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L
Last winter, there was a two-week 

period I spent playing Mario Kart at a 
friend’s house because I kind of had a 
crush on a guy who also apparently liked 
to come over and play it. Actually, as it 
turned out, he didn’t really like it that 
much — which was fortunate because 
I was terrible. I could barely even get 
Mario to move, let alone race full-speed 
in the direction he was supposed to for 
more than five seconds. He just sort 
of ran repeatedly into brick walls and 
slogged through turf until someone put 
him out of his misery.

The whole situation made me feel like 
I was in junior high school. I couldn’t 
control the new extensions to my body, 
and here I was, turning beet red with 
annoyance at my own flirtation attempts.

But that’s part of the game, right? 
Not Mario Kart so much, but the dating 
game — putting yourself out there even 
when it’s awkward and frustrating, even 
when you feel like you’re much too old 
to still not be winning. And maybe, as 
Terena Bell suggests in her Perspectives, 
that in turn is like the language 
services game. In the midst of vying 

for attention and straining to keep up 
with the technology curve, something 
magical can happen. You can create 
something memorable, whether you’re 
courting clients, business partners or 
even just something like interoperability. 

Interoperability in games is something 
Janaina Wittner touches on in the first 
article in the focus, followed by Frank 
Dietz’s article on translating gamer 
slang in World of Warcraft and Alberto 
Fernández Costales’ on adapting humor 
in video games. Then Curri Barceló looks 
at quality assurance (QA) in games, with 
a sidebar on QA testing by Pablo Muñoz 
Sánchez. Next, Simone Crosignani has 
some tips for successful games audio 
production. Jennifer Vela Valido wraps 
up the focus with a discussion of games 
accessibility for everyone. 

Toward the front of the magazine, 
Gianna Tarquini reviews the second 
edition of The Game Localization 
Handbook by Heather Chandler and 
Stephanie O’Malley Deming. Lori Thicke 
interviews Mirko Plitt of Autodesk in 
her column, Kate Edwards has a column 
on cultural acceptance of games and 
John Freivalds advises localization 
professionals not to burn bridges. 
Aaron Schliem’s Perspectives looks at 
some of the benefits and drawbacks 
of social gaming. Toward the end 
of the magazine, Aaron Marcus and 
Emilie Gould analyze different locales 
in a cross-cultural study designed to 
educate a corporation in the United 
States on collaboration styles. Finally, 
there is Nataly Kelly’s Takeaway 
on visual media localization in the 
economic downturn.  

So when you’re wanting to get Mario 
out of the turf and off the wall, back 
into the proverbial game, here are plenty 
of tips to help you out. It just takes a 
little hand-eye coordination . . . turn the 
page to begin.  W

Back in the game

Isabella

Alessandra

Brigitte
Uwe Michalis

Yasmin

Aleksey Stéphan
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With autumn come the back-to-school 
rush and thoughts of continuing education. 
With that in mind, the University of Wash-
ington Professional & Continuing Education 
is offering a nine-month certificate program 
in localization. The courses are offered in the 
evening and can be taken in the classroom 
as well as online. Students gain practical 
experience and hear from guest speakers 
working in the industry, some of whom 
talk about their careers and what is needed 
to get a job in the field. Online classes use 
AdobeConnect to allow online students to 
hear the instructor live, see the instructor’s 
presentation and interact with the class via 
chat. Online sessions are also recorded.

General program areas include linguistics 
and translation, business norms and cultural 
issues, user-interface design, formatting, 
project workflow, and an overview of tech-
nology and tools. Specific consideration 
is given to topics such as alphabets and 
scripts, character encoding, and spelling 
variants for different countries where the 
same language is spoken. Applications are 
now being accepted for the program start-
ing October 5, 2011. 

Other certification programs include the 
localization certification program through 
California State University, which consists 
of 30 hours of self-paced, online instruc-
tion and a three-day intensive, hands-on 
workshop, with a localization certification 
exam administered on the final day of the 
workshop. The program has also been ap-
proved for American Translators Association 
(ATA) continuing education credits. Ten ATA 
credits are awarded for the completion of 
the online modules and ten ATA credits for 
completion of the hands-on workshop. 

The Institute of Localisation Professionals, 
based in Ireland, offers a Certified Localisa-
tion Professional program. Austin Commu-
nity College in Texas is one of the institutions 
that has partnered with them for its Local-
ization Generalist Certificate.

More in-depth options for localization, 
interpretation and translation education are 
available. There are 54 universities in Europe 
alone that provide training in the European 
Master’s in Translation program, among 
them the University of Surrey, where you 
can get a master’s in business interpreting 
or a master’s in translation, for example. For 
a full list of schools, go to http://ec.europa.
eu/dgs/translation/programmes/emt/

universities/index_en.htm.
Bachelor’s level training in language inter-

pretation and translation is fairly common, 
offered at US universities such as Kent State  
University and Idaho State University, Cana-
dian universities such as McGill University 
and York University, and throughout Europe.

In the United States the Monterey Institute 
of International Studies (MIIS) provides mas-
ter’s degree programs in translation, interpre-

tation and localization management. 
It also offers non-degree programs in 
translation and interpretation.

MIIS student Nathan Suitter has 
found the program to be pertinent 
for real-world application. “I’m just 
finishing my summer internship with 
an LSP in Denver doing project man-
agement and MT research. Getting 
ready to go back to MIIS, I find myself 
armed to the teeth with new ques-
tions for my professors. Having access 
to the business courses at MIIS is a 
definite plus because it not only pre-
pares you to be a skilled linguist, but 
a successful and competent business 
person as well. My only advice for someone 
in the translation industry who is considering 
further education is to get some experience 
beforehand in an LSP environment. It makes 
the education so much more applicable.”

Localization education programs for fall

www.moraviaworldwide.com/agile-localization
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Today’s competition is about getting 

your products or content to your global 
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Use our agile localization best practices 

to accelerate your localization process 
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be purely “Agile” to be truly agile.
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Is it Internationalized? A New Way to Keep Score
60 minutes

Lingoport, www.lingoport.com/webinars/internationalized-score

Brand Internationalization
120 minutes

IMUG, www.imug.org/events/past2011.htm#brand

Going Mobile With Flare — Part 2:  
So How Do I Use Flare To Go Mobile?

60 minutes

MadCap Software, Inc.  

www.madcapsoftware.com/demos/webinars.aspx

Best Practices in Localizing Multimedia Content
55 minutes

Moravia Worldwide 

www.moraviaworldwide.com/en/knowledge-center/localization- 

best-practices/best-practices-in-localizing-multimedia-content

Localization Testing Explained
37 minutes

Moravia Worldwide 

www.moraviaworldwide.com/en/knowledge-center/testing- 

engineering/localization-testing-explained

September

Across Language Server for Advanced Users
September 7, 2011

Across Systems GmbH 

www2.gotomeeting.com/register/783296346 

Déjà Vu X2 new features
September 8, 2011

ATRIL, http://atril.com/en/content/déjà-vu-x2-new-features-0

Best Practices for Indexing Online Help
September 8, 2011

MadCap Software, Inc.  

www.madcapsoftware.com/demos/webinars.aspx

Introductory Session: Community Translation
September 14, 2011

The Localization Institute  

www.localizationinstitute.com/index.cfm?SEMINAR_CAT_ID=5#session3

Overview of the Across Language Server
September 14, 2011

Across Systems GmbH 

www2.gotomeeting.com/register/330099555 

Quality assurance
September 15, 2011

ATRIL, http://atril.com/en/node/3926

XTRF - CRM and Sales
September 15, 2011

XTRF Management Systems Ltd. 

www3.gotomeeting.com/register/287374470

Extending the Authoring Process: Using MadCap  
Lingo to Manage Your Company’s Translation Assets

September 21, 2011

MadCap Software, Inc.  

www.madcapsoftware.com/demos/webinars.aspx

Translation Risk Management
September 21, 2011

The Localization Institute  

www.localizationinstitute.com/index.cfm?SEMINAR_CAT_ID=6#session4

The Great Translation Debate
September 29, 2011

ProZ.com, Translation Automation User Society 

www.translationautomation.com/online/ 

the-great-translation-debate.html

October

XTRF — flexible workflows on the fly
October 4, 2011

XTRF Management Systems Ltd. 

www3.gotomeeting.com/register/256861398

Featured Webinars

Interested in more  
industry-related events? 

Check out our online calendar at 

www.multilingual.com/calendar 

And follow us on
www.twitter.com/ 
multilingualmag

www.facebook.com/ 
multilingualmagazine
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September

Content Strategy Forum 2011
September 5-7, 2011, London, UK.

Together London, http://csforum.eu

Fictional Translators in Literature and Film
September 15-17, 2011, Vienna, Austria.

University of Vienna, http://transfiction.univie.ac.at

Technical Communication UK
September 20-22, 2011, Thame, Oxfordshire, UK.

Institute of Scientific and Technical Communicators  
www.technicalcommunicationuk.com

A Local Focus for the Multilingual Web
September 21-22, 2011, Limerick, Ireland.

MultilingualWeb project, www.multilingualweb.eu/ 
documents/limerick-workshop/limerick-cfp

16th Annual LRC Conference
September 21-23, 2011, Limerick, Ireland.

Localisation Research Centre, CNGL 
www.localisation.ie/resources/conferences/2011/index.htm

Translation Forum Russia 2011
September 23-25, 2011, St. Petersburg, Russia.

All Correct Language Solutions, Association of Interpreters,  
ProVerbum, http://tconf.com

2nd International XLIFF Symposium
September 28, 2011, Warsaw, Poland.

Translation Management Europe, IALB, PSBT  
www.tm-europe.org/xliff

TM-Europe 2011
September 29-30, 2011, Warsaw, Poland.

PSBT, www.tm-europe.org

Freelance translator virtual conference
September 30, 2011, online.

ProZ.com, www.proz.com/virtual-conferences/250

2011 IMIA Conference
September 30-October 2, 2011, Boston, Massachusetts USA.

International Medical Interpreters Association  
www.imiaweb.org/conferences/2011conference.asp

October

Customer Centric Selling
October 4-7, 2011, Frankfurt, Germany.

The Localization Institute, http://bit.ly/j9z3g5 

Third International Conference  
on Translation and Interpretation Studies

October 6-7, 2011, Vilnius, Lithuania.

Vilnius University, www.vsk.flf.vu.lt/conference

TAUS User Conference
October 6-7, 2011, Santa Clara, California USA.

Translation Automation User Society, http://ow.ly/5PFN4

International Legal Translation Conference
October 7-8, 2011, Lisbon, Portugal.

TRADULÍNGUAS, www.tradulinguas.com/conf-juridica/index.htm

Localization World Silicon Valley
October 10-12, 2011, Santa Clara, California USA.

Localization World Ltd., www.localizationworld.com

International Conference on Audiovisual Translation
October 14-15, 2011, Kraków, Poland.

Unesco Chair for Translation Studies  
and Intercultural Communication, www.pointsofview.pl

35th Internationalization & Unicode Conference
October 17-19, 2011, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

CLA’11
October 17-19, 2011, Jachranka, Poland.

Polish Information Processing Society, www.cla-conf.org

tcworld 2011 — tekom
October 18-20, 2011, Wiesbaden, Germany.

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

Languages & Business
October 26-28, 2011, Berlin, Germany.

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

52nd ATA Conference
October 26-29, 2011, Boston, Massachusetts USA.

American Translators Association, www.atanet.org/conf/2011

GLoCALL 2011
October 27-29, 2011, Manila, Philippines.

Globalization and Localization  
in Computer-Assisted Language Learning, http://glocall.org

7th International Postgraduate  
Conference in Translation and Interpreting

October 28-30, 2011, Edinburgh, Scotland.

Dublin City University, Heriot-Watt University,  
University of Manchester, University of Edinburgh, www.ipciti.org.uk

November

ELIA Networking Days Athens
November 10-12, 2011, Athens, Greece.

European Language Industry Association 
www.elia-association.org/index.php?id=ndathens 

Translating and the Computer 33
November 17-18, 2011, London, UK.

Aslib - the Association for Information Management  
www.aslib.com/training/conferences/tc_2011/index.htm 
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Business

Diskusija Language Services 
redesigns logo, website

Diskusija Language Services has rede-
signed its logo and website. Information 
has been organized in modules to better 
manage quote requests, client feedback 
and job applications from linguists.
Diskusija UAB www.diskusija.lt

E-C Translation changes  
name to EC Innovations

E-C Translation Ltd., a language services 
provider, has rebranded and changed the 
name of the business to EC Innovations, 
Inc. The changes follow the launch of the 
Translation Business Management System, 
a localization management suite designed 
by localizers for localizers.
EC Innovations, Inc. www.ecinnovations.com

Net-Translators opens Boston office
Net-Translators Ltd., a provider of transla-

tion and localization services, has expanded 
to the East Coast and opened a new office in 
Boston, Massachusetts. Dorothy van Lingen 
has been hired as director of localization 
strategy for the new office.
Net-Translators Ltd. www.net-translators.com

ENLASO redesigns website
ENLASO Corporation, a provider of 

enterprise language solutions, has a new 
url — www.enlaso.com. The company refers 
to the redesigned website as a localization 
knowledge content center.
ENLASO Corporation www.enlaso.com

Lido-Lang relocates Kraków office
Lido-Lang Technical Translations, a pro-

vider of language services, has relocated 

its Kraków office due to the growth of the 
company over the past year. The company 
is also celebrating 20 years in business.
Lido-Lang Technical Translations  

www.lidolang.com

TransPerfect acquires Milim,  
opens additional offices

TransPerfect Translations, Inc., a provider 
of language services, has acquired Milim 
Writing & Translation Services Ltd. Based 
in Tel Aviv, Milim specializes in transla-
tion, localization, desktop publishing and 
technical writing services, with particular 
expertise in right-to-left languages. 

TransPerfect has also opened its second 
office in China, located in Shanghai. In 
addition, the company opened an office in 
Palma de Mallorca, the capital of Spain’s 
Balearic Islands.
TransPerfect Translations, Inc.  

www.transperfect.com

People

Recent industry hires
 ■ Valuepoint Knowledgeworks Pvt. Ltd., 

a provider of translation and multimedia 
services for Indian and Asian languages, 
has hired Bob Myers as chief executive 
officer. Myers founded Pacifitech and was 
recently COO at Moravia Worldwide.

 ■ Elanex, Inc., a language translation 
services and technologies company, has 
hired the former general manager of the 
Australia region, Edward Varela, as vice 
president of business development.

 ■ Language Services Associates, Inc., a 
language services provider, has promoted 
Mauricio Vicente as chief information of-
ficer and member of the executive team.

 ■ Global Language Solutions (GLS), Inc., 

a translation and interpreting company, 
has hired Alison Roach as resource de-
velopment manager. Prior to joining GLS, 
Roach was the North and South American 
global resources manager at a UK-based 
translation company.

 ■ Metaphrasis Language & Cultural 
Solutions, LLC, a provider of language 
and training solutions, has hired Senda 
Memovic as program administrator. Eliza-
beth Brobeck joins the company as a client 
relations representative.

 ■ Janus Worldwide Inc., a language 
services provider, has hired Joseph Starnes 
as head of the US office. Starnes previously 
worked as a business development man-
ager at Milengo Ltd.

 ■ Omnia Group, a language services 
provider, has promoted Rocco Filomeno to 
vice president of sales. Filomeno’s industry 
experience includes positions at Logos 
Group and Lionbridge Italy.

 ■ Common Sense Advisory, Inc., an 
independent market research firm special-
izing in the language services industry, 
has announced that Karl-Johan (Juhani) 
Lönnroth will participate in the firm’s re-
search initiatives as a contributing analyst. 
Previously, Lönnroth served as the director-
general, directorate-general for translation 
of the European Commission.
Valuepoint Knowledgeworks Pvt. Ltd. 

www.knowledgew.com

Elanex, Inc. www.elanex.com

Language Services Associates, Inc.  

www.lsaweb.com

Global Language Solutions, Inc.  

www.globallanguages.com

Metaphrasis Language &  

Cultural Solutions, LLC  

www.metaphrasislcs.com

Janus Worldwide Inc. www.januswwi.com

Omnia Group www.omnia-group.it

Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

Clients and Partners

Government agencies  
to use Basis technology

The US Defense Intelligence Agency has 
licensed the Highlight Language Analysis 
Suite from Basis Technology Corp., a pro-
vider of multilingual text analytics, for use 
throughout the defense and intelligence 
community. The multi-year license allows 
hundreds of analysts to translate names of 
people and places from Arabic, Pashto and 
Dari into English.
Basis Technology Corp. www.basistech.com
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Media Lingo selects XTRF
XTRF Translation Management Systems 

technology has been selected by Media 
Lingo, a provider of translation, subtitling, 
localization, transcription and voice-over 
services, to manage the company’s transla-
tion operations.
XTRF Translation Management Systems 

www.xtrf.eu

Media Lingo www.media-lingo.co.uk

MultiCorpora receives GSA contract
MultiCorpora, a provider of multilin-

gual asset management solutions, has 
been awarded a contract from the US 
General Services Administration (GSA). 
This pre-qualifies the company to provide 
translation management technology to US 
government departments.
MultiCorpora www.multicorpora.com

JABA-Translations chooses  
Plunet BusinessManager

JABA-Translations has chosen to opti-
mize its business and translation manage-
ment with Plunet BusinessManager from 
Plunet GmbH, a provider of business man-
agement software for translation services 
and agencies.
Plunet GmbH www.plunet.de

JABA-Translations  

www.jaba-translations.com

British Standards Institution  
selects Really Strategies CMS

British Standards Institution, a global 
independent business services organiza-
tion, has selected RSuite CMS by Really 
Strategies, Inc., a provider of automated 
publishing solutions, to manage its content 
and metadata assets and related editorial 
and production processes.
Really Strategies, Inc. www.reallysi.com

Translation Express chooses Projetex
Translation Express has chosen Projetex, the 

translation management system designed by 
Advanced International Translations, a trans-
lation agency and localization and software 
development company.
Translation Express  

www.translationexpress.com.sg

Advanced International Translations, Ltd. 

www.projetex.com

Applied Language Solutions,  
MoJ framework agreement

Applied Language Solutions, a provider 
of translation services, has been awarded 
a framework agreement by the Ministry of 

Justice (MoJ) of the United Kingdom. MoJ 
and other justice organizations includ-
ing police forces, the Crown Prosecution 
Service and probation trusts will be able to 
sign contracts under the framework agree-
ment for the delivery of interpretation and 
translation services.
Applied Language Solutions 

www.appliedlanguage.com

LTC awarded GSA contract
LTC, a provider of language technology 

solutions, has been awarded a contract 
from the US General Services Administra-
tion (GSA) for translation services. Under 
the multiple award schedule contract GS-
10F-0268W, federal customers can now 
purchase translation services from LTC.
LTC www.ltcinnovates.com

Nuance teams up with Ford
Nuance Communications, Inc., a provider 

of voice and language technology, and the 
Ford Motor Company have teamed up to 
research new voice recognition capabilities 
that will help drivers converse more easily 
with Ford SYNC by accurately interpret-
ing command intent — what drivers are 
looking to do. The market growth of voice 
technology is expected to hit more than 
$20 billion by 2015, according to a recent 
study from Global Industry Analysts.
Nuance Communications, Inc.  

www.nuance.com

Products and Services

OpenBorder.com
OpenBorder.com, a new global transla-

tion marketplace, has officially launched 
its business platform. The company seeks 
language service providers and buyers to 
test, critique and develop the platform.
OpenBorder www.openborder.com

Multilizer .NET Translator
Multilizer, a developer of localization 

and translation software, has created a 
new tool for translating applications writ-
ten with .NET framework — Multilizer .NET 
Translator. The tool also enables outsourc-
ing and crowdsourcing translations.
Multilizer www.multilizer.com

Vasont ST2.1
Vasont Systems, a provider of component 

content management solutions (CMS), has  
released interim version Vasont ST2.1. The 
release is intended to improve the CMS’s edi-
torial and project management environments 
for users, managers and system administra-
tors with enhancements to areas including 
preview, workflow and configuration.
Vasont Systems www.vasont.com

WordPress CMS Plug-In
Globalization Partners International, a pro-

vider of website, software and documentation 

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

Your key
to any language
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translation services, has released a WordPress 
CMS plugin that enables users of WordPress-
based websites to export and import content 
and initiate professional human translation 
workflows.
Globalization Partners International  

www.globalizationpartners.com

Globalyzer 3.6
Lingoport, Inc., a provider of software 

internationalization tools and services, 
has announced the release of Globalyzer 
3.6. The latest version includes new sup-
ported programming languages such as 
Qt and ActionScript, enhanced XML and 
MXML support, and an internationalization 
scorecard that enables managers to track 
key internationalization metrics over time.
Lingoport, Inc. www.lingoport.com

DotNetNuke 6
DotNetNuke Corp., a web content man-

agement platform company, has released 
DotNetNuke 6, the latest version of its 
web content management platform for 
Microsoft .NET. The platform is available 
in three editions: Community, Professional 
and Enterprise.
DotNetNuke Corp. www.dotnetnuke.com

Wordfast Anywhere 1.4
Wordfast LLC, a provider of translation 

memory software, has released Wordfast 
Anywhere version 1.4 featuring an en-

crypted (https) connection. The company 
has also offered to sign nondisclosure 
agreements with translators requiring writ-
ten contracts regarding the confidentiality 
of their data.
Wordfast LLC www.wordfast.com

Janus interpreting center
Janus Worldwide Inc., a language ser-

vices provider, has opened a new center in 
Moscow offering a full range of interpret-
ing services. Andrey Chistyakov has been 
appointed director of the center.
Janus Worldwide Inc. www.januswwi.com

W3C Internationalization Checker
The World Wide Web Consortium (W3C), 

an international community that develops 
standards to ensure the long-term growth 
of the web, has announced a prefinal release 
of the Internationalization Checker, used to 
summarize key internationalization informa-
tion about a web page. The W3C is looking for 
validators to provide feedback on the checker 
(http://validator.w3.org/i18n-checker).
World Wide Web Consortium www.w3.org

WordPress Multilingual plugin 
with XLIFF interface

WPML, the WordPress Multilingual plugin, 
has added an XLIFF interface allowing trans-
lation agencies and freelance translators to 
use existing computer-aided translation tools 
for translating WordPress websites. WPML 

was created by ICanLocalize, a web-based 
translation service and division of OnTheGo-
Systems, Inc.
OnTheGoSystems, Inc. www.icanlocalize.com

Resources

Study finds cultural and language 
barriers hinder patient care

QuantiaMD, a mobile and online physi-
cian community, conducted a study of 
more than 4,300 physicians and other pro-
viders to get their thoughts on language 
and cultural barriers and the detrimental 
effects on patient care. The study found 
that over half of the respondents feel that 
language and cultural barriers — either 
religious or ethnic — are a significant issue 
to providing efficient, high-quality patient 
care. A PDF of the study is available at www 
.quantiamd.com/q-qcp/QuantiaMD_Cul 
ture_Language__Care_study.pdf.
QuantiaMD www.quantiamd.com

Announcements

Bromberg relocates,  
celebrates 12 years

Bromberg & Associates, LLC, a provider 
of language services, has relocated its 
Hamtramck, Michigan, office. The company 
is also celebrating 12 years in business.
Bromberg & Associates, LLC  

www.brombergtranslations.com

Awards and Certifications

NZTC International awarded  
EN 15038:2006 certification

NZTC International, a language services 
provider and member of the Global Com-
munications Business Group, has been ac-
credited with EN 15038:2006 certification, 
a quality standard specifically developed 
for the provision of translation services.
NZTC International  

www.nztcinternational.com

Global Communications Business Group 

www.gcb-group.com

CETRA awarded ISO 9001:2008, 
ISO 13485:2003 certifications

CETRA, Inc., a provider of customized 
language solutions, has achieved ISO 
9001:2008 certification in quality stan-
dards for the provision of translation, 
interpretation and localization services and 
ISO 13485:2003 certification, the standard 
for medical devices and related services. 
CETRA, Inc. www.cetra.com
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Back in the day when I used to work 

in a quality assurance department 
in the United Kingdom, The Game 

Localization Handbook by Heather 
Maxwell Chandler was stealthily cir-
culating as the ultimate reference 
book, being passed under our desks 
piled with debugging equipment, 
localized builds and wired control-
lers. As times have changed, so have 
technology and the global economic 
scenario. 

