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I
Interoperability refers to the 

process of making one thing fit with 
another thing — different systems and 
technological products, in this case. 
Interoperability is sort of like diplomacy 
between System A and System B, and 
as such, it is concerned with not just 
linguistic differences, but getting 
everything to work together for the 
common good. By extension, life itself 
involves interoperability, or bridging 
the gap between things that run on 
metaphorically different wavelengths. 
We do it in work environments, at 
family gatherings and certainly in any 
romantic relationship. 

However, with something like the 
relationship between System A and 
System B, you can create standards, 
and neither System A nor System B will 
get its feelings hurt if you have to “fix” 
its innate nature to somehow ensure 
better interoperability. Although maybe 
someone on a technical committee will, 
because anytime you’ve got people 

working together to create some shared 
thing, you’re going to get different 
opinions on how to do it. It’s election 
season where I live, and I’m reminded of 
that every day.

We recognize that standards and 
interoperability can be sensitive topics, so 
we’ve tried to get a variety of viewpoints 
and types of articles dealing with them. 
David Filip starts our industry focus with 
his opinion on localization standards 
and how, and why, they should be open. 
Sandrine Trillaud and Patrick Guillemin 
come next, looking most closely at 
the former LISA standards and the 
organizations behind them, aided by a 
sidebar from Donald A. DePalma on how 
many of these standards can move up 
the localization supply chain. Rahzeb 
Choudhury then covers the TAUS take on 
interoperability and standards.

Standards mean different things to 
different people, though, and we have 
a couple of columns on that topic — 

one from Kate Edwards on cultural 
standards, and another from Karen 
Netto on translation standards (or the 
lack thereof). Additionally, Lori Thicke 
interviews Jason Rickard of Symantec on 
community translation, and Terena Bell 
covers trends including environmental 
standards for the industry. We have two 
reviews, one on Michael Erard’s Babel 

No More by Nataly Kelly, and another on 
XTRF 2.5 by Bob Donaldson. 

We have a core focus on translation 
for this issue as well. Nancy A. Locke 
delivers perspectives from translation 
program students ten years after their 
graduation. Jost Zetzsche discusses 
translation technology, and Madalena 
Sánchez Zampaulo details how to 
choose a translation vendor. Mehdi 
Asadzadeh and Afaf Steiert take a more 
theoretical approach with a short look 
at adaptation in translation. Finally, Jeff 
Williams talks about cultural branding 
disasters in the Takeaway.  W

Interoperability wavelengths 
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HP travels toward machine translation

Trend demonstrates importance  
of freelancer comfort with MT

Machine translation (MT) is fast becom-
ing acceptable in language services, both 
from the perspective of individual translators 
and language service providers (LSPs). The 
management making decisions about how 
documents, software and internet-based ap-
plications are translated is also looking to MT 
to solve the time-cost-quality conundrum. 
This includes purchasing professionals, who 
are not usually known for forward thinking. 
Mostly, they work in closed offices and make 
decisions without asking for feedback. Ever 
try to contact one by phone or e-mail? They’re 
harder to reach than some heads of state.

So I was pleasantly surprised and pleased 
to speak with Venugopal Shan of Hewlett- 
Packard (HP) Global Procurement. Shan is 
an accessible purchasing professional who is 
casting his eye toward the future by champi-
oning MT. In my experience, it’s unusual for 
someone in his position to know anything 
about MT, and Shan understands both local-
ization and the technology that drives it. 

HP recently rolled out an MT initiative for 
its localization suppliers. According to Shan, 
HP wants strategic partnerships with LSPs 
who have knowledge and expertise related 
to MT post-editing. “We are looking for the 
best price, quality, and on-time delivery,” he 
said. “As our usage of MT grows, we’ll look 
for partners who provide best practices at all 
levels including process improvements.” 

HP purchases hundreds of products or 
services, and the level of understanding of 
MT we find here is somewhat unusual. “HP 
is different,” explained Shan, who is involved 
in HP’s broader internal transformation 
initiative, of which translation is one area. 
“We don’t want to just get requests from 
stakeholders and react to them. We go out 
there and proactively find best practices. Our 
dynamic, cross-functional team has technol-
ogy and process experience that we extend 
to others at HP.” 

Most HP suppliers support the company’s 
MT initiative, said Shan, even though many 
are in the early stages. “Suppliers expect 
this and have planned for it; they are look-
ing forward to moving ahead.” This reaction 
is not surprising, perhaps, given HP’s clout. 
Even so, Shan was quick to say that MT has 
room for improvement. “MT is in its early 
stages and has a long way to go. Efficiency, 
quality and language coverage need to 

increase significantly for it to have broad 
business impact.” 

Would it be possible to eliminate suppliers 
if freelancers provided a perfect workflow, 
including post-editing and full transla-
tion, proofing and editing services? “Other 
industries, such as printing, are moving to 
this model,” Shan noted. “You can go online 
and request a print job and have it shipped 
directly from the small print provider you 
may prefer. But here in translation, there are 
additional factors in the process and supply 
chain, which are being addressed by multi-
language suppliers for large corporations 
such as HP. These multilanguage vendors 
may use freelancers, of course.”

How can freelance translators benefit from 
HP’s MT initiative? “It is possible that some-
thing similar to a rating system may emerge 
over a period of time for freelancers based 
on quality, on-time delivery and so on,” said 
Shan. “By taking on MT post-editing work 

and getting ahead of the curve, they 
will gain a competitive advantage.”  

Before talking to Shan, I had a 
stereotype about purchasing profes-
sionals. I wondered if he had a similar 
view of freelance translators. “I see 
them working at home, choosing 
what jobs they will take on,” said 
Shan. “For those freelancers who 
have been translators for a long 
time, their love is translation and 
they may have strong opinions about 
what they like about the process or 
the technology. They may not be first 
movers in technology adoption or 
business process improvement.”

However, freelancer attitudes are im-
proving, in Shan’s estimation: “I do see a 
change, and the newer generation is more 
technically savvy, more flexible and faster 
to adapt.”   

  — Michael Cárdenas, Local Concept
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Lexcelera redesigns website
Lexcelera, a translation services provider, 

has redesigned its website. The redesigned 

site offers access to the company’s white 

papers, technology tips and case studies 

of machine translation deployments for its 

global enterprise customers.

Lexcelera www.lexcelera.com

Moravia relocates  
North American offices

Moravia Worldwide, a globalization solu-

tion provider, has relocated its North Ameri-

can offices in California and Washington. The 

company’s new office locations are Newbury 

Park, California, and Bellevue, Washington.

Moravia Worldwide  

www.moraviaworldwide.com

Netwire redesigns website
Netwire, a provider of translation solu-

tions, has redesigned its website. With its 

new look, the website now offers a variety 

of topics ranging from corporate informa-

tion to entertainment options for the client.

Netwire www.netwire.com.br

Welocalize completes  
Park IP Translations merger

Welocalize, a provider of globalization 

services, has announced a merger with 

Park IP Translations, a provider of legal 

industry-related translation services. Park 

will continue to be run by its existing 

management team and will operate as a 

Welocalize subsidiary with no change to 

the Park name and brand.

Welocalize www.welocalize.com

Park IP Translations http://parkip.com

Lingo Systems now  
Language Line Translation Solutions

Lingo Systems, a Language Line Services 

company providing translation and localiza-

tion services, has announced a name change 

to Language Line Translation Solutions. The 

new name reflects the name of its parent 

company, Language Line Services.

