 
the factual. Being told our thinking is 
off-kilter will likely push us to fight back 
against, or at least deny, any fault on our 
part. But having our feelings acknowl-
edged and accepted before we’re told our 
line of thinking doesn’t quite measure up 
— that’s an approach we’re much more apt 
to allow.

Building upon kernel-of-truth descrip-
tions allows a truer understanding of why 
a given belief may be flawed. People are 
given breathing room while their minds 
process information. This gentler give-
and-take fosters compromise rather than 
forcing a forfeit. Win-win, not I win — you 

lose! Moreover, when provided the oppor-
tunity to shift their grasp of something, 
people tend to remember more clearly, 
and to sustain their new understanding. 
Allow them the dignity to lean into the 
truth. Why risk living the expression, “That 
went over like a ton of bricks”? 

Addressing the herd as 
well as the herd mentality 
When the company executive makes 

assertions about Spanish not placing as 
high in the ranks as other translations, 
the herd is bound to follow its leader. 
Therefore, in your marketing communi-
cations and advertising pieces, keep the 
motives of the many in mind — even 
basic, generalized motives that may 
be reminiscent of things we learned 
on the playground. Executives want to 
look smart. The members of the pack 
vie for the attention of the leader. 
Everyone likes approval and nearly 
everyone feels pressure from the ranks 
above them. 

Additionally, keep in mind that many 
people are working longer hours and 
have less time to educate themselves 
on the projects that land on their desks. 
Compounding all this, many people have 
been forced to take on the job duties 

of two to three other people. Decision 
makers and decision influencers within 
your prospect’s business are busier 
than ever. Your insights have therefore 
become increasingly critical to fill in the 
gaps in their awareness. 

Take a good, hard look at your 
marketing and advertising messaging. 
What’s your strategy? How are you 
communicating so that you’re educat-
ing and clarifying the nature of your 
industry? Make sure you focus on the 
client before you even think of spot-
lighting your skills or your abilities. 
Be certain you start your messaging 
where clients are, not where you want 
them to be, in terms of general prin-
ciples of linguistics, translation and any 
particular language. People feel com-
fortable cooperating when they feel 
someone is informing and coaching 
them. At the risk of repeating myself 
and proving my own point, our natural 
inclination is to tune out if we detect 
someone is lecturing and sermonizing. 
Review your messaging as an outsider. 

Read it as though you’ve never stud-
ied anything about language. You’re a 
businessperson getting ready to launch 
your new product outside the United 
States. You’re hungry for a successful 
market reception. You’re in a hurry to 
get the ball rolling. You want that sale. 
Yesterday. 

With that in mind, how would you 
respond to the boardroom decision 
pending here?

“Spanish? The alphabet’s the same as 
ours. We have plenty of Spanish-speaking 
folks around and they understand us just 
fine. Everybody you know knows at least 
a handful of words and phrases in Span-
ish. We understand one another just fine. 
We’re simpático, us English speakers and 
Spanish speakers. I don’t see anything 
mysterious or out of the ordinary when I 
think about Spanish. The term Spanglish 
is a half a century old, which means the 
concept has been around even longer. So 
let’s use our resources more wisely here. 
Let’s not make a big deal about translat-
ing. It’s just Spanish.”  M
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Spanish interpreting nuances

Elizabeth Colón

T
The 2010 US Census has spoken. Accord-

ing to US Census Bureau officials, the growing 
Hispanic population in the United States has 
reached a new milestone, topping 50 million, 
or 16.3% of the nation, officially solidifying its 
position as the country’s second-largest demo-
graphic. Officials state that the US population 
has become more racially and ethnically diverse 
over the past ten years. The Hispanic population 
has grown 43% since 2000, and their buying 
power surged to $1 trillion in 2010. The global 
business market has generally accepted the buy-
ing power of the Hispanic community, but have 
they altered their strategy to close the commu-
nication gap?

Companies selling products or services to different popula-
tions of Spanish-speaking customers want their messages to be 
understood by Cubans in Miami, bilingual New York Puerto 
Ricans and first-generation Mexican immigrants. And that is 
just in the United States. If a company sells to a global audi-

ence, it is even more stretched. The difference between Mexican 
Spanish and the version favored in Spain or Columbia include 
many nuances in pronunciation and culture. Spoken in some 
23 countries by more than 450 million people, Spanish is really 
more a family of closely related languages. Each of these groups 
has a distinct accent, vocabulary and set of regional phrases. 

The most common Spanish spoken in the United States is 
standard Latin American. It is sometimes called “Highland” 
Spanish, since it is generally spoken in the mountainous areas 
of Latin America. While each country retains its own accents 
and has some unique vocabulary, residents of countries such 
as Mexico, Colombia, Peru and Bolivia generally speak Latin 
American Spanish, especially in urban centers. This dialect is 
noted for its pronunciation of each letter and its strong r sounds. 

The Spanish of Madrid and northern Spain, called Castilian, 
developed characteristics including the pronunciation of ci and 
ce as a voiceless dental fricative, like th in English. In Madrid, 
gracias (thank you) sounds like gratheas. The letter z is similarly 
transformed.

The third major type of Spanish is spoken in the Caribbean, 
coastal areas of Latin America and in some cases in southern 
Spain. Today, Caribbean or “Lowland” Spanish is characterized 
by its relative informality, its rapid pace and the dropping of s 
sounds, allowing people to talk faster.

There are, of course, many more varieties of Spanish (see 
sidebar) — as many as there are regions and dialects even 
within separate countries. For companies providing interpret-
ing or seeking out professional interpreting services, it is very 
important to hone in quickly on what type of Spanish speaker 
you are communicating with. Assuming Spanish is just Spanish 
is a mistake that companies should no longer make. Provid-
ing interpreters with skilled backgrounds in the nuances of 
Spanish will help differentiate a company in terms of customer 

Elizabeth Colón founded Metaphrasis 
Language & Cultural Solutions, LLC in 2007. 
She is also the Midwest Regional State 
Representative for the International 
Medical Interpreters Association.
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“You speak Spanish, right? Can you tell me 
what canguil means?” If you’re from most 
regions of the Spanish-speaking world, you 
wouldn’t be able to answer this question. It’s 
just one of at least 40 ways of saying popcorn, 
depending on where you’re from. It comes 
from the language of the Incas, and while it’s 
a common term in Ecuador, it’s pretty much 
unknown to Spanish speakers from other 
countries.    

The world’s many “Spanishes” are sprinkled 
with colorful expressions and regional 
terminology — usually thanks to indigenous 
languages like Quichua, in the case of 
canguil. The differences between them 
are numerous. A Canadian traveling to the 
United States won’t encounter nearly the 
terminological differences in English that a 
Colombian would run up against in Peru, or 
that a Puerto Rican would experience when 
visiting Mexico.    

Terminology varies tremendously throughout 
the Spanish-speaking world, but terms for 
everyday things — like food, clothing and other 
household items — often have tremendous 
variation. A guagua in Ecuador (baby) is a very 
different thing from a guagua in Cuba (bus). 
Merienda means a snack in some countries, 
but dinner in others. A ñaño is one’s brother 
in some places, but a pejorative term for a 
homosexual in another. And one term that 
simply means a type of lima bean in some 
countries is so vulgar in others that I dare not even write it, for fear 
of offending readers who speak that variety of Spanish.   

So, the diversity of terminology in Spanish can serve both to unite 
and divide. These unique regional varieties of Spanish can make 
communities feel closer, since they share a common linguistic bond. 
Of course, language can also create barriers and misunderstandings. 
Is there truly a “Global Spanish”? Well, yes, there is a watered-
down version that pretty much any Spanish speaker will be likely 
to understand. However, even the presenters on Telemundo and 
Univisión, whose international audiences speak every type of 
Spanish, can’t help but let their own regional terminologies and 
expressions slip into the dialogue now and then.    

In my role as an industry advisor, I’m often asked questions such 
as “Which Spanish is the best?” and “Which country produces the 
best translators?” The answer is that it depends on the audience. 

Catering to “Spanish speakers” is not always enough. If the target 
population is in Argentina, the best translator for a given project

 lives in the same country, and ideally in the same region, as the
 target audience. If the audience is global in nature, the best 

translator might be based anywhere, but has experience translating 
for a blended audience, and can avoid selecting terms that have 
unintended meanings (and consequences).

 
  

This means that your database of Spanish translators should 
allow you to sort by not only language, but by country too. There’s 
a time and a place for “Global Spanish,” but are there also moments 
when the local variety of Spanish is the best possible choice? 
¡Claro que sí! 

 

—Nataly Kelly, Chief Research Officer,
Common Sense Advisory

The world’s many ‘Spanishes’

Vocabulary often varies depending on the country or region, 
as illustrated here with 38 ways of saying popcorn in Spanish.

© Common Sense Advisory

service, experience and perception. In 

a competitive marketplace small details 

like this can make a big difference. 

When Nataly Kelly, chief research officer 

at Common Sense Advisory, was asked 

about the business case for specialized 

Spanish interpreting, she responded, 

“The likelihood of misunderstandings is 

lower and comprehension is higher when 

there’s regional concordance between 

the interpreter and the Spanish speaker. 

So definitely, a company can argue that 

the overall communication is better. 

Regional concordance can be a competi-

tive differentiator.” 

The smallest nuance can make a 

big difference, especially in the medi-

cal world. Once during a home visit 

with parents of a child needing speech 

therapy, an interpreter was needed to 

communicate with the parents. The 

therapist asked how the child was fed 

during infancy. The mother responded 

“teta,” which the interpreter mistook 

for breast milk, and responded as such. 

As the appointment progressed, the 

interpreter realized that the mother was 

actually referring to a bottle and not the 

breast, and immediately intervened and 

corrected her mistake. Because of the 

nature of the visit, had the interpreter 

not made the Spanish distinction, the 

type of therapy the child received would 
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have been incorrect. In this particular 
case, the interpreter was from Puerto 
Rico and the parents were from Mexico.

 
Tips for selecting an interpreter
In many businesses, interpreting 

should be a readily available service to 
non-English speaking clientele. If you 
are aware that a significant percentage 
of your customer base speaks Spanish, 
then providing customer service sup-
port, call center support, sales personnel 
and so on should become a part of your 
operational plan. With regard to Span-
ish interpreting, there are steps that may 
be taken to provide the best experience 
possible for your customers. Interpret-
ing becomes tricky when managing the 
different versions or dialects of Span-
ish. Some language service providers 
(LSPs) provide translations into what 
the industry calls neutral, standard or 
universal Spanish translations. Put into 
simple terms, these interpretations are 
meant to be understood by the widest 
range of Spanish-speakers possible, and 
are mostly free of regionalisms and any 
marker that distinguishes word usage as 
being from a specific country. 

However, Kelly cautions against neu-
tral Spanish in interpreting. “If they want 
to do a good job, Spanish interpreters 
working in the United States have no 
choice but to familiarize themselves 
with as many regional terms as pos-
sible. An interpreter living in Texas who 
is familiar with Mexican Spanish may 
have an advantage over an interpreter 
from Spain. If you speak a less common 
variety of Spanish, you’ll have to learn 
at least the major regionalisms for the 
types of Spanish speakers you’re likely 
to encounter in your interpreting work.” 
Kelly offers an example: “Many Spanish 
speakers living in the United States and 
some parts of Mexico use the word troca 
for truck. However, to Spanish speak-
ers from outside the region, the word 
troca might sound like a mistake — they 
might use camioneta instead. My advice 
to interpreters who don’t know where 
the Spanish speaker is from is to start 
out using terms that are most likely to 
be understood regardless of the origin 
of the speaker, and then to adapt to 
regional preferences. If the Spanish 
speaker uses troca, there’s no point in 
using camioneta, as this could actually 
create confusion. Many interpreters have 
a very hard time doing this, as they feel 

that the words they learned to use are the 
only ‘correct’ words.” Kelly continues, 
“Another common example is seguro, 
which can mean insurance, but can also 
be verbal shorthand for social security. 
In some parts of the Spanish-speaking 
world, the term aseguranza is used for 
insurance, though many Spanish speak-
ers feel that this word is not a correct 
equivalent. However, if this is the word 
that is familiar to the speaker, it’s usually 
the best word for the interpreter to use.” 

From call centers to direct customer 
interactions, language companies offer-
ing interpreting service must deliver on 
Spanish nuances. Failure to successfully 
manage the issues of cultural sensitivity 
and Spanish language variety can have 
far-reaching consequences for clients’ 
businesses.  An interpreter’s main goal is 
to facilitate communication between two 
people who speak different languages 
and have different cultures. As human 
beings, we are inclined to invest emo-
tionally and insert opinion. Interpreters 
must remain neutral conveyers of infor-
mation, stripped of personal interjec-
tion. As interpreters, it is not just about 
conveying what is being spoken, but to 
establish trust between the customer and 
the service provider. By doing so, the 
relationship is maintained.  

If you have interpreting needs, here are 
a few tips to help you navigate the com-
plexities of Spanish speakers’ needs. As 
Kelly points out, don’t go neutral. “Neu-
tral Spanish” was developed to bridge the 
gap between the different linguistic and 
cultural identities within Spanish speak-
ing people. It tends to disregard local 
grammatical and vocabulary differences 
in order to standardize the language. This 
can work well for written materials, but 
when engaging in conversational inter-
preting, it isn’t recommended.

Cultural adaptation is a must. To 
understand the Hispanic market, you 
need to understand the beliefs and cul-
ture of each country of origin. There-
fore, the messages being delivered may 
not be the same for each group and 
the cultural sensitivities may differ. 
This requires understanding both the 
protocols and the taboos that define 
ways of communicating in a given 
market. Cultural adaptation provides 
the cultural lens through which your 
non-English-speaking customers view 
your message, your products and ser-
vices, and ultimately, your values.

Making cultural adaptation a key 
feature of your interpreting effort is an 
important step in communication. By 
building those cultural elements into the 
final interpreting delivery, you help ensure 
a culturally sensitive result that preserves 
the essential meaning of the original mes-
sage without alienating your audience.

The selection of an interpreter is the 
most important factor in a successful 
customer interaction. The interpreter 
should have formal training in the par-
ticular field of expertise. There are many 
credential/training programs available 
as well as oral proficiency tests. If there 
is a need for medical interpreting, make 
sure the interpreter is qualified and 
credentialed in that area. If you provide 
technical products and have a need for 
Spanish-speaking support, investigate 
these qualifications as well.

The interpreter should understand his 
or her function in the interpreting process 
and how important it is not to convey 
personal beliefs and establish trust as well 
as boundaries. Much of this should have 
taken place during the training process. 

Selecting an interpreter, in particular 
one for Spanish interpreting, requires 
certain skill sets that might not be read-
ily apparent when engaging in an initial 
conversation. Almost as important as the 
Spanish language itself, the interpreter 
should have formal training in the par-
ticular field of expertise. To ensure you 
partner with the appropriate individual 
or LSP company, here are some questions 
you may consider asking:

 ■ What language pair(s) are you pro-
ficient in?

 ■ Have you passed a written as well 
as an oral assessment exam? 

 ■ How many hours did you attend 
training? What was the course outline? Do 
you attend or provide continuing educa-
tion courses? (Ask for proof of completion 
of the interpreter training courses and other 
relevant educational background.) 

 ■ What is your experience in the field 
you will be interpreting for? Do you 
understand its terminology? 

 ■ Do you have past references to share? 
A good LSP will complete a needs 

analysis of a business prior to render-
ing interpreting services, which should 
encompass all of the above. As His-
panic buying power continues to grow, 
the market remains complex, which 
means that we may not be able to solely 
utilize one resource.   M
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Managing interpreting for

domestic violence cases

Terena Bell

L
Let’s face it: in-country review isn’t typically 

done for interpreting. To be honest, the turn-
around time alone makes it impossible. I mean, 
what are you going to do? Record a simultaneous 
interpreter at work, e-mail the mp3 to Spain, then 
have the attendees wait while someone reviews 
it? Not only is that a logistics nightmare, it’s also 
ludicrous. In the language services world, if trans-
lation is polished, with its myriad of project man-
agement protocols, then time alone dictates that 
interpreting is the quintessential quick and dirty.

The trick is, though, that while interpreting has to be quick, 
it doesn’t have to be dirty. Qualified, skilled interpreters are con-
sistently looking for ways to clean up their work. In the United 
States, medical interpreting certification is a new example of this. 
Healthcare interpreters who previously led a splintered existence 
in the fringes, picking up training where they could find it and 
fighting to differentiate themselves from ad hocs, can now get 
nationally-recognized certification from the Certification Com-
mission for Healthcare Interpreters (CCHI). US legal interpreting 
has all but moved beyond the state-level, with federal court cer-
tification in place and the Consortium for Language Access in 
the Courts — formerly the Consortium for State Court Interpreter 
Certification — now at 40 member states. And other interpret-
ing specializations are starting to crop up and define themselves 
as well. California now has a trade association specifically for 
workers’ compensation interpreters, and in Kentucky, domestic 
violence interpreters are also finding their voice.

Through the Immigrant and Refugee Women Project, three 
partners (In Every Language, the Kentucky Domestic Violence 
Association and the Kentucky Association of Sexual Assault 
Programs) are currently in the process of cleaning up domestic 
violence interpreting, developing the nation’s first certification for 
domestic violence interpreters. Out of the many steps taken in this 
process, the one that surprised me most was in-country review.

Which country, you ask? The United States. In Kentucky, 
where we’ve started the project, limited-English proficient 

(LEP) victims tend to speak Spanish, Russian, Swahili, French 
and Arabic; of these, Spanish is most requested, with victims 
primarily coming from Mexico and Cuba. There are 15 domestic 
violence shelters statewide, the bulk of which also assist rape 
and sexual assault victims. In addition to both individual and 
group counseling sessions, interpreting must be performed for 
rape kit administration, new client intake and processing, and 
residential meetings. Domestic violence is the leading cause of 
homelessness among American women and children, so domes-
tic violence interpreters also work at economic success meetings 
and interpret for various community programs — such as insur-
ance providers and public transit — that serve the impoverished. 
In addition to this, there’s all the legal work that needs to be 
done as court-appointed interpreters may not always be avail-
able: emergency protective order (EPO) and/or domestic violence 
order filings and hearings, divorce filings, custody hearings, 

Terena Bell is CEO of In Every Language and 
also sits on the leadership council for the 

Association of Language Companies (ALC).

Linda Golden and Brandi Miller working in 
collaboration with The Center for Women and Families.
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criminal proceedings and arbitration 
meetings. Needless to say, that’s a large 
vocabulary range for any interpreter. 

There’s a lot of high-stress vocabu-
lary and the way interpreters use these 
vocabulary words can truly change peo-
ple’s lives. Latina women are less likely 
to seek help for dealing with domestic 
violence than any other US group, and 
many immigrants, regardless of ethnicity, 
are hesitant to report domestic violence 
because often their abusers threaten them 
with deportation, hide their visas and so 
on. In fact, the issues immigrant victims 
face are so unique that the Domestic 
Abuse Intervention Project has developed 
a separate power and control wheel just 
for them (Figure 1). The power and con-
trol wheel is used to help victims pinpoint 
instances when they have been abused. 
With issues this unique, the lexicon that 
interpreters use must be unique as well.

When In Every Language first started 
interpreting at The Center for Women 
and Families, Kentucky’s largest  domes-

tic violence and rape crisis shelter, The 
Center met language needs through both 
bilingual advocates and ad hoc interpret-
ers from a local, refugee-resettlement 
agency. A few handouts had already 
been translated, some by the advocates, 
some by the K DOMESTIC VIOLENCEA or 
similar groups. Because of the myriad of 
subjects interpreted and the vulnerable 
nature of the LEPs we would work with, 
consistency was key.

In building this consistency, we 
approached interpreting for The Center as 
though it were a translation project. Since 
certification for domestic violence inter-
preting is still in development, we had a 
lot of freedom in how to determine the 
best quality control steps for our client. If 
The Center had been a translation client, 
our first step would have been to have 
created a translation memory (TM) out of 
their existing translations. So that’s what 
we did. We created a TM for interpreters. 

Words like love and power, although 
they seem simple at first, take on entirely 

different constructs in domestic violence 
situations. Depending on the second lan-
guage, there may even be more than one 
word. Love can come in many forms, and 
so can abusers. Human relationships are 
complex and abuse often comes from a 
partner or a family member, so the word 
an interpreter uses may change depend-
ing on a lot of different factors. Even the 
word abuse itself becomes problematic, as 
in American English we assume that dam-
age is physical or sexual when we hear the 
word “abuse” by itself. But abuse can also 
be emotional or verbal. So when interpret-
ing into English, sometimes an adjective 
has to be added. Sometimes clarification 
with the victim must be sought.