Accounting for 30%-50% of total revenue 
in a worldwide industry worth over $50 bil-
lion, according to The Economist, game 
localization confirms itself as a strategic 
factor in global success. Yet it tends to be 
underappreciated by the game development 
industry and in specialized literature. In addition to dedicated 
events, professional networks and a few publications emerging in 
recent years, further steps need to be taken toward international-
ization awareness, integration management and standardization.

Capitalizing on these recent experiences, The Game Localiza-

tion Handbook, Second Edition provides a detailed and insightful 
guide to game localization processes, methods and tools, also 
depicting the landscape of international requirements, teams and 
people. The authors boast wide experience in the field: Heather 
Chandler is a veteran game producer who has contributed to a 
number of AAA international titles, including the Ghost Recon 
series. She has also authored two other volumes on critical game 
development and production issues. Stephanie O’Malley Deming 
is a software development producer, consultant and operations 
executive with a solid background in international projects, such 
as the Guitar Hero and Call of Duty series. The authors have 
also included a varied collection of interviews, case studies and 

contributions by internationally recognized 
experts, among whom Kate Edwards, Miguel 
Á. Bernal-Merino and Binari Sonori can be 
mentioned for their specialized expertise.

The volume, published by Jones & Bartlett 
Learning, comprises five major thematic sec-
tions divided into 16 more detailed chapters 
for a consistent and straight-to-the-point 
reference. The aim, to use the authors’ words, 
is to “provide comprehensive information on 
how to create localized versions of games for 
any platform and size and the necessary pro-
duction tasks needed to accomplish this suc-
cessfully. The focus is on producers, translators, 
development personnel, studio management, 
publishers, students, and anyone involved 
directly or indirectly with the production of 
localized games” (xiii).

After a general introduction to core game 
localization concepts and processes, the first 
section sheds light on international require-

ments, including cultural issues and software age ratings. Draw-
ing insights from geopolitical and cultural studies in particular, 
the second chapter leads the reader toward an increasing aware-
ness of cultural otherness while leveraging numerous video game 
examples and outlining practical strategies. From the very first 
chapters, the authors bring to the forefront one of their major 
arguments throughout the book: the integration of localization 
in the development process through early planning, cultural 
awareness and localization-friendly code.

The Game Localization Handbook: Second Edition

Reviewed by Gianna Tarquini

An improvement on a valuable reference for game localization 

Gianna Tarquini is a freelance translator and a 

post-doctoral research fellow at the University of 

Bologna. Her specialization fields include video 

game localization and audiovisual translation. 

The Game Localization Handbook by
Heather Chandler and Stephanie 
O’Malley Deming, Second Edition, 
Jones & Bartlett Learning. 369 pages, 
$49.95. ISBN: 978-0763795931.
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The second section offers a well-
thought-out and knowledgeable descrip-
tion of the project management framework 
applied to the unique needs of game local-
ization planning: from scope management 
to time, cost and human resources man-
agement, without omitting language ven-
dors and translators. This is complemented 
by charts, checklists and templates that 

will be extremely beneficial to real-work 
situations.

The central section devoted to produc-
ing localizations leaves no stone unturned 
in describing the steps of an optimum 
localization pipeline. Topics include local-
ization-friendly development and orga-
nization of the assets, localization tools, 
asset integration methods, testing and cre-
ating final masters. The empirical approach 
of the discussion guides the reader toward 
project execution and control by detailing 
the best practices for meeting deadlines 
and thus ensuring a smooth workflow. Of 
particular importance is the discussion of 
localization tools and of the management 
of voice-over/cinematic assets as strategic 
areas for advancement.

The authors’ roadmap to successful 
localizations continues with project clo-
sure, including the collaboration with 
marketing departments and the creation 
of demos and localization kits. The fifth 
section is a must-read overview of a variety 
of localization pitfalls and lessons learned 
in the localization process. In contrast, the 
concluding case studies on Fable II and 
Ghost Recon: Island Thunder stand out as 
emblematic examples of effective localiza-
tion workflows. Particularly noteworthy is 
the challenging Fable II project involving 
420,000 words and 15 target locales, 
which puts forward brand new modi 

operandi and organizational models in a 
proactive collaboration among developer, 
language vendor and publisher.

The final appendices include the Ghost 

Recon case study, a glossary of game 
localization terms, suggested readings 
and developer biographies. The accurate 
terminology base presented throughout 
the volume has exact definitions set in 
the body of the text. This is an interesting 
take on internationalization in itself, since 
it provides common ground for effective 
communication across international teams, 
standardization and training. Let me just 
point out that the concepts of dubbing 
and subtitling as defined by the authors 
do not overlap with the common percep-
tion nor with the long-established practices 
of the film industry. This is no particular 
demerit of the book, but rather a general 
trend in a young industry that has largely 
developed independently from the heritage 
of the audiovisual translation techniques 
constantly improved over 80 years of talk-
ing movies.

The wide range of contributions and 
the wealth of information contained in 

The Game Localization Handbook are 
difficult to sum up, but it is worth not-
ing that the second edition appears to 
be enriched in many ways in relation 
to the first. A broader variety of game 
genres, tools and localization contexts 
is described, including massively mul-
tiplayer online role-playing games and 
social networking games, although other 
emerging or specific phenomena have 
been omitted, such as managing motion-
sensing and 3D technology, free-to-play 
games, licenses and user-generated con-
tent. In addition, the second edition gives 
more space to key issues in the industry, 
in particular culturalization, translation 
and automation. One of the most origi-
nal achievements is the chapter on cul-
turalization, which goes “a step further 
beyond localization as it takes a deeper 
look into a game’s fundamental assump-
tions and content choices, and then 
gauges their viability in both the broad, 
multicultural marketplace as well as in 
the specific geographic locales. Localiza-
tion helps gamers simply comprehend 
the game’s content, but culturalization 
helps gamers to potentially engage with 
the game’s content at a much deeper, 
more meaningful level” (20). Hopefully, 
in the future these principles will foster 
further quantitative market research on 
the enjoyment of localizations and recep-
tion of linguistic quality on the part of 
foreign users, partly because the concept 
of customer value tends to overshadow 
the prominence of return on investment 
in marketing management. That said, the 
insightfulness of the additions make the 
second edition worth consulting, even 
for those who already possess the version 
published in 2005.

The Game Localization Handbook has 
been and remains a valuable reference for 
anyone involved in the video game local-
ization industry and to those who wish to 
come on board. In offering a comprehen-
sive, well-organized and in-depth guide 
to video game localization, this book has 
managed to bring together the key ingre-
dients of international teams and people, 
tools and technologies, along with meth-
ods and processes in order to help profes-
sionals confront change, complexity and 
fragmentation. Since advancements in 
technology and ways of doing things are 
recognized to be growth triggers in highly 
innovative sectors, The Game Localization 

Handbook is a must-have collection of 
guidelines and best practices.  M
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A
some who admit that they’re faster post-editing.

Thicke: You are known in the localization industry 
for being ahead of the curve. Tell us about your MT 
innovations at Autodesk.

Plitt: Innovation may not be the word for it, but 
one thing that’s unique about what we are doing is 
that we probably have the biggest Moses-only pro-
duction deployment in the industry. So you could 
say we were one of the first ones to see the poten-
tial of the Moses MT toolkit to work in a business 
context. We have figured out ways of making it 
work, integrating it and building workflows around 
it. We have been running Moses in production at a 
pretty large scale for the last couple of years.

Thicke: How have you integrated MT into your workflow?
Plitt: We’ve created a Moses infrastructure by adopting scripts 

that were already out there to develop our own servers. We have 
around 30 servers running Moses in parallel with load balancing 
among them. Requests come in from either WorldServer or via 
Passolo clients and the servers deliver the translations. We basi-
cally leveraged our existing processes.

Thicke: What types of content do you translate using MT?
Plitt: We use post-edited MT for all our documentation and 

user interface text. We initially hesitated to use it for the user 
interface (UI), but as UI tends to have shorter sentences, the 
quality turns out relatively high.

Thicke: Why did you choose Moses?
Plitt: The question really is, why did we choose open source? The 

main driver for our decision to go to MT was to reduce our local-
ization costs. It was also in the context of the financial crisis and 
pressure to reduce our translation spend — though of course trans-
lation cost is not the only driver of localization costs. So return 
on investment was important to us. We looked around for open 
source so we could invest without engaging significant amounts 
of money. And we moved relatively quickly from exploration to 

Autodesk, based in San Rafael, 
California, publishes 3D software for 
design, engineering and entertainment. 
Autodesk products are localized from 
English into as many as 20 languages. 
Mirko Plitt is senior manager of lan-
guage technologies at Autodesk as part 
of the localization services team in 
Neuchâtel, Switzerland.

Thicke: Autodesk was one of the first enterprises 
to deploy machine translation (MT) internally. Why 
do you suppose actual MT deployments are so thin on the 
ground?

Plitt: My impression is that MT has gained a lot of traction 
in recent years, but you still have to choose between different 
enterprise systems and open source, and that is pretty involved 
no matter what. It’s difficult to choose the MT approach that 
best meets your needs, and it’s not easy to put together a team 
that has the required skill set to drive that decision.

Also, there is still a lot of resistance to MT. For instance, 
discussion is being hindered by subjective statements about 
MT quality and productivity. We have found that translators 
often have a wrong perception of their own productivity. Some 
participants in our productivity tests claimed they were slowed 
down by MT. But when we actually measured it, we found 
that they had increased their speed. Such subjective opinions 
contribute to a resistance to MT.

Thicke: Do you find translators by and large resistant to post-
editing MT?

Plitt: No. Some translators even adopted MT before the enter-
prise. There are translators who are using Google Translate and 
finding it useful. When translation memory started, there also 
was a lot of resistance against it, not in all cases because trans-
lators didn’t believe that it could work, but also because some 
had their own ways of dealing with repetitions. Even so, only 
a minority of our translators tell us they prefer post-editing, 
whereas most still would opt for translating from scratch — even 

Lori Thicke is cofounder and general manager of Lexcelera, 
cofounder of Translators without Borders and a member  
of the MultiLingual editorial board.

Lori Thicke  Enterprise Innovators

Do-it-yourself machine 
translation at Autodesk

Mirko Plitt, Autodesk.
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productivity experiments to deployment.
Thicke: You said you have 30 servers 

running Moses. What other resources did 
you need internally to deploy MT?

Plitt: We were doing it with limited 
resources, but we were able to lever-
age our existing team. At Autodesk we 
have a pretty sophisticated ecosystem 
with authoring systems and translation 
management systems that require a team 
to maintain. We were able to lever-
age that team and skills for our Moses 
deployment. If that had not been the 
case, we would not have gone down that 
path. When we started this initiative, not 
everyone agreed that this was the best 
way to go.

Thicke: What kind of companies would 
be as successful as you have been in a 
“do-it-yourself” approach to MT?

Plitt: Probably companies with 
a relatively strong software or IT 
background, as long as they identify 
language-related services as an impor-
tant part of what they do. As a global 
software company, we have a lot of 
people who are excited when they can 
play around with new software tools, 
and we have people who are passion-
ate about language. You need people 
who are passionate about being at the 
forefront of localization. 

An open source system such as 
Moses requires additional energy 
for getting it to work. In terms of 

resources and investment, we were 
lucky in the sense that we have a fairly 
large in-house localization team and 
part of that team is dedicated to main-
taining complex systems. We found we 
could leverage that infrastructure to 
get this to work.

Thicke: So Moses was a good fit for 
Autodesk, with the resources you have 
available?

Plitt: For us, it was the right choice 
at the time. I’m not saying that open 
source is what everybody else should 
be doing. And we’re not going to 
develop our own MT technology; we’re 
not big enough to do what Google or 
Microsoft do. At the same time, we 
have the means and data to get more 
complex things to work that smaller 
companies or companies with less 
in-house expertise do not have the 
resources for.

Measuring productivity gains
Thicke: You and your colleague 

François Masselot published a paper 
about your approach to measuring post-
editing productivity.

Plitt: In terms of innovation, some-
thing that distinguishes our approach to 
MT is that we have been quite thorough 
in measuring post-editing productiv-
ity. That really has helped us to take our 
MT as far as we have taken it. We know 
what’s working without spending a lot of 

effort discussing with vendors whether 
the quality is good, whether it slows 
translators down or not.

Thicke: Why did you set up this study?
Plitt: There is not much publicly avail-

able data on post-editing productivity. 
And as most of the data has not been 
acquired under controlled conditions, it 
was impossible to apply it to our specific 
situation. We felt that we needed that 
type of data, so we had to gather it 
ourselves.

Thicke: How did you measure produc-
tivity gains?

Plitt: We developed a simple web-
based post-editing interface that allows 
us to measure the speed of a translator. 
We have done two tests so far, one when 
we deployed our model, and the second 
one to evaluate additional languages. 
Using this interface we were able to 
measure the time spent on a sentence-
by-sentence basis. We conducted our 
tests over three days each time. The first 
time we had 12 participants working 
into four languages. Last year it was 32 
participants and eight languages.

Thicke: What were your findings?
Plitt: In our first test, MT allowed all 

translators to work faster, though in 
varying proportions. On average, MT led 
to a productivity gain of more than 70%. 
The results of our second test were more 
mixed and on average lower because of 
the bigger distance between the Eng-
lish source and most of the new target 
languages.

Thicke: How do productivity gains like 
this translate into cost savings?

Plitt: Productivity gains and cost sav-
ing gains are not the same numbers. It 
is common for people to miscalculate 
the savings potential that you get from 
post-editing, thinking that a productivity 
increase of 50% would justify paying half 
price. Also, there will always be a mar-
gin of error. You should allow for some 
flexibility there. But most importantly, 
you should start from the principle that 
gains in efficiency must benefit everyone 
involved.

Thicke: Did you find the same produc-
tivity gains across all translators?

Plitt: There is a big difference between 
individuals, so one has to be care-
ful when working with averages. We 
found that some translators improved 
their throughput by more than 130%, 
meaning they more than doubled their 
productivity, whereas others had much 
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more modest gains. The benefits from MT 
were generally greater for slower than 
for faster translators. 

Thicke: So you measured translation 
speed before you measured post-edit-
ing speed?

Plitt: If you don’t measure translat-
ing productivity, how can you compare 
it? It’s too easy to assume 2,500 words a 
day. We thought it important to establish 
a benchmark for translation speed, then 
post-editing speed. Not all translators have 
the same pace, so if we are looking for pro-
ductivity increases we thought we should 
not assume the standard productivity. 

Thicke: Did translators diverge much 
from standard translation rates? 

Plitt: Yes, a lot, from 360 words an 
hour to more than 1,000 — in transla-
tion, not post-editing. But you cannot 
extrapolate these numbers across typical 
work days.

Thicke: Did you measure anything else?
Plitt: We measured many different 

aspects of translation — for instance, the 
time spent on sentences and the number 
of words they contained. An optimum 
throughput appears to be reached for 
sentences around 25 words for transla-
tion and 22 for post-editing.

Thicke: What were the most surprising 
findings from your second productivity test?

Plitt: It was interesting to see that 
Chinese worked particularly well. Also 
Eastern European languages — we 
expected worse results in Russian, Czech 
and Polish, but they were not that far 
off from French, Italian, German or 
Spanish. It was, however, disappointing 
to find that Japanese and Korean are 
not good enough to go into produc-
tion. We use Moses for gisting in those 
languages, but they’re not yet part of 
our localization process.

Another interesting result is that we 
found for Portuguese, the productiv-
ity gain was actually quite low, and 
that was in contradiction to what you 
hear. We noticed that the translation 
throughput without MT is already 
high, even higher than French. Post-
editing productivity is still reasonably 
good, but since the translation speed 
is already quite high, there is maybe 
only so much more you can gain. The 
feedback we got from the Portuguese 
translators was also positive.

Thicke: What other differences did  
you find?

Plitt: We don’t rely on automated met-

rics to assess MT quality, but find them 
useful to track what changes people are 
making. We found that Chinese post-
editors were moving words rather than 
changing them. They were focused on 
word ordering. In Russian, they spent 
their time changing word endings. 
Japanese post-editors did not make many 
more changes than Chinese ones, but it 
took them more time.

Also, as we were looking at the results 
we saw that people have different ideas 
of translation quality. This is true for both 
MT and translated text. We used five dif-
ferent scoring categories: unacceptable, 
poor, average, good and excellent. We also 
found that reviewers score differently. 
Korean texts were never judged as excel-
lent, while Czech texts were excellent 70% 
of the time. Evaluations are subjective, 
so you should be careful when relying on 
human evaluations.

Thicke: Have you benchmarked Moses 
statistical machine translation (SMT) 
against any other systems?

Plitt: We compared Moses output to 
certain other products, two commercial 
hybrid systems — rule-based machine 
translation (RBMT) and SMT — which 
were trained on our data, and also 
Google Translate in the case of Japa-
nese. We wanted to know where we 
stand in terms of commercial offerings. 
We did better than Google in post-
editing productivity in Japanese, but 
Japanese is still not good enough to go 
into production.

When we tested the first hybrid sys-
tems for one language, we found that 
Moses was exactly on par with it, with 
exactly the same post-editing through-
put. For the other language, Moses was 
clearly inferior to the second hybrid 
system and way superior to the first. In 
that language Moses was about 20% 
better than one RBMT hybrid but 15% 
slower than the other.

Thicke: Is a 15% improvement sig-
nificant?

Plitt: If the MT is used raw in a 
customer-facing context, then the 
additional 15% may correspond to a 
significant improvement. But in terms of 
savings from post-editing productivity, it 
doesn’t represent that much additional 
gain. We couldn’t really get our vendors 
to drop their prices more.

Thicke: You have produced one of the 
industry’s most extensive measurements of 
MT productivity gains. What about quality?

Plitt: To measure quality, we did 
sample checks of the translation at 
the end. In general, we found that the 
number of errors is slightly lower after 
post-editing than after translation — 
that is, we identified fewer errors on 
post-edited MT than on a fully human 
translation. And our reviewers couldn’t 
tell the difference between the two.  M

15-17 ThickeCol #122..indd   17 8/11/11   8:34 AM

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


|  MultiLingual  September 2011 editor@multilingual.com18

C
o

lu
m

n

T
strategist, I can attest that this is the task for which I’m most 
often called upon to perform.

A good example of the viability issue would be Fallout 3, 
released in 2009. In its post-apocalyptic landscape around 
Washington, D.C., the game included a creature that was called 
a “brahmin” (Figure 1), which was a mutated, two-headed 
Brahman bull. The animal 
could be used for 
carrying loads, or it 
could be killed and 
consumed, even 
if radioactive. The 
presence of this 
one issue made the 
title inaccessible to 
the gaming markets in 
India because Brahman 
cattle are sacred to 
the Hindu religion 
and India actually 
maintains laws 
that protect the animals — the real ones, anyway — from harm. 
Revising this one character would have made the game viable 
for the Indian market.

Enabling legibility is more straightforward, as this usually falls 
within the realm of common localization practices. Of course, 
this notably entails the process of text and audio translation 
and providing proper tools for translators so that the content 
is better understood by local players. This also includes all the 
other internationalization aspects that must be implemented for 
local compatibility — things such as field size considerations in 
the user interface, ensuring the use of Unicode to accommodate 
various scripts and so on. 

The need for game localization is a well-known 
necessity in the game industry, particularly with 
the reality that roughly 50% of the industry’s 
global revenue is generated from localized ver-
sions. For individual companies, the percentage 
of annual revenue derived from localized versions 
of games can vary widely, from 25% to as much 
as 70%. Also, some companies are discovering the 
value of localization to the point of reviving older 
game titles and spending a nominal amount on 
localization for emerging markets. In some cases, 
the return on investment (ROI) has been stagger-
ing — as much as 400%.

Thus, there’s no question that localization is critical and nec-
essary. However, the need for culturalization, as I’ve discussed 
here in this column numerous times before, is still an often over-
looked yet much-needed reality. In fact, from my perspective, 
what we understand currently as localization is actually just one 
aspect of a broader scale of culturalization. In its most rudimen-
tary form, I would break down content culturalization into three 
phases: avoiding disruptive issues, performing “typical” localiza-
tion and providing locale-specific options. Perhaps a simpler and 
more straightforward way to view these three phases is, first, 
make the content viable; second, make the content legible; and, 
third, make the content meaningful.

What do I mean by this? Let me elaborate further. Making 
content viable essentially means allowing the content — and by 
implication, the product or service that contains it — to remain 
in the target locale. This means that there isn’t any issue in the 
content that would cause a local government or local consumers 
to react negatively and initiate a potentially costly and embar-
rassing backlash episode. This step, which could be alternatively 
labeled as “negative culturalization,” is culturalization at its most 
fundamental level — simply flagging and removing potentially 
problematic issues from the risk equation. As a culturalization 
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Figure 1: A single Fallout 3 creature  
made the game non-viable in India.
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Perhaps one of the best 
negative examples of the 
need for legibility comes 
from the 1991 game Zero 
Wing (Figure 2), in which 
an opening cutscene 
declares “All your base are 
belong to us.” The poor 
translation has taken a 
life of its own in popular 
culture and has been repli-
cated in many contexts as 
a classic translation error.  
In a more positive light, 
some localization efforts 
are monumental and very 
successful. In 2008, CD 
Projekt’s Polish edition of 
Mass Effect proved to be 
the largest localization project in the 
history of Polish media of any type. It 
received wide acclaim for its high qual-
ity, aided by famous actors from Polish 
cinema who contributed to the effort. 