Language Line Translation Solutions  

www.languageline.com/page/local_prods

New website for TJC Global
TJC Global Ltd, a provider of translation 

and interpreting services, has created a new 

website to better display the company’s 

range of services that include voiceover, 

transcription and event preparation.

TJC Global Ltd www.tjc-oxford.com

CETRA acquires International 
Language Solutions

CETRA, Inc., a provider of customized lan-

guage solutions, has announced the acquisi-

tion of International Language Solutions, 

LLC, a provider of interpretation services. The 

acquired company will become part of the 

CETRA global enterprise and will continue to 

operate with its current staff.

CETRA, Inc. www.cetra.com

tauyou <language technology> 
redesigns website

tauyou <language technology>, a pro-

vider of customized language technology, 

has redesigned its company website. The 

new site features two new services: <natu-

ral> for natural language processing tools 

and <custom> for any turnkey projects.

tauyou <language technology>  

www.tauyou.com

Arancho Doc Group Munich location
Arancho Doc S.r.l., a provider of language 

services, has opened an office in Munich, 

Germany. The office will be lead by Britta 

Weber, who has been hired as senior busi-

ness development manager.

Arancho Doc S.r.l. www.aranchodoc.com

Arabic Language Services renamed
Arabic Language Services has changed 

the company name to Advanced Localiza-

tion Services. Along with the name change, 

the company has created a new website and 

added to the language services it provides.

Advanced Localization Services  

www.alsme.com

NEON Translations and Localization 
launched, company ISO certified

NEON Translations and Localization, the 

new export brand of Tiido & Partners Lan-

guage Agency, has been launched. Tiido & 

Partners has also been certified according 

to ISO 9001:2008 and written translation 

according to EN 15038:2006 standards.

Tiido & Partners Language Agency  

www.keeleagentuur.ee/agentuur_eng.html

global syntax website, services
global syntax, a provider of language 

management services, has redesigned its 

website. The company now has a special-

ized team for Arabic translation and local-

ization services and legal translations for 

English and German.

global syntax www.global-syntax.com

Tradnologies relocates office
Tradnologies SL has announced a reloca-

tion to a larger office in Barcelona, Spain. The 

company is made up of professionals of the 

translation and technology sectors with ex-

perience in technical translation and software 

localization.

Tradnologies SL www.tradnologies.com

Process
Level

99

Next 
Project

Plunet BusinessManager 

The Management Solution for the Translation Industry

www.plunet.net

BusinessManagement 

makes the Difference 
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PTIGlobal celebrates 35th 
anniversary, adds voiceover services

PTIGlobal, a provider of localization, in-
terpretation and translation services, is cel-
ebrating 35 years of business. In line with 
the company’s progress, it has installed a 
recording studio for producing in-house 
multilanguage voiceover.
PTIGlobal www.ptiglobal.com

People

Recent industry hires
 ■ RSI Content Solutions, providers of 

automated publishing solutions, has pro-
moted Marianne Calilhanna to director of 
marketing.

 ■ viaLanguage, a provider of translation 
and localization services, has hired Derrick 
Moore as vice president of its viaLegal division.

 ■ Language Line Services, Inc., a pro-
vider of interpreting services, has promoted 
Winnie Heh to senior vice president of 
global operations.

 ■ Centrum Lokalizacji C&M Sp. z o.o., a 
language services provider, has added Wik-
toria Miller to its project management team.

 ■ Vivanco & García, S.L., a provider of 
intellectual property and chemical-phar-
maceutical translation services, has named 
Vanessa Grillo manager of its branch office 
in Lima, Peru, and promoted Michael Sanz 
to director of quality.

 ■ Acclaro Inc., a translation and local-
ization firm, has hired Ian Barrow as techni-
cal services manager.

 ■ Netwire, a provider of translation solu-
tions, has added Marcela Luppi to its quality 
assurance team.

 ■ Saudisoft Co. Ltd, a provider of in-
formation technology development strate-
gies, distribution services and localization 
solutions, has hired Wael Mabrouk for its 
quality assurance team. 

 ■ Global Lingo Ltd., a language services 
provider, has hired Holly Harvey as a busi-
ness development manager at the Singa-
pore office.

 ■ Echo International, a language ser-

vices provider, has hired Hector Baraona as 
vice president of operations.

 ■ Boffin Technologies Ltd., a language 
services provider, has appointed current vice 
president of operations and customer sup-
port Richard Shi as chief executive designate.

 ■ Win & Winnow Communications, a 
language services provider, has hired Isa-
belle Guionie as strategic manager.
RSI Content Solutions www.rsicms.com
viaLanguage www.vialanguage.com
Language Line Services, Inc.  
www.languageline.com
Centrum Lokalizacji C&M Sp. z o.o.  
www.cmlocalization.eu
Vivanco & García, S.L, 
www.vivancoygarcia.com
Acclaro Inc. www.acclaro.com
Netwire www.netwire.com.br 
Saudisoft Co. Ltd www.saudisoft.com
Global Lingo Ltd. www.global-lingo.com
Echo International www.echointernational.com
Boffin Technologies Ltd. www.boffin.com 
Win & Winnow Communications  
www.winandwinnow.com

Resources

MultilingualWeb-LT (Language 
Technology) Working Group

The World Wide Web Consortium (W3C), an 
international community that develops stan-
dards to ensure the long-term growth of the 
web, has launched the MultilingualWeb-LT 
(Language Technology) Working Group to de-
velop standard ways to support the automatic 
and manual translation and adaptation of 
web content to local needs, from its creation 
to its delivery to end users.
W3C (World Wide Web Consortium)  
www.w3.org

Products and Services

Fluency Collaboration Server
Western Standard, a provider of electronic 

research and translation tools, has developed 
the Fluency Collaboration Server, allowing 
multiple translators and editors to work on 
the same document at the same time.
Western Standard www.westernstandard.com

Correction 

In the March 2012 issue of MultiLin-
gual, in the article titled “LSPs in Central 
and Eastern Europe,” the market size for 
Europe was incorrectly listed as $13.22 
million instead of the correct number, 
$13.22 billion (p. 47).

H I G H E R 
S TA N D A R D S 
   Client-centric business orientation

   Focus on Central and Eastern 
European languages

   16 years in the translation and 
localization market

   5 branches in 2 countries  
(Czech Republic and Slovakia)

   Network of strategic partners 
across Central and Eastern Europe

   Worldwide client portfolio

   Comprehensive one-stop 
localization service

   Multimedia/Voice-over 
localization

   ISO 9001 and EN 15038 certified 

localization@aspena.com         www.aspena.com
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Moravia expands mobile  
services, releases white paper

Moravia Worldwide, a globalization solu-
tions provider, has expanded its localization 
services for mobile applications and extended 
its mobile application translation team.