So, after running The Center’s exist-
ing corpora through TM software, we 
checked it in-house. The employee who 
worked on the project was a state-court-
qualified, practicing domestic violence 
interpreter who speaks both English and 
Spanish natively. She pulled out any 
terms that had been mistranslated in the 
provided materials, but didn’t look for 
replacements at this point. After an initial 
read-through with the client, we decided 
the TM was good to get interpreters up 
and running, but that for long-term use, 
some tweaking should be done. The state 
certification project would also need a 
glossary that was a lot more extensive. 
We needed to add in additional terms 
that didn’t appear in the translated lit-
erature, like police report and courtroom, 
and come to an agreement on transla-
tions for the terms that had been deleted 
in round one. The Commonwealth of 
Kentucky courts have a legal glossary 
available for interpreters, but a victim’s 
education level and country of origin 
often change the translations used in a 
domestic violence construct. Just as with 
any other client, in constructing The 
Center’s TM, we couldn’t fully rely on 
TMs created for others. So round one left 
us with 82 terms — some polished, some 
not — and many more to add.

As with any good translation project, 
developing a TM for interpreting requires 
client collaboration. We assembled a 
team that took in our interpreting qual-
ity control staff, The Center’s bilingual 
advocates and management, and a state-
court-certified freelance interpreter who 
interprets in  domestic violence settings 
almost daily. Whereas our initial TM 
reviewer had spoken Spanish from Spain, 
this new group also spoke Spanish from 

Figure 1: Immigrant power and control wheel. Produced and distributed by National Center 
on Domestic and Sexual Violence. www.theduluthmodel.org/wheelgallery.php.
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Colombia, Nicaragua, Guatemala, Costa 
Rica and Spanish-speaking areas of the 
United States, such as Miami. One of the 
advocates involved was also a former  
domestic violence interpreter officially 
qualified by the Kentucky Cabinet for 
Health and Family Services.

For round two, the first thing we did 
was get interpreter feedback on the TM. 
They were using it in the field, so they 
knew best what worked and what didn’t. In 
this way, they were their own in-country 
reviewers. They hadn’t developed the TM, 
so they were third-party and they were 
working with the actual victims, so they 
knew any dialectical or on-site changes 
that would need to be made. Interpreter 
criticism came in two forms: some terms 
were missing, which we knew, and some 
terms needed to be changed. Instead of 
simply making these changes, though, 
we had our interpreters make notes as to 
why the changes were needed and then 
reviewed those notes in-house. Anything 
that looked purely subjective was passed 
over, so as not to burden our client, and 
all the others were passed on.

Center management and advocates 
then studied the implications of the 
words. Remember, love is not always 
love. Some words, like gun, had to 
change because of how they’re specifi-
cally used in domestic violence interpret-
ing. For example, arma was the original 
word in the TM. The interpreter wanted 
to change it to pistola (pistol) or revólver 
(revolver) in order to be more precise. 
The Center, though, wanted to leave it 
as arma because when the word gun is 
used, advocates are generally referring 
to firearms. In fact, a section of Ken-
tucky’s EPO prohibits respondents from 
purchasing or attempting to purchase a 
firearm, using that word specifically. This 
includes all kinds of weapons — rifles, 
shotguns, crossbows — but not necessar-
ily handguns. Pistola and revólver only 
describe handguns. Like with the word 
abuse, we have a schema as to what the 
word gun entails. Abuse in American 
English is physical; a gun is a handgun. 
But in the world of domestic violence, 
these words take on different meanings.

Another example is docket. This was 
a term our interpreter had added, not 
changed. For docket, the Kentucky courts 
prefer legal interpreters use lista de com-

parecientes. When we sent the TM over to 
The Center, though, advocates preferred 
ordén del día (agenda), a much simpler 

alternative. In fact, when it comes to legal 
terminology overall, Center advocates 
prefer to de-legalese as much as they can. 
Reporting domestic violence and seeking 
help can be overwhelming even if you 
speak English. Add a language barrier 
between you and the services meant to 
help you, and the legal processes involved 
grow even more difficult. As Center 
advocate Robin Valenzuela puts it, “Legal 
jargon can be overwhelming and intimi-
dating for our clients — especially if their 
education level is lower. I also accompany 
those terms with a lot of explanation as 
to what they mean. Remember, our pur-
pose is different than that of a strictly 
legal interpreter. We want the client to 
understand more than we care about 
implementing legal jargon.”

These examples speak as to the dif-
ferences between domestic violence 
interpreting and interpreting in other 
settings. One example, though, really 
speaks to the heart of what domestic 
violence is and to the power of the 
words we used: to be forced. To be, in 
Spanish, can be one of two words — ser 
or estar — depending on the context. In 
high school Spanish, my teacher made 
it quick and dirty for us students by 
saying that ser is permanent, whereas 
estar is temporary. She also said estar 
describes you, whereas ser is something 
that you are. Ser is also used in passive 

voice constructions, whereas estar is 
more active. So is it ser forzada or estar 

forzada? How deep does the violence 
go? Does having been abused describe 
you or does it define you? Did things 
just happen or is there somewhere the 
responsibility lies?

Our words have meaning and we 
must be careful with them. In the end, 
the back and forth stopped and our team 
came to an agreement on which ones 
to use. Our “in-country review” almost 
complete, a 131-term TM was distributed 
at a K DOMESTIC VIOLENCEA train-
ing for domestic violence interpreters 
working state-wide. Interpreters from 
all sections of the state workshoped 
the glossary to make sure we hadn’t 
overlooked any terms or translations 
that might not be essential in Louisville 
but that were essential in other parts 
of Kentucky. In the end, no changes 
were made, but the TM was transformed 
into a training piece intended to help 
domestic violence interpreters consider 
the larger picture wrapped around small 
words. The TM may be completed and 
circulated, but we are still learning. 
Interpreting, as I mentioned before, is 
the quintessential quick. Words come in 
one part of you and out another and it 
takes training to make memory. There is 
no time to check against your resources; 
the TM must be part of you. Ser.  M
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New spelling and the role 

of Spanish translators 

Luciana Ramos

I
In our routine as professional translators, we 

are faced with new challenges every day. There 
are tighter deadlines with higher and higher 
quality standards, which involve additional links 
in the translation supply chain, such as lan-
guage quality assessment and mechanical qual-
ity checks. Today’s working environment rests 
on innovative technologies; integration with 
remote teams of linguists floating in a “cloud” 
somewhere, who feel and use the same language 
differently; and millions of potential consumers 
scattered in diverse areas of the world. 

Every step of the way, the translator wanders as an errant 
user of the language, trying to cater to everybody’s needs, 
sometimes leaving the language unprotected, exposed to the 
risk of impoverishment and progressive deviation from the 
norm and the etymology of its lexicon. 

As a basic rule, if you want to succeed as a guardian of lan-
guage, you must first arm yourself with a shield: doubt. If you 
doubt, you research, you learn, you doubt again and double-
check, and you can then discuss your findings and enrich yourself 
from others’ viewpoints. As translators, we are decision-makers, 
and our decisions forge the language that millions of people 
will use or repeat. We should ponder our own language, become 
aware of its expressive capabilities, the linguistic structures that 
compound it, and the enormous wealth its unity and variety 
can accumulate. Recently, the Real Academia Española (RAE)
released the latest versions of the grammar and orthography 

rules, called in Spanish Nueva gramática de la lengua española 
and Ortografía de la lengua española, respectively. In such 
resources, the translator will not only find the norm (ruling all 
the Spanish speakers, irrespective of their geographical loca-
tion) but also reference to variations or traits related to certain 
communities, times or social spectra. For the sake of language 
semantics, doubt should always lead you to the dictionary. 

Translators of Spanish should constantly resort to the Diccio-

nario de lengua española and the Diccionario panhispánico de 

dudas, our primary sources of reference for general terminology 
— needless to say, these are not technical dictionaries or specific 
of any other field — both from the RAE, available online at www.
rae.es for free and in printing at a reasonable cost. Obvious, 
isn’t it? Then we should wonder why we have been interchang-
ing terms of our language, losing accuracy and effectiveness in 
the interest of similarity of sound or proximity to the term in 
another language, mainly cloning terms from English. Almost 
unnoticeably, we have been using the verb provocar and causar 
interchangeably, ignoring that the former in Spanish implies 
an action that leads to or incites another one, while the latter 
implies an action that someone or something receives passively. 
Ignorar in Spanish means not knowing about something, which 
is not the same as ignore in English, where it means to pass 
something unheeded, skip it or omit it. Even though there are 
different terms in both languages for these concepts, we tend 
to keep our rendering closer to the English ignore instead of 
using omitir, hacer caso omiso or whatever is more appropriate 
according to context and register in Spanish. Similarly, we just 
replicate serious as serio, instead of communicating the meaning 
more effectively using adjectives such as grave or importante. 
We have adopted the term nominado (which in Spanish simply 
means named) as a clone for nominee, nomination or nominate, 
trying to make it convey the meaning of candidato or aspirante. 
We have gradually lost shades of meaning for several terms, 
such as control in English, forgetting that you can express it 
diversely in Spanish, making it more understandable and natural 
for the reader. Why not translate control fever as bajar la fiebre, 
control blood pressure as medir la presión and control bleeding as 
detener la hemorragia instead of repeating controlar endlessly? 

Luciana Ramos is the director of Ocean Transla-
tions S.R.L. She produced this article with the 
collaboration of her partners, Betty Galiano and 
Federico Carroli. 
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We can add many other examples to 
this list, such as aggressive translated as 
agresivo instead of emprendedor (in mar-
keting texts); conventional as convencio-

nal, which the first entry of the Spanish 
dictionary defines as the result of an 
agreement, not tradicional as we should 
have said; confrontar (confront) instead 
of enfrentar; estimar (estimate) instead of 
calcular; severo (severe) instead of grave; 
sofisticado (sophisticated) instead of 
avanzado, moderno and so on. In the field 
of medical translation, linguistic calques 
are also frequent and so embedded in the 
scientific community that nowadays we 
see terms such as médula, randomizar, 

bizarro and constipación much more 
frequently than bulbo raquídeo, asignar 

al azar, curioso and estreñimiento, just 
to name a few examples. This does not 
mean we are mistranslating, just that we 
are confining our language to a set of 
easily “Englishable” terms. We seem even 
to forget our privacy, when we translate it 
as privacidad instead of intimidad. We are 
so blinded by the English that sometimes 
it appears as if we are losing conscious-
ness of time, translating within as dentro 

de, postponing the time span to a further 
future than the actual date of occurrence. 
This ambitious cloning practice has also 
spread to the field of syntax — the dele-
tion of articles, the nonsensical use of 
prepositions and the overuse of posses-
sive adjectives in Spanish are illustrative 
examples of this. Unfortunately, many of 
these terms are so engraved in the eye 
of the reader or in the client’s lexicon 
that we are dubious of “correcting” them, 
since such a decision (or rescue attempt!) 
may eventually mislead the recipient of 
the message, who is so well used to read-
ing an impoverished Spanish version. 

New moves have been taken by the 
RAE and we, as language conveyors and 
protectors, should be aware of them. 
Mastering the domain of our own lan-
guage is the primary duty we should take 
on as communicators, and our language 
system is formally described and con-
tained in the bibliography published by 
the RAE. 

Proper spelling
Based on the statements in the latest 

release of the Ortografía de la lengua 

española, the Spanish alphabet now con-
sists of twenty-seven letters. Digraphs 
like ll and ch have been deleted from the 
alphabet and therefore words contain-

ing those digraphs at the beginning are 
ordered in the corresponding position 
under letters C and L (effective since the 
twenty-second edition of Diccionario de 

la Real Academia Española, 2001). In the 
book mentioned above, there is a sec-
tion focused on letters with distinctive 
pronunciation based on the geographi-
cal areas (B vs. V, W and Y), clarifying 
the variations according to each region. 
Contrary to what many publications and 
newsletters have reported, there is not a 
mandatory unification in this sense, but 
only recommendations for the sake of 
unity. In relation to differences in spell-
ing, the RAE states preferences for those 
terms that have double spelling, such as 
hiedra vs. yedra, hierba vs. yerba, yerbería 
vs. hierbería (all terms related to herb); 
yerra vs. hierra (action of erring), yodo 
vs. iodo (iodine), the first element of the 
pair being the recommended one. Con-
sidering that all such recommendations 
come from the highest language author-
ity in Spanish, embracing them would 

contribute a great deal to language unity 
and we, in our role of communicators, 
definitely have a say in this regard.

In contrast to what the academic 
orthographic doctrine has been prescrib-
ing in regards to the Spanish prefix ex 
(former), which up to now had to be 
written separated from the noun, as in ex 
marido and ex presidente (ex-husband, 
former president), the new orthography 
states that, from this release on, such 
prefixes should be united to the noun, 
unless it is used modifying multiword 
bases, in which case it should be written 
isolated from the base. The same applies 
to all prefixes, as in ex primer ministro 
and anti exclusión social. Although this 
is the only change in terms of prefixes, it 
is advisable for translators to revise the 
whole section of the new release, where 
they will find clarification for all those 
cases in which the n-dash is necessary 
after prefixes, something that will defi-
nitely help keep consistency among all 
speakers of the language. For Spanish, 
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usually, no n-dash between the prefix and 
base is used. However, as an invitation to 
see more, let me remind you of the fact 
that the n-dash is used to separate the 
prefix when the base is a proper name, 
such as pre-Camus or pos-Malvinas, as 
well as when it is an acronym such as 
mini-DVD or a date, as in pre-1945. If 
two or more prefixes are used related to 
one single word base, the n-dash is fixed 
to the dangling prefix: pre- y posparto. 
But when the base is a multiword one, 
no n-dash is present: anti y pro derechos 

humanos. Are you sure you have been 
using it consistently this way? Are you 
dubious now? Great, because you can 
find detailed information and examples 
in the book referenced previously.

Diacritical marks
As one of the key players among the 

constituents of the Spanish language, the 
accent marks have always posed difficul-
ties to learners of Spanish as a second 
language, Spanish native speakers and 
translators of Spanish. As linguists, 
it may be hard for us to admit it, but 
reviewers and proofreaders have enough 
evidence against us or even themselves. 
In Spanish, the orthographic accent as a 
diacritical mark is exceptional, not only 
because it prescribes graphical accents in 
words that, according to general rules, 
should not be marked, but also because 
it is not used systematically to all poten-
tially markable morphemes. Historically, 
such graphical marks have been added 
and deleted in an effort to apply them as 
consistently and restrictively as possible. 
In fact, it is graphically marked in certain 
words against general orthographic rules 
for the exclusive purpose of facilitating 
understanding by means of an immediate 
visual identification of unstressed and 
stressed variations of one single word 
and in order to avoid ambiguities in the 
language. In the new orthographic rules 
of the RAE, you can find a summarizing 
chart listing all the monosyllabic words 
that are written both with the graphic 
mark and without it, depending on the 
meaning they convey. In such guidelines, 
there is explicit indication of the deletion 
of such marks in other words typically 
accented. Since 1959 and aiming at 
restricting its use as much as possible, 
the orthographic norm has confined the 
mandatory use of the graphic accent to 
situations of potential ambiguity. Par-
ticularly, this recommendation related to 

the diacritical mark differentiating the 
pronominal use from the demonstrative 
use of the words este, ese, aquel (this, 
these, that, those) and the correspond-
ing inflections indicating plural and 
feminine forms, and the diacritical mark 
differentiating the word solo depend-
ing on its part of speech (adjective vs. 
adverb, graphically accented when used 
in their pronominal form and as adverb, 
respectively). As mentioned before, from 
now on we can do without it based on 
the RAE’s consideration. The cases of 
potential ambiguity are rare and easily 
resolved by contextual information, and 
priority should be given to the existing 
orthographic rule. Obviously, such crite-
rion is materialized throughout the book, 
so reading it will also help reinforce the 
new concept. Likewise, the old recom-
mendation of marking the conjunction 
o (or) when used between figures, so as 
to avoid any potential confusion with the 
figure zero, has been disregarded based 
on the fact that nowadays such proactive 
action is clearly unnecessary due to text 
processors in use. Again, the translator 
will find further information and exam-
ples in this book, which will drive him or 
her through the most clear and consistent 
way of communicating. 

Based on the same foundations, in 
the new Ortografía de la lengua española 
there is an assertive statement regarding 
a few words that used to have spell-
ing variations, claiming that only one 
should be kept from now on. Examples 
are guion (dash), fie (conjugated form of 
to give credit), truhan (rogue) and liais 
(conjugated form of to make a mess). 
Again, the claim is based on the Span-
ish accentuation rules for orthographic 
monosyllables. As you can see, this cri-
terion is the same as the one applied for 
demonstrative pronouns and the adverb 
solo mentioned above: the primary rule 
prevails. 

Punctuation and more
There is a section in the book focused 

on the different punctuation marks of 
the Spanish system, including the blank 
space. The translator or reviewer can 
check for the use, or more specifically the 
absence, of blank spaces before and after 
other symbols such as %. For the percent-
age symbol, as for all other such symbols, 
the RAE states that there should be a non-
breaking space separating the figure and 
the percentage symbol, something which 

is not so widely used currently. Such 
guidelines also address the use, and the 
absence, again, of spaces and other cases 
that typically give rise to inconsistency 
among Spanish translations, especially in 
the sphere of the English > Spanish trans-
lations because of the flexible nature of 
English. In this release, there is also a spe-
cific recommendation for writing URLs.

Typically, when translating from 
English into Spanish (whichever target 
market the content is meant for) there is 
room for hesitation on whether the period 
should be written before or after the clos-
ing parenthesis, exclamation or quotation 
mark, to name a few. In this new version 
of the book, there is reiterative reference 
to the positioning of this punctuation 
mark, which should always close the sen-
tence after any other mark used therein. 

Keeping clarity and consistency when 
transcribing numerical data should 
always be at the top of our priorities 
as translators. Here as well, you must 
shape your work following the norm. 
The new orthography book also focuses 
on prescribing rules for the choice of 
writing figures in words or using the 
numerical expression, so that this aspect 
is not left to subjective perceptions but 
framed within a norm. This chapter cov-
ers dates, time and other number-related 
expressions, and the main point is the 
international system is referred to as 
a ruling body. We tend to confuse the 
reader by using blurred criteria in this 
respect (usually mirroring the source in 
English) and gaining consensus among 
a large group of linguists working 
remotely is not always so easy if the 
decision is not explained up front. 

As in any aspect of life, being in good 
shape is always a plus, but when it comes 
to protecting a critical asset, it becomes 
a must. Train your language abilities by 
taking a reading workout every day, and 
you will not only guard your language, 
but your career too! You do not have to 
go the extra mile, just place the books 
on your laptop — both the physical and 
the electronic ones work just fine — and 
open them up! Whether you use the 
RAE’s publications just as a reference 
for a particular query — there are valu-
able lists of acronyms and symbols in 
the appendix in the orthography book, 
for example — or as study material, you 
will come out enlightened, enriched and 
armed to win the battle against idiomatic 
laziness.  M
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Portuñol: Blending 

Spanish and Portuguese

Marco S. de Pinto

H
Hybrid languages arising from the contact 

between two usually-separate linguistic entities 
exist all over the world. We have varieties such 
as Taglish (English words in Tagalog), Hinglish 
(a mix of Hindi and English) and the much-cited 
Spanglish. This happens because languages 
cross borders and tend not to respect different 
ethnicities. In more peaceful regions, such as 
South America, where Spanish speakers have a 
good relationship with Portuguese speakers, this 
influence can be all the more entrenching. I am 
not talking about normal loanwords that lan-
guages all over the world tend to “borrow” from 
one another, but about a brand-new variety or 
a new dialect: Portuñol (as spelled by Spanish 
speakers) or Portunhol (as spelled by Portuguese 
speakers).

The Treaty of Tordesillas (Portuguese: Tratado de Tordesilhas, 
Spanish: Tratado de Tordesillas), signed at Tordesillas on June 
7, 1494, divided the newly-discovered lands outside Europe 
between Spain and Portugal along a meridian 370 leagues west 
of the Cape Verde Islands. This line of demarcation was about 
halfway between the already-Portuguese Cape Verde Islands, 
and the islands discovered by Christopher Columbus on his 
first voyage and claimed for Spain. The lands to the east would 

belong to Portugal, and the lands to the west to Spain. The 
treaty was ratified by Spain on July 2, 1494, and by Portugal 
on September 5, 1494. 