The phase of making content more 
meaningful for local gamers is a step 
that many developers are only starting 
to grasp and implement. It’s arguably a 
more time-intensive and research-depen-
dent aspect of content development, 
yet the ROI can potentially be signifi-
cant. Obviously, we’re not talking about 
language here, but about tailoring at a 
more fundamental level so that gamers 
perceive the game as something “local” 
in nature or at least very locally relevant. 
From a game community aspect, adding 
more local meaning to a game enhances 
the reputation of the game developer as 
it becomes known as a studio that truly 
cares about locally-specific expectations. 

There have been several good examples 
of adding local meaning, in a step that 
could also be labeled as “positive cultural-
ization.” In some car racing games such as 
Forza Motorsports, care has been taken in 
localized versions to add culturally relevant 
automobiles so that the gamers can enjoy 
the types of cars with which they’re more 
familiar. Another example entails the 
card game basra, which is very popular 
throughout the Middle East. The game was 
re-created in a mobile version, and then 
the artwork was culturalized for individual 
Middle Eastern locales. The appearance of 
the Saudi Arabian version was accurate 
for that country, as was the version for 
the United Arab Emirates and so on. This 
simple investment in additional artwork 

paid off as the company saw a positive 
response and thus increased revenues. 

I should elaborate on three crucial 
aspects of these phases of cultural-
ization. First, under this framework 
it should be clear that the common 
practice of localization that we know so 
well is viewed as a component part of 
a broader practice of culturalization. As 
important as we recognize localization 
to be, the process of achieving legibility 
in other locales through translation is 
not the only step required in prepar-
ing content for consumption in other 
cultures. This is true for video games as 
much as it’s true for every other type of 
content. Granted, there is a divergent 
perception of what localization entails, 
but I’m focusing primarily on the trans-
lation aspect.

Secondly, it can be argued that a 
game title should be legible before it 
is viable because the product needs to 
be understood by local players, right? 
However, I can relate from experience 
that the issues preventing a game from 
remaining viable almost always super-
sede the need for linguistic understand-
ing. The basic logic is that a government 
will ban or restrict a game based on a 
sensitive content issue whether or not 
it’s localized. Before providing a game 
in the local language, it’s critical that 
the game is allowed within the bor-
ders of the target market. The reality is 
that many games can in fact be played 
perfectly well with little or no localiza-
tion effort; this doesn’t downplay the 
importance of localization but rather it 
emphasizes one of the unique aspects 

of game content: There is 
a logic to most games that 
transcends language and 
appeals to a broad toolkit 
of game mechanics, with 
which most gamers are 
extremely familiar. 

And thirdly, even though 
these phases are introduced 
as a type of hierarchy of 
how deep the content 
delves into local adapta-
tion, these steps by no 
means happen sequen-
tially. As we know, even 
localization takes place in 
various stages within the 
typical game development 
cycle, so culturalization 

is a coordination of various tasks and 
priorities being orchestrated across the 
entire development process. While we 
continue to strive to get game develop-
ers to perceive localization as a core and 
integral aspect to development instead of 
something tacked on at the end, cul-
turalization demands that international 
considerations start on day one of the 
project. The most effective culturalization 
happens at the beginning, with a review 
and consideration of the game’s overall 
design, direction, theme and so on, so 
that any potential concerns for a local 
market might be addressed. In my experi-
ence, at least 75% of any potential issues 
can be easily managed in these early 
stages, which is advantageous consider-
ing that any changes late in the process 
become very costly.

The core idea is that we’d like to see 
game developers and publishers adopt 
global game development as their modus 
operandi for the entire process so that 
culturalization is as fundamental and 
implicit as game design, art, writing and 
so on. Content is no longer easily limited 
to specific locales and contained by 
hardcopy media such as DVDs. In today’s 
online environments and digital delivery, 
everything is everywhere, so we have 
to be conscious of the negative impacts 
of cultural issues but also leverage the 
positive aspects and see how content can 
be made locally relevant. With English 
becoming more and more ubiquitous, 
particularly among the gamer crowds, 
language alone — and thus localization — 
isn’t enough to differentiate the gaming 
experience.  M

Figure 2: Poor translation in the 1991 Zero Wing game.
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I always liked the Brinks — Paul, Jeff and 

Greg. More than 20 years ago, when 
I opened a Minneapolis office 
for Euramerica, an Ogilvy 
Advertising-owned lan-
guage management and 
international advertis-
ing firm, the Brinks 
didn’t disparage me, 
but rather welcomed 
me to town. Why? 
Now there would be 
two firms in town with 
the same marketing 
mantra: You have to pay 
extra for professional lan-
guage services, more than 
you would pay a freelancer.

Together we raised the professional bar, 
though we constantly competed. They won some, and 
we won some. Sometimes with firms such as Allen-Bradley, we 
even did work together, as one division would use one of us, 
and another Allen-Bradley division would use the other.

The Brink-run firms eventually became Merrill Brink, part of 
the Merrill Corporation publishing empire. As is often the case 
after an acquisition, the acquiring firm went in a direction 
the principals of the acquired firm wanted to follow. There is 

a lot of that. In the 20 years I have been in the business, I 
estimate there have been some 300 mergers, acqui-

sitions and combinations of language service 
firms of one sort or another. The former 

president of Euramerica once told me 
that former Euramerica employees 

had gone to or started 51 separate 
companies. Translations.com is one 
of them. He himself had started 
four at last count.

Look at my former firm Eura-
merica. It was bought by Ogilvy 
and then sold to Berlitz. Berlitz 
was acquired by Bowne, and 
Bowne was acquired by Lion-
bridge. Did I get all that right? 
I am hard-pressed to think of 

even one person in our space who 
has stayed with the same firm he 

or she started with. If you are one 
of these Ripley’s Believe-It-or-Not 

individuals, please let me know!
Back to the narrative. So five years after 

the acquisition, with the expiration of the 
non-compete, the new firm BGS euroscript has en-

tered the US market with Jeff and Greg as principals. This 
is a joint venture between the Brinks (Brink Global Solutions) 
and euroscript International, a top-ten ranked language ser-
vice provider (LSP) based in Luxembourg. Over a recent coffee 

John Freivalds is managing director of the marketing communications 

firm JFA and the marketing representative for his native country, Latvia. 

Never burn a bridge

World Savvy John Freivalds
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with me, Jeff said of his return: “It’s sort 
of like the mafia. Once you are part of 
the family, you cannot leave.” Hey, we 
could use that approach: “Let me make 
you a quote you can’t refuse!”

Then he tried to be more intellectual 
about it: “The language service industry 
holds you like a strong gravitational 
force. Once you are in the LSP orbit, it’s 
difficult to break free from the gravi-
tational pull. I tried moving to another 
solar system, but was eventually drawn 
back to language service.”

The larger lesson of all this coming, 
going and returning is that even if you 
think you’re gone for good, you cannot 
burn any bridges. Burning bridges is 
an American English expression play-
ing on the imagery of destroying the 
pathway between you and another 
person, synonymous to the point of no 
return when a relationship becomes 
irreparable.

The Brinks have found that many of 
the people they met over the years want 
to talk to them if not work with them 
again. Jeff explains that “we have been 
on airplanes virtually every week since 
early this year with face-to-face meet-
ings — all over the United States and 
Europe. Although we are technology 
savvy, we subscribe to the theory that 
there is no substitution for personal 
contact.” By contrast, just think of how 
many corporate websites exist where no 
person’s name appears. You’re supposed 
to just call or e-mail the company and 
“someone” will be in touch with you.

There was a little bit of déjà vu 
that Jeff said he found upon his 
return — the personal approach and 
the dynamics of the business hasn’t 
changed. “Time stood still. After being 
gone, I was surprised at how little had 
changed within the industry. Technol-
ogy is evolving slowly, and few com-
panies employ large in-house staffs or 
linguists. Most LSPs still use the same 
4,000 freelancers and operate with a 
cottage mentality.”

This really is a small industry, one 
where you might have been competing 
with someone you could in a short time 
be working with — a veritable merry-
go-round. As with just about anywhere, 
the deadlines, wanting to do a good job, 
going for a promotion, cutting costs, 
quarterly reviews and whether you get a 
bonus or not lead to a lot of stress. But 
the message still comes out loud and 

clear: never burn a bridge. Although 
at the end of the job you might really 
want to tell someone whom you had 
been working with off, that person 
might be part of your professional life 
again. If you left that person on less 
than pleasant terms, you will prejudice 
further work and indeed cooperation.

OK, I might sound too professorial 
and above the fray, so I must admit that 
I did have it out once with a former em-
ployee. He then put a note on our boss’s 
desk, which read “Could you please tell 
Mr. Freivalds to stop threatening my 
life?” All I did, really, was threaten to 
throw him out the window for not giv-
ing me a timely quote for an important 
project I was working on. But what 
was the big deal? It was only out the 
seventh floor of a much taller high-rise 
office building. 

A friend of mine once told me, 
“What goes around comes around. 
Don’t fret. The opportunity will come 
to pay back that individual in kind.” 

That happened a few years ago to 
someone I once heard about. He sold 
his firm to a much larger one, made 
a lot of money in so doing, lived 
through the non-compete years and 
then decided to reenter the language 
service industry. The trouble was that 
he had so angered his former custom-
ers and employees, bribed and tried to 
blackmail customers, sexually harassed 
female employees, mistreated if not 
cheated vendors, that when he came 
back no one wanted to do business 
with or even work for him. 

And in today’s cyber and social 
media world all this is truer than ever. 
It is not world savvy to burn a bridge. 
For example, just a couple of months 
ago I got an e-mail from a woman who 
lives in the Philippines and spotted me 
on Facebook. She wanted to reestab-
lish a professional relationship with me 
after apparently enjoying what I said 
in a speech I gave in Manila in 1983, a 
mere 28 years ago!  M
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I say less-than-obvious because it’s a mistake we all make. An 
expression for “showing your cards too soon” only exists because 
more than one person has done it. Granted, I would argue that 
it’s always too early for a girl to pull the rotting eggs card with a 
man she’s seeing, but how often have language service providers 
(LSPs) killed their chances of a sale because they revealed too 
much too soon? Let’s admit it. Just as in dating, sometimes you 
don’t know when it’s safe to take that next move. 

Now let’s move from The Bachelor to something a bit more 
industry-specific: conferences that attract both localization 
buyers and sellers. As our industry’s bachelor mansion, these 
hybrid events are interesting to begin with. You have a few 
bachelors — er, translation buyers — who do the choosing and 
a whole lot of ladies — translation sellers — hoping to get a 
rose. Don’t get me wrong: I love the idea of everyone involved 
in localization coming together to truly advance the industry. 
If real changes are going to occur with what we do, if innova-
tion is truly to take place, it will require us all to be working 
together. That is the goal of these events, and it’s wonderful 
when people honestly and truly get that. The sad part is that 
not everyone gets it. Just like love, our industry has a few Ali 
Gs. What’s even sadder is that we have a few of the other con-
testants as well. 

Again, if you’ve seen the show, you know what I’m talking 
about. These “other contestants” are the women who at some 
point stop caring about the bachelor and start caring more 
about the element of competition itself. Competition is like 
blood, and they’re vampires, constantly at each other’s throats 
with grumblings and arguments. At first these fights are kept 
to the competitors only; they start in and stay in the mansion. 
But halfway through every season, they inevitably move out of 
the mansion and into the dates. Tune in around episode four or 
so and you’ll see it: the first insecure contestant to gripe to the 
bachelor that the other contestants aren’t being nice to her, that 
the contestant she fears he likes more than her is not who she 
seems. This happens in reverse, as well, on The Bachelorette, where 
season-six contestant Jonathan — a.k.a. “The Weatherman” — 

A
Ali G’s ovaries were rotting, and she wanted the 

world to know. On episode one of ABC’s eighth 
season of The Bachelor, she walked right up to 
Travis, told him “[her] eggs [were] rotting” and 
that she was ready for “the reproduction phase of 
[her] life.” Needless to say, she didn’t get a rose.

For those of you who don’t watch the show — or who won’t 
admit to watching it — The Bachelor pits high-strung single 
females against one another for national media attention — 
ahem, I mean a man. It’s misogyny at its finest. ABC’s producers 
load them up with alcohol, shove them into romantic settings, 
and expect a love match to be made in ten episodes or less. 
Each week, some of them “get a rose,” meaning they can stay, 
while some must “leave the mansion,” meaning they go home. 

I love it. I will proudly admit in print that The Bachelor is one 
of my favorite shows. I don’t watch it because I’m a roman-
tic, though, or because I truly want to see these poor, blinded 
people fall in love. I watch it because it’s the most entertain-
ing sociological experiment out there. It’s a study in human 
behavior — how people react to each other, what draws them 
closer, what pushes them away. These are the games we play 
and once or twice a year, ABC plays them out on Monday nights 
for all of America to see. Usually it’s more entertaining than 
not. Take poor Ali G, for example. After getting booted off — as 
if rejection on national television wasn’t mortifying enough — 
she accosted the bachelor. “Am I too short?” she asked. “Are my 
breasts too small? Why didn’t you choose me?”  

Personally, I think “Because you discussed your ovaries on 
national television” would be the obvious answer. The less-
than-obvious answer is that Ali G’s sales pitch was too strong. 

Terena Bell is CEO of In Every Language and also sits on the 
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once spent an entire date trashing his 
competition to Bachelorette Ali F. 

This, too, is a game we play. When I 
was a child, my mother told me there 
were two ways to have the tallest tower 
in town: you could knock down towers 
that belonged to other people or you 
could build yours higher. She told me to 
be the kind of girl who built hers higher. 

Tower-knockers are the most common 
type of Bachelor contestant, and they’re 
also the type most common in the lan-
guage industry. Now, again, don’t get me 
wrong. I think that by and large we’re a 
friendly industry, one where companies 
tend to collaborate more than they com-
pete. But there are some real competitors 
out there, people. 

This is not reality television. We are 
real people running real companies. Our 
clients have real problems, and LSPs have 
real solutions. Working with a full-service 
provider can help our clients improve 
content management, streamline their 
billing, and grow their international 
and domestic revenues. But, as Ali G’s 

erstwhile efforts have proven, we can-
not shove ourselves upon them. When 
clients are new to translation, there’s a 
lot they need to learn in order to get the 
most for their money. But there’s also 
a balance between how much a person 
should know and how much a person can 
take. And when the project is ready to be 
assigned, the client may most likely give 
only one LSP a rose. 

We all want that rose. Let’s admit it. 
Whether our hearts are competitive or 
not, we each want to be the LSP that 
doesn’t have to leave the mansion, the 
one that gets the job. But maybe it’s 
time to admit it and move on, thinking 
beyond ourselves. On season 14, contes-
tant Ali F (no clue why The Bachelor has 
so many Alis) dropped out voluntarily 
because her work and other factors 
indicated she and the bachelor weren’t 
a good match. She wound up winning 
in the end, though, as ABC asked her to 
come back later to host her own season, 
where she met a man who was a better 
match — not “The Weatherman.” 

Sometimes losing a project means both 
you and the client win.

That’s because the games we play as 
people aren’t limited to romance. Our 
approach to romance, or to any kind of 
relationship, really, is just a microcosm 
of who we are. Do we respect other 
people? Are we too vulnerable to put 
ourselves out there, holding back our 
business’ finer qualities because we don’t 
want to be braggarts? Or do we come 
on too strong, pushing each and every 
accomplishment on mailing list recipi-
ents like it’s hot, hot news? The language 
services industry is replete with differ-
ent sales and relational styles. Under-
neath all those company names and job 
titles, we’re still people. The question is, 
though, is your company self-actualized 
enough to stop playing games? Are you 
the contestant who cares more about 
winning or the one who cares more 
about love? When it comes to your busi-
ness, is your highest concern the client’s 
best interest, or are you simply trying to 
win a game?   M
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Zynga’s 2011 first quarter revenue of $234.5 million, net profit 
of $11.8 million and expectations of raising $1 billion in its 
initial public offering — it is fair to assume that all major games 
publishers and most new players in the market will continue to 
pursue social games development as a core revenue stream and 
source of profitability. One need only look at breaking news as 
of the writing of this article — Ubisoft’s purchase of Owlient, 
EA’s acquisition of PopCap and potentially of ohai, even the 
buzz about Amazon’s potential move into social gaming — to 
see that we are not simply witnessing a fad.

As is always the case with our truffle-hunting industry, local-
ization companies seeking to increase their market share in the 
games vertical will need to evolve their service delivery to fit 
the unique needs of the social games market. With several years’ 
experience working in this sector with leading companies such 
as Playdom (Disney), Game Show Network, Arkadium and Raptr, 
I have discovered what distinguishes the social games localiza-
tion sector from traditional games and software localization in 
general.

Publishers of social games face pressure to produce fun new 
games that have the potential to top the Facebook charts. Many 
titles are created by internal development teams, but often pub-
lishers are keen to supplement their internal supply or, indeed, 
source their games pipeline entirely, with the internet protocol 
of independent development studios. Some studios are one-hit 
wonders while others eventually are acquired by the publisher.  

The fragmentation of development and the constant pres-
sure to produce hits have negative consequences for localiza-
tion. First, independent studios rarely have an incentive to 
consider internationalization during the development process. 
Their priority is to make gameplay fun and cool, not ensure 
that the game can be localized in a cost-effective and timely 
fashion. Even when independent developers are conscious 
of the value of internationalization, it can be impossible to 
know which publisher will ultimately pick up their games 
and, consequently, toward what sort of localization pipeline 

W
With the onslaught of social media and the 

accompanying burst of economic activity seeking 
to capitalize on its potential, the games industry 
has seen a precipitous shift away from traditional 
models of game publishing. Certainly, console and 
PC games will continue to exist and thrive for 
the foreseeable future. Their long-term potential, 
however, pales in comparison to the prospects for 
fast and easy profit to be squeezed from users such 
as the middle-aged Atari veteran who is happy to 
part with $20 in order to feed his Mafia fantasies or 
have the prettiest virtual garden among the Mon-
tessori parents. The fertile ground includes a new 
generation of youthful consumers, with voracious 
appetite for web media and unprecedented access 
to their parents’ disposable income. 

What makes social games such an attractive target for games 
publishers is the same thing that makes any new opportunity 
interesting to the entrepreneur: low barriers to entry; rapidly 
evolving dynamics that open new doors to competitive position-
ing; a huge growing global customer base; easy monetization 
mechanics; and efficient and trackable word-of-mouth and 
peer-pressure marketing. 

 Given the obvious benefits of producing social games — see 

Aaron Schliem is the CEO of Glyph Language Services where he 

guides strategic vision and creative solution building. Aaron 

works in the area of localization for interactive media and new 

platforms, including social, mobile and crowdsourcing.

Perspectives Aaron Schliem 

Social games localization

24-25 Schliem#122Perspectives.indd   24 8/11/11   8:36 AM

mailto:editor@multilingual.com


www.multilingual.com September 2011  MultiLingual  | 25

ColumnColumn

their internationalization implementa-
tion should be aimed. The games industry 
would do well to extol the virtues of 
internationalization more broadly and, 
more importantly, provide financial 
incentives for developers to implement 
common best practices such as external-
ization of localizable content.  

Agile localization workflow 
The goal of social games, and social 

media for that matter, is to maximize the 
frequency of user engagement with the 
platform and capitalize on user activity 
to motivate a cascade of further engage-
ment among peers. To fuel growth, social 
games must produce viral content, new 
adventures, innovative virtual goods and, 
increasingly, nonviral marketing content 
that will keep their DAU/MAU (the per-
centage of players showing up every day) 
bubbling. This can be a breakneck task 
in the source language alone. Producing 
daily or weekly content across multiple 
languages can be maddening and, if 
not handled effectively, unnecessar-
ily expensive. Most localization vendors 
have not developed effective produc-
tion and pricing models to allow for 
localization of a five-word string into 20 
languages with same-day turnaround. As 
a result, social games publishers, along 
with all content providers who cater to 
the emergent global appetite for “tweet-
able” information and entertainment, 
reach the conclusion that hiring internal 
translation teams is the best option for 
maintaining quality while ensuring cost-
effective availability of translators for 
fast-turnaround deliveries. I have found, 
however, especially among European 
games publishers, that this model starts 
to fall apart as game companies grow. 
Internal resources face the burgeon-
ing demand to deliver translations for 
internal administrative content, and as a 
result product-related delivery finds itself 
on the back burner.  

Social gamers are a fickle lot. Often one 
cannot know what the masses will find 
entertaining or worthy of friend-pestering 
and micro purchases in advance of release. 
As a result, publishers are incentivized 
to build many titles and push them out 
onto the social sea to see what will float. 
Despite calls to action on the part of 
some developers to invest more in game 
quality as a driver of user acquisition, the 
pervasive mentality is to flood the market 
with titles, capitalizing on the themes, 

gameplay mechanics and monetization 
strategies that are working for others — the 
US breakfast cereal market on animated 
steroids. Social games publishers track 
DAU/MAU the way a new parent might 
monitor a preemie’s heart rate monitor. 
The consequences for localization plan-
ning are significant. Only the largest 
publishers have the luxury of simshipping 
localized properties upon product launch. 
The majority of publishers adopt a wait-
and-see attitude, monitoring user activity 
in local markets and the overall success 
of the title globally to decide whether to 
localize or not and into which languages. 
To illustrate the point, below is a dramati-
zation of communications I have had with 
games publishers regarding localization 
planning:

Day 1: We’re probably not going to do 
localization on this title. 

Day 2: Forget what I said yesterday — 
sorry. Get ready, guys; we just got word 
we are going all out with this one — 25 
languages! — not sure which ones yet. 

Day 3: Hold up, the VP wants to see 
what kind of results we get in FIGS first. 

Day 4: Can you add Turkish to the 
quote? 

Day 5: Indonesian too! We’re close to 
launch. Can your folks be ready to launch 
tomorrow and deliver by tomorrow 
afternoon? 

Day 6: Scratch Indonesian, but we’re 
getting traction in Arabic-speaking mar-
kets. Wait, can we even do Arabic? Let 
me check with the games team. They are 
in Korea, so we might not know anything 
until tomorrow. 

Day 7: Everything is on hold for now. 
Do you have people for Swahili, Yoruba 
and Xhosa? We’ve got a new game that 
is topping the charts all over Africa as of 
ten minutes ago.