The company has also released “Ready for 
the World: How to Launch a Multilingual 
Mobile App,” a white paper about transla-
tion and localization for the Android, RIM 
Blackberry, Apple iOS, Symbian and Windows 
phone platforms.
Moravia Worldwide 

www.moraviaworldwide.com

Projetex 9.1
Advanced International Translations, a sup-

plier of translation management software, has 
released version 9.1 of the Projetex translation 
management system. Version 9.1 includes full 
Unicode support and new localizations in 
Catalan, German, Greek, French, Hindi, Polish, 
Portuguese (European), Russian, Slovenian, 
Spanish and Turkish.
Advanced International Translations 

www.projetex.com

Vocre 2.0
myLanguage, Inc., developers of an iPhone 

translation application, have launched Vocre, 
a live translation video tool. Version 2.0 sup-
ports 23 languages and is compatible with 
the iPhone, iPad and iPod touch.
myLanguage, Inc. www.mylanguage.me

Plunet offers interfaces to  
existing translation technologies

Plunet GmbH, a provider of business man-
agement software for translation services 
and agencies, is offering new interfaces 
to existing translation technologies Idiom 
WorldServer, Wordfast, XTM and Jive Fusion 
ahead of its upcoming release of version 5.3 
of Plunet BusinessManager.
Plunet GmbH www.plunet.com

Microsoft Translator Hub
Microsoft Corporation has launched the 

Microsoft Translator Hub, an extension of the 
Microsoft Translator platform and service. 
The hub’s intent is to help smaller languages 
grow by providing a tool for local communi-
ties to build machine translation systems.
Microsoft Corporation www.microsoft.com

Translation Cloud for developers 2.5
Translation Services USA LLC has opened 

version 2.5 of the Translation Cloud appli-
cation programming interface to develop-
ers. The latest version includes altered code 
to provide a stronger algorithm for crowd-
sourcing as well as an improved Translation 
Rank system.
Translation Services USA LLC  

www.translation-services-usa.com

Transiq
Transiq Systems SL, a spin-off of Amper-

sand Translations, has officially launched its 

web-only translation service Transiq, a cloud 
platform and web interface for creating, 
managing and storing translation projects.
Transiq Systems SL www.transiq.com

MultiCorpora automates integration 
with content management systems

MultiCorpora, a provider of multilingual 
asset management solutions, has intro-
duced a solution that connects its flagship 
product MultiTrans Prism to content man-
agement systems (CMS). The connection 
allows a client’s CMS to submit multilin-
gual translation requests automatically.
MultiCorpora www.multicorpora.com

qTerm 2
Kilgray Translation Technologies, a de-

veloper of translation productivity tools, 
has made available a second version of its 
qTerm browser-based terminology man-
agement system. qTerm 2 integrates with 
the company’s browser-based translation 
interface memoQ webTrans.
Kilgray Translation Technologies  

www.kilgray.com

Enterprise machine translation  
and post-editing solution

Milengo Ltd., a language services provider, 
has launched an enterprise machine trans-
lation and post-editing solution for large 
documentation translation projects. The so-
lution can be Milengo-hosted or self-hosted, 
allowing customers the choice between an 
in-house or outsourced system depending 
upon requirements.
Milengo Ltd. www.milengo.com

Clients and Partners

MadCap Software and Technical 
Communities sign agreement

MadCap Software, Inc., a multichannel 
content authoring company, and Technical 
Communities, Inc., a provider of contract-
ing, marketing and sales solutions, have 
entered into a government services part-
nership agreement.
MadCap Software, Inc.  

www.madcapsoftware.com

VistaTEC and Asia Online partner
VistaTEC, a provider of localization, pro-

cess management and global release strat-
egies, has signed an extended partnership 
deal with Asia Online Pte Ltd., developers 
of automated translation technology.
VistaTEC www.vistatec.ie

Asia Online Pte Ltd. www.asiaonline.net

News

STARt from pole position!

Documentation – Translation – Publication
STAR – your single-source partner for corporate product communication

star-group.net
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TAUS Asia Translation Summit
April 24-25, 2012, Beijing, China.

Translation Automation User Society, www.translationautomation.com/

conferences/taus-asia-translation-summit.html

Game Culturalization 201: Methodology and Tutorial
April 25, 2012, webinar.

The Localization Institute, www.localizationinstitute.com/index 

.cfm?SEMINAR_CAT_ID=13#session2

7th EUATC International Conference
April 26-27, 2012, Helsinki, Finland.

European Union of Associations of Translation Companies  

http://euatc.org/index.php?option=com_frontpage&Itemid=1 

Localization Unconference Silicon Valley 2012
April 27, 2012, San Mateo, California USA.

Localization Unconference Team, http://bit.ly/GOL5C8

Marketing Yourself and Your Business
April 28, 2012, Seattle, Washington USA.

American Translators Association, www.atanet.org/pd/market

2012 LTTC International Conference
April 28-29, 2012, Taipei, Taiwan.

The Language Training & Testing Center  

www.lttc.ntu.edu.tw/conference2012_eng/index.htm 

The Translation and Localization Conference
April 28-29, 2012, Warsaw, Poland.

LOCALIZE.PL, TexteM, www.conference.localization.pl

Translation in and of the World
April 29-May 1, 2012, Doha, Qatar.

Translation and Interpreting Institute  

www.bqfp.com.qa/transconf/about-the-conference

ATA-TCD 13th Annual Conference
April 30-May 1, 2012, Washington, D.C. USA.

American Translators Association — Translation Company Division  

www.ata-tcd.com

May

Including Localization in Your Change Management Process
May 1, 2012, webinar.

The Localization Institute, www.localizationinstitute.com/index 

.cfm?SEMINAR_CAT_ID=14#session6

ELIA Networking Days Madrid
May 3-5, 2012, Madrid, Spain.

European Language Industry Association  

www.elia-association.org/index.php?id=123 

memoQfest
May 9-11, 2012, Budapest, Hungary.

Kilgray Translation Technologies, www.memoqfest.org 

Confab 2012
May 14-16, 2012, Minneapolis, Minnesota USA.

Brain Traffic, http://confab2012.com/index.php 

2012 ALC Annual Conference
May 16-19, 2012, New Orleans, Louisiana USA.

Association of Language Companies  

http://alcus.org/education/conference.cfm 

Translation Performance Metrics
May 17, 2012, San Jose, California USA.

The International Multilingual Computing User Group  

http://events.imug.org/events/48002782/ 

First International Conference  
on Non-Professional Interpreting and Translation

May 17-19, 2012, Forlì, Italy.

SSLMIT, SITLeC, http://npit1.sitlec.unibo.it

TechComm Summit
May 20-23, 2012, Rosemont, Illinois USA.

Society for Technical Communication, http://summit.stc.org 

Editing and Revision for Translators
May 20-June 16, 2012, online.

Monterey Institute of International Studies 

www.miis.edu/academics/programs/translationinterpretationshort 

LREC 2012
May 21-27, 2012, Istanbul, Turkey.

European Language Resources Association  

www.lrec-conf.org/lrec2012/lrec2012.htm

eLearning Africa (eLA) 2012
May 23-25, 2012, Cotonou, Benin.

ICWE GmbH, www.elearning-africa.com

EAMT 2012
May 28-30, 2012, Trento, Italy.

European Association for Machine Translation  

http://eamt2012.fbk.eu/eamt2012

TAUS European Summit
May 31-June 1, 2012, Paris, France.

Translation Automation User Society, http://bit.ly/yqylc7

June

Localization World Paris
June 4-6, 2012, Paris, France.

Localization World, Ltd., www.localizationworld.com 

UPA International 21st Annual Conference
June 4-8, 2012, Henderson, Nevada USA.