By virtue of their sheer numbers, Brazilian Portuguese 
speakers currently enjoy a privilege that their European coun-
terparts no longer do. In comparison, just consider the number 
of Latinos in the United States and the impact they cause on 
the English language (words like aficionado, simpatico, amigo, 
adios) and even on the American culture (such as tacos, nachos 
and so on). In practice, the interaction of the population of the 
peoples of South America has surpassed old national borders, 
linguistically speaking, and this proximity increases more and 
more due to radio, television, newspapers and, of course, the 
internet. Brazil, the only Portuguese-speaking country in South 
America, shares a border with seven other Spanish-speaking 
countries. In sum, one can say that metaphorically there has 
recently been an annulment of the Treaty of Tordesillas. 

Marco S. de Pinto is a linguist. He 
is currently a PhD candidate in Philology 
and Portuguese Language, and works as a 
translator for Deluxe Digital Studios.

Street market in Buenos Aires, Argentina. Due to the economic
 situation, Brazilians often travel to Argentina to shop.
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As with many hybrid languages, the 
existence of Portuñol has given rise to 
notions that it is undesirable — the result 
of laziness, indifference or even lack of 
respect for the other language and its 
speakers. Mexican tourism representative 
Silvia Ramos decries the use of pseudo-
Portuguese in John Lipski’s article on 
Portuñol: “Desafortunadamente, han 
surgido personas que dicen hablar Por-
tuñol. El Portuñol consiste en imprimirle 
una tonalidad portuguesa al idioma 
castellano . . . . Los invito a no seguir 
prostituyendo al portugués” (Unfortu-
nately, some people have appeared with 
the claim they speak Portuñol. Portuñol 
consists of conferring a Portuguese 
tonality to the Castilian language . . . . I 
urge you not to keep on prostituting the 
Portuguese language) (p. 2).

In a more optimistic vein, the 
renowned linguist Steven Fischer proph-
esies that Brazil will eventually no longer 
be Portuguese-speaking, but will rather 
use Portuñol. In an interview on veja, he 
says that “em 300 anos, o Brasil estará 
falando um idioma muito diferente do 
atual. Devido à enorme influência do 
espanhol, é bastante provável que surja 
uma espécie de portunhol. . . . O português 
não será substituído por outro idioma. 
Os brasileiros não irão falar espanhol. O 
que irá acontecer é uma mistura das duas 
línguas” (in 300 years’ time, Brazil will be 
speaking a very different language from 
what is now spoken. Due to the enormous 
influence of Spanish, it is very likely that 
a new variety of Portunhol will emerge. 
. . . Portuguese will not be replaced by 
another language. Brazilians will not be 
speaking Spanish. What will happen is a 
mixture of both languages).

Though some things he says are 
true, it is quite daring of him to fore-
see a future so distant when it comes to 
languages. Obviously there are trends 
that can be observed in several domains 
of a given language, such as compet-
ing pronunciations, in which one will 
eventually win and the other one will 
likely perish. There are also cases when 
two quasi-synonyms diverge and take 
on slightly different shades of meaning 
or start to be used only in certain col-
locations. But to say that a country as 
big as Brazil will start speaking a new 
dialect is fairly bold, to say the least. On 
the other hand, what the Spanish linguist 
Marcos Marín says is far more modest: 
“Espanglish y portuñol son linguas fran-

cas que sirven para que hablantes que 
no manejan bien el inglés o el portugués 
usen una fórmula simplificada, con un 
fuerte componente español, en los Esta-
dos Unidos o en el Brasil” (Spanglish and 
Portuñol are lingua francas that speakers 
who don’t master English or Portuguese 
use, as a simplified formula with a strong 
Spanish component, both in the United 
States and in Brazil) (Lipski p. 3).

Types of Portuñol
Portuñol is not restricted to a single 

phenomenon. As Lipski points out, it 
can be divided into at least two distinct 
situations. First, it has traditionally been 
applied to stable bilingual configurations 
in border communities, such as Uruguay, 
Paraguay, Brazil and even Portugal. Sec-
ond, it is used as a term to describe a wide 
range of phenomena, including mistakes 
produced by speakers trying to speak the 
foreign language correctly. Possibly most 
interestingly, it refers to idiosyncratic 
invented speech, or words used when 
the speaker generalizes a few rules he or 
she knows and ends up coining a non-
existent word in the target language. 

In the first situation, some systematic 
changes can be observed, whereas in the 
second, there is a tendency to use ad 
hoc inventions for the purpose at hand. 
These may even become popular and be 
used jocularly, as is the case with the 
phrase hacer una ligación, which a few 
years ago was used by a language school 
in Brazil in an ad that tried to convince 
people that they think they know Span-
ish, while in fact they do not, and with 
such ignorance it can even get them into 
embarrassing situations. 

Due to the close affinity of both lan-
guages — both being derived from the 
common ancestor Latin — it turns out that 
they are often mutually intelligible. There 
are even some sentences that, if taken in 
isolation, can be said to be either Spanish 
or Portuguese. More often, though, minor 
systematic differences arise. For instance, 
words ending in -n in Spanish tend to 
have an -m ending in Portuguese, such as: 
en/em (in), origen/origem (origin), orden/
ordem (order), hacen/fazem (they do) and 
so on. Another generalization is that the 
Spanish -ción ending is usually rendered 
as -ção in Portuguese. Any Brazilian who 
has studied some Spanish (which is, inci-
dentally, a mandatory subject) but not 
enough to speak it fluently, will probably 
generalize some of the rules learned and 

make mistakes. In Portuguese, fazer uma 
ligação means make a phone call, for 
example. Some Brazilian tourists report 
that after saying that they want to hacer 
una ligación, the Spanish speaker will 
laugh, because in Spanish that phrase 
would be hacer una llamada, whereas 
ligación means something quite different, 
even vulgar. Other examples could be 
cited, such as Spanish borracho/a (drunk), 
whereas Portuguese has borracha (rubber 
— drunk is bêbadola/a); rato (moment) for 
Portuguese rato (rat); apellido (surname) 
in Spanish vs. Portuguese apelido (nick-
name); and Spanish pelado/a (hairless, 
bald) for Portuguese pelado/a (naked).

With Brazil’s good economic condi-
tion compared to other countries of 
the region, notably Argentina, which 
in recent years has gone through some 
economic crises, many middle-class 
Brazilian tourists have been going to 
Argentina for a weekend of shopping — 
something unimaginable some decades 
ago. Due to lack of time or even interest 
to learn a whole new language, though 
similar in many respects, Brazilian tour-
ists get by with only a version of ad hoc 
Portuñol in Argentina. Not so long ago, 
La Nation quoted Argentine Consul Gen-
eral Guillermo Hunt on the subject of the 
immigration of Argentine professionals 
to Brazil: “Todos ellos, lejos de dejarse 
intimidar por las diferencias idiomáticas, 
se atreven a aprender la nueva lengua 
in situ. La realidad es que con el portu-
ñol todo el mundo sobrevive” (Far from 
getting intimidated by the linguistic 
differences, all of them dare to learn the 
new language in situ. The truth is that 
everybody gets by with Portuñol).

We can apply the same concept to 
Argentine-bound tourists, that is, that 
everybody can get by with Portuñol, be 
it Brazilian tourists in Spanish-speaking 
countries, or vice versa. Incidentally, I 
have often seen two people, one a native 
speaker of Spanish, the other of Portu-
guese, hold a fairly fluent conversation, 
both using their own languages, and 
having very little difficulty understand-
ing each other, save for a word or two 
that, given the proper periphrasis, no 
further trouble ensues.  

Another interesting phenomenon is 
deliberate creations, usually based on 
a Brazilian speaker’s formed stereo-
type and generalization of some rules 
of Spanish grammar. Significantly, in 
recent years even a literary production 
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in Portunhol has arisen, mostly in Uru-
guay and Brazil. A notable example is 
the novel Mar paraguayo by the Brazil-
ian author Wilson Bueno (1992), which 
was written in literary Portuñol with 
many Guaraní elements included. There 
are also several examples that became 
popular in Brazil through the newspa-
pers, such as the comical column by the 
journalist José Simão in the Ilustrada 
section of Folha de São Paulo. In it, he 
often writes pseudo-Spanish words like 
*buemba for the correct bomba (bomb) or 
*socuerro (help!) for the correct socorro 
(incidentally, a homograph of the Por-
tuguese word socorro, which means the 
same thing) and ueba, an exclamation 
of enthusiasm, for oba, which has no 
equivalent cognate in Spanish. All these 
pseudo-Spanish words can be accounted 
for by a generalization of the diphthong 
ue/o in cognate words between Spanish 
and Portuguese, such as puente/ponte 
(bridge), muero/morro (I die) and fuente/
fonte (fountain), among many others.

Sometimes, however, just give a 
Portuguese word a Spanish-like pronun-
ciation, and there you have a brand-new 
Portuñol word, such as *horre for Span-
ish hoy (today), which was interpreted as 
pronouncing the Portuguese hoje with 
the velar fricative [x] of the Spanish j, as 
in words like jalapeño. The double r was 
used in writing to represent the Brazilian 
Portuguese version of the velar fricative. 
But the point is that there is no word 
pronounced like this — [oxe] in the Inter-
national Phonetic Alphabet — either in 
Spanish or in Portuguese. Another curi-
ous creation, as pointed out by Lipski, 
was the pseudo-Spanish word *barujo, 
which was used to mean noise based 
on the Portuguese word barulho. There 
is, however, no counterpart in standard 
Spanish (it was borrowed into regional 
Spanish as barullo), in which the same 
concept is expressed by ruido. The 
explanation is that in many words Por-
tuguese lh corresponds to Spanish j, as 
in olho/ojo (eye), velho/viejo (old), alho/

ajo (garlic) and so on. Such language 
combination means much more than just 
both accidental and deliberate contact 
between languages that are akin to each 
other. As it turns out, this is a case of a 
peculiar sociolinguistic situation.  M
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Voice of the translator

in Spanish translation

Daniel Vallès

W
When a company decides to localize its prod-

ucts or services, translators have a prominent 
role to play. However, due to the idiosyncrasies 
of both localization and translation, the job of 
the translators and their “voice” is sometimes not 
sufficiently recognized, especially in the case of 
good translations. Back in 1969, Eugene Nida 
described the process of translation as the decod-
ing of a source text, the transfer of this informa-
tion and its restructuring in a target language. 

During this process, the translator needs to take into account 
a number of influencing factors, starting with the characteris-
tics of both the source and the target texts — function, register, 
genre, language norms and so on — as well as socio-cultural 
aspects of the source and target audiences. The translation 
process also deals with the requirements established by the 
commissioner of the translation — such as author, readership, 
intended text function, medium and motive. This informa-
tion needs to be included in the localization kit, offering the 
translator sufficient detail regarding what is to be translated: 
expected target audience, style guides, time and space limita-
tions, among others. A fundamental part of localizing for a 
Spanish audience is knowing exactly what it is, whether a 
generic Latin American audience or a specific Hispanic com-
munity within the United States, for example. With all this 
information the translator needs to make a number of choices 
and develop strategies in order to produce a translation that is 
fit for its purpose. Hence, the translator becomes the central 
figure in interlingual communication, in spite of the fact that 
translation may simply seem to be another step within the 
localization process.  

On some occasions, the changes that a translator needs 
to make are determined by the linguistic and cultural differ-

Daniel Vallès is a lecturer in Spanish at 
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ences between the source and target languages over which the 
translator has no control. In Spanish to English translation, this 
includes, for example, the use of pronominal forms; a more 
rigid, fixed position of grammar elements in English; one single 
form of to be for both verbs ser and estar; or the use of a period 
to express decimal points. In other occasions, adaptation results 
from intentional choices made by the translator in order to pro-
duce a more adequate translation for the purposes established 
by the client. For instance, in English to Spanish translation, 
this might be the preference for a formal style to denote polite-
ness or deference that would not be clear from the text in Eng-
lish or it might involve the preference for longer, subordinated 
clauses commonly found in Spanish. These choices, whether 
obligatory or optional, have come to be known as “the voice” 
of the translator — the underlying presence of the translator in 
a target text. 

Strategies
A few examples should illustrate some of the choices that 

translators need to make. In the localization project of a British 
software licenses reselling company introducing its services in 
Spain, the translator decided to keep a number of ICT references 
in English — words having to do with software, hardware and 
the types of licenses. In translation terms, this would be seen as a 
“foreignizing” strategy, or the use of source text loan words in the 
target text. However, the translator was aware of the acceptance 
of some of this terminology by the Real Academia Española (the 
authority in Spanish language matters) and the perceived prefer-
ence in Spain of English terms in dealing with ICT topics. In the 
translation of the  home page, Are you taking advantage of the 
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current exchange rate? was rendered as 
Aproveche la actual cotización de la libra 
esterlina. This is an example of transpo-
sition, where the interrogative sentence 
was changed into an imperative one, 
reflecting a more direct style preferred by 
Spanish speakers. In another section, the 
web page referred to software licensing 
procurement explaining the process of 
insolvency of British companies, includ-
ing terms such as insolvency practitio-
ners and case managers. This required 
the adaptation not only of the specific 
terminology, but also of the process of 
company insolvencies in Spain, in order 
to successfully communicate the opera-
tional issues involved in the procurement 
of licenses.    

Whether or not the translator choices 
in these examples are the most appro-
priate may be open to debate. What is 
clear is that the strategies employed to 
produce the target text would not be 
visible to the target readers unless they 
had access to the original text and could 
understand the source language. In the 
case of multilingual websites this is pos-
sible, albeit unlikely. In this situation, 
the voice of the translator can only be 
heard through the contrastive analysis of 
both the source and target texts, includ-
ing lexical, grammatical and semantic 
correspondences. 

In other situations, the voice of the 
translator becomes more prominent and 
readers can clearly see that what they are 
reading is a translation. Although these 
are not usually available in the localiza-
tion process, certain strategies such as 
the use of translator’s notes give visibil-
ity to the translator, as it is evident to 
the reader that this information did not 

appear in the original text. As part of the 
localization project mentioned above, 
the translator was able to use an intro-
ductory note in one of the company’s 
internal documents briefly explaining 
the differences between the British and 
Spanish systems when dealing with 
insolvencies to aid comprehension of the 
process in both countries.  

One final situation where a reader is 
aware of the presence of the translator is 
in bad translations. On a low-cost Euro-
pean airline’s website, Excess Baggage 
Fee per Kilo: This can only be purchased 
at the airport desk/kiosk is rendered as 
Recargo por exceso de equipaje – Esta 
tasa sólo puede adquirirse en la oficina de 
ventas del aeropuerto (this fee can only 
be obtained at the airport ticket office), 
making the customer wonder since when 
fees are obtained instead of being paid. 
In this example, the lack of knowledge of 
the target language is obvious, and read-
ers are well aware that they are reading 
the words of the translator. 

Although different translation situa-
tions will require specific strategies, the 
selection and application of translation 
strategies by the translator has a dual 
purpose. Firstly, we cannot forget that 
the process of translation is based on a 
source text. The translator’s second duty 
is to transfer the information in a mean-
ingful manner for the target audience. 
Interestingly, the commonly-accepted 
concept of localization as the process 
of adapting a product or a service to a 
particular language, culture and desired 
local “look and feel” clearly demands a 
target audience focus.  

This, however, is not exclusive to 
localization. The present general trend 

in translation, and a requirement of 
localization in particular, assesses trans-
lations depending on their fluency. It 
requires them to read like originals in 
the target language, producing an inter-
esting paradox: the translator needs to 
employ strategies and choices to cre-
ate a text that is a reliable and faithful 
reproduction of the source text but that, 
at the same time, does not read like a 
translation. Moreover, the translator is 
trusted to analyze and interpret a text 
in the source language and to transfer 
and recode it in the target language, but 
the translator’s presence is not welcome 
in the final text and needs to remain as 
hidden as possible. This is what has been 
called the illusion of transparency — the 
voice of the translator becomes nearly 
silent as the readers have the impression 
they are reading something that was 
originally written in their language. Of 
course, it can be argued that the transla-
tor’s “silence” is in fact an illusion, even 
if it is perfectly acceptable and, in fact, 
desirable for that to be the case in cer-
tain instances, especially in localization.  

Many scholars believe that this has 
its origins in the historically subordinate 
role of translation, where originals and 
authors have enjoyed a higher stand-
ing and where translation has always 
had a secondary role. To some, the fact 
that it was not until the middle of the 
twentieth century that translation started 
to be considered an academic discipline 
in its own merit is further proof of this 
subordination.

The present search for fluent, trans-
parent translations may perpetuate this 
role. Localization requires the produc-
tion of texts that conform to the cultural 
and linguistic norms of the established 
locale, and calls for translators to have 
a thorough linguistic and socio-cultural 
understanding. This demands qualified, 
knowledgeable and skillful professionals, 
but paradoxically, the better the appli-
cation of their expertise the less visible 
they become. Translators can take a little 
consolation from the fact that, however 
fluent and transparent a target text is 
and however quiet the presence of the 
translator may seem to be, their voice can 
never be absolutely silent. It is the trans-
lation itself, with all its lexical choices, 
grammatical formations and textual 
structure, which contains the voice of the 
translator and what makes them essential 
in the process of localization.  M
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Case study: 

Implementing Moses
Renat Bikmatov, Serge Gladkoff, 
Marina Kostionova & Andrei Kopylev

M
Machine translation (MT) has 

been on the agenda from the 
first days of computers. The first 
experimental MT system pre-
sented in 1954 had a tiny vocab-
ulary of 250 words and knew 
only six rules of grammar. It soon 
became clear that language is a 
much more complicated thing 
than it appears, and that there is 
a huge gap between an idea and 
its practical applicability. 

Until recently, a belief was widespread 
among translation services profession-
als that the quality of MT, after reaching 
a certain level, stopped improving. The existing grammar and 
rules-based systems (RBMT) approached the limit of their capa-
bility. The highest quality that MT could achieve could not get 
over a certain threshold of editability and usefulness. What MT 
produced was not a workable text but a useless set of words; it 
was easier to translate the original text anew than to edit the 
garbage produced by MT.

Recently, however, we have heard that the situation is close 
to a dramatic turning point. Proponents of this view argue that 
MT is close to a breakthrough and is getting over the previ-
ously impregnable barrier of usefulness for real-life applica-
tion. Indirectly, this is confirmed by the growing number of 
large projects with significant investments in MT technology, 

of which Google Translate is the most famous, as well as the 
increase of public research and reports on MT. 

Claims of a “breakthrough” in MT industry are summed up 
graphically in Figure 1, showing statistical machine translation 
(SMT) implementations breaking the ice of RBMT stagnation 
into “near human” quality.

According to the partisans of MT deployment, we are now 
seeing a number of factors that drastically change the situation 
with the actual application of MT technology. First, process-
ing power increased significantly, and quick processing of 
previously unimaginable amounts of data became possible. 
Secondly, research organizations and companies engaged in 
the localization industry have accumulated huge databases of 
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from a Russian ivy league nuclear science college and is the co-
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Figure 1: Evolution of MT quality.
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correct translation pairs over the years, 
previously translated, tested and edited 
by humans. Considerable contribution 
to the development of MT was made by 
budgets of anti-terrorist efforts in the 
United States. Around the same time, the 
first systems of SMT appeared, capable 
of analyzing databases of human trans-
lation and using them to improve the 
quality of output text. Soon, Google 
implemented statistics-based technol-
ogy, and its Google Translate system 
greatly helped to increase the popularity 
of MT. When an approach that allowed 
quick and accurate editing of MT texts 
was developed, some translation and 
localization service providers began inte-
grating MT in their production process. 
It became clear to industry experts that 
MT was not an idle fantasy anymore, 
not a matter of the distant future, but 
a possibility that needs a careful study, 
at least. Meanwhile, the technology was 
not standing still, and statistical systems 
were joined by hybrid ones, in which the 
statistical analysis of data was combined 
with using a set of grammatical rules. 

Is it true that the plateau of qual-
ity has been left behind? If so, radical 
changes await the translation industry. 
The technology about to be introduced 
threatens to completely restructure the 
actual process of rendering services, 
both for individual translators and for 
companies providing such services, for 
whom everything will be affected: the 
environment of service provision, cus-
tomer demands, the insides of technical 
process and pricing. Taking up this work, 
we set a practical goal: to understand 
the potential of modern MT technolo-
gies and whether it is worth the effort 
to conduct further research in this area. 
Will automated translation be able to 
improve performance and speed without 
losing quality? Where and in what areas 
should MT be applied, and, if it should 
be, how should the process change? Of 
course, ultimately we were interested in 
the extent of feasibility and economi-
cal viability for the integration of MT 
in the business processes of translation 
companies.