Working with prima donnas 
Although it is not exclusive to the 

social games sector, I think it is worth 
mentioning the rock star complex as 
another factor that makes localization 
more challenging for the games industry 
in general. In the mainstream software 
development industry, it is common for 
companies to enforce developer compli-
ance with norms and standards as they 
relate to internationalization. The games 
industry tends not to enforce or even 
impose such restrictions, justifying its 
lack of discipline on a perception that 
games designers and developers are 

artists whose creative energy might be 
somehow short-circuited if they are 
asked to avoid concatenated strings or 
make use of translation management 
system-friendly content repositories. 
Similarly, since games studios are pop-
ping up all over the globe, from Buenos 
Aires to Kiev, many games are acquired 
with manually integrated localiza-
tion from the start. The native-speaker 
developers just plugged in their local 
language while they were designing the 
game because it was “easy.” Often, how-
ever, this simply means you now have 
two sets of unaligned hard-coded con-
tent, a developer who resists pressure to 
internationalize because the company 
has “already done it” and, perhaps the 
most difficult challenge to overcome, 
a potentially poorly done translation. 
This is a challenge in particular when 
dealing with multiflavor languages such 
as Spanish. Argentinean developers may 
create the Spanish-language version 
of their game in perfect porteño, but 
these particular idiosyncrasies may not 
fly in the US Spanish market. Further-
more, there is a good amount of content 
being developed in English by nonnative 
speakers — not exactly the best recipe 
for linguistic success.

Don’t get me wrong. I agree that the 
level of artistic freedom required for 
great games development surpasses 
that which is required for other kinds of 
software creation. Nonetheless, suc-
cumbing to the prima donna mental-
ity of some developers is simply not an 
effective business strategy. I don’t argue 
for imposing restrictions on develop-
ers; I just think publishers need to be 
more creative themselves in creating 
incentives for internationalization and 
ensuring that developers are aware of 
these. Just as importantly, knowledge of 
effective internationalization techniques 
should become part and parcel of the 
game developer’s formative experience, 
whether formally via institutions or 
informally by seeding the games devel-
opment ether with good information. 
We are making progress on this front due 
to the work of pioneers such as Miguel 
Á. Bernal-Merino, Kate Edwards and the 
inspiring crew from the IGDA Games Loc 
SIG, but much work still needs to be done 
to move beyond preaching to the choir, 
to the point where games developers and 
publishers are singing the localization 
tune from the Babel bell-tower.  M
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Improving translation of 

variables in interactive games 

Janaina Wittner

T
The more a player becomes immersed in a 

game, the more successful the game is. Two fac-
tors determine the extent of this immersion — 
increasingly realistic graphics and more in-depth 
textual or oral interaction. This is why games 
require real-time interactivity with users through 
complex, accurate and natural-sounding lan-
guage. Since it is physically impossible to plan 
for every linguistic combination in a language, 
variables are used to represent the player’s actions 
and environment. Localization vendors, however, 
are powerless in solving coding issues related to 
the translation of these variables. As such, distrib-
utors can face poor localization quality resulting 
in loss of immersion and poor market penetra-
tion. It is time for the community to develop a 
common standard and the next-generation share-
ware to tackle these issues and focus on the game.

The game localization process 
Dialogues and interaction within games are complex because 

of non-linear storyboards and multiplayer interaction. Text 

presented to players is constructed dynamically from scripts for 
human-machine dialogue, using engines generating phrases that 
are dependent on context variables in real time. 

Once created, these dynamic and interactive variables need 
to be localized for other languages. As the international gaming 
community expects as much quality as players from the game’s 
original country, localization into these languages should 
contain no grammatical mistakes or truncations. It should also 
address players according to their gender, if applicable, and 
accommodate local idiomatic and cultural characteristics. 

In simple games with little dynamically generated text, the 
localization process consists of taking all user interface (UI) 
strings and phrases from the source language and translating 
them into the target language (TL) before re-integrating them in 
the game. It sounds quite easy.

However, this process becomes extremely complex for inter-
active games using variables and interactivity scripts. Local-
izing such games implies translating strings containing cryptic 
scripts from one language into another, identifying all the 
variables and their potential values, and translating the values 
of these variables into the TL. The majority of games are writ-
ten in English or Asian languages, which are characterized by 
simple grammatical structures. This increases difficulties when 
translating into more complex languages where grammatical 
agreements vary depending on case, number and gender. 

Complexity in localizing dynamic games can lead to limiting 
the number of countries in which the game can be marketed. The 
alternatives are either forcing players to use English or releas-
ing poor quality games in localized languages, thus resulting 
in poor market penetration or, worse, a negative buzz. Some 
distributors are working around the problem by simplifying 
dialogues to avoid grammatical issues, therefore reducing the 
quality and level of immersion. Others are investing tremen-
dous amounts of money, effort and time to resolve the issue  
internally. The problem is then solved for games developed 

Janaina Wittner is in charge of international 

business development at WhP. She promotes 

localization technologies and defends standards 

with one objective in mind: sharing best practices 

on complex multilingual content deployment.

26-29 Wittner #122.indd   26 8/11/11   8:37 AM

mailto:editor@multilingual.com


Industry Focus

27www.multilingual.com September 2011  MultiLingual  |  

internally but not for third-party 
games they may decide to publish. 

There is, therefore, a strong 
need for developers, distributors, 
localizers and end users to study 
the issues related to the localization 
of such interactive multilingual 
context-dependent games from all 
relevant stakeholders’ perspectives. 
We also need to understand the 
complexity and specificity of the 
issue, to analyze how the actors 
are addressing or working around 
the problem, and, finally, how the 
whole application development 
community can work together to 
define a common method of solv-
ing it.

What we are facing
Today, game translators are 

not handed full sentences. They 
work with coded bits that may not 
always make sense. In the absence 
of information, translators have little 
clue of the context in which phrases 
such as $avatar$ must find the %color 
%item are generated. To localize these 
types of sentences, the variables should 
be self-explanatory so that the transla-
tor can understand what the field, string 
or value is (Table 1). Unfortunately and 
more commonly, variables are highly 
cryptic (Table 2). Much time is then spent 
in discussion with the development team 
in order to clarify the definitions and 
values for each variable, and linguistic 
bugs are left to be fixed during the qual-
ity assurance cycle. 

Even with all the information in 
hand, variables and their corresponding 
values are difficult to handle due to basic 
grammatical specificities such as gender, 
number, case or plural forms, which are 
sorted differently from one language 
to another. For example, French has 
four types of definite articles (le, la, l’ 
or les) while English has just one (the). 
In French, adjectives must agree with 
gender and number. Russian has two 
plural forms, while Finnish has 14 dif-
ferent groups into which you can sort 
almost every noun and adjective. So, 
a simple sentence in English may have 
many possible translations depending 
on context.

For example, in the original English 
encoded sentence $avatar$ must find 
the %color %item, the variable $avatar$ 
is any playing or non-playing character 

(Queenie, Mousy, Hippo, Frog), %color 
is one of the predefined color values in 
the game (blue, mauve, pink, beige) and 
%item is one item in the game environ-
ment (knife, tree, pumpkin, anvil, coins). 
The typical outputs from the original 
English sentence would be Queenie must 
find the blue tree, Alan must find the 
red knife or Hippo must find the orange 
pumpkins, for example. 

In French, a direct translation of 
the first example would be Queenie 
doit trouver le bleu arbre, which 
would be incorrect. Correct trans-
lation: Queenie doit trouver l’arbre 
bleu. The definite article depends 
on the gender of the item (le, la) as 
well as its number (les) and its first 
letter (l’ in front of vowels). The 
color adjective is always after the 
noun, not before, as in l’arbre bleu. 
Any adjective must agree with 
gender and number, as in la fleur 
bleue, l’arbre bleu, les couteaux 
bleus, les fenêtres bleues and so on, 
though some adjectives are identi-
cal for either gender, as in la fleur 
rouge, l’arbre rouge, les couteaux 
rouges and les fenêtres rouges. 
As such, the French encoded 
sentence should be: $avatar$ 
doit trouver [DefiniteArticleValue] 
%item%color, where $avatar$ is 
the name of the characters that 

can be selected (Queenie, Mousy, Hippo, 
Frog), and [DefiniteArticleValue] is the 
tag displaying the correct article agree-
ing with both gender and number of the 
next word. %item is one item of the game 
environment (knife, tree, pumpkin, anvil, 
coins), but each variable value is tagged 
with its gender and number. %color is one 
of the predefined color values in the game 
(blue, mauve, pink, beige), and each one 

Descriptive variables

$name.title {lord | king| baron | duke | ... | (nil)}

$name.surname %string

$name.suffix %string (such as the villain or the Great)

%name.nickname %string (such as Blacky, Phoebus)

$avatar.name $NAME

$avatar.gender {male | female}

$avatar.birthdate $DATE

$avatar.age (derived from birthdate and dateTime

$avatar.group (knights | monsters | krels | peopel.....)

$avatar.color %color {out of 64 predefined colors}

Highly cryptic variables

$name.str.1 {lord | king | baron | duke | ... | (nil)}

$name.str2 %string

$name.str3 %string

$name.2str %string

Table 1 (top) and Table 2 (bottom): Different handling of variables.
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is also associated with its four values in 
agreement with gender and number.

Translating variables without any 
contextual information as to where it will 
be displayed, as in Show %Item {table}, 
is also a problem as some words have 
several meanings in other languages. For 
example, table can be translated as стол 
or таблицу in Russian. Cтол refers to an 
item of furniture on which we eat, while 
таблицу refers to a form or a list of 
words and numbers. Hence, Show %Item 
does not contain sufficient contextual 

information to help the translator in this 
particular case.

In English, too, the pronoun you does 
not require agreement in gender. How-
ever, in other languages, you may need to 
address players in a different gender for 
full immersion. A female player would 
not feel fully involved in the game if the 
wrong gender was systematically used 
when addressing her. For example, Con-
gratulations! You are a champion could 
have multiple forms. The masculine form 
in French would be Félicitations! Tu es 

un champion, while the feminine form in 
French would be Félicitations! Tu es une 
championne. You have chosen the magi-
cian’s role would be Vous avez choisi le 
rôle de magicien in the masculine form 
and Vous avez choisi le rôle de magici-
enne in the feminine form. 

In most cases, developers create an 
English (or Asian) game using an Eng-
lish-oriented engine, and publishers are 
responsible for funding the localization 
process. This makes the entire produc-
tion chain particularly complex and 
leads to a significant increase in costs. 
The developer designs the engine in Eng-
lish, invents his or her own coding rules 
using $ or % and so forth, with vary-
ing levels of effectiveness, and corrects 
linguistic or comprehension issues at a 
very late stage in the process based on a 
bug report. The publisher is required to 
invest in localization, achieving average 
results for languages with similar gram-
mar rules and unsatisfactory results for 
others. The phrases generated are either 
grammatically poor and fail to sound 
natural or, worse, are completely incor-
rect and incomprehensible. 

The localization team is then faced 
with an extremely complex task, since 
they are expected to translate each 
string and re-create tables of variable 
values with little contextual information 
provided. Translator productivity is low, 
quality is difficult to perceive before the 
integration phase and the validation 
process is lengthened. The localization 
team is at a loss to solve linguistic issues 
in the code. Finally, players are required 
to either interact in English or tolerate 
sentences such as “You need [bullet] X 
3 to do that!”

The only way around these issues 
today is to plan the localization phase 
upstream during the design phase and 
use an encoded method of model phrases 
regardless of language. This is highly 
complex, very costly, quite often inef-
ficient and almost never standardized. 

The solution is for all interactive 
context-dependent game stakeholders to 
seek a standardized way to handle the 
problem and then develop the related 
localization tools and environment. 

The need for joint effort 
throughout the community
There is a growing need for actions 

and innovative solutions for the whole 
game localization community. Several 

Variables may require different gender and placement after localization.
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actors have already taken the initiative 
of building a core group, open to all 
stakeholders, whose actions include a 
technical study of the situation in the 
game industry and beyond, the defini-
tion of a standard, the development of 
localization tools as well as the launch-
ing of innovative joint research and 
development projects. The objectives of 
this initiative are to structure the game 
community — companies, researchers, 
universities and experts — to support a 
task force for sharing information and 
establishing a standard, to produce the 
tools and the appropriate environment, 
and to create and obtain funding for 
more collaborative projects.

This initiative will provide important 
financial, technical and scientific ben-
efits to all stakeholders. It will have an 
impact on the technical and financial 
aspects of games by introducing the 
idea of localization and multilingualism 
at a very early stage in the development 
process and by facilitating work for 
developers with a commonly adopted 
standard. It will help simplify tech-
niques in the development environment 
and save a huge amount of time  — the 
timescale for marketing the product is 
vital in this industry — and money — no 
more compromises between the time 
needed for translation and quality. It 
will also ensure the deployment of 100% 
linguistically accurate games from the 
design phase onward, with immediate 
acceptance from the players’ commu-
nity without any negative buzz due to 
linguistic issues polluting the entertain-
ment experience. In this way, it increases 
value for the developer and expands 
the publisher’s potential market with 
a rollout in several countries without 
costly localization investment or trade-
offs. Lastly, it will endeavor to provide 
ingenious and effective solutions that 
enable a combination of human and 
machine translations with the objective 
of achieving quality for customers and 
users alike.

Last summer, under the initiative 
of the first core group, this idea was 
presented to the European Telecom 
Standardization Institute (ETSI) and its 
“human factors” technical committee, 
which focuses on all highly relevant 
non-technical issues, including user-
application interactivity and language-
related topics. The committee officially 
endorsed the initiative in October and 

launched a technical study aimed at ana-
lyzing the situation and defining future 
solutions for all “context-dependent 
multilingual communications for inter-
active applications.” 

The ultimate objective of the task is 
to define one standard for each group 
of languages to be used by developers 
and publishers. This would ensure that 
phrases generated are accurate in the TL 
of each standard, as grammatical issues 
associated with a particular language 
would be coded in a uniform manner.

This ongoing task at ETSI is open 
to collaboration by any stakeholder. It 
involves identifying the technical and 
scientific elements required and assess-
ing whether they might already exist in 
other research or development projects. 
It should also identify what can be inte-
grated, adapted or developed. 

The official technical report, expected 
for this fall, should provide a full set of 
state-of-the-art recommendations for 
using existing elements, list missing 

components in the environment and 
launch the definition of the standard. 

This initiative seeks to define a 
localization environment that would 
provide translator support in localizing 
interactivity scripts and the associated 
context-dependent variables, along with 
a verification environment and editing 
tool available to developers, publishers 
and translators for post-editing and vali-
dating the standard in development and 
localization processes. The objective is 
to provide a complete set of tools offer-
ing a comprehensive environment and 
to simplify the design of multilingual 
game interactivity through a common 
standard.

One crucial aspect of the initiative is 
that, once the research has been done 
and the relevant environment developed, 
the results will be offered to all of the 
stakeholders within the community. 
Stakeholders in turn should help provide 
these tools and environment as share-
ware to improve interoperability.  M
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Translating gamer slang 

in World of Warcraft

Frank Dietz 

W
World of Warcraft, the hugely successful 

massively multiplayer online roleplaying game 
(MMORPG) by Activision Blizzard, is not only 
a world of quests and adventures; it is also an 
intensely complex linguistic universe. Tens of 
thousands of objects, characters, quests, spells 
and much more exist in this online world, which 
have also been localized into German, French, 
Spanish, Russian, Korean and Chinese (Simpli-
fied and Traditional). Yet beyond this, the gam-
ing community has spawned a jargon of its own. 
World of Warcraft had over 12 million subscrib-
ers as of October 2010, which makes it the larg-
est MMORPG in existence. I became involved in 
this online universe when I took on the func-
tion of German language lead for the German 
translation of a magazine specializing in World 

of Warcraft. Translators and proofreaders for 
this print magazine received extensive refer-
ence material, and there are many additional 
resources about this nomenclature on the inter-
net (see Resources on p. 32). 

The scope of localized material in the game is enormous. I 
used a glossary with almost 150,000 entries, but that did not 
always prove to be sufficient. There are tens of thousands of 
non-player characters, items, quests, locations, spells and ani-
mals in World of Warcraft. Figure 1 shows a small section of the 
German database for plate armor, which alone contains 3,000 
entries.

Interestingly enough, Blizzard has received a lot of criticism 
for localizing place names and character names, where, for 
example, Ironforge becomes Eisenschmiede and Lady Proud-

moore turns into Lady Prachtmeer, as a recent discussion on the 
official Blizzard Localization Forum showed (http://eu.battle.
net/wow/de/forum/topic/1622908354?page=5). As one partici-
pant in the discussion put it, one would not expect the name 
Johnny Cash to be literally translated as Johnny Bargeld. Yet 
most players discussing the issue agreed that quest texts or 
item descriptions should be translated. As with the discussion 
of the localization of other games that I have witnessed over 
the years, there is a certain element of exoticness in this issue, 
as some players consider English “cool” and German “uncool.”

 Playing World of Warcraft is, of course, a prerequisite for 
understanding many of the game-specific technicalities of the 
language. I came across the expression grey-toting characters 
in one article, for instance. This appears to make little sense 
unless you know that in World of Warcraft items are classed 
into different levels of rarity and quality: poor (grey), common 
(white), uncommon (green), rare (blue), epic (purple) and so on. 
A grey-toting character would thus be a beginning character 
who owns weapons and armor of poor quality.

 
Characteristics and functions of gamer slang  
However, World of Warcraft is not simply a game, but is 

also a huge online community. Besides the official terminology 
and lore, gamers have developed their own jargon. Gaming 
slang predates World of Warcraft, of course, but it is in online 
games that it takes on a much more important function, as 

Frank Dietz has translated numerous computer 

games into German. He lives in Austin, Texas, 

and plays a dwarf warrior on the 

Proudmoore-EU realm of World of Warcraft.
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players communicate in chat channels, 
during group quests and in guilds. 
While voice chat is an option, much 
of the communication occurs by typ-
ing into a chat window. As gamers are 
often busy, brevity is the soul of wit, and 
abbreviations such as LOL (laughing out 
loud), BRB (be right back) and K (okay) 
abound. This also applies to numerous 
locations and battlefields in the game. 
The Arathi Basin would become AB, 
Icecrown Citadel would be expressed 
as ICC and Sholazar Basin as SB. Many 
of these expressions and abbreviations 
might be rather difficult to understand 
for newcomers. However, that is another 
typical function of gamer slang — to 
create the feeling of an in-group and 
keep the “noobs” excluded. Here are a 
few such terms that would baffle a new-
bie, but are commonly used in chats on 
World of Warcraft and related forums.

buff: A spell or effect that will increase 
some of the player’s abilities, such as 
strength, agility or stamina. The opposite 
would be a debuff.

clothies: Character classes such as 
priests or mages that can only wear cloth 
armor, which offers much less protection 
than leather, chain or plate armor.

DPS: This stands for damage per sec-
ond and is both a weapon statistic and an 
abbreviation for damage dealers — play-
ers who inflict damage on the enemy (as 
opposed to healers or tanks, for instance).

farming: Repetitive actions in order to 
gain certain objects or goals. This could 
include killing certain animals for the 
leather they provide, killing humanoids 
who “drop” cloth (such as linen or silk), 
collecting ore or gaining good standing 
with a certain faction by doing daily quests 
for it. A notorious version is “gold farm-
ing,” in which players sell in-game gold 

for real-world currencies, which is actually 
against the game’s terms of service.

grinding: Repetitive actions with the 
goal of reaching a higher level. A player, 
for instance, might kill dozens of animals, 
each of which will grant him a few expe-
rience points, rather than complete quests.

kiting: A tactic in which the player 
keeps an enemy at a distance while deal-
ing damage long-range. A hunter, for 
instance, could walk backwards while 
shooting at the advancing enemy. The 
image implied is that of moving a kite 
on a long string.

mob: Short for mobile. Any bad guy, 
enemy or monster to be killed by the 
players. The World of Warcraft Wiki 
explains that the term was originally 
used in multi-user domains (MUDs), the 
text-based precursors to MMORPGs. In 
many MUDs, in-game objects are defined 
either as stationary item objects (ranging 
from fountains to wearable equipment 
that you could pick up) or mobiles.

tank: A heavily-armored character 
who absorbs damage from the enemy 
while being healed by the healers, thus 
allowing his group’s damage dealers to 
attack the enemy. The classic tactic in 
which the tank takes the defensive role 
while the damage dealers attack is called 
tank-and-spank.

toon hop: Many players have several 
in-game characters, which are sometimes 
called toons (from cartoon). Logging out 
as one character and logging back into 
the game as another one is referred to as 
a toon hop.

English, German or Denglish? 
One basic problem in translating 

highly-specific gamer slang from World 

of Warcraft is part of a larger issue in 
localization. German popular culture, 
particularly in relation to high tech, uses 
numerous English terms. Once upon a 
time, for instance, the German term for 
motherboard was Hauptplatine, but now 
German magazines such as CHIP and 
PC-Welt simply call it Motherboard or 
Mainboard. The most extreme result of 
this tendency is that Germans have even 
invented “English” terms not used by 
native English speakers, such as Handy 
for cell phone. Hard-core German gamers, 
in particular, have adopted many English 
terms such as MMORPG or RTS (real-
time strategy) and have turned numerous 
other English terms into a hybrid form, 
sometimes called Denglish. Denglish 

Figure 1: The German database for plate armor alone has 3,000 entries.
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takes an English term and tries to fit it 
into German grammatical structures. A 
noun such as laptop, for instance, would 
become das Laptop or der Laptop — 
assigning grammatical gender to English 
nouns in German can be tricky. Verbs 
would take on German endings, and thus 
to download would become downloaden. 
Unlike French, German does not have a 
strong “purist” movement, and the use of 
Denglish has proliferated enormously. It 
would be perfectly normal, for instance, 
to find a sentence such as Downloaden 

Sie diesen Patch (Download this patch) 
on a software company website. 

In World of Warcraft, such construc-
tions are also common. German players 
use game-specific Denglish words such 
as grinden (to grind), droppen (to drop, in 
the context of a dead mob dropping loot), 
kiten (to kite), leveln (to level up or in other 
words to gain an experience level) and 
many more. Sometimes, the combination 
between English terms and abbreviations 
can become almost opaque, such as in the 
following message I saw on a chat channel 
in the city of Stormwind, on a German-
language server: Shamiheal lfg bara. 

A “translation” of this message 
(which could have appeared in exactly 
the same form on an English-language 
server, by the way) would read: “A Sha-
man specializing in healing is looking 
to join a group going to Baradin Hold.” 
How, then, should a German translator 
or editor react to this type of jargon? 

Essentially, there is a spectrum of solu-
tions ranging from German purism on 
one side (heruntergeladen or erbeuten) 
to free use of English or Denglish on 
the other (downgeloadet or looten). Bliz-
zard itself is an ambiguous guideline in 
that respect, as the German version of 
the game sometimes uses English terms 
(as in der Account), while at other times 
avoiding them (as in using Stärkungsza-

uber instead of buff). The decisions will 
have to be made individually and should 
take the following aspects into account:

■■ The target audience. It makes a big 
difference whether a text is intended for 
the general public, new players or experi-
enced raid participants or guild members.

■■ Precision and economy. Sometimes, 
there might not be a concise and clear 
translation for a popular game-related 
term. Take kiting, for instance, which 
was explained previously. I can think 
of no single German verb that would 
express the precise meaning of that term 
in World of Warcraft (ziehen is the trans-
lation of pulling, but that is different 
from kiting). A possible solution would 
be to place the English or Denglish term 
into quotation marks the first time it 
appears, provide a brief explanation and 
continue using the term afterwards. 