Usability Professionals’ Association  

www.usabilityprofessionals.org/conference/2012

info360
June 12-14, 2012, New York, New York USA.

Questex Media Group, LLC, www.info360show.com 
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I
I’ll come clean. When I was asked as a 

child in primary school, “What would you 
do if time and money were no obstacle?” 
the answer I wrote was, “Travel the world 
and learn as many languages as possible.” 
Whether you grew up in a multilingual fam-
ily or were raised in a largely monolingual 
environment like I was, those of us who 
have worked in the language industry have 
an undeniable love of and penchant for lan-
guages — especially those of you who speak 
English as a second language and who, with 
great devotion, just underlined the word 
penchant to look it up in a dictionary later. 

When I first heard about Michael Erard’s book 
on hyperpolyglots, Babel No More, I had never even 
heard the word hyperpolyglot before. But once I knew what it 
meant (someone who speaks along the lines of 10 or 15 lan-
guages), my childhood dreams of becoming one were immediately 
rekindled. As a court-certified interpreter for Spanish and English, 
I was always glad to have obtained an advanced mastery of two 
languages, but my formal and admittedly erratic studies over the 
years had left me with a smattering of six additional languages 
spoken with varying levels of proficiency. I could never really claim 
to speak them fluently, only to have studied them, but I always 
made it a point of saying so with pride. After all, to study a 
language is to show interest and appreciation for that language 
and its people, right?  

Yet, in the language industry, most people measure language 
proficiency with a much harsher yardstick. There is a taboo around 
claiming that you “speak” a language unless you have mastered it 

to the degree that a translator or interpreter would. 
The pervading notion of quality revolves around 
the idea that only native speakers should produce 
translations into their language.  

But never mind how we view language proficiency 
in the language industry bubble. What if our entire 
conception of what it means to speak a language is 
wrong? Is a child who speaks its first few words in 
any language not really speaking it? Imagine saying 
to a five-year-old, “Well, you don’t really speak Eng-
lish yet — not until you can discuss more complex 
topics and speak with perfect grammar.” As odd as it 
sounds, that’s how many of us view adult language 
learners. In the language industry, the standards 
applied to “speaking” a foreign language — that 
indeed, you need to speak with the level of an edu-
cated native speaker — are much harsher than the 
ones we apply to the littlest of language learners 
who are just starting to speak their mother tongues.  

The reason for this introduction is to frame some of the points 
in Erard’s book in a way that will make sense for those of us who 
deal with translation and interpreting every day. I imagine that many 
MultiLingual readers will assume, as I did, that a hyperpolyglot must 
speak all of their languages fluently. Erard explains that a hyper-
polyglot can speak, not just at a word-level or a sentence-level, but 
at a conversation level, in all of their languages. However, it might 
take a little bit of work for a hyperpolyglot to activate some of the 
languages that they do not use on a daily basis. Those languages are 
essentially sitting “on reserve.” Imagine a storehouse of languages 
that you can tap into and quickly converse in. It isn’t that you will 
immediately be able to dive back into them with your former prow-
ess, but once you get warmed up, you can use them again and 
find yourself recalling verb conjugations and obscure terms that you 
thought your brain had long forgotten, soon speaking them again 
with apt proficiency. Sound familiar? It did to me. It even made me 
think that perhaps there might still be hope for me to become a 
hyperpolyglot. Contrary to what you might think, you don’t neces-
sarily need to start the journey at a particularly early age. Some of 
the hyperpolyglots profiled in Erard’s book started learning large 
numbers of languages later in life. The point is, they don’t stop. 
They continue on what seems to be a fairly uninterrupted journey, 

Babel No More 

Reviewed by Nataly Kelly

Book on hyperpolyglots challenges perceptions of language proficiency

Nataly Kelly is the chief research officer at the

independent market research firm Common 

Sense Advisory. A former Fulbright scholar in 

sociolinguistics, she is a certified Spanish 

interpreter and the author of a book on interpreting.

Babel No More: The Search 
for the World’s Most 
Extraordinary Language 
Learners by Michael Erard.
Free Press, 2012.
320 pages. Hardback,
$25.99.
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adding languages and continuing to mem-
orize vocabulary lists even when they are 
senior citizens. But, perhaps disappointingly 
for many language industry folks, hyper-
polyglot status cannot be reached through 
sheer will power. There are physiologi-
cal and even personal characteristics that 
these extreme language learners profiled 
by Erard tend to have in common. Most of 
them have a natural gift for learning for-
eign languages, including in many cases, a 
musical ear. They also are more likely to be 
left-handed. Erard’s research also included 
a somewhat controversial finding, noting a 
higher prevalence of homosexuality among 
the hyperpolyglots he surveyed than in the 
general population. So what are the things 
you can control if you want to be a hyper-
polyglot? Erard’s book is an account of his 
search for hyperpolyglots, not a roadmap 
to becoming one. However, there are many 
great lessons for those of us who still have 
fantasies of roaming the world and con-
versing in countless tongues. Chapter 19 of 
Babel No More lays out some helpful advice 
for all learners of languages, so I’ll share a 
few of the suggestions Erard provides. First, 
he advises finding a group where you can 
have social interaction and become a lan-
guage “insider.” Network with others who 
use multiple languages. Note to self: count 
my blessings to work in an office where I 
regularly hear Italian, Spanish, French, Ger-
man, Arabic and Russian. 

Second, Erard advises people not to use 
native speakers as a metric of progress. 
Huh? I can imagine translation industry 
colleagues scratching their heads at this 
one, but Erard’s argument is well-reasoned. 
He explains, “A language isn’t reserved 
for the perfectly calibrated native speaker. 
Words have currency even if they’re not 
perfectly wrought.” This concept is per-
haps the hardest one for those of us with 
a translation background to wrap our 
heads around, since we’re used to insist-
ing on such things as “native-level trans-
lation quality” and “unaccented speech,” 
although no such thing really exists.  

Third, Erard points to the value of learn-
ing languages for the sheer love of it. When 
he surveyed hyperpolyglots, many explained 
that they found language learning pleasur-
able, appreciated the beauty of human 
speech sounds and loved flexing their cere-
bral muscles. In fact, it appears that many 
language learners enter a “zone,” in which 
the repetitive exercises have a positive effect 
on the brain, dopamine is released, and the 
effect is a truly enjoyable one.  

Fourth, he points out that many hyper-
polyglots talk about the importance 
of getting “a feel for a language.” This 
recommendation resonated strongly with 
me, as it reminded me of some of my best 
language learning experiences. My Japa-
nese teacher, who was simply excellent, 
taught me to count with some cute Japa-
nese songs for children that are forever 
ingrained in my brain. Lately, I’ve taken 
to watching the Irish soap opera Rós na 

Rún so that I can get a good feel for the 
diverse accents of the characters speak-
ing Irish Gaelic. It’s absolutely true that 
the best way to do this is often through 
immersion, but there are other ways to 
give your brain a sense of a language. 

Fifth, Erard explains that if you want 
to learn a language, you need to find a 
method and stick with it. The methods of 
hyperpolyglots do not appear to be any 
different from most language learners — 
yes, hyperpolyglots even use flashcards 
and read grammar books. After all, while it 
might be easier for hyperpolyglots to learn 
languages than the average person, learn-
ing a language at any level requires some 
hard work. For hyperpolyglots, it just turns 
out that they happen to derive pleasure 
from that work. 