To stage the experiment that was 
supposed to answer these questions, we 
chose several commercially available 
MT systems: PROMT 8, which we use 
for a number of pilot and real projects, 
PROMPT 9 and Moses, an SMT-based 
system. The choice of Moses was not 

only due to the fact that this product is 
open and distributed free of charge, but 
also that it served as a prototype and 
starting point of many current commer-
cially successful MT systems.

First steps with Moses
We downloaded the system from the 

developer’s site, installed it and set the 
minimum configurations required for 
the system to work. However, before you 
can start working with Moses, it has to 
be trained. Simply speaking, an SMT 
system learns by analyzing an extensive 
set of texts and their translations. Com-
paring the translation and the original, 
the system collects statistics on the most 
probable options for translation, which 
allows it to make fewer mistakes. The 
more pairs of original translation that 
are available to the system, the better 
the statistics and the higher the quality 
of translation.

Large text corpora that can be used to 
train MT systems are stored and provided 
on a subscription by TAUS Data Asso-
ciation (TDA). From the TDA website, we 
loaded the corpus of English to Russian 
translations on three topics: computer 
software, computer hardware and legal 
documentation. In addition, we have 
produced our own corpus of translations 
from English into Russian, commissioned 
by Microsoft, based on our database and 
accumulated over many years of work. 
This corpus includes texts on informa-
tion technology. Finally, we have created 
another small corpus of our own transla-
tions on highly specialized topics — we 
needed it in order to compare how Moses 
works on corpora of different sizes.

Before the corpora are used for MT 
system training, the texts had to be 
cleared of items that could interfere with 
the analysis of texts and reduce the qual-
ity of future translations. The translated 
text often has complex formatting, such 
as RTF, HTML or XML. In these formats, 
data on text layout are stored as special 
markups or tags. Tags clog up the text 
and hinder training the MT system, so 
we had to remove them.

In addition, from time to time encod-
ing errors occur in the process of transla-
tion, and the segment of the translated 
text becomes a meaningless set of 
characters. It can also happen so that a 
segment of source code corresponds to 
an empty string of translation. These 
segments also had to be deleted. Finally, 

we removed the untranslated strings, 
nontextual strings (numbers, dates and 
so on) and equality signs (=) if they were 
at the beginning of the line — as it turned 
out, this character prevents text process-
ing in Microsoft Excel. The total amount 
of information “garbage” that had to be 
removed for Moses training purposes 
made up 10-20% of the corpora. Cur-
rently, the TDA community is working to 
clean up its corpora of text, but at the 
time of the experiment the texts were 
available only in “dirty” form. 

Each corpus of text was a separate 
translation database. The goal of the 
first experiment that we conducted was 
to assess the quality of translation that 
Moses produces in a standard configura-
tion, without advanced setup. We trained 
the system on corpora of text provided 
by TDA, and gave it a test translation. 
The text consisted of ten expanded sen-
tences containing general (conceptual) 
descriptions of certain IT environment 
capabilities.

Then we performed a more thorough 
configuration of the system to improve 
productivity and quality of translation, 
and trained the system on our corpus of 
IT texts. We submitted the same test text, 
and analyzed the quality of translation 
delivered by Moses after additional setup.

Finally, using all the same test text, 
we assessed the abilities of several freely 
available MT systems: Bing Transla-
tor, available on the Microsoft website, 
PROMT (using “Computers” as the 
domain), SYSTRAN and Google Translate. 
We compared translations made by these 
systems with the results produced by 
Moses. For comparison, we used transla-
tions of the same source text from English 
into Russian — this is the direction we 
were interested in, first and foremost — as 
well as from English into several other 
languages. The results produced by MT 
systems were compared with the pub-
lished benchmark human translations.

Table 1 sums up the results, reflect-
ing the difference between the quality 
of MTs and human translations using 
a percentage of how much the sentence 
needed to be edited. The higher the per-
centage, the worse the quality of MT. As 
we see, Moses outright overtook PROMT 
and almost had a tie with Microsoft’s 
Bing Translator.

The system had to be rebuilt with a 
specific language model. A language 
model is a set of phrases with indicators 
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of the frequency of their use in a given 
language. Based on these frequency data, 
the statistical system chooses between 
possible options in the translation. Our 
task was to find versions of the language 
models compatible with the original code 
of Moses. We tried different versions to 
test whether the final solution worked 
or not, and if it did, then how well. We 
combined many different versions and 
distributions of both Moses and linguis-
tic models in combination with different 
distributions of the operating system 
Linux.

We had to choose between two lan-
guage models, Stanford Research Insti-
tute Language Modeling (SRILM) and 
Istituto per la Ricerca Scientifa e Techno-
logica (IRST). SRILM proved difficult to 
configure and compile, and transferring 
it to other computers required serious 
changes to the configuration of the entire 
system. The IRST model was less quirky 
and easier to use. Virtually no versions of 
this model caused errors during compila-
tion. Thus, we decided that IRST was the 
best option for us.  A number of utilities 
(tools) have been developed for Moses 
that facilitate the use of the system and 
extend its capabilities, but also often 
cause compatibility problems. Therefore, 
we sought to find the optimal combina-
tion of different versions of components 
and utilities. 

In the process of Moses system setup, 
we experimented with some of its lin-
guistic parameters, and investigated how 
the language model affected the result 
of translation. As a result, we selected a 
configuration that was not only stable 
and facilitated using the system, but also 

greatly enhanced the quality of the text 
output.

We conducted a number of studies in 
training Moses. To expedite the process of 
training the system, we prepared an AMD-
64 computer with 16 GB RAM, installed a 
64-bit Linux Ubuntu on it and configured 
it. With the transition to this configura-
tion, the speed of training and translation 
increased significantly. While on the old 
configuration (32-bit architecture, with 2 
GB of RAM) it took more than 11 hours to 
train the system on TDA data, now it took 
only 3.5 hours. Another benefit of the new 
configuration is that it allows distribution 

of the load in parallel on multiple proces-
sors, further increasing the speed.

Generally, there are two ways of train-
ing an MT system. First is semi-automatic 
training using a script. In this case, the 
system needs to be told which files to work 
with, where to find them and what to do 
with them. The second option is fully auto-
matic learning. In this case, the scripts on 
the server process the corpora of texts in 
automatic mode, and then configure and 
start a new translation service accessible 
through a web interface. The advantage 
of the first option is that it allows you to 
upload into the system something that is 
not a monolithic language database, but 
a set of blocks (dictionaries), that you can 
connect, disconnect and combine. There-
fore, even if we fail in fully automating 
the process of training on large volumes of 
text, the option of semi-automatic training 
and processing remains quite acceptable. 
After all, you can only run a finite number 
of translation services on the same com-
puter, even a very powerful one, which 
means that the possibilities provided by a 
fully automated process are not infinite. 

Moses system: advantages, 
disadvantages
When testing Moses, we have identi-

fied a number of significant technical 
challenges that currently impede the 
widespread adoption of MT in the business 

Table 1: Test results for Logrus Moses on the corpus of highly specialized 
texts, compared to other MT systems and weighed against human translation. 

   MT engine and manufacturer

Languages
SMT
Bing

Microsoft

SMT*
Logrus
Moses

SMT**
Logrus
Moses

RBMT
PROMT

RBMT
SYSTRAN

SDL Google

English>French 45% — — 54% 51% — —

English>Italian 46% — — 59% 51% — —

English>
Portugese

42% — — 58% 58% — —

English>Russian 53% 57% 61% 63% 69% — —

English>Spanish 35%-37% — — 46% 45% 40% 35%

(*) Logrus Moses SMT engine trained on a corpus of different translations done by Logrus for 
Microsoft (narrow domain). (**) Logrus Moses SMT installed “from the box” and trained only 
on a corpus of TAUS IT translations (wide domain).
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process of translation. First, in the corpora 
of translated text, some segments contain 
large paragraphs instead of individual 
sentences, with the total length of more 
than 255 characters. Moses can build a 
language model for such long lines, but 
does not know how to build a match table 
of source/translation pairs. To resolve the 
problem, the long strings can be broken 

down into phrases. However, it only makes 
sense if the source and target strings con-
tain the same number of sentences, so that 
the system can match the pairs.

The problem with fragmentation into 
segments presents other challenges as 
well. The system perceives punctuation 
marks as letters. Therefore, if the lan-
guage model is built on long strings 
consisting of several sentences, it can 
contain phrases consisting of the end of 
one sentence and the beginning of the 
next. Such phrases do not carry meaning 
and are “information noise” that reduces 
the quality of translation. Breakdown of 
long strings into shorter fragments may 
also be useful here.

Another difficulty lies in the fact 
that, in the basic Moses configuration, 
it processes and reproduces only words 
consisting of lowercase letters. To restore 
the capital letters in the beginning of 
a sentence, for example, requires addi-
tional processing of the text. Fortunately, 
compared to the total post-editing of MT, 
the restoration of the correct letter case 
takes relatively little time. 

When translating texts containing 
markup tags (RTF, XML, HTML) we need 
to ensure that the system at least does 
not damage the tags and, ideally, puts 
them in the right places in the transla-
tion. The solution to this problem has not 
been found so far. We may need a tool 
for preliminary preparation of the origi-
nal text and a related tool for processing 
of the translated text.

Finally, the training corpus of text 
often contains ambiguous or obsolete 
terms and even barbarisms. Therefore, 
for SMT systems we will need tools for 
automated terminology control. In RBMT 
systems, this problem is partly solved by 
creating a thematic glossary, but even in 
this area the problem of ambiguous terms 
remains open. 

Having tested Moses in action, we 
have identified its main strengths and 
weaknesses. The latter include the fact 
that Moses, as well as similar open 
source products, is free of charge, but 
in order for the system to work really 
well, deep knowledge and a serious 
effort are required. The absence of clear 
and detailed information on configur-
ing the system aggravates the situation. 
The documentation describes only the 
basic components, without which work 
is impossible, and broadly identifies the 
areas for further customization. It takes 

several hours of efforts to make the pro-
gram work. Just the transition to a 64-bit 
platform took more than a day, and this 
is not including the preparation of the 
operating system.

All of the above applies to the Linux 
operating system, on which Moses is 
built. This is an open and very flexible 
operating system that can be config-
ured in many different ways, which is 
its advantage, but is also a drawback. 
You never know in advance whether a 
particular application, including Moses 
components, will be compatible. Natu-
rally, the developers of Moses could not 
take all these factors into account when 
preparing the documentation, and a huge 
amount of information has remained 
behind the scenes or between the lines.

The high complexity of the setup pro-
cess is the price for the fact that Moses 
is freeware. In the original configuration 
the system is not exactly broken, but it 
shows significantly worse results than 
after a complicated refinement. To the 
credit of our experts, they have success-
fully grasped the intricacies of the system 
settings and in a short time managed 
to achieve very high quality transla-
tions comparable to the world’s leading 
developments.

The advantage of Moses is that even 
in the basic configuration, it provides 
almost the same quality of translations 
as the brand-name hybrid statistics-
based MT systems, the development of 
which took a lot of time and money. 
And Moses provides this high quality 
after relatively short configuration and 
training. However, for complex language 
pairs such as Russian-English, the qual-
ity of all MT systems is much closer to 
each other than to human translation.

This last fact vividly illustrates that 
the mirage of MT is still unreal, though 
it has recently gained exceptional 
brightness and color. It never seemed so 
convincing that actual implementation 
is almost achieved, and this can lead to 
severe underestimation of the applicabil-
ity of this technology and investment 
required for implementing it in real proj-
ects where you need to analyze the return 
on investment in promising research 
developments.

As to the available body of texts, 
they are suitable for training Moses, but 
require preprocessing. However, the TMX 
format in which the corpora are stored 
does not allow us to process their content 
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in preparation for the training of Moses, 
or to use them as a translation memory. 
Existing TMX editors are expensive, and 
the choice is small. Besides, they have 
problems with the support of various 
languages and even the actual format of 
TMX. Text cleaning and exporting into 
the right format are lacking or not work-
ing correctly in these editors. Therefore, to 
prepare training data for Moses, we were 
forced to develop our own TMX editor.

Results and conclusions
The experiment with Moses demon-

strated that use of statistical systems 
allows for improvement of the quality 
of MT compared to the level we have 
observed until recently. We experienced 
the benefits of the SMT method and its 
limitations. In addition, we obtained more 
information on the areas in which partic-
ular MT methods or combinations thereof 
produce the best result, and also found 
the configuration settings and refined the 
methods of training SMT systems, such 
as Moses, substantially improving the 
resulting output text. We concluded that 
further research on the areas of real appli-
cability of this technology is required, not 
just a routine evaluation in order to dispel 
another myth about its practical applica-
bility. The threshold of the real applicabil-
ity is really close, although the range of 
applicability is still narrow and the entry 
barriers are high.

We found that the weakness of the 
SMT method is the terminology: the 
more diverse the corpus of text on 
which the system is training, the more it 
is confronted with the presence of sev-
eral translations of the term, and often 
makes the wrong choice. Most experts, 
however, are inclined to believe that 
the future belongs to SMT: in the last 
five years SMT and especially hybrid 
systems have developed very quickly. 
However, RBMT systems do not stand 
still either, as evidenced by the new 
PROMT 9, which far surpasses the previ-
ous version. The most promising option 
now seems to be a hybrid system com-
bining the advantages of both technolo-
gies, which additionally uses different 
methods of analysis and synthesis of 
grammatical structures and terminology 
processing appropriate to the language 
and subject domain. Among the widely 
available hybrid statistical systems 
today, Microsoft and Google systems are 
the leaders.

Practice has shown that in the train-
ing of SMT systems, the subject domain 
of the corpus of texts should be made as 
narrow as possible. Even the volume of 
a translation database can be sacrificed 
for the sake of “purity” of the text, even 
though on a large corpus the system 
learns more effectively. The optimum size 
of single-language corpus is not less than 
one million words: on a corpus size of less 
than 100,000 words Moses produces very 
poor quality. On the other hand, train-
ing a grammar-based system requires no 
less effort: to achieve a decent quality of 
translations, a full glossary must be cre-
ated for it. It is very important to specify 
the grammatical properties (attributes) 
of the glossary terms, and this labori-
ous manual work may take a long time. 
However, even a semi-automatic import 
of an external glossary, for example, into 
PROMT, in which grammatical attributes 
are often placed wrong, significantly 
improves translation. Thus, if we compare 
an SMT system trained on highly special-
ized corpora of text and complemented 
by the use of hybrid technology and opti-
mization tools to an RBMT system trained 
on a full glossary, the results are roughly 
the same. This means that we have a 
choice: if there is a large body of consis-
tent translations, but no time to prepare 
a glossary, it is better to use statistical 
hybrid technology; if there is no large 

corpus of text but a glossary is available 
or you have time to prepare it, use the 
grammatical system. If you have both, the 
choice is determined by finer detail: the 
quality of a particular MT technology for 
a specific language pair, the availability 
of hardware resources, timeframes, the 
budget for post-editing and so on.

With regard to Moses, we can say 
with confidence that it is really suitable 
for practical application. Moreover, in 
two months of work we have achieved 
quality only very slightly inferior to 
the results of the world’s largest MT 
systems, the development of which took 
years. This shows the enormous poten-
tial of Moses; the efficiency of software 
development on the principles of open 
source; and demonstrates the economic 
feasibility of Moses’ deployment. We 
expect that in the future, companies 
adopting Moses will require the services 
of highly skilled professionals who can 
quickly and efficiently train the system. 
Also, for most languages and most of 
the texts, end-to-end post-editing of 
the produced MT will be required. This 
work will require special skills, and 
the experts to do it have to be trained 
in advance. However, the cost will be 
lower. The main point is clear: MT really 
does have a future, and in some cases, 
its implementation can bring real ben-
efits to companies.  M
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Conducting a culture audit 

for Saudi Arabia

Aaron Marcus, Emilie Gould & Laurie Wigham

W
What should one do if software is being local-

ized to a language, country and culture quite 
different from the original? Translation is a neces-
sary first step, but translation alone is inadequate 
for communication across cultures. A culture 
audit may identify problem areas in software for 
relatively little time and money, avoiding wasted 
effort in translating content that should never 
have been translated/localized in the first place. 

In 2010, Client X (anonymity requested), a major software 
translation and localization firm, assisted Client Y with the 
localization of its library management software. This software 
is currently used in more than 100,000 schools and universities 
throughout the United States and in 165 countries worldwide. The 
culture audit examined specific problems with the software in 
the context of the wider culture, especially the rapid educational 
reform currently underway in the target country. The audit focused 
on a culture-oriented evaluation of the software’s usability, use-
fulness and appeal for the Saudi Arabian market (with eventual 
adaptation for the Gulf and Levantine regions), with particular 
attention paid to the visual design and use of icons and imagery. 
To build an in-depth understanding of computer usage patterns 
in the target audience and to uncover potential problems with the 
user interface, a small sample of Saudi students studying in North 
America were interviewed. 

Contextual and cultural analysis
In considering the user-interface requirements for an Arabic 

version of educational software, in this case a library manage-

ment application, it was important to understand the influence 
of the central government on the adoption of software and on 
the training of academics to use new educational technologies. 
Saudi Arabia is engaged in a major spending program to com-
bat the global recession and maintain its economy. Much of 
this spending ($US32.6 billion, or 25% of the total) is aimed 
at education and training. More than 1,500 new schools are 
scheduled to be built and more than 2,000 renovated. New pri-
vate colleges and the two new elite universities have introduced 
educational reforms. King Abdullah has emphasized the need 
for Saudi Arabia to embrace higher education — for women as 
well as men — to diversify its economy, reduce dependence on 
oil exports and employ its graduates.

The General Project for Curriculum Development, adopted in 
2002 by the Ministry of Education, laid the groundwork for the 
increased use of educational technologies. However, a recent 
study cited by Abdulrahman Kamal describes barriers that pre-
vent the full use of technology in schools during 2008:

 ■ Weakness of infrastructure, especially communication 
infrastructure

 ■ Need for technology specialists
 ■ Lack of technological knowledge and skills among teach-

ers and administrators
 ■ English language barriers (for example, most Web 2.0 

tools are in English)
 ■ High cost of technology 

The Computer and Information Center in the Ministry of 
Education has the mission of overcoming these problems and 
managing the development of educational technology and 
infrastructure. However, not all of the country’s more than 
28,000 schools are computerized and connected. Boys and girls 
are educated separately and it is not clear whether education for 
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Graphic Arts and founder of Aaron Marcus & Associates. Emilie Gould (center) currently 
teaches communication at the State University of New York at Albany and consults on 
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girls is at the same technological level. A 
separate department within the Ministry, 
the General Presidency of Girl’s Educa-
tion, handles requirements for girls’ 
education. Although King Abdullah 
promotes education and expanded career 
options for women, religious conserva-
tives continue to restrict opportunities, 
and many female academics complain 
that the system is unequal. As a result, a 
number of private schools exist alongside 
the public school system, and many have 
been sources of curricular and techno-
logical innovation. The Ministry’s latest 
ten-year plan (put forth in 2005) seeks 
an integrated solution for the applica-
tion of information and communication 
technologies by 2014. In addition, there 
are plans to train 30,000 new teachers. 

Geert Hofstede’s 1997 study of cul-
tural values characterized Arab cultures 
as having high power distance (respect 
for authority), medium collectivism and 
medium masculinity. However, these 
ratings need to be put in an historical 
and procedural context. Hofstede did his 
research in the 1970s-1980s; he sampled 
employees of a Western corporation 
(IBM); and he amalgamated the statis-
tics from a number of Arab countries 
(Egypt, Iraq, Kuwait, Lebanon, Libya 
and the United Arab Emirates, as well 
as Saudi Arabia). As he himself admits, 
“impressionistically, the Saudis within 
this region are even more collectivist 
than some other Arabs like Lebanese or 
Egyptians” (p. 54). Studies of Saudi Ara-
bia itself describe the country as having 
extremely high power distance, strong 
collectivism and strong masculinity. 

These cultural values influence the 
educational system. Power distance is 
expressed in a number of ways. Not only 
is government education centralized, it 
is standardized and based on religious 
teachings. Schools follow a curriculum 
that focuses on instilling Islamic (specifi-
cally Wahabi, an offshoot of Sunni) val-
ues. Elementary students take nine hours 
per week of Islamic studies from first to 
sixth grades; intermediate students take 
eight hours per week from seventh to 
ninth grades. 