■■ Aesthetic considerations. This de- 
pends on one’s degree of linguistic pur-
ism. Some of the Denglish forms can 
sound quite ugly in German, and if there 
is a perfectly adequate German equiva-
lent, such as Schwächungszauber for 
debuff, it should be preferred. 

Of course, World of Warcraft keeps 
changing, and the recent expansion 
Cataclysm brought new playable races, 
regions and quests, resulting in even 
more terminology and jargon. So, what 
is a translator to do to keep up with this 
evolving challenge but to continue play-
ing World of Warcraft?  M 

Resources  
World of Warcraft: Bradygames Battle 

Chest Guide. Indianapolis, 2007. 

http://wowdata.buffed.de. This is a 
huge online database of in-game objects, 
characters, skills, quests and more in 
English, German and Russian. Need to know 
the German name of the Hellslayer Battle 
Axe? Just look here – it is Streitaxt des 

Höllenschlächters. 

 World of Warcraft Slang Dictionary 
(www.wowslang.com/dictionary). WoWSlang 
From AB for Arathi Basin to ZG for Zul 
Gurub, a list of abbreviations and slang uses 
by players of World of Warcraft. 

Was bedeuten häufig verwendete 
Abkürzungen? (eu.blizzard.com/support/
article.xml?locale=de_DE&articleId=1820
1&parentCategoryId&pageNumber=1&ca
tegoryId=77) An explanation of common 
abbreviations (in German) by Blizzard.  

Urban Dictionary (www.urbandictionary 
.com). A huge online resource for all kinds of 
slang, including gamer jargon.
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Adapting humor in 

video game localization 

Alberto Fernández Costales

A
As video games have turned into more com-

plex and narrative-driven products, the use of 

humor has gained momentum. Therefore, the 

adaptation of puns, rhymes, riddles and irony is 

important in any video game localization pro-

cess. Humor is one of the many features included 

in modern titles, providing a real challenge for 

translators and localizers, and bridging the gap 

between video games and audiovisual transla-

tion, where the adaptation of jokes has already 

been approached by academia and the broader 

industry.

Although the game industry provides outstanding figures in 
terms of revenues and growth — according to the Entertainment 
Software Association, 72% of US households play video games, 
and the expenditure in video games software and hardware 
exceeded $25 billion last year — video game localization has 
not gotten the attention of many researchers, and the number of 
training programs or courses intended to educate professionals 
in the field is still scarce. 

Today, video games have become multimodal and multidi-
mensional products that rely on sophisticated technical features 
with impressive graphics and original soundtracks. As more 
emphasis has been put on the stories being told in the games, 
elements such as irony and humor have become crucial in many 
of the titles since they are intended to produce a certain effect 
in the target audience. Obviously, the tremendous development 
of the game industry and its global scope implies that humor 
has to be adapted to the different locales where the video game 
is going to be marketed. 

Is it really important that humor is adapted for different 
cultures in video games localization? Clearly, the translation of 
humor has to be addressed in any localization project since it 
will contribute to a coherent story that is consistent and works 
in the target market. Meeting users’ expectations with adapted 

jokes or puns will support the deliverance of the message into 
the target culture and will allow players to interact with the 
game at a higher level. In other words, the translation of humor 
can definitely reinforce the engagement and involvement of 
players in the story and will contribute to the development of 
empathy with the characters of the title; in addition, the adapta-
tion of comical situations will add some value to the game and 
will definitely support the creation of a high-quality product.

Humor is important in role playing games such as Dragon 
Age, where there are plenty of jokes and amusing dialogues 
among the main characters of the story. One of the most 
acclaimed sentences of the game is when Morrigan says of 
another character, “We now have a dog and Alistair is still the 
dumbest one in the party,” which was translated into Spanish as 
bien, ahora tenemos un perro y Alistair sigue siendo el miembro 
más estúpido del grupo. The Grand Theft Auto series provides 
a more adult style with many different jokes and threats being 
directed towards the player, such as when Gordon says “So 
you’re in, big guy? Or are we gonna have to kill ya?” to which 
Niko Bellic answers “Well, since you put it that way . . . I’m in.” 
The conversation was successfully translated into Spanish as 
entonces, ¿te apuntas, muchachote? ¿o tenemos que matarte? 
/ bueno, si vas a poner así . . . me apunto. Finally, graphic 
adventures such as The Secret of Monkey Island are a rich 
field for the study of humor in video games thanks to the con-
stant flow of comic situations the pirate apprentice Guybrush 
Threepwood experiences. In The Curse of Monkey Island, the 
famous insult swordfighting is a real challenge for translators, 
with plenty of tongue-twists and rhymes that were occasionally 
even improved in the target version. In one of these rhetorical 
battles, a pirate says “You’re as repulsive as a monkey pig,” 
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and Threepwood answers “So much I 
look like your sister?” This was adapted 
into Spanish as eres tan repulsivo como 
una mona marrana / ¿es que tanto me 
parezco a tu hermana? where by using 
the feminine (mona marrana instead of 
mono marrano) the translator created a 
rhyme in the translated version.

In some cases, humor has been used 
as the main resource to re-create stories 
and scenarios in old graphic adventures 
(Sam and Max, The Day of the Tentacle), 
whereas in some other occasions it has 
been employed in the development of 
archetypal characters such as Duke 
Nukem or Wario. Also, different types 
of humor can be observed in more adult 
contexts such as Deadrising 2, in the 
gore-style Mortal Kombat series or in 
literature and comic-based titles such as 
Alice in Wonderland or Batman: Arkham 
Asylum. In a nutshell, humor is a cross 
element that can be found in all kinds of 
video games.

Broadly speaking, the adaptation 
of humor in video games does not 
differ that much from fields such as 
theater or literature, although due to 
the technical features of the games, 
it is much closer to the case of films 
and audiovisual translation. Humor is 
transmitted through different channels 
in video games. Beyond textual ele-
ments, it can also be conveyed through 
music and sounds, visual elements, and 
paralinguistic and semiotic components. 
As happens in software localization, a 
huge array of different issues has to be 
considered and approached by transla-
tors working with video games. This 
may include colors, dates and number 
formats, icons, images, audio and so on. 
However, the hardcoded contents of the 
game cannot be adapted by the local-
izer — for instance, the gestures or facial 
expressions of the character of a game 
may include some comical elements but 
to change them would require re-writing 
the game code, a task that is not on the 
checklist of localizers and translators. It 
is the duty of the game studio to make 
sure that the title is designed in such a 
way that it can be subsequently localized 
for different markets. 

Arguably, internationalization plays a 
role in video games design and develop-
ment, as most titles are currently sold in 
different locales and simship has become 
a standard practice in the industry. How-
ever, even when the use of slang, acro-

nyms, colloquialisms and so on should 
be avoided according to the specialized 
literature, these elements are at the very 
core of many video games for the purpose 
of creating appealing settings, realistic 
scenarios and charismatic characters. A 
good example can be spotted in Gears of 
War where the main characters such as 
Marcus Fenix utter different expressions 
when picking up new ammunition: don’t 
mind if I do, sweet, I’ll take that, good to 
go, or got it! In the Spanish version, we 
hear sentences such as con tu permiso, 
genial, me llevaré esto, or qué detalle. 

It is the task of translators and local-
izers to be able to select the most suitable 
and appropriate strategies with the aim 
of making the title fit the local taste in 
the target language; in some cases, the 
adaptation of the message into a given 
culture will not be possible, while in 
other situations, localizers will have to 
rely on creative and imaginative solu-
tions to work out how to keep the user 
experience and the look and feel of the 
game in a specific locale.

Lost in translation?
The adaptation of puns, rhymes, idi-

oms or even irony can be extremely dif-
ficult to achieve in some games; it may 
be even impossible to transfer the mes-
sage to certain locales without suffering 
a loss in meaning or abandoning linguis-
tic nuances in the source language. The 
main reason is that frequently, humor 
is so intimately linked to the cultural 
parameters of a given society that it can 
hardly be adapted or extrapolated to 
other contexts, even when they are simi-
lar or related. A good example of this 
may be seen in the no-dubbing strategy 
of the blockbuster Grand Theft Auto IV. 
Although the game was translated into 
several languages, the original voices of 
the actors playing the in-game dialogues 
were not dubbed. The reason for this 
choice was the rich and complete array of 
dialects, accents and colloquialisms used 
to depict the personalities and the back-
grounds of the characters of the game. 
Some of them were gangsters coming 
from Eastern Europe, while others rep-
resented typical features of people from 
Latin America, Italy, Jamaica or different 
parts of the United States. Humor can 
be generated not only by means of the 
textual discourse but also by using other 
paralinguistic features such as regional 
accents or particular ways of speaking.

In many cases, it is not possible to 
effectively adapt the humorous features 
from the source into the target culture. 
As long as puns or word plays are used, 
it may be impossible to transfer the sec-
ond meaning or intention. In Max Payne, 
for instance, there are several jokes made 
with the word pain, and this has been 
lost in the French and Spanish versions, 
as it is not possible to find a word that 
is semantically and phonetically similar 
to pain (dolor and herir were used in the 
Spanish translation).

Similarly, cross-references to other 
titles can be problematic for translators. 
In Duke Nukem Forever, some other titles 
of the same genre are mentioned at dif-
ferent moments. The sentence “I ain’t 
afraid of no quake” was a conspiratorial 
wink to the rival first-person-shooter 
Quake; in the translation to Spanish 
(no tengo miedo de los temblores) this 
reference is lost. A similar case can be 
found in the sentence “Hmm, that’s one 
doomed space marine,” (Hmm, ese es un 
marine espacial condenado) with a clear 
reference to the famous Doom, which 
was also lost in translation.

Many video games developed in the 
United States include plenty of slang or 
colloquialisms such as gonna, whatcha 
or wanna, as in Guybrush Threepwood’s 
initial statement in Monkey Island 2: “I 
wanna be a pirate!” This casual register 
is lost when adapting the games into 
Spanish, as there are no clear equivalents 
and the possibility of using local variet-
ies or regional expressions is normally 
avoided. Because of this, all the nuances 
that contribute to creating a character’s 
personality may be lost in the translated 
version. This is quite notable in many 
of the typical sentences of Duke Nukem, 
such as “let’s rock” (juguemos), “that’s 
gotta hurt” (eso tiene que doler) or “you 
wanna dance?” (¿bailas?).

In any case, translators must be able 
to select the appropriate strategy in order 
to keep the essence of the game in the 
destination locale while fitting the local 
taste. Although non-translation strate-
gies may be occasionally selected, the 
adaptation of the message normally 
proves to be the best solution since it 
promotes the involvement and amuse-
ment of final users. Hence, compensation 
strategies may be required. In this regard, 
the translation of humor in video games 
seems to be strictly linked to the concept 
of localization, as the main objective is 
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to adapt the message to the local param-
eters and achieve a certain effect into a 
particular audience. It is noteworthy to 
mention that mastering the target locale 
and being a proficient translator may 
not be enough in this case; extra skill or 
competence may be needed when trying 
to convey humor in video games, along 
with a great deal of creativity.

Transcreation
Scholars such as Minako O’Hagan 

and Carmen Mangiron have used the 
term transcreation to refer to the carte 
blanche or the unlimited freedom of 
localizers working in such situations. 
Indeed, this phenomenon may be 
clearly observed in narrative-driven 
genres such as role playing games, 
where the adaptation of complex stories 
also includes transferring and recasting 
a great number of exotic and fantastic 
names of the characters, places, magic 
items, armor and weaponry. In this 
context, localizers will be allowed to 
modify words and expressions in the 
final version, and they will even create 
new names from scratch. 

While in more technical titles transla-
tors can rely on official equivalences for 
many of the information strings appearing 
in the game with a literal or word-for-word 
translation approach, it is true that in many 
other types of video games creativity is 
required to guarantee that the user experi-
ence is preserved across different locales. 

Although Nintendo video games 
tend to be optimally internationalized, 
with names and characters thought 
to fit different languages and cultures 
(such as Mario and Luigi), there is still 
room for some creativity as the names 
of characters and settings are intended 
to be tremendously original and catchy. 
A fairly good example of transcreation 
can be found in Mario Kart Wii, where 
certain names are re-created rather than 
translated in a literal way. Dry Bones and 
Dry Bowser are adapted into Spanish 
as Huesitos and Bowsitos, respectively. 
Also, vehicles such as the Wild Wing, 
the Magikruiser and the Dolphin Dasher 
are adapted as Alerón Chiflado, Magici-

clo and Velocidelfín, keeping the comic 
touch in the target version. Similar 
examples are can be observed in Smash 

Brosh Brawl, where plenty of special 
moves and attacks of the playable char-
acters contain some comic shade. For 
instance, Diddy Kong’s Peanut Popgun 

has been rendered as cacahuetola. In all 
these cases, the translator has kept the 
comic element by creating new words in 
the target language. 

The recreation of humor in other cul-
tures seems to fit particularly well with 
the concept of transcreation, as localizers 
will also create parts of the story in the 
target culture undertaking an even more 
active role in the process. Obviously, 
this “freedom of action” has to comply 
with the standards and regulations that 
apply to any localization process; for 
instance, in the case of video games, 
localizers have to stick to the tight space 
restrictions imposed by the graphic user 
interface, which becomes even more 
problematic in video games for mobile 
phones and other handheld devices. 

Transcreation is not a must in video 
game localization, and localizers, together 
with game studios and developers, have 
to assess its effect on the game. While 
in some cases creativity will be the main 
guideline, in other localization processes 
more faithful approaches may be required. 

New challenges in localization 
The emergence of casual gaming has 

contributed to increasing the standard 
age for game players — the average age 
of the player has reached 37 according to 
the Entertainment Software Association 
— and this new fashion has reinforced the 

social aspect of video games in the last 
years. More and more people play games 
collectively, not only online but also 
locally. Hence, humor in video games 
will probably increase in the long term. 

Currently, professional localizers are 
highly skilled at dealing with typical 
localization challenges such as space 
restrictions. However, how can they learn 
to be creative? Putting it another way, 
can universities, companies or training 
institutions teach creativity? Obviously, 
this is not a skill to be acquired in a one-
week course, and translators and local-
izers have to develop this competence 
throughout their professional career. 
Localizers should not only be able to 
adapt the message but also to contribute 
to the final product with their own sug-
gestions and proposals. In this sense, an 
even more active role is undertaken by 
localizers when adapting a video game, 
and some kind of authorship could be 
attributed to them. 

The demand of this skill is good 
news for professionals working in video 
game localization, as some of them are 
currently facing the threat of optimized 
machine translation systems and the 
emergence of amateurs engaged in col-
laborative or fan translation. The inge-
nuity and audacity of human translators 
will be a must in the future of the game 
industry.  M
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Games localization QA 

Curri Barceló

S
Since their conception in the 1950s and their 

boom in the 1970s, people have been playing video 
games — console games, arcade games, Facebook 
applications, smartphone applications, mobile 
games and large-scale online games. The era of 
the internet allowed the games industry to take 
off and get to what we know now, where we can 
interact with other people in our games no mat-
ter where they are. The translation of any game 
or application is essential for any company that 
would like to reach top marks in worldwide sales.

But, as it happens in any business, the localization of any 
software, whether it be a computer program, video game or 
website, is not always up to the highest standards, not only 
because companies want to save on costs, but probably because 
they don’t really understand the importance of a localized prod-
uct and how it can influence their sales. 

So, what should we take into account when localizing a 
product? First, avoid translations too specific for a culture or 
a generation. Not long ago, Álvaro García wrote a post on his 
blog about Little King’s Story, a game that had been localized 
into Spanish following a parody on a famous Spanish comedian. 
The whole game was full of expressions used by this comedian 
in his jokes, as well as spelling and grammar mistakes. The 
problem with using that type of localization is that the career of 
this comedian was at its peak during the 1990s, so his jokes are 
currently somewhat out of vogue. The younger Spanish gen-
erations might not understand them, not to mention Spanish 
speakers in Latin America, North America or any other country.

Lack of interest from the developer or distributor to spend 
money on doing a proper localization might lead to unfinished 
or partly localized games. Take, for example, the Spanish ver-
sion of Happy Aquarium (Figure 1). This is a very simple game 
in which the player has to keep and take care of an aquarium 
by buying fish and making sure they are fed and healthy at all 
times. But it seems the developers gave up too quickly in local-
izing the game, as they have left it half untranslated. The text 
highlighted in red is translated, whereas other items such as the 
Rescue/Ignore icons or even the 's after the name of the owner 
of the Aquarium aren’t localized. 

The translation of any word without knowing the context may 
be difficult or even impossible. Translators always ask for context 
when they are given something to translate. In the case of games 
localization, knowing how the game works is crucial in order 
to get the most accurate translation for each term or sentence. 
For example, the word bat could be translated in different ways 
depending on if it’s referring to the animal, the stick used to bat 
a baseball or one used in a cricket game, a table tennis paddle, or 
even the verb to bat. Hence, there is only one out of five chances to 
get it right, and not only the context but possibly an image would 
be necessary to be able to solve this problem successfully.

Sometimes, however, translators may not be aware of their 
ignorance. If they don’t understand the source culture, jokes, 
background or, for example, when something is an idiom that 
should not be translated literally, the final translation cannot 
be made accurately. 

Additionally, there are specific requirements for each market 
or culture. In many cases, the video game must be adapted to a 
certain culture, either because puns and jokes won’t be understood 
in the target culture or because certain parts of the source culture 
are not allowed or accepted by the target culture. For example, in 
Germany, it is forbidden to show explicit scenes of violence, such 
as slaughter, murder or bloodshed, or anything that is brutal and 
incites violence, such as blood or decapitation. Therefore, compa-
nies wanting to localize their products for German gamers must 
adapt their games. This process can sometimes be very creative. 
For example, something as easy as showing red blood splattering 
could be fixed by removing it or by changing its color so that it 
is not red anymore. But the options are infinite, and creativity 
can sometimes flourish within the design of the game. In one of 

Curri Barceló is a freelance Spanish games and 

software localizer, as well as quality assurance 

consultant. She holds a BA in translation and

interpreting and an MA in audiovisual translation.
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the games of the famous Hitman saga, the 
player can either enable an option within 
the configuration menu so that there is no 
blood at all or even switch it to an option 
that will show flowers instead of blood. 
Yes, when Agent 47 kills someone in the 
German version, the dead person “bleeds” 
flowers. In this case the localization does 
not really mean an extra cost, as the floral 
version is included in all languages and 
the game is sold in just one storage keep-
ing unit (SKU), which in video games is 
usually the format or formats the game is 
sold in — such as a DVD, game card or 
downloadable content.

Sometimes a video game may require 
the game developers to create a special 
version for a certain culture, which will 
be sold separately or in a separate SKU. 
While I was part of the Age of Conan: 

Hyborian Adventures testing team, I was 
amazed to learn that the company had 
to do a special version of the ways to 
kill an enemy. Age of Conan is a saga 
translated into six languages, in which 
the main character — you, the gamer — 
has to gain status by killing, stealing, 
helping people and so on. Just imagine 
Conan the Barbarian (Arnold Schwar-
zenegger’s character can be used in this 
case), slaying enemies with his sword, 
chopping heads and limbs off, and leav-

ing the bodies on the floor bleeding to 
death. Something like that would never 
be allowed by the German censors. For 
this reason, Funcom, the developers, had 
to create a new version of the game in 
which the killings were “nonaggressive,” 
if we can say that. Besides this, the char-
acter would never chop off any heads or 
limbs. Blood was also nonexistent. Due 
to all those changes in the code itself, 
this version had to be sold in a different 
SKU (on a DVD), aimed only at the Ger-
man market.

Context is key when localizing. Even 
though some context could be found 
within the text sent by the developer, some-
times translators may also need additional 
information. Therefore, it is important that 
the translator becomes familiar with the 
game — what the game is about, which 
characters are there and what menus they 
can use. The best way to achieve this is by 
using the software or game that needs to 
be localized because only by experiment-
ing with something can one can really 
understand every detail of it.

For the same reason that a legal trans-
lator is used to translate a contract or a 
court document or a scientific translator 
is assigned a book on science, the game 
or software localization also needs trans-
lators specialized not only in games or 

software in general, but also in the type 
of game or software that is created. Some 
translators might feel more comfortable 
translating war games, whereas others 
prefer more creative games with amaz-
ing plotlines. Or maybe a weapons geek, 
a criminology expert, a Star Wars geek 
or a true fan of gymnastics is needed 
for your game. This can be compared to 
gamers themselves. Some prefer shoot-
ing games, others enjoy party games or 
puzzles, whereas others are amazing at 
playing sports games. As localizers, this 
same classification can be applied. Of 
course, localizers can also research and 
learn as they translate certain types of 
games, but it would be better if each 
project is given to the right translator 
with the corresponding experience and 
knowledge.

As with any other translation, proof-
reading is the best way to make sure the 
translation is fluid and consistent through-
out. This is especially recommended in those 
games with a high volume of words or tight 
deadlines. Once the translation process is 
finished and the translation is sent back to 
the developer, the text will be included in 
the game, and then the second step of a 
quality game localization may start.

 
Requirements for QA testers
Quality assurance (QA) is a planned 

and systematic pattern of all actions 
necessary to provide adequate confidence 
that the product optimally fulfills custom-
ers’ expectations. 

QA is not just spending hours playing 
a video game until you finish it . . .  20 
times. It is not simple, and it should not 
be taken lightly. Both localization and 
functionality testers need more than gam-
ing skills in order to perform their work 
easily and with the best results. Thus, it is 
important to list some of the competencies 
and skills a good tester needs.

First is the ability to perform repeti-
tive tasks, since the testing process can 
take from a whole day to several weeks. 
It works in a different way if you are a 
functionality tester or a localization tester, 
but the basics are the same. The process 
starts when a new full-of-errors version 
of the game is received. In the case of 
functionality testers, the lead tester might 
ask one of the other testers to focus on 
one level. However, this level crashes right 
at the beginning when the player tries to 
kill enemy number two with a machine 
gun. The tester does not realize this until 

Figure 1: The Spanish version of Happy Aquarium was only partially localized.
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Five reasons to budget more time for testing
Budgeting 14 days of testing instead of five days, for example, can 

really make a difference. This may seem an excessive amount of time 
for testing, so that is why I would like to focus on the advantages of 
having a generous time for this task:

1. Testers will be able to confirm all the in-game text as seen. 
If there is not enough time and the game is big (think about the 
number of words a game such as Final Fantasy may have), testers 
will focus on the main story and dialogues, but what about the 
numerous side-quests, special item names and so on? Not to 
mention the different texts 
players can find in particular 
places depending on what they 
have achieved in the game. If 
testers have time, they would 
be able to confirm that all the 
text in the text files have been 
confirmed on-screen. This is the 
best way to ensure quality in 
testing. Apart from following 
test scripts, having to mark 
every single text in the text 
files will help reduce the risk of 
finding bugs in the final version 
of the localized game.