What I found most enjoyable about 
Erard’s book, aside from its subject matter, 
was the writing style itself. While reading 
it, I underlined many beautiful word pair-

ings and well-crafted sentences related to 
language that struck me as unique and 
well-devised. These included quotes such as 
“Encounters between non-native speakers 
have always textured human experience” 
and “Living and working in a context where 
multiple languages are used, and where 
learning and using them . . . where one’s 
capacity in languages, at whatever level, is 
regarded as ‘meaningful multilingualism.’” 
Meaningful multilingualism is a concept 
that resonates, I imagine, with most people 
who work in translation. But for individuals 
who work with languages every day, I found 
the most important takeaway to be Erard’s 
remark about the necessity for people to 
reconsider the notion of “native-like” abili-
ties in a language. The language learning 
industry, valued at $83 billion by the Nielsen 
Company in 2009, is much larger than the 
translation industry, which as of 2011 was 
valued at $31 billion by Common Sense 
Advisory. As the author points out, in China 
alone, the market for English learning is 
valued at $3.5 billion and has 30,000 com-
panies offering as English classes. As China 
continues to rise in importance in the world 
and as English grows to be spoken by more 
nonnative speakers than native ones, con-
templating how we view the issue of what 
it means to speak a language is something 
that all of us should be doing. Even those of 
us who naïvely dream of someday speaking 
them all and are not giving up just yet.  M
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I
In February 2012, XTRF Management 

Systems released its eponymous transla-
tion management system, XTRF 2.5. The 
system will be showcased at the TMS 
Inspiration Days conference in Krakow, 
April 19-20. The conference is co-spon-
sored by XTRF and its sister company, 
Lido-Lang Technical Translations. As 
might be expected from its roots in the 
language services industry, XTRF focuses 
on business and project management capabilities from 
the perspective of language service providers (LSPs). 

That said, the company has brought in senior software engi-
neering and software product management expertise that is readily 
evident in the maturation of the product itself. Having previously 
set the tone by pioneering deep integration with various transla-
tion environment tools, the company’s latest release takes another 
large step in the direction of openness and interoperability.  

I recently had the opportunity to discuss the product vision 
with technical director Dominik Radziszowski. I want to focus on 
the current product version, but I think it is important to see this 
version as movement along an arc with a definite goal in mind. 
Radziszowski recognizes the amazing diversity among LSPs, and 
rather than trying to be “all things to all people,” he has set a 
course that allows XTRF to focus on core capabilities while pro-
viding technical “hooks” on which tech-savvy LSPs can hang their 
individual customizations. 

There is a well-documented web services application program-
ming interface (API) that allows customers to implement their own 
preprocessing mini-applications and then create new projects in 

XTRF automatically. There is also a flexible work-
flow definition capability that allows customers 
to create their own automatic actions — essen-
tially the ability to embed automated processing 
steps such as custom quality assurance check-
ing into the overall workflow. These steps can 
be executed without manual intervention and 
without risk of manually introduced errors in file 
handling. Both of these capabilities are relatively 
immature in the current release, but it is obvious 
that they have been designed in a way that can 

be extended in the future based on feedback from early adopters. 
In fact, the automatic actions capability is essentially an extension 
of the previously released deep integration capabilities. 

XTRF uses the term deep integration to refer to the approach 
to seamlessly interacting with external translation environment 
tools (TEnTs). With this approach, localization project managers 
can create projects and upload source files directly into XTRF. 
XTRF then interacts programmatically with the designated TEnT 
to leverage and analyze the files based on the appropriate transla-
tion memory (TM). The resultant TM logfile is then automatically 
available within XTRF to generate end customer pricing — com-
puter-assisted translation (CAT) receivables in XTRF terms. Vendor 
assignment can be accomplished in the traditional manual way, 
but selection of an appropriate vendor is supported by a rich and 
customizable combination of language pair, domain specialty and 
quality evaluation characteristics. There is also a capability to do 
vendor assignment automatically or semi-automatically based on 
specifications within the automated workflow. In all of these cases, 
the file analyses provided by the linked TEnT are available along 
with vendor pricing profiles to create an accurate purchase order 
and CAT payable directly from XTRF. Currently supported TEnTs 
include the server-based MemoQ (from Kilgray Translation Tech-
nologies) and web-based XTM Cloud (from XTM International). 

XTRF is based on open technologies both for its underlying data 
storage and its user interface. Whether it is installed on a custom-
er’s server or hosted remotely by XTRF, the application itself runs 
entirely within a browser. I have tested it with both Firefox and 
Internet Explorer without issues and have seen only minor anoma-
lies with Chrome. There seems to be some compatibility problems 

XTRF 2.5

Reviewed by Bob Donaldson

Translation management system focuses on  

core capabilities with customization features

Bob Donaldson is a consultant in language 

technology tools and language service business 

models. Founder and principal of Carson Strategy 

Group, he previously served as VP of strategy 

at McElroy Translation. He has over 25 years of 

experience in creative technology application.

Price: XTRF is available in standard 
purchase, software as a service 
and pay per use. The price starts 
from $99 per month for pay per 
use. Price depends on the model 
of purchase and the number of 
licenses. System requirements: 
64-bit Windows or Linux.
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with Safari on a Mac, but switching to 
the free version of Firefox solves those. 
The presentation is clean and functional. 
There is also a consistent layout regardless 
of where you are in the system. The left 
side of the page presents various context-
sensitive filtering and selection criteria, 
while the main panel contains the list of 
selected items. Columns can be reordered 
and either included or excluded to provide 
customized views of the data. These views 
can also be shared among users, or used 
to generate scheduled e-mail reports for 
management or others who do not work 
with the system on a regular basis. They 
can also be used to export data in a variety 
of standard formats for further analysis 
or transfer to a third-party system such 
as an accounting package. Of course, the 
concept of deep integration applies here as 
well since, for US releases, there is already 
a supported interface for QuickBooks.  

Clicking on any displayed item takes 
you directly to the appropriate detail page. 
Editing can be done from the detailed page 
by selecting the Edit icon on the main page 
or by selecting multiple items and using 
the Actions button. The system is also very 
good about reminding you if you try to 
leave a page without saving changes. 

When it comes to further analysis, there 
are also some strong features within XTRF 
that are available. Many commonly used 
financial metrics such as total revenue per 
language pair or profitability over time are 
available as predefined expressions. If you 

want to be more creative, it is very easy to 
define new expressions that calculate total 
or relative values and allow you to display 
or graph them over time (see Figure 1). 