Concern with moral values legiti-
mates censorship and public surveil-
lance. Women are not allowed to buy 
CDs and DVDs in shops; internet cafes 
are required by law to install surveillance 
cameras; and Arab News reported the 
Saudi Communication and Information 
Technology Commission asked Research 
in Motion to allow it to monitor its 
BlackBerry Messenger service or be shut 
down. The Saudi Government censors 
the internet through its Internet Services 
Unit, and new laws authorize five-year 
jail sentences for people distributing 
pornography or other materials that 
violate public law, religious values and 
social standards. Even before the “Arab 
Spring,” Saudi Arabia was considered 
one of the least open countries on the 
internet. 

Similarly, Saudi Arabia has extremely 
strong collectivism; national and reli-
gious goals are promoted over individual 
goals in the school systems. Even though 
King Abdullah’s educational reforms are 
intended to upgrade standards and open 
new professional opportunities to men 

and to women, his program is couched 
in nationalistic and religious terms. 
The concept of the ummah, the com-
munity of believers, is central to Islam 
and used to justify the kingdom’s social 
conservatism.

Lastly, Saudi Arabia practices strict 
gender segregation and, until recently, 
restricted women to non-technical jobs. 
Girls are now being encouraged to con-
sider new occupations, such as software 
engineering and architecture, but all pro-
fessions remain segregated. For example, 
only women teach women. If women 
professors are not available, men lecture 
women students using video technol-
ogy and have no other contact with 
them. Children are educated separately, 
but girls are not required to be covered 
(veiled) until they become teenagers. 

Successful Saudi websites 
The Saudi students being interviewed 

nominated websites that demonstrated 
“good” design. The students felt that 
the websites for Saudi Arabian Airlines 
and KAUST (King Abdullah University 
of Science and Technology), as seen in 
Figure 1, were especially sophisticated 
and attractive, and would serve as good 
models for design.

While not a universal preference, 
young Saudis tended to prefer websites 
with a simplified appearance overall and 
a limited number of colors, as shown in 
Figure 2.

Most buttons and tabs on Saudi and 
other Arabic-language websites only con-
tain text; there is very little use of icons. 
There does not appear to be a general 

Figure 1: Saudi Arabian Airlines, left, and King Abdullah University of Science and Technology, right. Photographic images are also used as buttons on both sites.

42-46 Marcus #120.indd   43 5/19/11   10:02 AM

http://www.multilingual.com


Business

|  MultiLingual  June 2011 editor@multilingual.com44

cultural objection to user-interface icons; 
this trend may be a result of an artistic 
tradition in which calligraphy is a major 
art form and figurative painting less val-
ued. However, by contrast, photographs 
are widely used on nearly every Arabic-
language website and many identify 
buttons. 

On the King Saud University website 
(Figure 3), buttons usually have text 
only, but occasionally there are icons in 

addition to text. Note that when websites 
are available in both Arabic and English, 
icon usage is almost always the same in 
both languages. Also of note, most web-
sites for Saudi educational institutions 
use blue, green and gray palettes. The 
color green is associated with Islam, but 
is acceptable for use on secular websites. 

As a general rule, icon design should 
avoid the use of Roman alphabet or 
numeric characters within the icon area, 

though there are some exceptions to this 
rule. Where the Roman character is in 
wide use as an international symbol, it 
can be used without translation. Many 
standard icons use characters from the 
Roman alphabet, but are meaningful 
because of widespread internet usage. 
Some examples are seen in Figure 4.

Icons that might be associated with 
other religions, such as a Christian cross, 
the Jewish star of David or a magic 
wand, should be avoided. Both witch-
craft and sorcery are outlawed, and a 
psychic was arrested and sentenced to 
death as recently as November 2009. 
Plus signs are acceptable as indicating 
that something new is being added. 

However, the vertical line of the plus 
should not be longer than the horizontal 
in order to avoid any resemblance to a 
typical Christian cross.

The thumbs-up icon is used by some 
young Saudis on social networking sites to 
indicate approval, but it could be misinter-
preted by older Saudis. Hand gestures often 
do not translate well between cultures and 
should be avoided. Similarly, icons showing 
people should be abstract, gender-neutral 
and well-clothed due to the importance 
of female modesty in Islamic culture. For 
example, icons should avoid the sugges-
tion of short sleeves or uncovered hair for 
young women.

Respondents told us that they 
customized their mobile phones with 
photographs and preferred to put their 
own photos in backgrounds — appeal-
ing images included soccer heroes, 
beaches, pleasant views and Angelina 
Jolie. However, note that the use of 
personal photographs in social media 
has been contentious. A recent court 
case in Saudi Arabia dealt with the 
possible damage to a young woman’s 
reputation from photos placed on 
Facebook. Most of the images we saw 
on Saudi websites were photographs of 
men in authority (like King Abdullah) 
or views of modern buildings that rein-
force national pride.

Visual designers should be aware 
that there is a 25% size expansion rate 

Figure 2: NETLOG is a European equivalent of Facebook that is available  
in many languages, including Arabic. 

Figure 3: King Saud University. Blues and greens are typical colors in educational and library 
Saudi websites. Typically, buttons, menus and tabs have text only.

Figure 4: Standard icons may use characters 
from the Roman alphabet.
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when English is translated into Arabic, 
if the type size remains the same. But-
tons should be sized accordingly to keep 
type easy to read. User testing may be 
required to ensure that the text is legible.

Some Arabic library sites have been 
designed so that the same page can 
accommodate English text on the left 
and Arabic text on the right (Figure 5). 
This dual-language layout has advan-
tages for bilingual users who need to 
switch back and forth between lan-
guages when searching for materials in 
both languages.

On an interesting sidenote, most 
educated Saudis are familiar with the 
Microsoft Office suite through their 
introduction to Office products during 
secondary school education. If in doubt 
about whether an icon is appropriate 
or meaningful, user-interface design-
ers can safely refer to the equivalent 
icon in an Office application as a basis 
for concept and appearance. All of the 
students interviewed had been trained 
to use Office products during secondary 
school. When asked if they would prefer 
local software, they said they preferred 
to use translated Microsoft products. One 
conjecture is that Microsoft’s product 
has come to represent the “standard” 
and/or “best” product available; another 
is that students liked the opportunity to 
switch between the translated Arabic 
and English user interfaces to improve 
their language skills. However, as Saudi 
educational standards improve and more 
graduates begin developing a local soft-
ware industry, this preference for Micro-
soft interfaces may change.

Conclusions
Translating its software application is 

an excellent first step for Client Y to local-
ize its product for sale in Saudi Arabia. To 
keep localization expenditure to a mini-
mum, the basic visual design and color 
palette of the current software could be 
used with only minor changes. However, 
it was important to realize that at least 
two levels of acceptance are involved. 
Users must feel comfortable with and 
enjoy the user interface, but first, the 
country’s conservative religious and social 
culture must approve the product for use 
in schools. This application could be made 
more appealing to the Middle Eastern 
market by making the design resemble 
some of the more popular Saudi sites with 
a crisper, cleaner look. Incorporating more 
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blues into the screen design would also 
bring it more closely in line with Saudi 
tastes. Further, icons with a more abstract, 
simplified look would better harmonize 
with the abstract geometric appearance of 
Arabic calligraphy.

However, to pass an initial review, 
user interfaces may need to accom-
modate Saudi concerns about access to 
information. All decisions on the pur-
chase and implementation of software 
for government schools are made by the 
national Ministry of Education.

Nevertheless, even with current tur-
moil and change in the Middle East, this 
is a unique and exciting time for a US 
company to engage with the process 

of educational change. Saudi Arabia is 
dramatically raising the level of its entire 
educational system, equalizing opportu-
nities for girls and boys and implement-
ing modern educational technology. As 
the country builds and equips its new 
schools, it is negotiating its own path to 
modernity and its students are finding 
their own places in the wider world. 

As the current ten-year plan notes: 
“The development and wide spread of 
unrestricted mass media communication 
and the reduction of its costs constitute a 
challenge and a threat to the Kingdom’s 
national identity and culture. This issue 
requires a balanced approach that will 
allow students to enjoy the benefits of 

modern technology (which, in turn, will 
benefit the community) while maintain-
ing the Kingdom’s values and faith, and 
that is able to protect them from the risks 
that might harm them as individuals and 
groups and that might negatively affect 
Muslim society.”

As many people and countries in the 
West support the efforts of young people 
themselves throughout North Africa and 
the Middle East to bring about change, 
we should provide appropriately local-
ized technology for education and social 
improvement.  M
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Figure 5: Using two languages on one page is common with Modern Arabic. Note the use of bi-
directional input (left-to-right English words and names embedded in right-to-left Arabic text). 
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dictionary. The translation industry in Japan faces many tough 
institutional, technical and moral issues. Despite the unique 
variety of writing systems (hiragana, katakana, kanji and roman 
characters), the Japanese language lacks well-established writ-
ing standards such as the Chicago Manual of Style. There is no 
national translation certification. The awareness for reusing and 
sharing translation assets is generally low. People are reluctant 
to try new technologies in business.

Interestingly, however, almost all major electronics brands 
have developed machine translation (MT) systems in Japan. In 
fact, the Japanese might currently have some of the best trans-
lation software on the market. All high-end Japanese transla-
tion software is heavily equipped with a variety of options to 
assist translators for commercial translation. Unfortunately, this 
does not mean that they are perfectly ready for translators, or 
they are widely used by translators of Japanese. In fact, they 
are only used by few translators, and not always in the most 
effective way.

As an effort to streamline the translation process, integra-
tion of MT and translation memory (TM) has been attempted 
in many forms so far. However, many still have room for 
improvements. I personally have been using MT for my trans-
lation for 11 years. With an MT-assist only environment, I am 
able to translate at the rate of 650 source English words into 
Japanese per hour, without using any TM segments or repeti-
tions. This is about twice as fast as those who translate without 
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Yuji Yamamoto is a language and translation 
consultant at CosmosHouse, and leads the UTX 

team at AAMT. He has contributed over 210 articles 
for translators through various publications.

A well-made glossary is useful regardless of 
the type of your commitment to a translation 
project. Have you ever wanted to have a simple, 
useful glossary for your translation project? If so, 
UTX may be the answer. UTX (Universal Termi-
nological eXchange) is a simple, open glossary/
dictionary format developed by the Asia-Pacific 
Association for Machine Translation (AAMT). It 
is written as a tab-delimited UTF-8 text, which 
allows casual, rapid compilation of glossaries. 
Some might consider this as a step backward, 
when XML is much more powerful. But consider 
this — do we always have time to create an XML 
glossary for a translation project that has less 
than 50,000 words? We still need a glossary for 
this size of project.

There are clear and rational reasons to use tab-delimited UTF-8 
text. While TBX and TBX-Basic are rich and powerful, preparing 
data for these formats may require experts with a deep understand-
ing of these specifications, XML, linguistics and so on. UTX can be 
created “on the field” by any translators through text editors and 
spreadsheets, requiring minimal knowledge of the specification 
and no knowledge of XML. With an incorporated terminological 
management mechanism, UTX leverages the power of customer 
generated media, or collective efforts to create a domain-specific 
glossary by accumulating terminological entry contributions.

While UTX serves as a practical human-readable glossary, 
it was primarily developed in Japan as a machine-readable 
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MT. Furthermore, if I have TM available, 
I will get all the benefits of the TM tool 
to the last drop. Many think that statisti-
cal MT (SMT) is the next big thing, but 
I am a firm proponent of rule-based MT 
(RBMT). In RBMT, translation software 
produces translation based on terminol-
ogy (glossaries/dictionaries) and rules 
based on grammar. I have concerns 
about the prevalence of SMT in recent 
years. With statistical patterns, some 
language pairs show remarkable fluency 
on the surface. SMT, however, gives you 
extra work on post-edits, with no appar-
ent pattern. Terminology management 
must exist outside of an SMT system 
as an addition. In RBMT, on the other 
hand, terminology management is an 
integral part of the system. Even when it 
makes errors, RBMT will give you usable 
and controllable results. Then you can 
quickly improve them through feedback 
of the user dictionary.

Background of UTX
The latest specification of UTX 

(formerly known as UTX-Simple) ver-
sion 1.11 is the result of the collective 
work by the UTX team. When using 
rule-based translation software in a 
computer-aided translation workflow, 
specialized terminology and names of 
people and places in the source docu-

ment are often not included in basic 
system dictionaries, and they are not 
translated as well as one would expect. 
It is well established, however, that if 
terms are well-chosen and appropriate 
for a specific domain, core terminologi-
cal information is sufficient to increase 
the adequacy and accuracy of MT. 
Unfortunately, user-created dictionaries 
are often incompatible across different 
MT systems, rendering the effort to cre-
ate such dictionaries futile. To address 
this issue, AAMT has undertaken to 
establish a set of specifications for shar-
able dictionaries, which can be used 
across different MT systems. AAMT 
created its first version of specification, 
UPF (Universal PlatForm), with support 
from Information-technology Promo-
tion Agency, an institute in Japan, in 
1995. In 2006, AAMT started to create 
new specifications to reflect and incor-
porate the subsequent advancement of 
technology and the changing usage of 
MT. In 2007, the new format received 

the new name UTX, short for universal 
terminology eXchange. UTX is an open 
standard. In 2009, AAMT established 
UTX-Simple, which was intended to 
be the simple, tab-delimited version 
of UTX. As AAMT learned that more 
complex functions can be achieved by 
TBX and TBX-Basic, it has focused on 
developing UTX-Simple. In April 2011, 
UTX-Simple changed its name to UTX, 
dropping -Simple.

AAMT also produces and collects 
open user dictionary data for specialized 
domains. AAMT also hopes to create a 
user community for generating, sharing 
and accumulating user dictionaries in a 
sustainable way.

The goal of UTX is to create from a 
simple, easy-to-make, easy-to-use dic-
tionary that can be used by MT systems. 
UTX places emphasis on usability and 
simplicity over advanced manageability 
and lossless conversion.

The same UTX dictionary can be used 
by different manufacturers’ translation 
software. In addition, a UTX dictionary 
is human-readable, and can be used as 
a glossary that does not involve transla-
tion software at all.

When a user of translation soft-
ware makes the effort to prepare user 
dictionaries, they are fragmented and 
dispersed, and thus not effective. Also, 
even a simple plain text file is difficult 
to share or to reuse, unless its format is 
standardized. However, if a single UTX 
standard is adopted, shared dictionaries 
can be used widely across various tools, 
such as translation software from differ-
ent manufacturers, and are also highly 
reusable.

UTX is suitable to be used, for exam-
ple, in the process of rapid compilation 
of glossaries from multiple resources, 
or distribution and reuse of glossaries 
across a wide range of applications. For 
a more complete, long-term terminolog-
ical management, TBX may be suitable.

UTX is specifically designed to be used 
by end users of translation software. UTX 
does not require any advanced technical 
knowledge of linguistics, grammar, XML 

Entries Concept ID Dictionary ID

Dictionary A: outlet 76531 AD64

Dictionary B: instantiate 76531 5d32

Table1: Unique dictionary IDs.
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or MT software to create, edit or use. UTX 
can be made from a minimum of data for 
both source and target language.

UTX can be used in any domain 
of translation, but should be specific 
to some subject or topic, such as ICT, 
medicine, law or engineering. Ideally, 
a domain should be highly specific, 
such as “cardiovascular surgery.” If a 
dictionary contains distinctly different 
domains, each domain should form a 
separate dictionary. It is easier to man-
age dictionaries this way, and dictionar-
ies can be easily combined.

UTX may not be suitable for trans-
lation of non-specialized, general con-

tents. When used for general contents, 
the benefit of UTX is limited. The frame-
work of UTX assumes that the target MT 
system already has a well-developed 
system dictionary. UTX can increase 
the adequacy of translation where the 
existing system dictionary cannot. Non-
technical terms can only be included in 
a UTX dictionary when they have spe-
cific meanings and target terms within 
the domain.

Dictionary information
The first line of a UTX file consists of 

necessary information about the UTX file, 
delimited by semicolons. It is specified as 

follows:  #UTX <version>; <source language > 
/<target language>; <date created>; 

<creator>; <license>; <bidirectional 

(optional)>; <dictionary ID (optional)>; 

<other optional fields> 
 ■ Source language/target language: 

ISO 639 and 3166 formats. For example, 
American English would be en-US and 
Japanese would be ja-JP. This is similar 
to language tags in HTML and XML: 
www.w3.org/International/articles/
language-tags/Overview.en.php.

 ■ Date created: ISO 8601 format. For 
example, 14:28 (00 seconds), April 10, 
2011, in Japan Standard Time (GMT plus 
9 hours) is represented as:

Dictionary: A UTX dictionary (or simply a dictionary) is a 
collection of terms within a particular domain. It is both human 
and machine readable. It serves as a user-generated dictionary 
for translation software and/or a glossary for translation. The 
former type of dictionary is often called a user dictionary, as 
opposed to a system dictionary, which is built in an MT system. 
A bilingual dictionary contains terms in source and target 
languages. In some cases, a monolingual dictionary may be 
compiled, containing terms in only one language. Unlike a 
dictionary in everyday context, a UTX dictionary may or may 
not contain definitions of terms. Definitions can be useful for 
human readers, but not required for MT.

Dictionary administrator: While a dictionary may have 
multiple contributors, a dictionary administrator is ultimately 
responsible for a dictionary and defines the framework of a 
dictionary. The dictionary administrator would decide whether 
an entry is approved as an appropriate entry for the dictionary. 
If the dictionary is compiled by a single individual, the 
dictionary administrator is also the contributor. 

UTX converter: UTX converter is a generic name for a tool that 
converts a UTX dictionary to/from other formats.

Term: A term is a headword of either the source or target 
language. It should be the basic form of the word (lemma) 
such as a headword of a dictionary. In terms of UTX, a term is 
a technical term in a specific domain. A “word,” in contrast, 
refers to a grammatical unit that represents a notion, which 
may or may not be in a UTX dictionary.

Entry: An entry in a UTX dictionary is a single logical line. 
A UTX dictionary should follow the “one term, one meaning” 
rule — that is, one term carries only one meaning in the specific 
domain of the dictionary. Thus, a source term ideally has a 
single target term, and together they form a single entry (single 
line). If a target term needs to have multiple target terms 
(thus multiple meanings), the rationale must be justified. This 
promotes an effort to compile a glossary in a systematic manner. 
Although exceptional, when multiple target terms are required, 
concept ID can be specified to indicate the same concept.

UTX is most effective when used in an organized authoring/
translation project. It is assumed the author of the source 
document, such as a technical writer, is making an effort to use 
coherent terms following a style guide. When UTX is used in a 
less-organized project, its effectiveness may be limited.

Translation direction: A UTX dictionary typically has a source 
language and a target language (unidirectional). A complete 
bidirectional dictionary is a dictionary where all terms are known 
to be usable for the reversed translation direction. In this case, 
a UTX converter may export the entire dictionary to another 
unidirectional dictionary whose translation direction is reversed.

Some terms can only work in one direction, especially non-
standard terms. Deviations from the norm, such as alternative 
spellings are treated as non-standard, not approved. Non-
standard terms are included in a dictionary only because they 
have to be accommodated to be processed, no matter how 
undesirable they are. When only some entries have approved 
status as explained below, only these entries may be exported 
as a reversed dictionary to be used for the opposite translation 
direction.

For example, consider a Japanese-English UTX dictionary. 
When some of its entries have approved status, these can be 
exported as an English-Japanese dictionary using an appropriate 
UTX converter. 

UTX file: A UTX file should be encoded in UTF-8 without 
a byte-order mark (BOM). BOM is a special character that is 
often used to identify UTF-8 encoding in Windows, but it is not 
used in other operating systems. When included, it can cause a 
compatibility problem. Types of encoding can often be selected 
when saving a text file.

The new line code is ¥r¥n (CR+LF). A new line code is a set of 
special characters that represent the end of a line. In a Windows 
environment, CR+LF is often the default setting for most text 
editors, and no special attention is required.

The file extension is .utx. A UTX file consists of dictionary 
information, column definitions, and a body consisting of the 
entries (tab delimited text). 

Definitions of UTX vocabulary
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2011-04-10T14:28:00Z+09:00

The license of the dictionary can be 
declared in the form of Creative Com-
mons, public domain or other forms of 
license. It is strongly recommended to 
clarify how the dictionary can be shared 
and used. When all terms of a diction-
ary are known to be used in the opposite 
translation direction, the dictionary can 

have a “bidirectional” flag in its header. 
In this case, individual term status does 
not need to be indicated, because all 
terms are assumed to be approved. 