2. Do not expect that the 
original will always be right. 
Japanese games, which represent 
a great deal of titles in the 
market, are usually translated 
from Japanese into English and 
then from English into French, Italian, German and Spanish (FIGS). 
Therefore, it is quite possible that a mistake in the English will also 
occur in FIGS, and it is in testing where information bugs will be 
detected. If there is not enough time for testing, testers will focus on 
other things. Of course, obvious mistranslations will be spotted even 
with normal testing, but some other minor details may be overlooked.

3. The probability of having all bugs fixed will be higher. In the 
first days of testing, it is likely that testers will report a great deal of 
bugs, especially those related to internationalization, such as some 
corrupted characters in the font for certain languages; pictures that 
may not be appropriate for a given culture; and graphic text that 
should be changed. This has to be done manually, which takes time. 
Consequently, developers would be able to fix these issues while the 
testing team keeps reporting text issues that can be fixed directly 
in the text files. If there is not enough time, developers will have to 
prioritize bugs and mark some of them as Won’t Fix (WF) or even 
No Bug (NB). You have to be ready for the unexpected in the testing 
phase — and have enough cushion.

4. Style bugs are also important to achieve quality. The term bug 
may give the impression that testers only report bad things. They can 
also report things that are okay, but could be better. This is actually 
what proofreaders do with translations. A sentence may be accurate 
in terms of content, but not sound natural. However, it is only when 
you have time to focus on these supposedly minor issues that you 
actually improve the quality of the localization.

5. Collaboration between the translation and testing teams can 
be possible. When the testing schedule is a little tight, which is 
almost always the case, the lead tester is usually responsible for 
implementing the changes in the text files. However, this can 

be dangerous, since testers are not normally translators and can 
introduce some mistakes in the text because they may not be aware 
of the last changes in the grammar and spelling rules of a language. 
From my experience, the best workflow would be that testers report 
linguistic bugs to the original translators and then they confirm if 
they should be fixed and how. Of course, you will need more time for 
this, and that is why it is important to budget more time for testing 
if you want the best quality.

In Spain, most people think that movie titles are also translated 
by the original translator of the 
movie. The bad news here is that 
the translated title normally has 
nothing to do with the original 
title. For example, the film title 
Eternal Sunshine of the Spotless 
Mind was translated into Spanish 
as ¡Olvídate de mí! (Forget me!), 
which is not the same thing. 
However, the truth is that it 
is the marketing team of the 
movie in the target country who 
is responsible for these naming 
decisions.

A similar thing occurs in the 
video game localization industry. 
If the game has a serious spelling 
or translation mistake, it is the 
translator’s fault. But that is why 
testing was created, after all.

Take a look at the included 
image in the Spanish version with an obvious spelling error in 
Muramasa: The Demon Blade for the Wii system. Here, abilidades 
(abilities in English) is a serious spelling mistake because it is a 
common word that all Spanish people know that should be written 
as habilidades. In fact, this word appears correctly in other locations 
of the game. So what is the problem here? How is it possible that a 
professional translator may have overlooked this? It is hard to know 
what happened without seeing the file the translator sent to the client, 
but I would say that, first of all, seeing the kind of font it is, I am pretty 
sure that this is graphic text that needs to be edited manually by the 
development team. Secondly, the original term is abilities, which is 
pretty similar to abilidades (without the h). Therefore, since there is 
a high probability that the staff in charge of editing the graphic text 
does not speak Spanish, they may have just forgotten to put the h 
before the a. And that is okay because we all make mistakes, and it 
is not the first time I’ve seen this happen with the translations I have 
delivered. But the bottom line here is that I cannot believe a Spanish 
tester saw this and did not report it because it is an obvious spelling 
mistake that all Spanish speakers would recognize. So, the question is, 
was the Spanish localized version tested at all?

The so-called crunch time at the end of a project affects 
localization testing, so the earlier it starts, the better for all teams. 
And, of course, the better for quality too! If you are willing to pay a 
full team of developers for one or two years, think about all of this 
and pay your localization testing teams for two more weeks. It will 
probably make a big difference. 

— Pablo Muñoz Sánchez

Autonomous University of Barcelona
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the console has crashed at least ten times. 

When the tester can be sure about the pro-

cess crashing the game, a bug is reported 

onto a database. Rest assured that now 

the tester needs to use the knife to kill the 

enemy to continue any further.

Most software companies have a QA 

department charged with finding pro-

gramming bugs while the program is in 

development; bugs are also often detected 

by means of beta testing, which is testing 

of a product, often by potential consum-

ers, before it is placed on the market. 

In the case of the QA department, those 

errors are reported by the tester into a 

database so that the development team 

can track all the errors and then fix them. 

This bug database is usually the way the 

testers and developers speak to each other.

Continuing with the previous example: 

after reporting the bug, the tester contin-

ues working on the game, spending eight 

hours a day playing the same level in 

search of bugs, un-equipping the machine 

gun, taking the knife when seeing enemy 

number two, sneaking up from behind to 

kill him, grabbing the machine gun and 

playing until the level is finished. And 

then, back to the beginning. Observation 

is also important in any QA process. How-

ever, when the same game or level has 

been played several times, the mechanical 

part of the brain starts getting used to 

it. The ability to realize when something 

is not how it should be or is not correct 

declines, so the tester starts playing like a 

machine and stops spotting many of the 

errors. Part of this attention to detail is 

having a great visual memory in order to 

realize what things have changed or are 

not shown in the correct place.

Even if the tester can speak only one 

language and is a functionality tester, 

having good writing skills in this lan-

guage is crucial. People writing the origi-

nal texts might not be the most skillful 

writers, since they are programmers and 

coders and are not employed to write a 

novel. Thus, the tester will have to make 

sure the source text within the game is 

accurate and does not confuse the gamer. 

In the case of localization testers, this skill 

is even more crucial, as they will be the 

last link in the localization chain, making 

sure the translated text is correct, accu-

rate and, of course, in the corresponding 

language throughout the game.

Being skillful in playing games helps a 

lot, as testers need to spend eight hours a 

day with games, which will test their gam-

ing skills. The more games testers play, the 

better and faster they will be. However, 

most people can learn to play a video 

game in a short period of time. Teaching 

them how to use and write a language cor-

rectly is much more difficult.

General skills
Communication is about the transfer 

of information — not just talking, but 

making sure the right message is sent to 

and received by the right person. As in 

any company, communication among 

the employees is very important. Good 

communication between testers and other 

people involved in the creation of a game 

is key. In some cases, a tester might find 

an important error or a bug that might 

break the whole game, and, therefore, 

the testing process might be finished and 

developers would have to send a new ver-

sion. In other cases, the whole game or 

parts of it might be in a different language 

from that of the localization testers, so it 

would be completely pointless for any 

tester to continue testing. In those cases, 

it is better, quicker and more efficient to 

speak to the supervisor, call the develop-

ers and ask them to send a new version. 

If the tester is not a good communicator, 

this could delay the whole testing process.

Who knows best what the end user of 

a video game or software wants? Pos-

sibly the person who spends eight hours 

a day playing the game or trying out the 

software. Testers have to turn the game 

inside-out when testing; they have to be 

familiar with every nook and cranny; 

and they have to know where all the 

prizes are. Sometimes it might not be 

obvious that certain types of commands 

for a game do not work. For example, it 

might seem like a good idea to use the 

Wii remote to shoot enemies, but if there 

is no “lock-on target” option activated, 

this would probably be a hard task for 

anybody, as enemies tend to be moving 

at all times. Nobody can know if what 

he or she is creating will be good for the 

end user unless he or she tries it out.

Good knowledge of platform holders’ 

standards is also important. This is more 

specific to console video games, but it 

can also be seen in a parallel way in other 

games such as betting games, iPhone or 

even online games. The last one is a bit 

more flexible, as it is enough knowing 

the basics of website commands. In 

the case of the consoles and PC, those 

standards are basic and compulsory and 

probably the most important part of a 

game. If a game is more or less play-

able, the companies will often approve 

it even if it is not a great game. On the 

other hand, if the most amazing game 

is sent to the platform holders, but the 

standards within the game are not up to 

what they request, they will not approve 

the game, and the developer or publisher 

may spend a lot of time and money try-

ing to fix the problem. It is important 

that testers, producers, coders and devel-

opers learn those standards, not only for 

themselves, but also to make it easier for 

translators to do their job well. 

In sum, the localizer and the developer 

or client should work closely, helping 

each other in terms of context, standards, 

providing screenshots, guides and so on. It 

is also important that proper QA is carried 

out, as it is the last step in the localization 

of any game and the last chance to change 

whatever mistakes or inconsistencies the 

translator or proofreader didn’t notice.  M
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Tips for successful 

games audio production 

Simone Crosignani

Z
Zynga, Playdom and the other big names 

in the social gaming environment have domi-
nated the media headlines in recent months, and 
deservedly so. While writing this article, I logged 
on and checked the number of users who have 
played Cityville, one of the most recent titles 
developed by California powerhouse Zynga, and 
it was 83,039,980. That’s a bigger population 
than the country I live in. As a matter of fact, no 
country in Europe, excluding Russia, has a big-
ger population than the Cityville residences. Even 
explaining what Cityville is and how it’s played 
feels redundant, since probably most of you have 
had the chance to try it yourself or seen someone 
else playing it, be it a friend, a relative or some 
guy who wasn’t aware you were spying on him 
while he pretended to be busy at work. 

In short, social gaming is big. Scrap that — social gaming is 
huge. Everybody knows it. However, what many people don’t 
know, since social gaming captures most of the media spot-
light, is that on the other side of the gaming spectrum, AAA 
titles for PC, PlayStation 3 and Xbox 360 thrive and seem to 
get bigger and bigger every year. In May of this year, Rockstar 
Games, the publisher that owns the lucrative IP Grand Theft 

Auto, launched L.A. Noire, an action-adventure title whose 

creation took almost seven years and required a develop-
ment budget of well over $50 million. A monstrous amount 
of money, but L.A. Noire still looks cheap compared to Gran 

Turismo 5, the iconic PlayStation 3 racing game developed in 
Japan by Polyphony Digital, which ended up costing around 
$80 million. Where did all this money go? Kazunori Yamau-
chi, the eclectic head of Polyphony Digital, knows the answer 
to the question very well: “The game required a lot of people. 
A lot of salaries.” 

Stakes are unbelievably high when you have hundreds 
of people involved in a game project, and the numbers can 
be staggering if you add the people at the studio and the 
ones who handle the localization at the publisher. Take, 
for example, Fable 3, the latest creation of revered British 
game developer Peter Molyneux. According to data provided 
by Microsoft Games, the French version of the game required 
over 50 voice actors. The Italian one? Another 50. Spanish? You 
already know the answer. In short, the international audio of 
Fable 3 required the work of several hundred actors. Add to that 
audio leads, dubbing directors, quality assurance people and the 
result is an army of people scattered around the world — an army 
even bigger than Lionhead, the development team that actually 
created the game in the first place. Handling all these people in 
different countries is not an easy task, and that’s only the tip 
of the iceberg. Different countries mean different rates, different 
regulations and different casting procedures. Producing interna-
tional audio for a video game is an extremely challenging task 
— a task that a group of experts in game localization addressed 
in a comprehensive session in San Francisco at this year’s Game 
Developers Conference (GDC). GDC is one of the most important, 
if not the most important, events in the game development scene. 
With a Beatles-inspired title of “The Multilingual Audio Mystery 
Tour,” the session provided insight on the challenges involved in 
this part of development. 

According to Cécile Irlinger, localization manager at La Marque 
Rose, a well-established entertainment localization company 
based in Paris, several headaches in international audio produc-
tion could be avoided by asking the proper questions right at the 
beginning of the project. Irlinger explained that after a typical 

Simone Crosignani worked as a video game 
journalist for 15 years before moving to the 
marketing department of Sony Computer 
Entertainment Europe. He now works for Binari 
Sonori, which provides audio services for the 
entertainment and communication industries.
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preliminary brief from the developers, 
she would immediately ask for more 
details on the input and output audio  
specifications, volumes, timings and 
expectations. Gathering the maximum 
amount of information right from the 
start is also crucial for Danielle Hunt of 
US recording studio, Cup of Tea Produc-
tions. Basically, not only the quantity but 
also the quality of the data is relevant 
when arranging a realistic production 
plan for international recording. Devel-
opers can be protective about their assets 
and their general plans, but the only way 
to save time and ultimately money is to 
share everything with the international 
team. “Something that is very important 
is the possibility to access the relevant 
production resources, especially the actors 
since good actors are usually very busy, in 
a short and flexible production timeframe. 
Planning in advance as much as possible 
is of paramount importance,” concluded 
Victor Alonso Lion, localization consul-
tant at Madrid-based localization com-
pany Pink Noise. 

Once all the basic project information 
has been gathered, it’s time to choose 
whether to go with a union or non-union 
production — at least if you are recording 
in the United States because a totally dif-
ferent scenario plays out in some Euro-
pean and Asian countries. “In Germany, 

we don’t have an actors’ union, so we 
don’t even need to make this choice at 
the start of the production,” said Roger 
Schoenberg, one of the founders of 4-Real 
Intermedia, whose headquarters are in 
Frankfurt. What every speaker agreed 
on is that when it comes to voice-overs, 
recruiting celebrities for marketing pur-
poses is a practice that’s better avoided. 
Hunt said that “unless we have a huge 
budget, we usually don’t go that route. 
This can lead to a lot of contract nego-
tiation and requires a lot of effort. This 
choice mainly has a marketing impact, 
but in terms of artistic performance, there 
is already a very talented group of voice 
actors in the gaming industry that can 
offer really great performances.” 

The next step in the audio production 
phase is a crucial one: actor casting. Given 
the different scope and genre of games 
nowadays, there’s not a general rule when 
it comes to actor casting, but it’s essential 
to focus on major voices and ideally cast 
them using live dedicated casting (Figure 
1). The only real way to evaluate the actor 
performance in a certain role is to cast 
with a pool of sentences that represent 
the character’s emotional register. A more 
general database casting is fine for all the 
other minor characters. “The US reference 
is also really important when localizing 
into European languages,” says Lion. 
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Figure 1: Voice actors in 
the recording studio. 
Ideally, actors are chosen 
in live casting sessions.
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“When it comes to voices, there’s always 
a need to find the closest equivalent for 
the target country.”

 The script breakdown (Table 1) is a 
tool used, among other things, to keep 
track of this character-actor association. 
The breakdown commonly used in inter-
national audio production is a simplified 
version of the one used in the movie 
industry, but it’s still a powerful tool pro-
vided you keep it constantly updated. It’s 

crucial to keep the breakdown up to date, 
said Irlinger. “And also to take immedi-
ate action locally once the breakdown 
changes or something happens. Is the 
actor ready to come record? Are there 
additional lines that were not present in 
the previous version of the breakdown? 
Can we record them in the same session or 
do we need to schedule another session?”  

An efficient communication flow 
between the developer (or the publisher) 

and the localization company (or 
recording studio) is vital to change 
the breakdown on the fly and answer 
all these questions. Before starting 
with the recording, there is still 
information missing. “For example, 
we need to understand the audio 
recording constraints before going 
into the studio,” said Lion. “These 
are specific to every game. The more 
time constraints we have during the 
recording, the more demanding the 
job is.” The preproduction phase 
requires careful planning. Actors not 
only take vacations, but they take 
them at different times in different 
countries. Since most of the biggest 
AAA productions are released in 
the September-November window, 
the international audio production 
phase happens often in July and 
August, when European countries 
such as Italy almost completely shut 

down. Managing the actors’ availability 
(and keeping the ability to reschedule 
them, since something can always happen 
at the last minute) is a Tetris-like opera-
tion where you try to assemble every 
piece and not make a mess. Worst-case 
scenario, if an actor is absolutely unavail-
able, you have to work with a sound-alike. 
“Working always with the same actor is, 
of course, the best solution,” added Lion. 
“But sometimes it’s not an option and 
you have to rely on an actor with a very 
similar voice.” 

Managing the logistics is important, 
but it becomes irrelevant if the content 
is not up to par. “You can have the 
best actors, the best studio and the best 
voice director, but they are useless if the 
script has not been localized properly,” 
said Schoenberg. “Let’s take accents, 
for example. Many games use accents 
like Chinese, Arabic or Mexican in their 
source language and the developers 
always want to keep the same accents in 
the localized version. Most of the time 
we advise against this because sometimes 
these accents don’t exist in German, 
sometimes they can be unintentionally 
funny and sometimes they can be politi-
cally incorrect. Sorting out these issues 
with the development team takes time, 
but it allows us to start the recording 
with a finalized version of the script, ulti-
mately saving money.” This is something 
with which Hunt agreed completely: 
“Taking the time to adapt the script in 
preproduction increases productivity while 

Synched 
to audio

HTC
Ingame 

(+/- 10%)
EFX Gender Actor

ENG 
words

Files ENG words Files
ENG 
words

Files Y/N M/F  

MAJOR 700 70 1,569 204 2,858 250 Y M
exclusive 
01

MAJOR 700 70 1,530 199 2,858 250 Y F
exclusive 
02

MAIN 1,000 100 769 100 1,143 100 Y M actor 03

MAIN 500 50 385 50 1,143 100 Y M actor 04

MAIN 500 50 338 44 1,143 100 N M actor 05

MAIN 500 50 431 56 1,143 100 Y M actor 06

MAIN 500 50 600 78 1,143 100 Y F actor 07

MAIN 50 5 408 53 1,143 100 N F actor 08

MAIN 50 5 331 43 1,143 100 Y F actor 09

MAIN 50 5 369 48 1,143 100 N F actor 10

Table 1: Cécile Irlinger provided this sample script breakdown 
for her presentation at the Game Developers Conference 2011.
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recording. You do not want to adapt it in 
session. That is very costly.” 

Once the preproduction work is taken 
care of, it’s time to record. And, again, the 
scenario in the studio changes according 
to the country where the recording is tak-
ing place. The biggest difference between 
recordings in the country of origin — 
which is often the United States — and 
most European countries, for example, is 
that the game producer is a regular pres-
ence during sessions in US studios. Since 
the producer can’t spend weeks flying all 
over the world to attend all the sessions, 
it’s up to localization companies (specifi-
cally dubbing directors) to choose the best 
local take, according to the original US ref-
erence material. “We never have the pro-
ducer with us,” said Lion. “But in the past 
we had another unique presence inside the 
booth with the actors: the artistic director. 
The idea was to have a certain level of 
intimacy between actors and director, but 
nowadays it doesn’t happen anymore.” 

Another huge difference among coun-
tries is that in the United States, actors can 

record with video references in the booth, 
something similar to what happens in the 
movie industry. That’s not the case most 
of the time in Europe. “If we have them, 
great,” said Lion. “But more often than 
not we have to rely on audio references 
only. We receive the English audio files 
and use them as a reference. The actors 
are used to match the waveform of the 
source reference.” Not an easy job and all 
the efforts can be jeopardized if the audio 
specifications provided by the developers 
are incomplete or not correct. “To avoid 
headaches during the integration process, 
it’s essential for the developers to know 
exactly how they want the files to be 
delivered,” said Schoenberg. “This also 
means explaining simple things like the 
preferred directory structure of the files 
or file naming, and pre- and post-pro-
duction relevant info, like volume levels, 
normalization levels, filters and so on.” 

What’s very clear is that international 
audio production in the game industry 
requires a well-balanced mix between an 
artistic and technical approach. Actors 

are the ones who keep the magic alive, 
but for better or worse the game industry 
is not the movie industry. The develop-
ment team creates the game, but at a 
certain point they’re not the only ones 
driving the creative process. You have 
many people in the recording studio: 
actors, directors, sound engineers. Each 
of them, with the right amount of infor-
mation, can help deliver a localized ver-
sion that can sometimes be even better 
than the original. At the least, they can 
give the final user a gaming experience 
that is highly entertaining and as close 
as possible to the vision of the game 
creators. 

In other words, deliver a localized ver-
sion that doesn’t break the suspension of 
disbelief. Allow every gamer in the target 
country to be completely immersed in 
the story, the setting and the character 
interaction of the game he or she has just 
purchased, even without knowing that 
maybe close to a thousand people have 
worked to bring that game out of the 
borders of its original country.  M
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Games accessibility for all 

Jennifer Vela Valido

B
Back in the 70s, the first gamers were lone-wolf 

teenagers who only needed to tap the keys on 
a keyboard or roll a wheel to enjoy the latest in 
entertainment software. Just 30 years later, video 
games have become virtual, multi-sensory expe-
riences that let couples, groups or families enjoy 
multimedia environments designed to help us live, 
learn and work, all in a fun way. Today’s games — 
buoyed by the appearance of ever more complex 
and sophisticated peripherals and programming 
based on interactivity and the user’s experience 
— are capable of creating new virtual worlds that 
players can manipulate and modify at will.

For their part, gamers’ demographics have evolved dramati-
cally in recent years, resulting in the appearance of new player 
profiles that the video game industry is beginning to find of 
interest. According to data from the Entertainment Software 
Association, the average age of video game players is now 34, 
and this average age is increasing year by year. What’s more, 
40% of gamers are women, a percentage that has also been 
growing over time and that is making the female sector one of 
the user profiles with the greatest growth and potential. Nev-
ertheless, some of the most interesting and unknown facts are 
that more than 25% of gamers are over 50 years old, and from 
20% to 25% of gamers over the age of 18 have some form 
of physical or cognitive disability. Another interesting study, 

conducted in the United States in 2010 by popular online video 
game company PopCap, revealed that almost 21% of casual 
gamers have some sort of physical impairment (varying degrees 
of hearing or sight impairment, arthritis, fibromyalgia), cogni-
tive impediment (autism, dyslexia, attention deficit hyperactiv-
ity disorder) or mental disability.

These new player profiles have pushed developers to cre-
ate games that can attract and captivate new market segments. 
Senior citizens are now enjoying video games that exercise 
their mental abilities, but what about the percentage of gamers 
with disabilities? Even today, game developers are reluctant to 
take this segment of potential buyers into account when they 
conceive and design their products. Does this mean that people 
with disabilities live completely outside of the world of com-
mercial video games? Nothing could be further from the truth. 
Despite difficulties in playing the same games as people without 
disabilities, many groups of gamers have developed their own 
ways to overcome the barriers to access presented by commer-
cial games. One of the most striking examples is the work of the 
group from Waterloo Labs, which has developed a system that 
consists of attaching electrodes around the eyes that read eye 
movements and allows them to be used to control characters on 
the Nintendo console. Some organizations, such as Oneswitch.
org, are also involved in developing and selling customized 
peripherals that make it easier for people with different kinds of 
physical disabilities to play video games.