 A feature that many business owners 
will like is the ability to define this kind of 
financial report and have it automatically 
generated and distributed by e-mail on a 
fixed schedule. Properly used, this can be an 
aid in focusing management attention on 

production challenges, sales opportunities 
and general business decision making. The 
same approach can also be used to define 
and monitor key performance indicators to 
support ISO certification or general adher-
ence to process. Before we get any further 
in the review process, however, I want to 
address a major stumbling block that most 
companies have when it comes to imple-
menting a system like XTRF. And let me 
hasten to add that this is not limited to 
translation management systems or even 
narrowly to the language services industry. 
None of these wonderful capabilities comes 
without a price, and it is no different with 
XTRF. In fact, the “price” manifests itself 
in at least two distinct ways. In the first 
place, there is a substantial effort required 
to define and configure vendors, customers, 
price lists, specialties, assignable activities, 
workflows, trackable metrics, target margins 
and so on. Even if you already use a dif-
ferent or homegrown system to maintain 
this information, it is highly unlikely that 
your data will be organized and linked 
properly in your current system. Note that 
by “properly” I am assuming the perspective 
of the new system. And if you think about 
it, the very features that we find so attrac-
tive in a new system under consideration 
are the ones that are not supported in our 
current one, so this requirement should 
not come as the surprise that it so often 
engenders. That said, XTRF does provide 

Figure 1: Financial analysis within XTRF.
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a limited data import capability that is 
helpful. It provides a defined format for a 
CSV (comma-separated values) file, which 
you can then generate from your existing 
system. Given the data model mismatch 
mentioned above, though, there will still 
be plenty of work to do after the basic 
data is imported. One potential improve-
ment along these lines would be for XTRF 
to support a data import API. At least for 
customers with technical capabilities, that 
might allow for a more complete migra-
tion of legacy data into XTRF without 
threatening data integrity. 

In the second place, it should be noted 
that any new system will have built-in 
assumptions about processes that prob-
ably do not match your legacy processes. 
Again, one of the attractions of the new 
system is precisely the fact that it stream-
lines and automates error-prone manual 
processes, but that also means that you 
will not be able to proceed with business 
as usual. Changing tools without rede-
signing processes is likely to be frustrat-
ing for everyone and unlikely to result in 
a substantial return on investment. The 
focus should be on “How do I accomplish 
the business goal with the new system?” 
and not on “How do I replicate the file 
structure (or any other attribute) of the 
old system?” Fortunately, XTRF provides 
substantial help for those who genuinely 
want to reengineer their processes. Chief 
among these is the flexible approach to 
workflow definition (Figure 2).  

Using the graphical interface, work-
flows containing an arbitrary number of 
activities can be created and manipulated. 
Source and reference files can be bundled 

for processing, and different bundles can 
be routed differently in the workflow. For 
instance, files that govern final layout can 
be routed to the desktop publishing (DTP) 
or proofreading step while only the trans-
latable text is routed to translation. For 
large volume projects, files can be bundled 
for purposes of workload balancing, with 
each bundle assigned to a different pro-
vider for a particular activity. Providers can 
be manually assigned or pre-assigned as 
part of the workflow definition. Setting 
this up properly for each customer (or class 
of customers) and each type of project does 
take time, but doing so generates substan-
tial time savings during project execution 
when it really matters. The configuration 
effort is essentially planning time, which 
allows things to run efficiently and quickly 
once the customer deadline is looming. 

Once the project is underway, project 
managers can monitor progress, assign 
activities and manage the schedule using 
a customizable dashboard (Figure 3). Both 
the displayed columns and the selected 
rows can be configured according to user 
preference. There is a drill down capability 
that allows the user to expand a project 
into tasks (effort associated with a specific 
language pair) and tasks into activities 
(individual steps in the task workflow). 
The status of any particular project, task 
or activity is clearly indicated with color-
coding that focuses attention where it is 
needed. At the activity level, unassigned 
activities include a button that activates 
a context-sensitive assignment dialog. 
Pre-populated selection criteria such as 
language pair, domain specialty and so 
on can be augmented by other selection 

criteria to identify and assign qualified 
providers.  

This is also a good place to mention the 
flexible e-mail communication capability 
provided by XTRF. E-mail templates for 
various types of communications (activity 
assignment, requests for interest) can be 
predefined and are automatically sent to 
prospective vendors based on flexible con-
figuration rules. There is a vendor portal that 
also allows vendors to accept or reject job 
offers, download or upload files using secure 
file transfer protocol, and even update their 
own qualifications. Similar capabilities are 
also included for customer e-mail com-
munications, and a customer portal allows 
customers to submit files directly into the 
system and request a quote, or even preau-
thorize the project. 

There is also a flexible approach to 
creating both quotes and invoices directly 
from the system. This capability is based 
on predefined templates that allow vari-
ous levels of detail or summation based 
on a strict project/task/activity level. This 
is one area where XTRF could make some 
substantial improvements, however. In 
the first place, the template definitions 
are arcane, and the controlling logic is 
not centralized. This means that it takes 
programmer-level expertise to construct a 
consistent set of expressions and display 
logic to address anything beyond very 
basic customization needs. In the second 
place, the output format is an unedit-
able PDF, and the PDF generation does 
not contain any presentation intelligence 
such as widow or orphan control, the 
ability to keep related items on the same 
page and so on. Furthermore, while it is 

Figure 2: XTRF provides a flexible approach to workflow definition.
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theoretically possible to build in the capa-
bility to add project-specific commentary 
text, the effort required to do that in a 
consistent manner is significant. Most 
users would probably prefer an editable 
format for these key customer communi-
cations, even though that means accept-
ing responsibility for errors that would 
result from changing the actual numbers 
calculated by XTRF. Another potential 
shortcoming for some organizations may 
be the over-reliance on language pair as 
an organizational framework. While it 
is true that traditional localization pro-

cesses can easily fit into that framework, 
it is less clear that emerging challenges 
such as multimedia localization can be 
as easily accommodated. More complex 
workflows involving a sequence of tasks 
performed against the customer source 
files themselves (and dependent only on 
the source language) followed by a “split” 
into target-language-dependent subtasks 
would be welcome. In the meantime, 
however, organizations with significant 
needs in this area can probably address 
those through customized preprocessing 
applications focused on the source file 

activities that then utilize the XTRF API to 
create the language pair specific projects. 

All in all, though, this is a system 
deserving of consideration for most 
small-to-medium sized language services 
companies. As previously mentioned, there 
is more diversity among LSPs than is gen-
erally recognized, so your mileage may 
vary. This is why it is always wise to rely 
on an individual “test drive” rather than a 
sales demo or even a review. The time and 
energy required to run a full pilot in your 
environment are cheap insurance against 
making the wrong choice.  M

Figure 3: A customizable dashboard for project management.
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Usually the standards upon which cultures rely are not written 

down or codified in some way; rather, they’re an informal pass-
ing down of inherent behaviors and viewpoints from generation 
to generation. It’s one of the fundamental reasons for ongoing 
cultural differences that exist even today, usually assisted by 
geographic and linguistic isolation. We’ve all heard stories of 
newly discovered tribes who speak a previously unknown lan-
guage and who represent a unique new culture. Such examples 
illustrate how cultural standards are partly responsible for the 
persistence of a culture.

Most of us have experienced cultural standards through this 
generational effect, without any explicit codification and usually 
through behaviors learned from our parents. It’s fascinating to 
consider how much information is conveyed without any text-
book or guideline, but rather through observation and subtle (and 
sometimes not subtle) reinforcement. As far as I can remember, 
I don’t ever recall my parents giving me a handbook called How 

to Behave Like a Southern Californian. All of my innate behav-
iors were acquired through social osmosis, through my parents, 
my older brother, my teachers, my schoolmates and my friends, 
including persistent surfer lingo such as “totally awesome” or 
“gnarly” and calling everyone a “dude” regardless of gender.