The following is an example of a 
header: #UTX 1.11; en-US/ja-JP; 
2011-04-15T10:00:00Z+09:00; 

copyright: AAMT (2011); license: 

CC-by 3.0; bidirectional 
A dictionary ID is a unique identi-

fier for a dictionary. It consists of four 
case-insensitive alphanumeric characters 
chosen by the dictionary administrator. 
It may be required to distinguish dic-
tionaries when multiple dictionaries are 
merged. If two dictionaries happened to 
share entries with the same concept ID, 
unrelated entries could be grouped into 
one group of entries. Unique dictionary 
IDs can help avoid such a situation. A 
dictionary ID is not mandatory. It can be 
added when multiple dictionaries need to 
be merged (Table 1).

Column definitions and body
The second line, or if there are addi-

tional descriptive lines, the last line of a 
UTX header (also begins with #) includes 
a set of column definitions. Column defi-
nitions consist of three mandatory col-
umns, followed by optional user-defined 
columns, separated by tab characters. 
The column definitions and the body are 
closely related.

The body of a UTX consists of entries 
in each logical line. The first column, 
marked src, contains source terms, that 
is, terms in the source language. 

The second column, tgt, contains target 
terms, that is, terms in the target language. 
The target language column is mandatory; 
however, in the case of a monolingual dic-
tionary, it can be left blank.

The third column, src:pos, contains 
parts of speech for the source term. UTX 
has the following parts of speech: noun, 
proper noun, verb, adjective, adverb and 
sentence. If the part of speech is unknown 
then leave it blank. Sentence should only 
be used when necessary. Entries of trans-
lated sentence pairs should be stored in a 
TM rather than a dictionary.

An entry can optionally have one 
of four term statuses (provisional, 
approved, non-standard or forbidden) 
to indicate the terminological state of 
the term. Term status is only managed 
for the primary translation direction of 
a dictionary. If term status needs to be 
managed for the reversed translation 

direction, a separate dictionary should 
be compiled.

The term status provisional means 
that an entry is entered into a dictionary 
by a contributor but not yet checked by 
the dictionary administrator. As a provi-
sional status is temporary, the dictionary 
administrator is expected to promptly 
decide if the term should be any of 
approved, non-standard or forbidden. 
The dictionary administrator may also 
choose to exclude (delete) the term from 
the dictionary.

The term status approved means 
that an entry has been approved by the 
dictionary administrator. An approved 
status indicates that the term must be 
used. The rationale could vary, but usu-
ally because it is a technical term within 
a specific domain or it belongs to a glos-
sary of an organization. If the word form 
of the term has variations, such as plug-
in and plugin, only the approved form 
should be used.

When there is a clear reason, a source 
term can have multiple target terms (thus 
multiple entries), but only in one entry is 
its term status approved. 

If its term status is approved, a term 
can be reversed to be used for the oppo-
site of the translation direction that is 
defined in a dictionary.

An approved term is always bidirec-
tional. When there are multiple transla-
tions to a source term, and a user chooses 
to use them for a reversed translation 
direction, an approved term will be the 
only valid term. 

If the dictionary has a single con-
tributor, the contributor (who is also the 
dictionary administrator) may choose to 
assign the approved status immediately 
after adding an entry to the diction-
ary. Alternatively, the contributor may 
also choose to leave the status blank or 
assign provisional status, until he or she 
can confirm that the new entry works 
fine in the translation project. 

The term status non-standard indi-
cates one or more non-standard source 
terms. Non-standard terms are only 
permitted to accommodate variations 
of source terms. Non-standard terms 
should not be used as target terms. If 
a UTX dictionary is used as a glossary 
for authoring of documents (rather than 
translation), non-standard terms should 
not be used as terms, because they are 
entered in the dictionary so that an MT 
system can translate even if the author 

47-52 Yamamoto#120.indd   50 5/19/11   10:04 AM

mailto:editor@multilingual.com
http://www.net-translators.com
mailto:sales@net-translators.com


Technology

www.multilingual.com June 2011 MultiLingual  |  51

of the source document used improper 
words that are not approved.

The term status forbidden means that 
an entry includes a target term which 
should not be used. Such words are 
explicitly forbidden from linguistic, social, 
terminological, branding, or other view-
points. A target term may also need to be 
suppressed to avoid conflict with differ-
ent domain-specific dictionaries, when a 
translation tool does not properly honor 
the priorities among multiple dictionaries. 

A forbidden term is usually accompa-
nied by a term that is not forbidden — an 
approved term, a provisional term or a 
term without a term status. For example, 
in the context of ICT, the English term 
window is very unlikely to be translated 
as the Japanese word 窓, which means 
an opening in a wall. In the context 
of ICT, the Japanese word ウィンド
ウ must be used instead to refer to a 
certain area on a computer screen. The 
term 窓 may need to be explicitly sup-
pressed if the MT system cannot handle 
it appropriately.

A forbidden term could have an 
approved status in a reversed entry. 
Also, a non-standard term could have 
forbidden status in a reversed entry (for 
example, if the concept ID is the same). 

It is preferable that a translation tool 
has a mechanism to suppress the use 
of forbidden terms systematically. It is 
possible that a term is forbidden in one 
dictionary, but if the same term exists in 
another dictionary, it may not be forbid-
den. In other words, when using a set 
of dictionaries in a translation tool, the 

forbidden status may differ among the 
dictionaries. A translation tool or a UTX 
converter tool should preferably have 
a mechanism to detect such conflict. 
Forbidden terms can be extracted to be 
used for terminological checks outside of 
a translation tool. 

Concept ID and other
optional columns
When there are multiple entries with 

different term statuses, use a concept 
ID to indicate that they share the same 
concept. If a source term has only one 
target, concept ID is not required.

A concept ID consists of serial, unique 
numbers within a dictionary. A concept ID 
must be a numeric value of up to ten dig-
its. When multiple dictionaries are merged, 
entries with the same concept ID can be 
distinguished by their dictionary IDs.

In the example in Table 2, term 
numbers 1, 2 and 3 point to the same 
concept. So do 6 and 7. In 4 and 5, the 
concept ID is blank because they follow 
the “one word, one meaning” principle; 
therefore, no other entries exist that 
need to be distinguished. Note that the 
word アウトレット is forbidden as the 
target term of outlet, but it is approved 
as a part of the word アウトレット スト
ア. Also note that where multiple entries 
share the same concept ID, there is only 
one approved term. All others are either 
forbidden or non-standard.

The fifth column and any other addi-
tional columns are optional; a user can 
define as much information as he or she 
wants to. 

UTX guidelines
UTX works better if MT systems have 

the following functions: A sound sys-
tem dictionary for non-technical terms; 
capability of using a set of multiple user 
dictionaries; priority of longer com-
pound words over shorter words; and 
the capability of suppressing the use of 
forbidden entries.

In general, a UTX dictionary should 
only contain technical terms of a specific 
domain. In most cases, entries are nouns, 
especially compound nouns. Translation 
accuracy can be improved by collecting, 
sharing and reusing the data of fine-tuned 
bilingual translations that are not included 
in translation software out-of-box. Sen-
tences should not usually be included in 
a UTX dictionary, except when it is appro-
priate to treat them as “words.” As a rule, 
UTX should be separated from the TM, 
which is a bilingual database of sentences, 
rather than words.

Table 2: Japanese to English. Term numbers are given only for the sake of explanation. 
They do not exist in a UTX dictionary. Part of speech is mandatory, but not shown.

Term 
number

src tgt term status concept ID

1 outlet コンセント approved 73

2 outlet アウトレット forbidden 73

3 power point コンセント non-standard 73

4 PowerPoint PowerPoint approved

5 outlet store アウトレット ストア approved

6 Plugin プラグイン approved 245

7 plug-in プラグイン non-standard 245
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For example, a term like XML decla-

ration can be correctly translated into 
its Japanese equivalent, XML 宣言, by 
just registering it in a user dictionary. 
Basic vocabulary like window should 
not be included, because such a word 
is already contained in the system dic-
tionaries of translation software. Add 
only one translation for each entry, 
avoid basic words in the system diction-
ary, and define the specific domain of 
the dictionary clearly. The basic form 
of the word should be entered —  sin-
gular form for a noun, root form for a 
verb, as you would see in a commercial 
dictionary. Any comments should be 
noted separately in the comment field, 
not as a part of the entry. Choose only 
the single most appropriate translation 
corresponding to a source term. If it has 
multiple distinctly different meanings, 
they can be treated as separate entries. 
Do not add words that are dependent 
on a specific MT system. Alphabets and 
numbers should be written in single-

byte characters, not multi-byte charac-
ters. Do not use ellipsis (…) to indicate 
a variable within an entry. Do not add 
any comments directly in a mandatory 
field; add a comment by either adding 
a comment column in the dictionary 
table or by adding a comment line that 
begins with #.

 In English, always begin an entry with 
lowercase, except in the case of proper 
nouns. Do not include articles such as a, 
an and the, except in the special case that 
they are part of a proper noun.

Conclusion
The translation industry already has 

useful technologies. What it lacks is 
training and knowledge. UTX will be the 
key to connect MT and TM technology 
more smoothly. I encourage companies 
with an R&D team to try RBMT with 
UTX. As an optimal greatest common 
devisor, UTX provides a versatile plat-
form to reuse, manage, and exchange 
essential terminological information 

across different MT/terminological tools. 
It can be used in many CAT and termino-
logical tools, as well as in spreadsheets 
or text editors. 

UTX is not intended to replace any 
existing terminology formats such as 
TBX and TBX-Basic. They would be bet-
ter for larger, long-term management of 
terminology. Instead, UTX is designed 
to supplement TBX and TBX-Basic in 
the scenarios where these formats are 
too complicated to implement. UTX can 
also serve as a “bridge,” filling the gap 
between various spreadsheet-based glos-
saries and TBX/TBX-Basic.

A converter has been developed, 
thanks to Professor Alan K. Melby and 
his team, and is available at www.ttt.org/
tbxg. It can convert among several glos-
sary formats, including TBX-Glossary 
and UTX.

UTX is an open standard. It is still 
young, and it welcomes your feedback. 
The full specification is available from 
AAMT: www.aamt.info/english/utx.  M
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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

B
a

s
ic

s

advanced leveraging. Within computer-aided transla-
tion tools, advanced leveraging combines statistical analy-
sis and linguistic intelligence to create a new category of 
fuzzy matches that can lead to an increase in translation 
productivity. It features full-text indexing capabilities that 
allow users to search and retrieve text strings of any length, 
such as full and fuzzy segments, paragraphs, terms and even 
subsegments.

application programming interface (API). A software 
interface that enables applications to communicate with 
each other. An API is the set of programming language con-
structs or statements that can be coded in an application 
program to obtain the specific functions and services pro-
vided by an underlying operating system or service program.

controlled authoring. Writing for reuse and translation. 
Controlled authoring is a process that integrates writing with 
localization so that the text can be written for reuse and at 
the same time written for efficient translation.

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 algo-
rithm, or help capture, systematize or analyze large amounts 
of data.

Extensible Markup Language (XML). A programming lan-
guage/specification pared down from SGML, an international 
standard for the publication and delivery of electronic infor-
mation, designed especially for web documents.

fuzzy match. Refers to the situation when a phrase or sen-
tence in a translation memory (TM) is similar (but not a 100% 
match) to the sentence or phrase the translator is currently 
working on. The TM tool calculates the degree of similarity or 
“fuzziness” as a percentage figure.

gist translation. A less-than-perfect translation per-
formed by machine or automatic translation.

globalization (g11n). In this context, the term refers to 
the process that addresses business issues associated with 

launching a product globally, such as integrating localization 
throughout a company after proper internationalization and 
product design. 

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.

International Phonetic Alphabet (IPA). A system of pho-
netic notation devised as a standardized representation of 
the sounds of spoken language. The IPA is often used by lin-
guists, speech pathologists and translators. The general prin-
ciple of the IPA is to provide one letter for each distinctive 
sound, and though the IPA offers over 160 symbols for tran-
scribing speech, only a relatively small subset of these will 
be used to transcribe any one language. Phonetic details are 
often reproduced in square brackets, as in [hju], correspond-
ing to English hue.

localization (l10n). In this context, the process of adap-
ting a product or software to a specific international lan-
guage or culture so that it seems natural to that particular 
region. True localization considers language, culture, customs 
and the characteristics of the target locale.

machine translation (MT). A technology that trans-
lates text from one human language to another, using  
terminology glossaries and advanced grammatical, syntactic 
and semantic analysis techniques.

metadata. Structural metadata covers the design and 
specification of data structures, while descriptive metadata 
is about individual instances of application data, or the data 
content. Metadata is often described as data about data, or 
data about data context.

quality assurance (QA). The activity of providing evi-
dence needed to establish confidence among all concerned 
that quality-related activities are being performed effectively. 
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 activities from 
design, development, production and installation to servicing 
and documentation.
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return on investment (ROI). In finance, the ratio of money 
gained or lost on an investment relative to the amount of 
money invested. The amount of money gained or lost may 
be referred to as interest, profit/loss, gain/loss or net income/
loss.

rule-based machine translation (RBMT). The application 
of sets of linguistic rules that are defined as correspondences 
between the structure of the source language and that of the 
target language. The first stage involves analyzing the input 
text for morphology and syntax — and sometimes semantics 
— to create an internal representation. The translation is then 
generated from this representation using extensive lexicons 
with morphological, syntactic and semantic information, and 
large sets of rules.

search engine optimization (SEO). A set of methods 
aimed at improving the ranking of a website in search engine 
listings. 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-neu-
tral standard for describing how translation and other lan-
guage-processing 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 (usually sentences or paragraphs) for further 
processing.

source language (SL). A language that is to be translated 
into another language.

statistical machine translation (SMT). A machine trans-
lation paradigm where translations are generated on the 
basis of statistical models whose parameters are derived from 
the analysis of bilingual text corpora. SMT is the translation 
of text from one human language to another by a computer 
that learned how to translate from vast amounts of trans-
lated text.

target language (TL). The language that a source text is 
being translated into. 

translation. The process of converting all of the text 
or words from a source language to a target language. An 
understanding of the context or meaning of the source lan-
guage must be established in order to convey the same mes-
sage in the target language. 

translation memory (TM). A special database that stores 
previously translated sentences which can then be reused on 
a sentence-by-sentence basis. The database matches source 
to target language pairs.

Translation Memory eXchange (TMX). An open standard, 
based on XML, that has been designed to simplify and auto-
mate the process of converting translation memories from 
one format to another.

translation unit (TU). A segment of text that the transla-
tor treats as a single cognitive unit for the purposes of estab-
lishing an equivalence. The translation unit may be a single 
word, a phrase, one or more sentences, or even a larger unit.

Unicode. The Unicode Worldwide Character Standard 
(Unicode) is a character encoding standard used to represent 
text for computer processing. Originally designed to support 
65,000, it now has encoding forms to support more than one 
million characters. 

Universal Terminology eXchange (UTX). A format for 
user-created dictionaries with source language and target 
language entries. UTX is intended to absorb the differences 
between various formats for machine translation. UTX can be 
used for other purposes, especially in the domain of natural 
language processing, and is currently developed by the Asia-
Pacific Association for Machine Translation.

XLIFF (XML Localization Interchange File Format). An 
XML-based format for exchanging localization data, specify-
ing elements and attributes. XLIFF could be used to exchange 
data between companies, such as a software publisher and 
a localization vendor, or between localization tools, such as 
translation memory systems and machine translation systems.
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OrganizatiOns

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

Project Management Institute: www.pmi.org

Translation Automation User Society (TAUS):  
www.translationautomation.com

Publications

Ethnologue: Languages of the World (15th edition), Raymond G. 
Gordon, Jr.: www.ethnologue.com/print.asp

The Guide to Translation and Localization,  
published by Lingo Systems: www.lingosys.com

Index of Chinese Characters With Attributes, George E. Bell, 
2006: www.multilingual.com/eBooks

Globalization Handbook for the Microsoft .NET Platform, Parts I - IV, 
Bill Hall, 2002-2006: www.multilingual.com/eBooks

Translation: Getting It Right, published by the ATA: 
www.atanet.org/docs/getting_it_right.pdf 

Translation: Standards for Buying a Non-Commodity, published by 
the ATA: www.atanet.org/docs/translation_buying_guide.pdf

references

CIA World Factbook: https://www.cia.gov/library/publications/ 
the-world-factbook

Omniglot — Writing Systems & Languages of the World:  
www.omniglot.com

Unicode, Inc.: http://unicode.org

Resources
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AssociAtions

 
Globalization and Localization Association 
Description The Globalization and Localization Association 
is a fully representative, nonprofit, international industry 
association for the translation, internationalization, local-
ization 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  

TAUS 
Description TAUS is a think tank for the translation industry, 
undertaking research for buyers and providers of translation 
services and technologies. Our mission is to increase the size 
and significance of the translation industry to help the world 
communicate better. To meet this ongoing goal, TAUS sup-
ports entrepreneurs and principals in the translation industry 
to share and define new strategies through a comprehensive 
program of events, publications and communications.
TAUS Oosteinde 9-11, 1483 AB De Rijp, The Netherlands, 31-299-672- 
028,  E-mail: info@translationautomation.com, Web: www.translation 
automation.com 

Authoring tools

 
Congree Language Technologies  
Languages English, German, French Description Congree 
provides the leading technologies in the area of authoring 
assistance. It combines authoring memory, terminology, and 
rule-based quality and style control into integrated prod-
ucts. These distinguish themselves through their outstand-
ing linguistic intelligence, support for all editors, and their 
availability optionally either in real time during text creation 
or for after-the-fact checking routines. Congree’s products 
are available in various stages of expansion, and they can be 
scaled at will, from the individual workstation license to the 
company-wide client/server solution.
Congree Language Technologies Im Stoeckmaedle 13-15, 76307 
Karlsbad, Germany, 877-922-7677, 49-7248-92545-0, Fax: 49-
7248-925-444, E-mail: info@congree.com, Web: www.congree.com

conferences

  

The 35th Internationalization & 
Unicode Conference 
Description The Internationalization & Unicode Conference 
(IUC) is the premier technical conference focusing on mul-
tilingual global software and web internationalization. Each 
IUC covers current topics related to web and software inter-
nationalization, globalization and Unicode. Internationaliza-
tion and Unicode experts, implementers, clients and vendors 

are invited to attend. Meet and exchange ideas with leading 
experts, find out about the needs of potential clients, or get in-
formation about new and existing Unicode-enabled products. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320 E-mail: info@
unicodeconference.org, Web: www.unicodeconference.org/ml See 
ad on page 64

 

Localization World 
Description Localization World conferences are dedicated 
to the language and localization industries. Our constitu-
ents are the people responsible for communicating across 
the boundaries of language and culture in the global mar-
ketplace. International product and marketing managers 
participate in Localization World from all sectors and all 
geographies to meet language service and technology provid-
ers and to network with their peers. Hands-on practitioners 
come to share their knowledge and experience and to learn 
from others. See our website for details on upcoming and 
past conferences. 
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,  
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld 
.com, Web: www.localizationworld.com  See ad on page 63

enterprise solutions

  

Across Systems
Multiple Platforms

Languages All Description Across Language Server is the 
world’s leading independent linguistic supply chain tech-
nology. It provides a central software platform for corporate 
language resources and translation processes. The all-in-one 
enterprise solution includes a translation memory, a termi-
nology system, and powerful PM and workflow control tools. 
It allows end-to-end processing so that clients, LSPs and 
translators collaborate seamlessly. Open interfaces enable the 
direct integration of CMS or ERP solutions, among others.  
Across clients access the Language Server via LAN, WAN  
or web, or as a hosted service. Across customers include 
Volkswagen, HypoVereinsbank, SMA Solar Technology and 
hundreds of other leading companies.
Across Systems GmbH Im Stoeckmaedle 13-15, D-76307 Karlsbad, 
Germany, 49-7248-925-425, E-mail: international@across.net  
Across Systems Inc. Glendale, CA 91203, 877-922-7677, E-mail: 
americas@across.net, Web: www.across.net  See ad on page 4

 
MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is exclusively 
dedicated to providing language technology software solu-
tions to enterprises, language service providers and govern-
ments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server appli-
cation that consists of four core components which together, 
or individually, enable communications in more than one lan-
guage; they are business management, project management 
(workflow), advanced translation memory and terminology 
management. RR Donnelley, Nomura, the Translation Bureau 

of Canada, UNESCO and many others rely on MultiTrans to 
manage their mission-critical translation operations. 
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 ad on page 52