This reluctance to create accessible games is usually due to 
three things: a lack of knowledge about the characteristics and 
potential of players with some type of disability, a lack of train-
ing in game accessibility and an unwillingness to invest money 
in techniques that are not considered profitable. However, the 
goal of any good game developer is to reach (and sell to) as 
many players as possible, whether they be men or women, 
senior citizens or children. For this reason, developers always 
follow certain common design principles that ensure the usabil-
ity and playability of a title when it hits the market. Since many 
usability problems are also problems of accessibility, we could 
say that accessibility is nothing more than extending all the 

Jennifer Vela Valido holds a BA in translation 

and an MA in audiovisual translation from 

the Universitat Autònoma de Barcelona. 
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principles of usability and taking them 
to a level that includes a greater number 
of players, whether that be in different 
locales worldwide or within different 
subsegments of any given population.

Accessibility techniques
In any given demographic, people 

may have varying degrees of disability; 
for example, people with a mobility 
impairment may be able to use only the 
lower limbs, one hand, one finger or their 
eyes. This is why it is difficult to propose 
a single solution suitable for all degrees 
of disability, and why it is sometimes 
necessary to design a number of differ-
ent solutions, or even different versions 
of the game that can be adapted.

Most techniques designed to facili-
tate accessibility to a game for a person 
with a visual impairment must be car-
ried out by the game’s programmer and 
interface designer — for example, text 
with an easy-to-read and properly sized 
font, the possibility of enlarging or sim-
plifying the graphics and the availability 
of a high-contrast mode. However, for 
localized games, there are at least two 
important tasks that should be carried 
out by someone with experience in 
audiovisual accessibility: dubbing the 
game into the target language, which 
must be done by a translator, preferably 
one trained in translation for dubbing; 
and audio description, which can be 
done by an audio describer. Dubbing is 
an option that many developers try to 
avoid because they believe it is not prof-
itable, especially in minority languages; 
instead, they prefer to opt for subtitling 
in the language of origin. However, 
dubbing a game not only enhances its 
quality, but also its accessibility, since 
a person who cannot see cannot read 
subtitles and probably won’t be able to 
understand the original language. Audio 
description is a technique that has been 
used in audio-visual accessibility for 
film and television for a number of years 
in countries like the United Kingdom, 
the United States, Spain and Germany. 
It consists of using moments that either 
have no sound or ambient sound only 
to describe all the visual elements that 
are relevant to the film. Although there 
are still no practical examples of its use 
in video games, what is true is that the 
increasing complexity of the graphics 
and the progressive importance of in-
game movies (also called cinematics) are 

making it ever more necessary to use 
a compensation technique that allows 
the gamer with a visual impairment to 
enjoy the beauty and artistic quality of 
the animations under the same condi-
tions as any other gamer. It is important 
to remember that the ultimate goal of 
video games is to create a user experi-
ence through sensory experience and 
emotions. In the case of players with 
disabilities, we can use other senses 
to create the same user experience. 
Although audio description in games is 
still experimental, the truth is that many 
games already have audio instructions 
and cues that compensate for the lack 
of visual cues.

Within accessibility for people with 
hearing impairment, we find three main 
techniques. Two of them are quite com-
mon in most video games, whereas the 

third one is just beginning to appear in 
video games like Half Life 2 (Figure 1). 
The first of these techniques — the ability 
to set the volume of voices, sound effects 
and ambient sounds separately — would, 
once again, be part of the programming 
and design phase of the game. This tech-
nique is mostly for people who retain 
some residual hearing but who find it dif-
ficult to distinguish the voices when there 
is a lot of background noise. The second 
technique, which is usually implemented 
during the internationalization and local-
ization of a game, is subtitled dialogue. 
As stated previously, many developers 
prefer to sell their products with the origi-
nal voices subtitled in different languages 
because it is more convenient and cheaper 
than dubbing them. This conventional 
subtitling is of direct benefit to people 
with hearing impairments who can read 
on the screen what the characters are say-
ing. However, video game subtitles do not 
usually adhere to any standard of quality, 
contrary to what happens with subtitling 
for film or television, which may lead 
to the subtitles appearing in letters that 
are too small, too big or that disappear 
too quickly from the screen, all of which 
explain why they can be difficult to read.

Some of the most interesting research 
in this area is being carried out by Carme 
Mangirón of the Autonomous University 
of Barcelona, who is currently studying 

Figure 1: Example of closed captioning for 
the hearing impaired in Half Life 2.
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the quality and effectiveness of subtitles 
in video games using eye tracking tech-
niques. Lastly, we have a special type of 
subtitle designed specifically for people 
with hearing impairments. This closed 
captioning includes not only dialogues, 
but also relevant sounds that occur in 
the game. First person shooters, where it 
is important to hear someone approach-
ing, is one genre where we can see this 
happening. Closed captioning for people 
with hearing impairments, just like 
audio description for people with visual 
impairments, is fairly widespread in film 
and television but, to date, only three 
games have implemented this technique: 
Zork: Grand Inquisitor (1997), Half Life 

2 (2004) and SiN Episode 1: Emergence 

(2006).
Today, mobility accessibility has 

numerous techniques and external 
peripherals that allow almost any type of 
game to be customized to each user’s par-
ticular degree of disability. Here, again, 
those with the greatest responsibility are 
programmers and designers, who should 
include different setting options in the 
game that allow it to be played with a 
single button or hand, a microphone or 
by means of special peripherals for each 
user type.

Cognitive or mental impairment is 
perhaps the most challenging of all, 
since the key to making a game accessi-

ble to people with these disabilities may 
be precisely to enhance the simplicity of 
the game’s mechanics, something that 
goes against the grain of many commer-
cial video games. For this reason, most 
techniques associated with this type of 
disability fall under the responsibility of 
designers and programmers, who must 
ensure the complete customization and 
configuration of all of the game’s ele-
ments. They may need to include dif-
ferent levels of difficulty and levels of 
training, design large, clear icons for the 
navigation menus and, lastly, use clear, 
simple vocabulary.

The market
As mentioned earlier, universal access 

is not a major priority of game devel-
opers, who see the potential market for 
players with disabilities as not profitable 
enough. But is this actually the case? 
Let’s take a look at some reasons indicat-
ing that it most definitely is not.

Firstly, the current gaming market is 
highly competitive. Both developers as 
well as game platform owners compete 
every year to hit the market with the 
latest technology, the best peripheral 
and the most stunning graphics. It is, 
therefore, a market that is very difficult 
to stand out in. However, the market 
for accessible video games is still very 
young, so any game that is released with 

a feature or two that improves accessi-
bility garners immediate attention from 
disability-related media, associations 
and websites, producing a domino effect. 
One example of this is the prize that the 
AbleGamers Foundation awards to the 
most accessible commercial game of 
the year. In 2010, the winner was Forza 

Motorsports 3, a console video game 
belonging to one of the most inaccessible 
of genres: race cars. Some of this game’s 
biggest novelties include the ability to 
use a single-switch peripheral (switch 
access), which allows gamers with a 
significant degree of physical disability 
to play the game. Since the Foundation’s 
publication of the press release, the 
game’s accessibility has been featured 
on more than 1,000 specialized pages, 
including, for example, Wikipedia, the 
Daily Telegraph, and the gamespot.com 
and deafgamers.com websites.

It is also interesting to note that the 
demand for accessible games for any 
type of gamer will continue to increase 
as the average age of the gamer popu-
lation increases. As time passes, older 
players tend to suffer minor visual, 
audio or even cognitive difficulties. In 
the not-too-distant future, we will have 
a sector of society that has grown up 
(and grown old) playing video games, 
and they are going to demand games 
that are adapted to their physical and 
cognitive abilities.

On the other hand, accessibility fea-
tures are also often used by people who 
are suffering from a temporary disability, 
are in noisy environments or can’t see 
the screen well. This can easily be seen 
in other media such as television, where 
an ever-increasing percentage of the 
population uses subtitles to hear voices 
in the original version, or to learn a new 
language. 

We should also bear in mind that 
often, gamers with disabilities have 
access to just a few simple games devel-
oped specifically for them, but they can 
rarely access commercial games. This 
hinders their integration and makes them 
particularly receptive to any initiative 
that would allow them to play on equal 
terms. To date, there is no developer 
known for making accessible commer-
cial games; thus, it appears that the first 
companies to take this step will garner 
greater support and recognition, and will 
attract a larger number of players with a 
sense of loyalty.S M T
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Challenges
One of the main problems when devel-

oping accessible games is that both of the 

existing methodologies present a number 

of disadvantages.

The first option is to take games that 

are inaccessible due to their design and 

programming, and make them acces-

sible using external technologies such 

as screen readers, amplifiers or custom 

peripherals. The problem stems from the 

fact that these are usually rather rudi-

mentary adaptations that are not derived 

from previous study of accessibility, and 

as a result, they are often useful only in 

certain specific cases and the level of 

accessibility is limited. Another problem 

arising from this approach is that it is 

usually done by volunteers or fans, so it 

is only available on certain games and 

it may have implementation or compat-

ibility problems.

The second option is to make games 

specifically for people with disabilities, 

such as audio-based games for people 

with visual impairments or single-switch 

games for people with severe motor 

impairment of the upper limbs. Critics 

of this approach argue that rather than 

increasing the access of people with dis-

abilities to the world of video games, this 

type of game actually isolates them from 

the rest of society, since it only allows 

them to play within established limits. 

Another drawback of this approach is 

that, again, we cannot speak of universal 

accessibility, but rather only about video 

games that are accessible for a specific 

type of disability.

With the aim of overcoming the prob-

lems posed by both methodologies, in 

2005 the Human Computer Interaction 

Laboratory of FORTH-ICS introduced 

the concept of Universally Accessible 

Games. This technical proposal is aimed 

at helping the creation of quality acces-

sible games that fit the needs of players 

with varying accessibility degrees and 

types, ones that can be played on dif-

ferent hardware and software platforms 

and that above all follow the Design for 

All principles already used in areas such 

as web design or physical accessibility. 

Another of the great challenges that 

remain unresolved is whether it is even 

feasible to develop a fully accessible 

video game. The truth is that, to date, 

not even the video games with a greater 

degree of accessibility can be adapted 

to all different types and degrees of dis-

ability, on any platform and under any 

circumstances.

One solution to perhaps consider 

would be to develop different versions or 

expansions of the game aimed at specific 

disability groups. That way, developers 

could start out with only one type of 

disability, measure its acceptance in the 

market and open direct communication 

channels with players through forums or 

websites. This solution would also allow 

the different versions to be launched 

gradually, in response to the demands of 

the gamers, thus allowing developers to 

decide on their level of commitment.

At the end of the day, we’re not talking 

about video games for people with dis-

abilities; what we are proposing instead 

is to make games that are universally 

accessible. The industry has long under-

stood that its future lies in niche markets 

that are yet to be explored. This is why 

video games are localized into different 

languages, after all.  M
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Improving a development 

team through culture analysis 

Aaron Marcus & Emilie Gould

A
A California client planning a 

company-wide study of collabora-
tion asked for recommendations of 
four different locations from a list 
of 15 countries in six work regions 
in order to develop specific soft-
ware tools to improve collabora-
tion in software development. The 
client headquarters in the United 
States should be able to work with 
these other locales, which should represent the 
greatest diversity relative to the headquarters’ site 
in terms of culture, along with the greatest oppor-
tunities for innovation in collaboration. 

Initially, we used two sets of criteria to identify appropriate 
sites. The first set was based on traditional measures of cul-
ture that are applicable to teamwork. The second set dealt with 
technological innovation and globalization. After an interview 
with the project sponsors, we discussed additional criteria, 
and they made available any additional data on the employee 
demographics. As a result, we added another criterion in our 
data summary: gender balance. After some consideration, we 
decided on four cities to be studied along with the US corporate 
headquarters’ site (Table 1). 

Alternative cities included Feltham in the United Kingdom 
instead of Amsterdam, but because the United States and the 

United Kingdom share many cultural values, Amsterdam was 
chosen as representative of more egalitarian, gender-neutral 
styles. Singapore was an alternative for Dubai, but Dubai cur-
rently leads the world in population growth as the United Arab 
Emirates (UAE) moves from an oil-based economy to a new one 
based on trade, finance and information. Singapore has already 
successfully refocused its economy on the same elements through 
a much more regulated and state-controlled process representa-
tive of traditional Chinese values — strong leadership, high power 
distance and collectivism. We could have chosen Seoul instead of 
Tokyo because like Tokyo, Seoul uses a strong Confucian style of 
leadership that promotes group coordination and tends to limit 
individual action.

If circumstances allowed further cities, we recommended that 
Shanghai could be researched. It was not included in our ini-
tial list due to our understanding that this project was seeking 
out the most diverse range of collaboration practices within the 
client’s international sites. The spectacular increase in Chinese 

university training based on Western models 
has somewhat diluted the traditional Confu-
cian orientation of young employees. By 
contrast, Japanese (and Korean and Singa-
porean) employees are expected to be more 
conservative in their communication style. In 
all cases, we recommended specific locations 
with at least 200 employees to be researched 

Aaron Marcus is the author of six books, a Fellow of 
the American Institute of Graphic Arts and founder 
of Aaron Marcus & Associates. Emilie Gould currently 
teaches communication at the State University of New 
York at Albany and consults on intercultural design 
and human factors for Aaron Marcus & Associates. 

Amsterdam Netherlands
Representative of North European, gender-balanced, 
egalitarian styles of collaboration

Bangalore India
Representative of both South Asian mentor-based 
collaboration and new modes of globalization 

Dubai UAE
Representative of high power distance and new 

modes associated with globalization

Tokyo Japan
Representative of East Asian, Confucian-based collaboration 
styles (high power distance and strong work group orientation)

Table 1: Four cities for a US-based study in collaboration.
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so that the data collected would have 
strong statistical validity. We prepared 
a summary (Table 2) comparing the rec-
ommended international cities with the 
headquarter city. The values show the 
headquarter city presented with a value 
set at 1.0, and other values based on the 
data sources cited immediately below. The 
sequence emphasizes the cities that the 
client subsequently selected: Amsterdam, 
Bangalore, Singapore and Tokyo, with 
data for Dubai and Shanghai shown addi-
tionally. The dark blue rectangles show 
the maximum values for the criteria, and 
the white rectangles show the minimum 
values for the criteria. The cities recom-
mended provide strongly different culture 
attributes, which should make for effec-
tive, valuable studies of client corporate 
culture and differences and/or similarities 
in teamwork, which is the objective of the 
client’s research.  

Traditional measures of culture 
Since the early 1980s, researchers and 

theorists have identified a large num-
ber of variables from factor analysis to 
explain differences among national and 
regional cultures. 

Among the large number of concepts, 
many overlap, and different research-
ers factor-analyzed different data sets, 
which led to divergent results. According 
to Hazel Rose Markus and Shinobu Kita-
yama, individuals can hold independent 
and interdependent self-concepts at the 
same time, but Geert Hofstede theorized 
that people were either individualists or 
collectivists. 

These traditional culture concepts are 
often associated with specific types of 
teamwork. People in collectivist countries 
with high power distance (respect for 
authority) tend to be dependent on their 
in-groups and rely on strong leaders who 
exercise moral authority. In addition, they 
may avoid direct confrontation, although 
they can engineer situations that let 
them apply rules to justify refusal. Note 
that there are many historical variations 
of these values. India, with its tradition 
of close cooperation and mentorship 
between experienced and novice group 
members, is quite different from Tokyo, 
where managers are more separate from 
subordinates. 

People in individualistic countries with 
high power distance, such as France, often 
develop bureaucratic systems that allow 
them to reconcile personal independence 

with absolute authority and centralized 
power. In contrast, people in collectivist 
countries may be more confrontational. 
People in individualistic countries with 
low power distance tend to work in loose 
groups and to treat others as peers; their 
allegiance to their in-groups is relatively 
weak, so they find it easier to work with 
new people and outsiders. However, even 
within this cluster, there are historical 

patterns. Scandinavia is considered more 
egalitarian and “feminine”; work roles 
show less gender bias, and groups look to 
achieve consensus. 

There is much surface validity in Hof-
stede’s categories, and many authors have 
used his work studies of international 
business. However, when using Hofstede 
as a guide to study collaboration, it is 
important to remember that his data were 

Table 2: Summary of cross-cultural and demographic 
comparisons in six other countries where the US-based client has offices.

1.0Power distance
hierarchy

California,
USA

Amsterdam,
The Netherlands

Bangalore,
India

Singapore
Toyko,
Japan

Dubai,
UAE

Shanghai,
China

Cross-cultural comparisons with California city

Individualism

Digital natives
under 30 yrs old

High-growth 
newer cities

Female/male
gender ratio

1.0

3.60

2.00

2.70

1.10

1.0

1.0

0.95

0.88

1.07

0.43

1.93

0.53

2.18 1.03

0.40

0.22

0.17

1.13

0.51 0.42

0.73

1.85 1.35 1.22

0.94

2.00

1.94

0.810.720.610.580.901.0
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collected from IBM in the late 1970s and 
early 1980s. Much has changed in global 
business since then, and much has changed 
in terms of the technologies and corporate 
strategies mandating teamwork. Michael 
Bond challenged Hofstede to develop a 
better measure for Asian countries. The 
result was a study based on Chinese cul-
tural values, which looked at long-term 
vs. short-term orientation. As one might 
expect, China was ranked first of 23 coun-
tries, Japan fourth, and the United States 
and the United Kingdom seventeenth and 
eighteenth. Several other client country 
sites ranked in between, with Brazil sixth, 
India seventh, Singapore ninth and the 
Netherlands tenth. Fons Trompenaars and 
Charles Hampden-Turner’s data are more 
recent (mid-1980s to late 1990s). Many 
of their culture concepts overlap with 
Hofstede’s. For example, universalists use 
rules that apply to everyone and rely on 
procedural equity. Particularists see social 
situations as more complex and tend to 
apply different rules to different types of 
people. Communitarians, like collectivists, 
place the needs and objectives of their 
group memberships ahead of their per-
sonal needs; individualists place their own 
needs first. 

Additionally, they recognized that peo-
ple who have a specific range of involve-
ment tend to view different business and 
personal contexts as separate from one 
another. They may recognize the author-
ity of a manager at work but treat that 
manager as an equal when encountered 
outside the office. People who have a dif-
fuse range of involvement with their work 
do not separate these contexts; a manager 
whose authority they recognize at work 
will retain that authority when met in a 
different situation.

Trompenaars and Hampden-Turner ana-
lyzed a somewhat larger group of countries 
than Hofstede but did not always measure 
the same group of countries for each culture 
concept. Using Trompenaars and Hampden-
Turner’s categories, we classified the client’s 
work sites. Using these culture categories 
along with Hofstede’s work dimensions 
began to show new differences between 
apparently similar countries such as The 
Netherlands and the United Kingdom, and 
Japan and China.

A third culture theorist, Harry C. Tri-
andis, believes individualism is the most 
important of all cultural dimensions for 
explaining behavior. However, he notes 
that this factor can be modified by a 

wide range of cultural “syndromes,” such 
as social complexity, tightness (ethnic 
homogeneity vs. heterogeneity) and 
hierarchy. Cultures that are less complex 
or highly homogeneous tend to be col-
lectivist; most people will display more 
conformity and suppress individual 
expression. However, it is important to 
remember that people in tight or col-
lectivist societies continue to think of 
themselves as highly individualist; they 
just choose to put group interests first.

Markus and Kitayama also support 
this notion of duality. They found that 
the cultural dimension of individualism 
vs. collectivism was too simplistic and 
unable to explain real-world behavior. As 
a result, they redefined the phenomena as 
two mutually coexisting concepts: inde-
pendent self-concept and interdependent 
self-concept. Their new variables better 
explain why US individualists give so 
broadly to charity while Malaysian col-
lectivists do not. Strong membership in 
in-groups and an interdependent self-
concept may prevent support for others in 
so-called out-groups. In contrast, people 
with an independent self-concept have a 
weak alliance to their in-groups and can 
see people in out-groups as being indi-
viduals just like them. These two types 
of self-concept may be important when 
looking at matrix management systems 
and the use of temporary work groups: in 
some cultures, longer-term groups may be 
more effective.

Finally, Shalom H. Schwartz developed 
a set of culture variables dealing with 
power and individualism. He conducted 
his research in the late 1980s to mid-
1990s; his values can stand alone but 
are also correlated with his predecessors. 
His values tend to highlight differences 
between countries such as the United 
States and China that focus on mastery for 
economic growth and areas like northern 
Europe seeking stable growth to preserve 
the environment. Schwartz’s predictions 
suggest that Asian countries and north-
ern European countries should be very 
different in terms of work centrality. In 
addition, like Hofstede, Schwartz recog-
nizes France as having a unique blend of 
conservatism plus intellectual and affec-
tive autonomy, roughly equivalent to high 
power distance and strong individualism. 
Finally, he includes an element of envi-
ronmental consciousness (relatively low 
for all countries with the client’s sites) 
with his emphasis on harmony, which 

for him refers to the relationship with the 
environment or context, not interpersonal 
relations. 

This review of cultural theory highlights 
both the advantages and disadvantages 
of selecting sites for research on col-
laboration by using culture values alone. 
These do make it possible to hypothesize 
relationships to specific work behaviors 
and have been used widely in research. 
However, there is no one consistent set of 
variables, and many of the concepts were 
developed with data collected 15 to 30 
years ago. As a result, we suggested using 
these culture values in conjunction with 
other criteria, which seek to capture some 
of the changes taking place in corporate 
collaboration and technology-mediated 
teamwork. Some researches question the 
usefulness of culture generalizations, 
but these descriptions have, at the least, 
heuristic benefit to identify key differ-
ences and similarities, and to highlight 
areas requiring further specific studies in 
design projects that would otherwise face 
an overwhelming number of variables 
and issues.  

Technological innovation 
and globalization 
The second set of criteria suggested for 

the client’s study accommodates recent 
changes in the use of computer and com-
munications technology and in global 
economics. There is a growing literature 
on the importance of recognizing genera-
tional differences, specifically, the rise of 
a generation of “digital natives,” and the 
development of high growth cities and new 
forms of urban life. Some of these differ-
ences have played out in the developments 
over the past year in the Middle East.

As early as 1997, Kevin Johnston and 
Parminder Johal used culture theory to 
define the internet as a new “virtual cul-
tural region.” Since then, some researchers, 
analysts and designers have shifted their 
focus to the idea of digital nativity. Digital 
natives, or “millennials,” have grown up 
surrounded by computers, mobile devices, 
video games and the internet. Older people 
have always used some other form of tech-
nology first; they are “digital immigrants,” 
influenced by previous impressions of the 
right way to do things. 

Many claims have been made about 
the differences between digital natives and 
digital immigrants, such as the following 
quote by Marc Prensky discussing changes 
in education: “Digital Natives are used to 
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receiving information really fast. They 
like to parallel process and multi-task. 
They prefer their graphics before their 
text rather than the opposite. They prefer 
random access (like hypertext). They func-
tion best when networked. They thrive on 
instant gratification and frequent rewards. 
They prefer games to ‘serious’ work . . . . 
But Digital Immigrants typically have very 
little appreciation for these new skills that 
the Natives have acquired and perfected 
through years of interaction and practice.” 