Some standards have arisen that at least try to develop rules 
that are beneficial to everyone, and these are often stewarded by 
custodial organizations such as the ISO. For example, the ISO 7010 
is a widely-adopted standard that dictates safety signs to be used 
in public areas and workspaces (Figure 1). It seems the cliché of 
the world getting smaller all the time is borne out in travel statis-
tics. Over the past two or three decades, the reality of globaliza-
tion and the movement of the workforce from one country to 
another have made it necessary to find ways to transcend linguis-
tic barriers when considering public safety. ISO 7010 established 
standard symbols and colors so that whether people are working 
in Seattle, Bangkok or Dubai, they will understand how to find the 
exit in a building or when to yield at a road intersection.

When you think of the word standard, what 
comes to mind? Undoubtedly, various standards 
development bodies such as the International 
Organization for Standardization (ISO) will be a 
first choice, or perhaps a file format such as XML. 
Or maybe the term standard evokes a flag or ban-
ner for those of us interested in vexillology (the 
study of flags). For the purpose of this discussion, 
let’s focus on the commonly used definition of 
standard as being a collective set of agreed-upon 
rules and guidelines within a specific community 
of people, as codified in a document or in some 
other form of repository such as the ISO.

While the existence of internationally agreed-upon stan-
dards is a relatively new invention in the broad spectrum of 
human history, the reality is that human civilization has often 
been perpetuated due to the existence of various standards. If 
you take ancient Egypt as an example, one of the reasons that 
society flourished for a few millennia was due to a well-defined 
system of cultural operations and interrelationships. Admittedly, 
it didn’t hurt that the Pharaoh was a designated god-king with 
complete sovereignty over the people, but that’s a different 
discussion. The structure and cultural rules in that particular 
society enabled the civilization to persist, at least until a differ-
ent society with different rules took over. 

The role of faith has also been a substantial influence for 
establishing early cultural standards, whether it was forms of 
indigenous religion that formed in or around a specific cul-
ture, or whether it was codified in religious texts passed down 
through the ages. Objectively, these documents acted as a stan-
dard of behavior that either agreed with or transcended local 
values, and thus the various cultures either embraced or rejected 
them, according to their own inherent standard — a sometimes 
fierce dynamic that continues to this day. Shared religion was an 
early way of establishing a type of standard that bridged diverse 
cultures so that when encountering a group who shared a spe-
cific faith, one could expect certain behaviors and practices.

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

and content strategy. Previously, Kate spent over 13 years at 

Microsoft as a geographer and its senior geopolitical strategist.

Off the Map Kate Edwards

Cultural standards
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But standards such as ISO 7010 are 
not really specific to a given culture; 
rather, they are the direct result of the 
interaction of diverse cultures. In fact, 
most of what we know today as any kind 
of cultural standard is the result of the 
demand for intercultural efficiency for 
the sake of global economics, politics and 
so forth. Besides the rise of international 
standards for everyone’s mutual benefit 
(safety codes, signage, air traffic rules), 
one interesting outcome from cultural 
intermingling is the rise of cultural 
protectionism in various forms. It’s no 
secret that countries such as China have 
gone to extremes to shelter citizens 
from the internet and other forms of 
free-flowing information in order to 
maintain local control. Many govern-
ments are experiencing this battle for the 
public mindshare and fighting off what 
they perceive to be cultural dilution to 
ephemeral forces such as social network-
ing, films, television, games and other 
popular media. 

One form of perceived cultural pro-
tectionism that has received a lot of 
attention is the notion of Protected 
Geographical Status in the European 
Union (EU). This EU law attempts to 
ensure that only products that genuinely 
originate from a specific region will be 
allowed to use the name associated with 
that region. This is a notion related to that 
of “cultural exception,” an idea that took 
hold in France in the 1990s to treat local 
“cultural goods” differently from foreign 
food, content and other products flooding 
their market. There are several forms of 
the law, such as Protected Designation of 
Origin (PDO), which controls the use of 
the name of a geographic location as used 
as a designation for agricultural products 
(Figure 2). For example, cheeses such 
as Asiago, Gorgonzola and Parmigiano-
Reggiano (Parmesan) may only be called 
by these names if these products originate 
from their traditional locales. Roquefort 
cheese can only be called Roquefort if it’s 

made from the milk of a certain type of 
sheep, and only if the cheese is matured 
in the caves near the town of Roquefort-
sur-Soulzon in France (the source of the 
fungus Penicillium roqueforti). 

Unfortunately, another type of unwrit-
ten cultural standard is that of the 
cultural stereotype. By their very nature, 
stereotypes are essentially a type of 
encapsulation of a culture, so that with 
only a few cues, someone would be able 
to pinpoint the exact culture of origin. 
Usually the stereotypes are based on 
some degree of fact from a culture, but 
the facts are often historical, outdated 
and out of touch with the “ground truth” 
reality of people living in the locale in 
today’s world. Again to borrow from 
my own background, if I tell people I’m 
of Scottish ancestry, I inevitably hear 
comments about eating haggis (sheep’s 
innards boiled in a sheep’s stomach), 
playing the bagpipes, wearing a kilt and 
tossing a caber, a tall pole used in Scot-
tish sports. While all of these things are 
truly Scottish, and are convenient for 
indicating something of Scottish associa-
tion, they certainly don’t represent the 
modern Scottish population. 

The issue with stereotypes is that 
there’s a fine line or even a gray zone 
between using them to encapsulate a 
certain culture or using them to belittle, 
criticize or marginalize a culture as being 
only about such cultural artifacts. Such 
stereotypes do act as a form of stan-
dard because they become a standard 
representation for a given culture, but 
they need to be understood as a limited 
vignette, not a complete picture. In the 
world of content creation, I have seen 
time and again how artists, writers and 
designers readily draw upon cultural 
stereotypes as the only standard of refer-
ence. Unfortunately, rather than con-
ducting some level of additional research, 
usually due to brutal deadlines, they 
forge ahead with the assumption that 
such stereotypes have appeared so many 
times and in so many contexts that they 
must be acceptable to use. 

When we engage in the process of 
content development and adapta-
tion for other locales and cultures, the 
potential existence of local and global 
standards for qualitative issues is a fac-
tor worth keeping in mind. We also must 
guard against the easy tumble into the 
realm of cultural stereotypes. Standards 
such as ISO, the EU’s PDO and others 

aren’t really true cultural standards, but 
in some ways they are the closest mani-
festation. In all likelihood, you won’t 
be so lucky as to find a single source 
that codifies all the pertinent issues in 
a given culture, but will rather have to 
investigate along various dimensions, 
from religious and linguistic to political 
and legal factors.  M

Figure 1 (left): ISO 7010 symbol for “No jump- 
ing into water.” Figure 2 (right): The EU’s 
official Protected Designation of Origin seal.
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amount of time in the community, day after day. We 
regularly see gurus online for as many as 35 hours per 
week. They typically represent less than 1% of a com-
munity, so we are constantly looking at how we can 
identify and support these valued users. Trolls are sim-
ply those in a community who seek to mix things up 
a bit for their own enjoyment. They might be playing 
devil’s advocate, and more aggressive trolls may target 
individual community members. The most experienced 
trolls are ones who know the line that can’t be crossed 
and walk right up to the edge of it. The role of a com-
munity manager is to balance all of these user types to 
enable a vibrant and healthy community.