  
STAR Group
Multiple Platforms

Languages All Description STAR Group was founded in 
Switzerland 27 years ago with the exclusive focus of facilitat-
ing cross-cultural technical communications in all languages. 
The company has grown to be the largest privately held mul-
tilingual information technology and services company in 
the world with 42 offices in 32 countries. Its advanced tech-
nology developments have propelled STAR to its current 
market position. Core services: information management, 
translation, localization, publishing, on-demand printing, 
consulting. Core technologies: Transit (translation memory), 
TermStar/WebTerm (terminology management), GRIPS 
(product information management), MindReader  (context 
-sensitive authoring assistance), STAR CLM (corporate lan-
guage management), STAR CPM (corporate process manage-
ment), i-KNOW (competence management), and SPIDER 
(Interactive Electronic Technical Manual). 
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland, 41-52- 
742-9200, 216-691-7827, E-mail: info@star-group.net, Web:  
www.star-group.net See ad on page 6

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 14
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Alliance Localization China (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  
Wordfast and other CAT tools, as well as DTP tools including 
CorelDRAW, FrameMaker, FreeHand, Illustrator, InDesign, 
PageMaker, Photoshop and QuarkXPress. Our customer- 
oriented approach is supported by strong project man-
agement, a team of specialists, a large knowledge base and 
advanced methodologies. We always provide service beyond 
our customers’ expectations at a low cost and with high qual-
ity, speed, dependability and flexibility.
Alliance Localization China Suite 318, 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 

  

Binari Sonori
Description Binari Sonori is a leading provider of interna-
tional media localization services since 1994, with a unique 
team of project managers, studios, engineers and selected 
linguists spread over 30 countries worldwide. Solid proce-
dures and transparent relationships with clients guaran-
tee high quality of text, audio and video, timeliness and  

flexibility. We are accustomed to working for global compa-
nies that need to reach a broad range of markets with their 
media and entertainment products. Specialized support 
available for any media localization activity, from effective 
audio localization to international content creation. Highly 
professionalized one-stop shop supporting today’s media 
localization projects. 
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, Milano, 
Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail: translate@
binarisonori.com, Web: www.binarisonori.com See ad on page 39

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek local-
izer, specializing in technical and medical translations from 
English into Greek and Greek into English. EuroGreek’s aim 
is to provide high-quality, turnkey solutions, encompassing a 
whole range of client needs, from plain translation to desk-
top/web publishing to localization development and testing. 
Over the years, EuroGreek’s services have been extended 
to cover most subject areas, including German and French 
into Greek localization services. All of EuroGreek’s work is  
produced in-house by a team of 25 highly qualified special-
ists 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 166 75, 
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production 
@eurogreek.gr, Web: www.eurogreek.com See ad on page 45

 

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, US and Neutral) and the other languages spo-
ken 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 available tools and experience using many 
different proprietary customer platforms and solutions; 
internal workflow portal-based tools to reduce manage-
ment costs and increase quality, consistency and on-time 
deliveries; and continuous support to the client PMs and 
process optimization to achieve the best project results and 
establish long-term honest partnerships. 
iDISC Information Technologies Passeig del progrés 96, 08640  
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 34-
93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

  

The Greek Partner
Languages English, German, Greek Description Intertrans-
lations Ltd. is a leading Greek translation and localization 
service provider, established in 1995, with extensive experi-
ence in medical and pharmaceutical products and equip-
ment, legal, financial, mechanical, automotive, engineering, 
electrical, technical, software, media and marketing, tour-
ism, health and nutrition, the food industry and so on. 
Among the tools used to ensure the quality of our pro- 
jects are TRADOS, Transit, SDLX and other CAT tools and 
for DTP, InDesign, PageMaker, Photoshop, QuarkXPress,  
Illustrator, CorelDRAW and FrameMaker. We proudly have 

acquired the following certifications: ISO 9001:2000, DIN 
EN 15038:2006-08 and are members of ATC and GALA. We 
provide free samples upon request.
Intertranslations Ltd. El. Venizelou 4, 176 76  Athens, Greece, 30-210-
92-25-000, Fax: 30-210-92-25-500, E-mail: xynos@intertrans 
lations.gr, Web: www.intertranslations.gr

 New markets for your
products and solutions

 
 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 auto-
motive solutions and from interface specifications to legal 
notices. Janus is ISO 9001:2000 certified. Company activities 
including translating, localizing, DTP and linguistic consult-
ing were subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Office B208, 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 9

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/soft-
ware/Flash localization engineering. Our seasoned DTP  
professionals and localization engineers are working with the 
latest tools on top-of-the-line equipment to produce a wide 
range of projects in InDesign, FrameMaker, QuarkXPress, 
Photoshop and Flash. We specialize in typesetting high-end 
marketing and communications-type material in difficult 
and rare 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 quality 
and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718-
623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web:  
www.linguagraphics.com  

  

Logrus International Corporation
Languages EE, EA, ME, WE, rare languages Description  
Logrus offers a full set of localization and translation services 
for various industries, including top-notch software engi-
neering 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: 866-241-
3633,  E-mail: ceo@logrus.ru, Web: www.logrus.ru 

Buyer’s Guide

|  MultiLingual  June 2011  advertising@multilingual.com

55-61 Buyer's Guide 120.indd   56 5/19/11   10:10 AM

http://www.allocalization.com
http://www.binarisonori.com
http://www.eurogreek.com
http://www.intertranslations.gr
mailto:management@janus.ru
http://www.janus.ru
mailto:info@idisc.es
http://www.idisc.es
http://www.linguagraphics.com
mailto:info@linguagraphics.com
http://www.linguagraphics.com
mailto:ceo@logrus.ru
http://www.logrus.ru
mailto:advertising@multilingual.com
mailto:customer_care@allocalization.com
mailto:customer_care@allocalization.com
mailto:translate@binarisonori.com
mailto:translate@binarisonori.com
mailto:production@eurogreek.gr
mailto:production@eurogreek.gr
mailto:xynos@intertranslations.gr
mailto:xynos@intertranslations.gr
mailto:L10N@e4net.net
http://www.e4net.net


57

Buyer’s Guide

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

 

Moravia Worldwide
Languages All Description Moravia Worldwide is a leading 
globalization solution provider, enabling companies in the 
information technology, e-learning, life sciences and finan-
cial industries to enter global markets with high-quality  
multilingual products. Moravia’s solutions include local-
ization and product testing services, internationalization, 
multilingual publishing and technical translation. Hewlett-
Packard, IBM, Microsoft, Oracle, Sun Microsystems  and 
Symantec are some of the companies that depend on Moravia 
Worldwide for accurate, on-time localization. Moravia 
Worldwide maintains global headquarters in the Czech 
Republic and North American headquarters in California, 
with local offices and production centers in Ireland, China, 
Japan and throughout Europe. To learn more, please visit 
www.moraviaworldwide.com.
Moravia Worldwide 
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360, 
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com   
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com 
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com 
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com 
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com 
See ad on page 21

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 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 technology. Net-Translators 
is ISO 9001:2008 and ISO 13485:2003 certified, and we main-
tain branch offices in the United States, Argentina, the United 
Kingdom and Israel.
Net-Translators Worldwide 
USA 1250 Oakmead Parkway, Suite 210, Sunnyvale, CA 94085- 
4037, 408-501-8839, Fax: 408-212-8956, E-mail: salesusca@ 
 net-translators.com 
South America Calle 6 - Casa 16 (3300), Posadas - Misiones, Argen-
tina, 54-3752-487029, E-mail salessoutham@net-translators.com 
Europe 44-20-3393-8385, E-mail: saleseu@net-translators.com 
Israel 972-3-5338633, Fax: 972-3-5336956, E-mail: salesil@net-
translators.com, Web: www.net-translators.com See ad on page 50

 

Greek Localization Experts Since 1983
Languages Greek Description Founded in 1983, ORCO S.A. 
is a leading translation and localization service provider, spe-
cializing in software localization and technical translations 
(IT, telecommunication, medical, automotive, engineering, 
marketing, financial). ORCO deals primarily with English-
into-Greek projects, although translation from several other 
European languages can be taken aboard. With its experi-
enced in-house personnel, ORCO offers all language services 
at the highest quality level, including localization, product 
testing, engineering, DTP and so on. Our client list includes 
many IT companies such as Google, HP, IBM, Microsoft and 
Oracle, as well as international corporations such as Abbott, 
Ford, Nokia, Sony, Kaeser and Hitachi.
ORCO S.A. 6, Vas. Sofias Avenue, 106 74 Athens, Greece, 30-210-723-
6001, Fax: 30-210-7249124, E-mail: info@orco.gr, Web: www.orco.gr

Pangeanic & PangeaMT  
Languages Spanish (all variants) and all Spanish state of-
ficial languages, EN/FIG/other EU languages, all other 
languages including Asian ones on demand Description 
Pangeanic is an independent Spanish LSP with sister offices 
in Tokyo and Shanghai working for the global enterprise 
market (major accounts in the electronics and computing 
fields) as well as for smaller organizations, MLVs and cross-
national institutions. We offer a wide range of GILT services 
always adhering to stringent quality standard procedures 
— EN 15038 and ISO 9001. Pangeanic has an experienced 
team devoted to MTPE (post-editing of machine translation 
output). PangeaMT, our customized open-source SMT tech-
nology, enables us to offer domain-specific MT engines that 
are fully tailored to the clients’ needs, helping them become 
more productive cost-effectively and rapidly.
Pangeanic Trade Center, Profesor Beltrán Báguena 4, Suite 106, 
46009 Valencia, Spain, 34-96-338-5771, Fax: 34-96-338-5772, 
E-mail: central@pangeanic.com, central@pangea.com.mt, Web: 
www.pangeanic.com, www.pangea.com.mt See ad on page 19

Promova 
Languages Major European languages into Russian and 
Ukrainian Description Promova is a translation and local-
ization company based in Ukraine providing a full scope of 
language-related services including translation, localization, 
QA check, DTP, linguistic testing, copywriting and consult-
ing. We focus on large-scale, long-term projects for clients 
with unique requirements. We offer professionalism and ISO 
9001-certified quality, integrate best-technology solutions on 
the market, and ensure effective management and best time 
frames while adhering to even the tightest budgets.
Promova Ul. Poltavskiy Shclyach 152, Kharkiv 61089, Ukraine, 38- 
057-760-14-13, Fax: 38-057-372-89-27, E-mail: info@promova 
.com.ua, Web: www.promova.com.ua

PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed to 
developing ongoing, long-term partnerships with its clients. 
This means a dedication to personal service, responsiveness, 
high-quality output, and sensitivity to clients’ cost goals 
and timelines. Backed by over 30 years of experience in  
technical translation, PTIGlobal provides turnkey localiza-
tion services in 30 languages simultaneously for software, 
web applications, embedded devices, wireless applications 
and gaming technology. Projects employ our expertise in 
end-to-end project management; internationalization con-
sultation; glossary development; native language transla-
tion; multilingual web content management; translation 
memory maintenance; localization engineering; linguistic 
and functionality testing; desktop publishing; complete 
multilingual video and audio services; as well as onsite 
managed services.
PTIGlobal 4915 SW Griffith Drive, Suite 200, Beaverton, OR 97005,  
503-297-2165, 888-357-3125, Fax: 503-352-0729, E-mail: info@
ptiglobal.com, Web: www.ptiglobal.com  

Localization and Globalization Partner
Languages 50 languages including English, Chinese, Japa-
nese, Korean Description Saltlux was founded in 1979 as 
the first localization and globalization service provider in 
South Korea. With over 30 years of accumulated experi-
ence and know-how, Saltlux is an ideal and esteemed global 
technical communications partner. We specialize in multi-
lingual translation and DTP, technical writing services, soft-
ware localization, web globalization and so on. We provide 
our clients with a one-stop production line, starting with 
the authoring of documents and going on to localizing,  
designing and editing, digital publishing, two-way elec-
tronic manual production and database establishment. 
With this business direction, we are striving to grow into 
and excel as a leader in global technical communications.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong, Gangnam-gu, 
Seoul 135-848, South Korea, 822-379-8444, Fax: 822-379-5996,  
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

  

TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN is a solidly established Asian MLV with 
more than 45 years’ experience. Our services encompass 
translation, localization engineering, DTP, MT post-editing, 
workflow/process consulting and project management. TOIN 
offers global reach and exceptional strength in Asia, with head- 
quarters in Tokyo and additional operations in the United 
States, Europe, China and Korea. The company has been help-
ing Global 1000 companies in industries such as automotive, 
IT, telecommunications, life sciences, e-learning, computer 
software/gaming, 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: shen-yi@to-in.co.jp 
Web: www.to-in.com  
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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 41

VistaTEC
Languages All Description VistaTEC is a leading provider 
of globalization services and specializes in the localization 
and testing of enterprise, mobile and desktop applications.  
VistaTEC provides translation, technical consulting, engi-
neering and testing, language review, transcreation and 
brand integrity services during the design, development and 
marketing cycles of client’s products.
VistaTEC 
Europe VistaTEC House, 700 South Circular Road, Kilmainham,  
Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099 
USA East 2706 Loma Street, Silver Spring, MD 20902, 301-649-
3012, Fax: 301-649-3032
USA West 1800 West El Camino Real, Suite 108, Mountain View,  
CA 94040, 408-898-2357 Fax: 408-898-2362
E-mail: info@vistatec.com, Web: www.vistatec.com
See ad on page 51

WhP International
Languages All European and major Middle Eastern and Asian 
languages, including local variants Description Since 1994, 
WhP International has offered a set of linguistic and techno-
logic solutions, dedicated to each client’s needs. WhP has be- 
come for several years a renowned actor in the translation and 
localization world. By placing clients’ needs at the forefront 
and by carrying out huge efforts and best practices for each 
individual client, WhP has gained the loyalty of international 
accounts (such as Cegos, Demos, BMGI, Cross-knowledge, 
Samsonite, Amadeus and HP) in the fields of software, online 
applications, training and e-learning, video games, and so on. 
WhP maintains its headquarters in France with local offices 
and production centers in China and Slovakia.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex, 
France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: enquiry 
@whp.net, Web: www.whp.net 

Xlated Ltd.
Languages Italian, French, Spanish, Portuguese, German, 
Russian Description Xlated is a young and dynamic local-
ization service provider, founded and managed by transla-
tors with 15+ years of specialization in software localization. 
Thanks to a proven knowledge of internationalization and 
localization processes, a team of highly skilled and moti-
vated professionals, and an intelligent use of the most 
recent translation technologies, we offer a wide range of  

multilingual services for small to large and complex soft-
ware localization projects. Services include terminology 
management, translation of GUI and user documentation, 
linguistic and functional quality assurance, engineering, 
multi-platform DTP and consulting. 
Xlated Ltd. Riverbank, Kells Business Park, Kells, Co. Meath, Ireland, 
353-(0)46 925-0005, E-mail: info@xlated.com, Web: www.xlated.
com See ad on page 29

nonprofit orgAnizAtions

 

The Rosetta Foundation
Languages All Description Access to information is a fun-
damental right. We want to relieve poverty, support health 
care, develop education and promote justice through access 
to information and knowledge across the languages of the 
world. The Rosetta Foundation supports the not-for-profit 
activities of the localization and translation communities. It 
works internationally with those who want to provide equal 
access to information across languages, independent of eco-
nomic or market considerations, including localization and 
translation companies, technology developers, not-for-profit 
and non-governmental organizations. 
The Rosetta Foundation Unit 13 Classon House, Dundrum Business 
Park, Dublin 14, Ireland, 353-87-6736414, E-mail: info@therosetta 
foundation.org, Web: www.therosettafoundation.org See ad on 
page 10

 

Translators without Borders
Languages English, French, Spanish, German, Italian, 
Portuguese, Dutch, Russian, Arabic, Chinese, Swedish De-
scription Translators without Borders is an independent 
registered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing free,  
professional translations. Founded by Lexcelera in 1993, 
Translators without Borders has provided over two million 
dollars worth of free translations. Thanks to the funds saved, 
NGOs are able to extend their humanitarian work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la 
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-55-
28-88-09, E-mail: twb@translatorswithoutborders.org, Web: www 
.translatorswithoutborders.com

trAnslAtion  

MAnAgeMent systeMs

Projetex: Translation Management System
Version 8.5, Windows

Languages English, Arabic , Bulgarian, Simplified and Tradi-
tional Chinese, Croatian, Dutch, Estonian, Finnish, French,  
German, Greek, Hebrew, Hungarian, Italian, Japanese, Pol-
ish, Brazilian Portuguese, Portuguese, Romanian, Russian, 
Serbian, Slovenian, Slovak, Spanish, Turkish, Ukrainian  
Description Twelve years ago Projetex was the first transla-
tion management system around. Now it is the most com-
prehensive translation management software for translation 
agencies, with over 250 distinct features developed from 
1999 to 2011. By using this translation management system, 
you can double productivity of your project managers. Let 
them work regular office hours without the need for over-
time. Make them more happy and motivated by establishing 
clear workflow and reliable collaboration platform. Built-in 
AnyCount word count software and CATCount. Used by 

750 translation agencies in 59 countries worldwide. Live 
Chat Support. Multiple testimonials and business cases. 
Special discount for MultiLingual readers.

Advanced International Translations Arhitektora Gorodetskogo 11b, 
Kiev 01001, Ukraine, +380-44-221-24-01 Fax: +380-44-221-24-30, 
E-mail: support@translation3000.com, Web: www.projetex.com  

MultiCorpora
Multiple Platforms

Languages All Unicode languages Description As language 
technology experts since 1999, MultiCorpora is exclusively 
dedicated to providing language technology software solu-
tions to enterprises, language service providers and govern-
ments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server appli-
cation that consists of four core components which together, 
or individually, enable communications in more than one lan-
guage; they are business management, project management 
(workflow), advanced translation memory and terminology 
management. RR Donnelley, Nomura, the Translation Bureau 
of Canada, UNESCO and many others rely on MultiTrans to 
manage their mission-critical translation operations. 
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 ad on page 52

Plunet BusinessManager
Multiple Platforms

Description Plunet develops and markets the business and 
workflow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automation 
and flexibility for professional language service providers 
and translation departments. Using a web-based platform, 
Plunet integrates translation software, financial account-
ing and quality management systems. Various functions 
and extensions of Plunet BusinessManager can be adapted 
to individual needs within a configurable system. Basic 
functions include quote, order and invoice management, 
comprehensive financial reports, flexible job and workflow 
management as well as deadline, document and customer 
relationship management.
Plunet GmbH Prenzlauer Allee 214, D-10405 Berlin, Germany, 49-
30-322971340, Fax: 49-30-322971359, E-mail: info@plunet.net, 
Web: www.plunet.net See ad on page 11

XTRF Translation Management Systems 
Multiple Platforms

Description XTRF is a global management system for trans-
lation 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 custom-
ers. It’s designed to help translation companies to stream-
line all of their daily activities, and it guarantees smooth 
management of the company while reducing administra-
tive 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 Sławka 3, 30-653 Kraków, Poland, 48-12-2546-
126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu 
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trAnslAtion services

 

Arcadia Translations
Languages English, Spanish (all variants), Brazilian Portu-
guese Description Arcadia Translations, a translation agency 
based in Argentina, provides translation and localization 
services from English into Spanish and Brazilian Portu-
guese. We value quality, words and communication, and we 
offer integral linguistic solutions that include a wide range 
of services such as translation, editing and proofreading of  
documentation, software localization, web solutions, voice-
over and DTP services. We have an experienced in-house 
staff which guarantees our high standard of quality. Our 
values as a company are cost-effectiveness, responsiveness, 
customer-oriented service, reliability and fast turnaround.
Arcadia Translations Marcelo T. de Alvear 1671 piso 8 dpto 50, 
Buenos Aires 1060, Argentina, 5411-5353-3390, Fax: 5411-5353-
3395, E-mail: info@arcadia-t.com, Web: www.arcadia-t.com

 

BENEXtra Korea
Languages Chinese, Japanese, Korean Description BENEXtra 
Korea, one of the top quality localization/translation vendors 
in Asia, enjoys an excellent reputation and wide recogni-
tion among world-class players such as Dell, IBM, Micro-
soft, CA, Google, Autodesk, Cisco and the California state 
government. With our hands-on, practical experience in IT 
marketing collateral translation, software localization, Asian 
language localization, and our accumulated expertise in au-
dio translation, we are ready to work together with you, help-
ing you sustain growth and create and capture new value.
BENEXtra Korea Second Floor, Gukdong Building 1163-7, Gaepo-
Dong, Gangnam-Gu, Seoul 135-960, Korea, 82-2-572-4987, 
Fax: 82-2-3462-4987, E-mail: info@benextra.com, Web: www 
.benextra.com See ad on page 36