To understand the full potential of new 
modes of communication, it is important 
to ask digital natives how they simultane-
ously work together and apart through 
social media. For the client to identify both 
current and future types of collaboration, 
we recommended that the client include 
sites with large numbers of new hires and 
digital natives. In the United States, there 
has been some contention between digital 
natives and the baby boom generation; 
the baby boomers developed many of our 
traditional computer technologies, but 
the new focus on social media sometimes 
escapes them. They remain wedded to 
more structured media interactions, while 
digital natives thrive on instant avail-
ability and constant interaction. As an 
example, one senior author was advised, 
on a visit to a Google headquarters young 
development team, that the term sys-

tematic was not an acceptable adjective 
for typical office use. Outside the United 
States, young Indian and Chinese college 
graduates have typically been the first to 
achieve computer literacy in their fami-
lies. They join with fewer preconceptions 
about media and tend to see newer media 
in highly creative ways.

The rise of new types of cities is the 
second postmodern influence that the 
client should seek to capture in its study 
of collaboration. Throughout Asia and 
parts of the Middle East, Latin America 
and Africa, new cities are developing on 
the basis of new economic principles. In 
1980, the estimated population of the UAE 
was little more than 1 million; in 2009, it 
reached 5 million and, by the end of 2010, 
the government expects an additional 1.9 
million for a total of 7.5 million. For every 
child born in the UAE in 2009, 22 migrants 
arrived, making the country the world 
leader in immigration. Thus, 73.9% of the 
working age population (15-64) consists of 
non-nationals, with 2.74 men per woman. 
The median age of the UAE is 32 for men 
and 34.7 for women. Singapore similarly 
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has doubled its population from about 2.4 
million in 1980 to almost five million in 
2009, but its age and gender demograph-
ics are now less skewed. Current popula-
tion growth is about 1% per year, mainly 
through immigration. The gender ratio is 
roughly equal, with a median age of 39 for 
both men and women. Both cities devel-
oped on the basis of trade, finance and 
information rather than manufacturing, 
agriculture or government.   

The client’s professionals and staff 
currently working in such new cities are 
more likely to be globally diverse, young, 
digital natives who can anticipate future 
collaboration. Dubai currently epitomizes 
both the positive and negative effects 
of high growth and rapid urbanization. 
Investment in infrastructure has created 
a vibrant economy in the middle of the 
Gulf. However, gender ratios are highly 
skewed in favor of young men, and large 
numbers of expatriates are disconnected 
from traditional local culture. By con-
trast, Singapore followed a much more 
planned path to growth. Research there is 
likely to review more traditional Chinese 
attitudes to authority and collaboration. 

Equal employment 
and gender ratio
Partway through our analysis, the cli-

ent made available demographic data that 
allowed us to analyze the number of digi-
tal natives at various company sites. These 
data also made it possible to investigate 
an additional criterion: gender ratio.

Hofstede noted that countries differ 
on a continuum of masculinity and femi-
ninity, which refers to traditional gender 
roles and to attitudes associated with each 
gender. Men in masculine societies seek 

out jobs that require mastery; women 
take jobs that require nurturing others. 
Furthermore, men are expected to be 
assertive; women, modest. By contrast, 
men and women in feminine countries 
are less subject to rigid gender expecta-
tions. Men may be elementary school 
teachers; women, computer programmers. 
Both genders tend to be modest, avoid 
direct conflict, and respect and expect 
respect from others. Two aspects of gen-
der ratio are important when considering 
promoting collaboration. Feminine soci-
eties tend to focus more on participation, 
persuasion and consensus than masculine 
societies. Unions are included in company 
management, and techniques such as par-
ticipatory design are popular. Masculine 
societies focus more on challenge, reward 
and individual recognition. Master pro-
grammers are celebrated and proffered as 
role models for new employees.   

The United States has been fighting for 
equal employment in technical positions 
for decades. For a while in the 1990s, 
the gender ratio in computer science 
improved, but stereotypes of technology 
and of those who work in technological 
jobs (“geeks”) have reduced the number 
of women attracted to such positions. As 
a result, we suggested Amsterdam as a 
site for study of collaboration in feminine 
cultures and Bangalore and/or Dubai as 
sites for the study of teamwork in young, 
masculine cultures. The number of women 
in technical positions may well be higher 
in The Netherlands and is more likely 
to provide an opportunity to analyze 
egalitarian styles of work.  In addition to 
all of this, during client meetings, client 
representatives mentioned the challenges 
of collaboration between headquarter 

staff and the client employees in other 
countries. This reference opened a dis-
cussion about corporate culture and its 
relation to national culture. The client 
employees are made aware of the corpo-
rate values. Many of these values reflect 
a classically US emphasis on personal 
fulfillment (empowerment, fun), mastery 
(innovation), efficiency (frugality) and 
continuous improvement. Teamwork is 
critical, but the style of teamwork tends 
to be more masculine than feminine. The 
consensus was that the client’s corporate 
values provide a backdrop to discussions 
within the company and are seen in dif-
ferences in power between headquarters 
and other regions.  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

agile. In this context, agile methods break tasks into 
small iterations with minimal planning. Each iteration 
involves a team working through a full software develop-
ment cycle, for example, which speeds up release of the 
product.

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

DAU/MAU. Daily active users divided by monthly active 
users. Measures the percentage of players that show up 
every day to social games. If a game’s DAU/MAU is .3, then 
around a third of the game’s total players are checking in 
at least once each day. DAU/MAU is commonly thought to 
show how addictive a game is.

Extensible Markup Language (XML). A programming 
language/specification pared down from SGML, an inter-
national standard for the publication and delivery of elec-
tronic information, designed especially for web documents.

FIGS. An acronym for the languages French, Italian, Ger-
man and Spanish.

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

hard-coding. Refers to the software development prac-
tice of embedding data directly into the source code or fixed 
formatting. Hard-coding requires the program’s source code 
to be changed any time the desired data changes, when it 

might be more convenient for the end user to change the 
detail by some means outside the program.

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

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

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

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

porteño. A common reference to the people of Buenos 
Aires, Argentina. In Spanish, it literally describes a person 
who is from a port city. The word is also used as an adjec-
tive for anything related to those port cities.

pseudo-localization. Translates the code strings of a 
product into “pseudo-strings.” The resulting “pseudo-lan-
guage” is designed to test the impact that different aspects 
of localization have on the product’s functionality and 
appearance.

quality assurance (QA). The activity of providing evi-
dence needed to establish confidence among all concerned 
that quality-related activities are being performed effec-
tively. All those planned or systematic actions necessary to 
provide adequate confidence that a product or service will 
satisfy given requirements for quality. QA covers all activi-
ties from design, development, production and installation 
to servicing and documentation.
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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 applica-
tion of sets of linguistic rules that are defined as corre-
spondences 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 representa-
tion. The translation is then generated from this repre-
sentation using extensive lexicons with morphological, 
syntactic and semantic information, and large sets of rules.

simship. Simultaneous shipment of a product to dif-
ferent markets worldwide, as opposed to releasing in the 
home market first and in other locales later. 

social games. In this context, a social network game, a 
type of online game distributed primarily through social 
networks such as Facebook. Social games are usually char-
acterized by community — often built around the existing 
social network — and the ability to drop in and out of the 
game without ever winning or losing.

source language (SL). A language that is to be trans-
lated into another language.

statistical machine translation (SMT). A machine 
translation 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 translated 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 
message 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 unit (TU). A segment of text that the trans-
lator treats as a single cognitive unit for the purposes of 
establishing 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 repre-
sent text for computer processing. Originally designed to 

support 65,000, it now has encoding forms to support more 
than one million characters. 

variable. In computer programming, variables enable 
programmers to write flexible programs. Rather than 
entering data directly into a program, a programmer can 
use variables to represent the data. Then, when the pro-
gram is executed, the variables are replaced with real data. 
This makes it possible for the same program to process dif-
ferent sets of data.

voice-over. Refers to a production technique where 
a disembodied voice is broadcast live or pre-recorded in 
radio, television, film, theater and/or presentation. The 
voice-over may be spoken by someone who also appears 
on-screen in other segments, or it may be performed by a 
specialist voice actor.

XLIFF (XML Localization Interchange File Format). 
An XML-based format for exchanging localization data, 
specifying 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 23

  
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 8

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 29
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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 45  

E-C Translation Ltd. is now EC Innovations, Inc.
Languages All Description E-C Translation Ltd., the 
technology-driven language services company with a 
mission to provide high-quality localization solutions, is 
pleased to announce the re-branding of its business to EC 
Innovations, Inc. Over the past 14 years, EC Innovations, 
an ISO 9001:2008 certified organization, has grown to 
over 200 full-time employees, providing multilingual and 
interdisciplinary services worldwide. The new name and 
image are a reflection of our completeness as a full-fledged 
localization solutions provider. Hereafter, EC Innovations 
will continue to focus on providing our customers with 
the highest quality of language and technology solutions 
while maintaining our reputation for being a customer-
centric organization.
EC Innovations, Inc. 501 Silverside Road, Suite 105, Wilmington, 
DE 19809, 617-775-3506, Fax: 508-762-5304, E-mail: info@ 
ecinnovations.com, Web: www.ecinnovations.com 

 
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 United Kingdom  
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 51

 
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 have proudly 
acquired ISO 9001:2000 and DIN EN 15038:2006-08 certifi-
cations 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 have been 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 11

LinguaGraphics — Multilingual DTP; Web, 
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi, 

Buyer’s Guide

    L10N@e4net .ne t  •  www.e4net .ne t

     Tel: 822-3465-8500 • Fax: 822-3465-8502

TOTAL SOLUTIONS FOR YOUR BUSINESS

Languages: Major ASIAN languages, including Korean, Japanese, S-Chinese, T-Chinese, Thai

Established in 1995, E4NET has successfully accomplished many major projects for cust-
omers such as Microsoft, Hewlett-Packard, PeopleSoft, Oracle, 3Com, Sun Microsystems, 
Sony, EMC and BEA Systems, based on accumulated experience and know-how. We spe- 
cialize in the  fields of IT such as ERP/CRM/DBMS, consumer software, hardware/equipment, 
OS, server application, management, multimedia and so on. E4NET can provide all types of 
localization, including the full scope of software testing services in Windows, Macintosh, 
Linux and Unix as well as DTP, audio recording and video translation services.

WHY ?
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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 

Loquant Localization Services
Languages English, Brazilian Portuguese Description 
Loquant bases its operations on the experience of its found-
ers and collaborators, professionals who closely follow the 
ongoing evolution of technology and the latest processes in  
internationalization and localization of information. Ad- 
hering to rigorous processes that were developed by the 
software localization industry during the last few decades, 
Loquant is able to prepare the most diverse products for the 
primary world markets. To do this, Loquant counts on the 
best project managers, native translators, engineers and desk-
top publishers to guarantee a quality control recognized inter-
nationally 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 7

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 17

 
Greek Localization Experts Since 1983
Language 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 transla-
tion output). PangeaMT, our customized open-source SMT  
technology, enables us to offer domain-specific MT engines 
that are fully tailored to the clients’ needs, helping them be-
come 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 46

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
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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, United Kingdom, 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  

 
transcript GmbH & Co. KG
Languages All Description transcript is a leading provider 
of translation services specializing in technical translations 
and software localization. The company’s specific focus is 
on business and ERP software, and it has a diversified cus-
tomer portfolio. Thanks to our global partner network, we 
are equipped to handle both large-scale projects as well as 
smaller speciality items. With our permanent staff of ex-
perienced in-house specialists plus a carefully-selected and 
maintained pool of freelance translators, transcript has 
earned itself the reputation of being a reliable and flexible 
business partner. The deployment of state-of-the-art CAT 
tools ensures efficient translation cycles with high through-
put, and it also guarantees consistent terminology.

transcript GmbH & Co. KG Beethovenstrasse 8, 50674 Köln, Germany, 
49-221-272738-10, Fax: 49-221-272738-11 Web: www.transcript.de, 
E-mail: contact@transcript.de  

 
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 level of quality 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 35

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 39

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, 
multiplatform DTP and consulting. 
Xlated Ltd. Riverbank, Kells Business Park, Kells, Co. Meath, Ireland, 
+353-(0)46-9250005, E-mail: info@xlated.com, Web: www.xlated.
com See ad on page 6

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 

 
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 the productivity of your project managers. 
Let them work regular office hours without the need for 
overtime. Make them more happy and motivated by estab-
lishing a 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 gov-
ernments. Its flagship product, MultiTrans Prism, offers an 
innovative and complete turn-key translation management 
system. MultiTrans Prism is an enterprise client-server 
application that consists of four core components which, 
together or individually, enable communications in more 
than one language; 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 transla-
tion 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 23
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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 accounting and quality man-
agement 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, flex-
ible job and workflow management as well as deadline, docu-
ment 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 

Wordbee
Enterprise Version, Multiple Platforms

Languages All Unicode Languages Description Wordbee 
provides you with all the features and functionality found 
in traditional enterprise TMS products, combined with real-
time team collaboration and flexible, intuitive workflows, 
project management environment and an intuitive user in-
terface. Implementation is remarkably straightforward, with 
no servers to purchase, complex migration steps or consul-
tants needed for implementation. No need to integrate and 
pay licensing for multiple translation and workflow tools! If 
you need to improve control and efficiency or want to sup-
port collaboration within your teams – consider Wordbee.  
Wordbee 1631 NE Broadway, #251, Portland, OR 97232, 503-287-

0023, E-mail: USA@wordbee.com, Web: www.wordbee.com See ad 
on page 16

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 streamline 
all of their daily activities, and it guarantees smooth manage-
ment of the company while reducing administrative costs. 
Project management, invoicing, quotations, ISO 9001 reports 
and CRM are the main fields covered by the system. Designed 
by translation and localization professionals and 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 

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 who 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 10

 
Choose Us and Speak With the World
Languages 37 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’re ISO 
9001:2008 and EN15038:2007 certified. We utilize the fol-
lowing programs in our work: memoQ server, Trados SDL 
Synergy, Across Language Server and Transit XV. 
BiroTranslations (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, respon-
sive service. CETRA follows the ASTM Quality Assurance in 
Translation and Language Interpretation Services standard 
guides. As a member of the US delegation to ISO, CETRA is 
actively involved in developing an international translation 
quality standard. CETRA is involved in the language industry 
at the highest level, with the company president serving in 
leadership positions at the American Translators Association, 
American Foundation for Translation and Interpretation, 
and Fédération Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 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: Eng-
lish 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. ChinaLin-
guists only uses on-site, full-time translators to ensure con-
sistency and quality. Working with ChinaLinguists is easy: 
24/7 central desk; turnkey deliverables; full compliance with 
international standards. ChinaLinguists provides translation, 
editing, proofreading and third-party verification 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 28

    
Diskusija – Translation and Localization
Languages Central and Eastern European languages De-
scription Founded in 1993, Diskusija specializes in technical 
translation and localization services from Western 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, soft-
ware, hardware, telecommunications, medical equipment, 
medicine, pharmacology, accounting, finance, automotive 
industry, electronics, legislation 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 market-
ing, 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 services 
to life sciences companies. We work with many of the biggest 
pharmaceutical companies, medical device manufacturers, 
biotech companies and CROs. Our proprietary Multilingual 
Compliance Process combines expert linguists, best-of-breed 
technology and measurable translation quality in a process that 
is both robust and completely scalable, ensuring your projects 
are finished on time and within budget. For more informa-
tion on how we can help meet your translation requirements 
or for a quote on your next translation project, please contact 
us directly or visit our website at www.fxtrans.com.
ForeignExchange Translations 1001 Watertown Street, 3rd Floor, 
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764, E-mail: 
getinfo@fxtrans.com, Web: www.fxtrans.com
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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 

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 special-

ists in Europe. We only do medical. We provide all European 
languages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, 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 51

  
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 

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 32

 
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 51

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 42

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 
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TripleInk Multilingual Communications
Languages All major commercial languages Description 
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
with precise translation and multilingual production ser-
vices for audio-visual, online and print media since 1991. 
Our experience in adapting technical documentation and 
marketing communication materials covers a wide range 
of industries, including biomedical and health care; build-
ing and construction; financial services; food and agricul-
ture; 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  

trAnslAtion tools

 
Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technolo-
gies 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 
translation environment designed to facilitate interoper-
ability and teamwork. All of Kilgray’s products — memoQ, 
the memoQ server, qTerm and the TM Repository — op-
timize productivity and control of the entire translation 
process and environment. Rated #1 by Common Sense  
Advisory among translation-centric TMS systems, and 
used by thousands of translators, language service provid-
ers, and enterprises throughout the world, memoQ and 
other Kilgray tools are accepted and appreciated as pre-
miere translation technologies.
Kilgray Translation Technologies P.O.B. 7, H-1255 Budapest,  Hunga-

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

.com, Web: www.kilgray.com See ad on page 43

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 oper-
ations. 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 12
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S
the linguistic diversity even within these two large markets have 
prompted many companies to seek out opportunities elsewhere, 
especially within Asia. Don’t think that just because economies 
are recovering that demand for e-learning localization will slow 
down. It won’t anytime soon. We’re seeing many LSPs in Asia 
report high growth rates, thanks to expertise in this area, and we 
expect to see more as Asian economies continue to rise.

Of course, e-learning isn’t the only area in which the demand 
for multimedia localization services is growing. As more tools 
become available for people to produce, edit, share and subtitle 
their own animations and videos online, it’s becoming easier — 
and more tempting — to make that content available in other 
languages. For example, in another recent study, we reviewed 
40,000 datapoints from 1,000 global websites and found that 
not only were companies adding more languages to their sites in 
general, but they were adding video content as well.

What does the increased availability of (inexpensive) web-
based multimedia technologies mean for providers of multilin-
gual services? There are many implications, but perhaps one of 
the most critical ones is that users are getting accustomed to 
working on their multimedia projects instantly, online and either 
for free or as part of a “freemium” model where you get at least 
the basics for nothing. This means that they won’t likely seek 
translation or multilingual services separately; they’ll want to 
obtain those services directly within the portals and tools they’re 
already using. Vendors should think about ways in which to 
integrate their services or develop partnerships with some of the 
leading web-based providers. They’ll also need to think of ways 
to offer and price multimedia localization services on a more 
transactional basis so that they could more easily be tied into 
such systems. Too many vendors focus narrowly on winning just 
a few big contracts. There’s a lot more money to be had with 
deals that are smaller in size but greater in number — that is, 
for the LSP that’s willing to innovate and move ever so slightly 
away from the box.  M

Some products and services continue to thrive 
during a downturn, and multimedia localization 
is one of them. Out of the many offerings within 
the language services market, multimedia localiza-
tion was one of the fastest growing, according to 
a survey of more than 1,000 companies conducted 
by Common Sense Advisory in May of this year. 
Our study found that the market for multimedia 
localization will reach nearly $1 billion in 2011. 
More than a quarter of the 26,000-plus language 
service providers (LSPs) characterize themselves as 
suppliers of these services. 

Yet multimedia localization makes up only a small percent-
age of total revenue for most LSPs — less than 5% is typical. 
The study identified very few LSPs that derive more than 50% 
of their total revenue from multimedia localization services. 
Of those, most also said that multimedia localization was their 
fastest-growing service, along with related services such as 
multilingual subtitling and voice-over work. Most of these mul-
timedia specialists are not single-language vendors (SLVs) selling 
to other LSPs, but rather companies that provide these services 
in multiple languages. They reported that the demand for their 
services was coming from a diverse array of sectors, including fi-
nancial/insurance, software/IT, motion pictures/film, life sciences, 
retail and manufacturing.

But what’s the biggest market sector for multimedia local-
ization specialists? The e-learning industry. The education and 
training industry is enormous, and e-learning makes up a small 
but growing slice, gradually taking away market share from its 
predecessor, computer-based training, as the preferred form of 
content delivery. The global economic downturn forced many 
companies to act cautiously with their budget, but these busi-
nesses realized they couldn’t just neglect employee training. In 
many industries, training isn’t optional; it’s a requirement of do-
ing business. But many companies are still waking up to the fact 
that they can save money by moving more traditional programs 
to e-learning environments.

The largest markets for e-learning are Europe and the United 
States, but the growth of many economies around the world and 

Nataly Kelly, senior analyst with Common Sense Advisory and a certi-

fied court interpreter fluent in English and Spanish, is the author of 

Telephone Interpreting: A Comprehensive Guide to the Profession. 

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

contribution to editor@multilingual.com.

Nataly Kelly 

The global economic downturn 
and multimedia localization
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Silicon Valley, California, October 10-12, 2011

The conference 
for global business know-how. 
Informative sessions on global business best practices,
international marketing, new media, content strategies,  
global websites, localization and translation management.

Large exhibit hall with service and technology vendors.

Tracks

  Global Business Best Practices

Do you want to venture into new international markets?

Experienced business people will provide practical insights and  
advice to give you confidence on the global playing field.

  Managing Global Websites

Do you need to take your company’s website global?

Learn from companies that have outstanding web presences. Repre-
sentatives offer their expertise for launching and maintaining your site.

  Advanced Localization Management

Are you already involved in localization, but would like to learn more? 

Industry experts provide the latest information on trends, processes, 
technologies and influences that shape the world of localization.

  Localization Core Competencies

Do you need to localize, but don’t know where to start? 

This introductory track provides fundamental principles and arms you 
with the knowledge to take your first steps.

  Inside Track

Are you interested in gaining a better understanding of topics that 
stimulate collaboration and community? 

This track covers a wide range of subjects to help you develop an 
informed global perspective.

Meet professionals from these companies and many more.
See their presentations. Learn from them. Discuss.
• 3M

• Adobe Systems

• Cisco Systems

• Common Sense Advisory

• Dell

 

•	Garmin International

•	Hewlett-Packard

• Intel

• Microsoft

• Siemens AG 

•	Sun Microsystems

• US Department       
   of Commerce

•	Yahoo!

www.localizationworld.com 

Keynote speaker
Sarah Lacy knows great entrepreneurs. After more than a decade 
covering business in Silicon Valley, Lacy decided to follow the flow 
of capital into the developing world. She bootstrapped a two-year, 
40-week journey through the Middle East, South America, Africa, 
India, China and Southeast Asia looking for the best entrepreneurs 

Silicon Valley had never heard of. The result is her 
second book Brilliant, Crazy, Cocky: How the Top 
1% of Entrepreneurs Profit from Global Chaos. 
Sarah is well known in tech hot spots around the 
world for finding great entrepreneurs before most 
other reporters or venture capitalists do. She is a 
senior editor at TechCrunch.com, the largest blog 
on tech entrepreneurship in the world. 

Sponsored by
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October 17-19, 2011 

Hyatt Regency Hotel, Santa Clara, CA USA

 
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:
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