 
Biro 2000 — Your partner for 
Eastern European Languages
Languages Eastern European languages Description Biro 
2000 is located in the heart of Europe (Slovenia). We’ve 
been in business since 1992. Our clients come from all areas 
of industry, but for the past few years our work priorities 
have concentrated on the following areas of expertise: life 
sciences, legal, IT, cell phone, automotive and technical 
industries. Our work has focused on Eastern European 
languages. We work according to the EN 15038 standard. 
We utilize the following programs in our work: memoQ 
server, Trados SDL Synergy, Across Language Server and 
Transit XV.  
Biro 2000 d.o.o. Stegne 7, 1000 Ljubljana, Slovenia, 386-1-513-18-
20, Fax: 386-1513-18-21, E-mail: biro2000@biro2000.com, Web: 
www.birotranslations.com 

  

CETRA Language Solutions
Languages All Description CETRA gives you peace of mind 
because it delivers high-quality, on-time, cross-cultural 
communications 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 transla-
tion quality standard. CETRA is involved in the language 
industry at the highest level, with the company president 
serving in leadership positions at the American Translators 
Association, American Foundation for Translation 
and Interpretation, and Fédération Internationale des 
Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 7-10, Elkins Park, PA 
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail: 
info@cetra.com, Web: www.cetra.com

  

ChinaLinguists
Languages English, Chinese Description Look no further 
than ChinaLinguists when you have an English/Chinese 
project. ChinaLinguists is the largest translation company 
in China. ChinaLinguists handles only one language pair: 
English to Chinese (simplified and traditional). China-
Linguists serves only one type of client: language agencies 
from around the world. ChinaLinguists is real, not a virtual 
platform. ChinaLinguists owns three translation centers. 
ChinaLinguists only uses on-site, full-time translators to en-
sure consistency and quality. Working with ChinaLinguists 
is easy: 24/7 central desk; turnkey deliverables; full compli-
ance with international standards. ChinaLinguists provides 
translation, editing, proofreading and third-party verifica-
tion services. ChinaLinguists supports you as you support 
your clients.
ChinaLinguists 8E, Tower A, The Sky Castle, Jing Tian Road, Fu Tian 
District, Shenzhen, Guangdong 518034, China, 86-755-8289-8115, 
Fax: 86-755-8305-4827, E-mail: cs@chinalinguists.com, Web: 
www.chinalinguists.com See ad on page 48

    

Diskusija – Translation and Localization
Languages Central and Eastern European languages  
Description Founded in 1993, Diskusija specializes in 
technical translation and localization services from West-
ern European languages into all Central and Eastern  
European languages with a strong focus on Baltic languages 
(Lithuanian, Latvian, Estonian). Our experienced team is 
able to handle projects of any complexity. We guarantee a 
professional and personal approach to our clients’ needs, 
the use of state-of-the-art industrial technology, quality 
management at all stages of a project, on-time delivery, 
competitive rates and flexibility. We have extensive expertise 
in the following industries: IT, software, hardware, telecom-
munications, medical equipment, medicine, pharmacology, 
accounting, finance, automotive industry, electronics, legis-
lation and EU documents.
Diskusija Seimyniskiu g. 1A, LT-09312 Vilnius, Lithuania, 370-5-
2790574, Fax: 370-5-2790576, E-mail: diskusija@diskusija.lt, Web: 
www.diskusija.lt

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description 
For 22 years, Follow-Up has been one of the best single-
language translation companies in Brazil. We’re equipped 
with a large network of professional translators, effectively 
trained project managers and state-of-the-art technology 
resources. We’re capable of working locally and on the 
cloud. Our areas of expertise include IT, finance, medicine 
and marketing, among others. Follow-Up’s main partner 
and founder, Luciana Lavôr, is now a certified localization 
professional by California State University. Another partner 
at the company, Ana Beatriz Fernandes, has recently become 

an official public sworn translator. Therefore, under her 
supervision, we also have a legal translations department.
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,  
RJ 22410-003 Brazil, 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 linguists, 
best-of-breed technology and measurable translation qual-
ity in a process that is both robust and completely scalable, 
ensuring your projects are finished on time and within bud-
get. For more information on how we can help meet your 
translation requirements or for a quote on your next transla-
tion project, please contact us directly or visit our website at 
www.fxtrans.com.
ForeignExchange Translations 1001 Watertown Street, 3rd Floor, 
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764, E-mail: 
getinfo@fxtrans.com, Web: www.fxtrans.com

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 40 offices worldwide. With more than 40 years 
of experience, our services include translation and inter-
preting in all languages; software, multimedia and website  
localization; terminology management; multilingual desktop 
publishing; and individual and corporate language train-
ing 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, chemi-
cal, IT and financial services industries. To learn more about 
us, please visit www.e-kern.com.
KERN Global Language Services 
USA The Helmsley Building, 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 Gold & Silver Commercial Building, Unit 904, 12-18 Mercer 
Street, Sheung Wan, Hong Kong, 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 LIDO-LANG Technical Trans-
lations, based in Poland, is one of the leading translation 
companies in Central Europe. Having the capacity to offer 
services in virtually all world languages, we specialize in 
Central and Eastern European languages. LIDO-LANG spe-
cializes, above all, in technical translation, but thanks to our 
network of over 2,000 translators specializing in different 
branches, we also work in IT and telecommunication; adver-
tising and marketing; economics and finance; law; technol-
ogy and industry; medicine and science. The quality of our 
services is enhanced by over 50 years’ experience in the trans-
lation sector and by the quality certificates of ISO 9001 and 
EN 15038 standards.
LIDO-LANG Technical Translations ul. Walerego Sławka 3, 30-653 
Kraków, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail:  
office@lidolang.com, Web: www.lidolang.com 
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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 becom-
ing increasingly difficult to differentiate one translation 
agency from another. We stand apart by taking the most pro-
active 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. The LinguaLinx Building, 122 
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-388-
0066, E-mail: info@lingualinx.com, Web: www.lingualinx.com 

Medical Translations Only
Languages 45, including all EU languages Description 
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 
customers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical instru-
ments, hospital equipment and medical software; medical 
information for patients, medical students and physicians; 
scientific articles; press releases; product launches; clinical 
trial documentation; medical news; and articles from medi-
cal journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg 
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 45

  

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 manufacturing, 
medical, 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, 107076 Moscow, Russia, 7-495-
787-3331, Fax: 7-495-787-1189, E-mail: sales@neotech.ru, Web: 
www.neotech.ru See ad on page 15

PTSGI 
Languages English, Traditional and Simplified Chinese,  
Japanese, Korean, Thai, Malay, Indonesian, Tagalog, Viet-
namese, Arabic, Farsi, Russian, German, French, Italian, 
Spanish, Dutch, Czech, Polish, Hungarian, Turkish, Greek, 
Norwegian, Danish, Hebrew, Irish, Finnish, Swedish, Luxem-
bourgish, Romanian, Urdu, Ukrainian, Nepali, Latin, Latvian, 
Slovak, Slovenian, Bengali, Hindi, Pashto, Tamil, Punjabi, 
Singhalese, Marathi, Hmong, Khmer, Lao, Burmese, Mon-
golian, Somali Afrikaans, Armenian Description For over 
45 years, PTSGI remains the largest language service pro-
vider in Taiwan providing multilingual translation, website 
and software localization, interpretation, desktop publish-
ing, technical writing, game software and online translation 
into more than 100 languages. Our expert teams are skilled 
in a wide range of software that includes Trados, SDLX,  
Transit, CATALYST, RC-WinTrans, Idiom, Across, Multilizer, 
Passolo, RoboHelp, FrameMaker, QuarkXpress, PageMaker, 
InDesign, Photoshop, Adobe Acrobat, CorelDraw, Illustrator, 
Freehand and Dreamweaver. We view our projects from the 
customers’ perspective and in turn gain the trust of our cli-
ents, steering our commitment to provide not just transla-
tion services but complete solutions.

PTSGI 6F, #23 Section 6, Min-Chuan East Road, Taipei City 11494, 
Taiwan, 886-2-8791-6688, Fax: 886-2-8791-7884, E-mail: market 
@ptsgi.com, Web: www.ptsgi.com

Rheinschrift Übersetzungen, Ursula Steigerwald
Language German to/from major European languages 
Description Professional globalization requires experi-
ence. Over the past two decades, we have developed into a 
top international company specializing in the precise tun-
ing of your documentation and texts to the standards and  
mentalities of the German-speaking world. Our strength lies 
in our work for well-known software and hardware manu-
facturers. Furthermore, we also offer traditional translation 
services for the business, technology, legal and medical sec-
tors. Our team of competent employees provides the very 
best quality within the respectively agreed time frame, even 
if matters are a little more urgent.
Rheinschrift Übersetzungen, Ursula Steigerwald Rolshover 
Strasse 99, D-51105 Cologne, Germany, +49-(0)221-80-19-28-0, 
Fax: +49-(0)221-80-19-28-50, E-mail: contact@rheinschrift.de, 
Web: www.rheinschrift.de See ad on page 45

 
Translation and localization into Polish 
Language Polish Description Ryszard Jarza Translations is 
an established provider of Polish translation, localization, 
marketing copy adaptation, and DTP services. We focus 
primarily on life sciences, IT, automotive, refrigeration and 
other technology sectors. Our in-house team is comprised 
of experienced linguists with medical, engineering and 
IT backgrounds. We guarantee a high standard of quality 
while maintaining flexibility, unparalleled responsiveness 
and reliability. Our services are certified to EN 15038:2006. 
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wrocław,  
Poland, 48-601-228332, E-mail: info@jarza.com.pl, Web: www 
.jarza.com.pl See ad on page 45

Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe 
Description Skrivanek is a world leader in providing a wide 
range of language services, specifically translations span-
ning a multitude of languages and the effective localization 
of products on international markets. Established in 1994,  
Skrivanek has managed to dominate the European transla-
tion market, creating a network of 53 branches covering 
14 countries. Its well-stocked staff of professional transla-
tors, experienced project managers and dedicated software  
engineers and DTP specialists has enabled Skrivanek to pro-
vide outstanding quality translation and localization services 
in any conceivable language and volume, creating an enviable 
clientele representing major leading corporations in various 
industries. Skrivanek’s quality of service is backed by EN ISO 
9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na 
Dolinách 22,147 00 Prague, Czech Republic, 420-233-320-560, 
Fax: 420-241-090-946, E-mail: info@skrivanek.com, Web: www.
skrivanek.com See ad on page 8

SpanSource
Languages Focus on Spanish and Portuguese, other langu-
age combinations through partners Description SpanSource 
provides translation, localization and related services from 
Western European languages into all regional varieties of 
Spanish as well as other language combinations through our 
network of select SLV partners. Our domain focus is on health 
care and life sciences, software and IT, heavy machinery and 
automotive, legal and financial, oil and gas, corporate train-
ing and educational materials. Our comprehensive service 
portfolio also includes unparalleled desktop publishing and 
multimedia localization engineering support for e-learning 
materials. Our in-house staff of 25 includes project manag-
ers, senior linguists, desktop publishers, software engineers 
and graphic designers, which prove to be fundamental in 
SpanSource’s centralized, customer-centric approach.
SpanSource SRL Santa Fe 1264, 1ºB, Rosario, S2000ATR Argentina, 
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span 
source.com, Web: www.spansource.com 

TripleInk Multilingual Communications
Languages All major commercial languages Description As 
a multilingual communications agency, TripleInk has pro-
vided industrial and consumer products companies with 
precise translation and multilingual production services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of industries, 
including biomedical and health care; building and con-
struction; financial services; food and agriculture; high-
tech and manufacturing; and hospitality and leisure, as well 
as government and nonprofit organizations. Using a total 
quality management process and state-of-the-art software 
and equipment, our team of foreign language professionals 
delivers the highest quality translations in a cost-effective 
and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com  
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Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technologies 
is the world’s fastest growing provider of computer-assisted 
translation tools. In 2005 the company launched the first 
version of memoQ, an integrated client-server transla-
tion environment designed to facilitate interoperability 
and teamwork. All of Kilgray’s products — memoQ, the 
memoQ server, qTerm, and the TM Repository — optimize 
productivity  and control of the entire translation process 
and environment. Rated #1 by Common Sense Advisory 
among translation-centric TMS systems, and used by thou-
sands of translators, language service providers, and enter-
prises throughout the world, memoQ and other Kilgray 
tools are accepted and appreciated as premiere translation 
technologies.
Kilgray Translation Technologies H-1255 Budapest, P.O.B. 7, Hunga-

ry +36-30-383-9435, Fax: +36-1-312-6019, E-mail: sales@kilgray 

.com, Web: www.kilgray.com  See ad on page 46

MadCap Lingo
Windows

Languages Unicode support for all left-to-right languages 
Description The leaders in technical communication bring 
you MadCap Lingo, an XML-based translation memory 
(TM) tool designed to improve translation efficiency, elimi-
nate redundancies and reduce project costs. MadCap Lingo 
offers an easy-to-use interface, Unicode support for all left-
to-right languages, and a rich list of features for assisting 
translators throughout the localization process, including 
support for the major industry TM systems. MadCap Lingo   
also includes tracking and organization capabilities to sup-
port large, single-source, multichannel publishing proj-
ects. Through its strategic partner Microsoft Corporation,  
MadCap delivers solutions optimized for Microsoft Win-
dows, Visual  Studio, and the .NET environment. Free trial 
downloads are available at www.madcapsoftware.com. 
MadCap Software, Inc. 7777 Fay Avenue, La Jolla, CA 92037, 
858-320-0387, 888-623-2271, Fax: 858-320-0338, E-mail: sales 
@madcapsoftware.com, Web: www.madcapsoftware.com See ad on 
 page 2

SYSTRAN 
Multiple Platforms 

Languages 52 language combinations Description SYSTRAN 
is the market leading provider of machine translation solu-
tions for the desktop, enterprise and internet. Our solutions 
facilitate multilingual communications in 52+ language pairs 
and in 20 domains. SYSTRAN Enterprise Server 7, our latest 
achievement, is powered by our new hybrid MT engine which 
combines the predictability and consistency of rule-based MT 
with the fluency of the statistical approach. The self-learning 
techniques allow users to train the software to any specific 
domain to achieve cost-effective, publishable quality transla-
tions. SYSTRAN solutions are used by Symantec, Cisco, Ford 
and other enterprises to support international business opera-
tions. For more information, visit www.systransoft.com.
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, San Diego, CA 92121, 
858-457-1900, Fax: 858-457-0648
Europe Paroi Nord - La Grande Arche, 1, Parvis 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 17
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MultiLingual can help your students better understand the intersection of language, technology  

and culture via timely articles written by experts around the world. We can do this by providing  

you with print and digital subscriptions plus other resources on www.multilingual.com.

Your students can learn about:

 • Building a business in a new country  • Globalization

 • Internationalization    • Managing virtual teams

 • Project management    • Translation

 • Web design      • Localization

Contact us at subscriptions@multilingual.com to learn more about using MultiLingual 
in your classroom and preparing your students for their careers.

MultiLingual  has a special message for educators
    – we want to help you in the classroom.

www.multilingual.com
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H
into another language — in my case from Hungarian into Eng-
lish. Another great advantage is that you can manage your time 
according to your own routine, translation being an off-line 
process in most cases. Another benefit of working as a freelancer 
is the great feeling of being rewarded for your own translation 
work as opposed to the work of your resources. Moreover, as a 
freelancer, you don’t worry about quality, because the work is per-
formed by yourself. Outsourcing work to other linguists presents 
the possibility that quality will not be of the required standard, 
except when you use your well-established, longstanding free-
lancers. However thoroughly a new linguist is vetted before the 
first assignment is sent, the first job is always a gamble. For me, 
these four arguments support the freelancing option. 

What benefits does an agency management career offer ver-
sus freelancing? Number one: less work and less strain. Number 
two: interesting and enjoyable communication with people 
of various nationalities. Then there are other benefits, such as 
acquiring friends worldwide and the availability of considerably 
more time for your hobbies and family. I also enjoy engag-
ing myself in marketing activities at least as much as I used to 
enjoy translating. I started freelancing in 1997 and established 
my small agency in 1998. Until 2003, I pursued the two activi-
ties alongside each other. After being overloaded and over-
stressed most of the time, and after carefully considering the 
pros and cons, I decided to abandon my freelance career and 
focus solely on the management of my translation company. 
Eight years later, I do not regret my decision, although I miss 
the intellectual challenge. However, I still squeeze in some 
translation work myself, which maintains my active vocabu-
lary. Surprisingly, I would earn about the same amount of 
money by only doing freelance work as I do now as a company 
director — but with substantially more stress and substantially 
less time for my holidays and other pastimes. Establishing 
my own small agency and specializing in its management has 
proven to be the best decision of my life so far.  M

Having been a freelance translator for six years and 

the managing director of my own translation agency 

for 12, I have reaped the rewards and suffered from 

the drawbacks of both activities, and been of two 

minds all along as to which one suits me more. True, 

the two can be pursued simultaneously, but with a 

serious compromise only, especially in the case of 

one-person translation companies.

Since I have always run my company alone, and have never 
had a secretary, I have to respond to job offers myself, and 
without delay; otherwise, most of the jobs would be assigned 
elsewhere. This makes it impossible for me to accept translation 
projects unless they have a generous deadline. If I employed a 
project manager, I could do more freelance work, but the salary 
of this project manager would gnaw away significantly at my 
profit margin, and I would have the constant fear of having 
my ideas and freelancers stolen. The whole idea of freelancing 
is that there are no overheads to be paid to my resources, nor 
any fixed salary, just the contract price, which is commensurate 
with the amount and kind of work performed by the freelancer.  
So it has always been clear to me that freelancing, and at the 
same time managing a one-person translation agency, is a thing 
bordering on the impossible. My most regular client is one of 
the biggest translation companies in the world. Its projects are 
usually assigned within minutes of being announced. If I was 
working on a translation when the job offers came in, I would 
either have to suspend my work for a minute or risk missing out 
on the opportunity, possibly losing more money than what I’d 
get for the freelance project I’d been working on. A few minutes 
later another job offer might arrive that would distract me from 
my translation work again, and this could go on for the rest of 
the day. Clearly, the two activities are at odds with each other. 

So let us weigh the advantages and disadvantages of freelanc-
ing as opposed to agency management. What are the benefits of 
a freelance career as opposed to running a one-person agency 
outsourcing its projects to other freelancers? For me, the biggest 
benefit of doing translations myself is the intellectual delight I 
find in rendering the meaning and intent of the source material 

Daniel B. Harcz has been running Harcz & Partner Ltd. since 1998.

To offer your own Takeaway on a language-industry issue, send a 

contribution to editor@multilingual.com.

Daniel B. Harcz 

Freelancing vs. translation 
agency management
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tutorials and sessions for beginners, designed to train you and your staff on 
practices and implementation techniques for creating international software

Reasons to Attend Include:

industry leaders and experts in attendance recommending solutions to  
difficult problems or sophisticated requirements

tool and product vendors providing solutions to help you get to market 
quickly and cost-effectively

The Internationalization and Unicode Conference (IUC) is the premier event covering the 
latest in industry standards and best practices for bringing software and Web applica-
tions to worldwide markets. This annual event focuses on software and Web globalization, 
bringing together internationalization experts, tools vendors, software implementers, and 
business and program managers from around the world. Expert practitioners and indus-
try leaders present detailed recommendations for businesses looking to expand to new 
international markets and those seeking to improve time to market and cost-efficiency of 
supporting existing markets. Recent conferences have provided specific advice on design-
ing software for European countries, Latin America, China, India, Japan, Korea, the Middle 
East, and emerging markets. 

This highly rated conference features excellent technical content, industry-tested recom-
mendations and updates on the latest standards and technology. Subjects include cloud, 
upgrading to HTML5, integrating with social networking software, and implementing mo-
bile apps. This year’s conference will also highlight new features in Unicode Version 6 and 
other relevant standards published this year.

REGISTER

EARLY

TO SAVE!

www.unicodeconference.org/ml

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

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

MEDIA SPONSOR:

64 IUC #120.indd   64 5/19/11   10:13 AM

http://www.unicodeconference.org/ml
http://www.unicodeconference.org/ml
mailto:info@unicodeconference.org

	Contents
	Up Front
	www.multilingual.com
	Post Editing

	News
	Calendar
	News

	Reviews
	Latino Link

	Columns and Commentary
	Off the Map
	World Savvy
	Perspectives
	Takeaway

	Feature Articles
	Language Focus
	Spanish interpreting nuances
	The world's many &lsquo;Spanishes&rsquo;

	Managing interpreting for domestic violence cases
	New spelling and the role of Spanish translators
	Portu&ntilde;ol: Blending Spanish and Portuguese
	Voice of the translator in Spanish translation

	Business
	Conducting a culture audit for Saudi Arabia

	Technology
	Case study: Implementing Moses
	How to create glossaries in UTX


	Basics
	Buyer's Guide
	Advertiser Index