Thicke: Tell us about your current role.
Rickard: I joined Symantec in 2004 after moving to 

Ireland and started a community group in 2008, primarily focused 
on community translation (crowdsourcing). Since that time, the 
group has expanded to also support community management, 
social customer relationship management and additional crowd-
sourcing activities. We are always looking at ways we can engage 
our users, and a big part of what we do is looking at the future.

Thicke: Because of my work with Translators without Bor-
ders, I am keenly interested in communities and see them as an 
incredibly scalable way of solving some of the world’s problems. 
Why are communities important to Symantec?

Rickard: Long gone are the days where the only interaction 
you had with a company was buying its product. Users expect to 
interact more with the companies whose services and products 
they use. With the proliferation of more consistent and user-
friendly forum platforms (vBulletin, Lithium, Jive) as well as 
social channels, it has become easier for companies to open up 
these channels. The benefit to companies is a direct line to their 
customers as well as enabling users to engage with other users, 
resulting in a nontraditional support channel.

Fortune 500 company Symantec is 
the largest maker of security software 
for computers in the world, with head-
quarters in Mountain View, California. 
Jason Rickard, based in Dublin, Ireland, 
is a product manager for community at 
Symantec. Communities that collaborate 
to provide translation for languages that 
would not or could not be covered oth-
erwise is one way that Symantec is sup-
porting more users in more languages.

Thicke: You have one of the more unusual job descriptions in 
the localization industry. What led you to become an expert in 
collaborative communities?

Rickard: Although I have a traditional management education 
and experience, I have always had an interest in everything web 
and community. I recognized early the power of community for 
engaging with the products I used, for getting help and as an 
effective learning tool. In the late 1990s I started creating my 
own forums, primarily using vBulletin and phpBB, for my own 
eStores and realized firsthand the value of vibrant communities. 
At the same time, I was active as one of the original members 
and moderators on both the SEO Chat and Digital Point Forums, 
which now boast a community of nearly a million users. With 
around 30,000 forum posts, I have had a lot of experience with 
every type of community member from lurker to guru to troll.

Thicke: I have to ask — what’s the difference between a lurker, 
a guru and a troll?

Rickard: A lurker is someone who regularly consumes content 
but doesn’t engage within the community. Many of our discus-
sions are centered around how to incentivize this group to engage 
because they typically make up 90% of those who visit a site or 
forum. If you were able to get just a small portion of lurkers to 
engage, it would have a major impact. A guru is what we typically 
call a super user. This is someone who goes above and beyond, 
often making a massive contribution and spending a significant 

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

Enterprise Innovators   Lori Thicke

Building communities for 
collaborative translation

Jason Rickard,
Symantec.
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Motivating communities
Thicke: The idea of communities tends 

to be synonymous with volunteers. What 
advantages do users gain when they con-
tribute their comments or translations to 
an online forum such as yours?

Rickard: From a user perspective, not 
only can they benefit from this peer-
to-peer support, they can build their 
reputation and gain recognition by help-
ing other users. Community also allows 
people to get involved with a product 
that interests them in a way that was 
never previously possible, ranging from 
technical documentation to making the 
product available to other users in their 
native languages.

Thicke: You once mentioned in a 
presentation that different groups have 
different motivations for participating in a 
crowdsourced project.

Rickard: Yes, that’s true. Students or 
recent grads are looking for experience. 
They are keen to develop their terminol-
ogy knowledge and hope to develop 
contacts. They are driven by public rec-
ognition and being able to bulk up their 
résumés. Another group we see is super 
users. They feel a sense of giving back 
when contributing, and they want to be 
involved in shaping the product. Highly 
competitive, they thrive on recogni-
tion and rarely request or even accept 
rewards. As for professional translators, 
they participate to keep their skills sharp 
and stay up to date on terminology. They 
may cite their contributions on their 
résumés.

Thicke: Motivating volunteers whatever 
their situation seems to be key. Alexandra 
Jaffe, a review and translation manager for 
the microcredit group Kiva.org, has found 
that some of the best ways to motivate 
volunteers are education and recognition. 
What have you found?

Rickard: We had a lot of theories on 
ways to motivate the community before 
we launched our translation initiative, with 
one of the most common being “value” 
rewards such as a free iPod for a predefined 
number of translations. As the initiative 
rolled on and we started talking with the 
community, “No iPod for me, I’m doing this 
because . . .” became a common sentiment. 
We conducted community surveys early 
on, and people’s motivations were most 
commonly contributing to a product they 
liked, getting experience, making a product 
available in an underserved language and 
being recognized as a valued contributor.

We run a lot of initiatives around 
rewards that include certificates signed 
by product management outlining their 
important contribution, invitations to 
closed events and meetings, as well as 
public recognition such as inclusion in a 
product’s about box.

Thicke: So people aren’t particularly 
motivated by gifts such as iPods? That 
seems counterintuitive.

Rickard: Once you look at other 
examples of motivated communities 
or high-quality contributors, it starts 
to make sense. Two examples would be 
the open source community and Ama-
zon reviews. In the open source world, 
there is no commercial interest, so it is 
only these motivations that apply. I’ve 
gotten involved in the past with Drupal, 
an open-source content management 
system that drives 2% of websites, 
including the whitehouse.gov website, 
purely because I wanted to give back to 
a product that I found very useful. In 
the case of Amazon reviews, there is no 
reward system in place but instead a way 
for your contribution to be recognized 
by other users via a ranking system. 
Contributors to Amazon often cite the 
usefulness of existing reviews and the 
impact it had on their buying experi-
ence as a motivation to provide the same 
experience to other users — in other 
words, to give back.

Thicke: Jaffe would surely agree with 
you. She says, “We have a monthly 
newsletter that we send out that gives 
volunteers insight into the inner work-
ings of Kiva. Giving them this extra 
‘privileged’ view into the work we do 
makes them feel like they are a part of 
the organization and also gives them 
context for their work.” As for recogni-
tion, Kiva features a Volunteer of the 
Month included in its newsletter and 
also posted around the Kiva office. 
With regard to demotivating volun-
teers, Kiva has found that one of the 
biggest demotivators for volunteers is 
feeling that they aren’t being heard. 
With 300+ volunteers, Kiva makes a 
big effort to address volunteers’ ques-
tions and welcomes any suggestions 
they have for improving the program. 
In your experience with the Symantec 
communities, what demotivates com-
munity members?

Rickard: Interestingly, the biggest 
demotivator is placing a monetary value 
on their contribution. If the “real” value 
of a contribution is $10, communities will 
often provide their contribution for free 
if the underlying motivations are there. 
Once you put a trinket amount to that, 
say $1, you have now monetized that 
contribution, and this leaves the commu-
nity questioning its value, regardless of 
original motivation.
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Managing communities
Thicke: How do you work with 

communities?
Rickard: Although we use the term 

community manager, those employees 
who support our user communities are 
more relationship managers. They are the 
primary contact and therefore the public 
face for the company. A lot of their time 
is spent supporting our top users or gurus. 
Our gurus typically spend 35 hours a week 
on community-related activities, which 
may be helping new users, creating original 
content or translating one of our products, 
hoping to make it available via a commu-
nity language pack. It is these community 
members who make it possible to support a 
community of 200,000+ people.

We also work hard in the case of 
initiatives such as community transla-
tion to make the experience as simple 
and enjoyable as possible for users, while 
being sure to motivate and recognize 
their contributions. 

Many community translation programs 
sit squarely in traditional localization 
departments for obvious reasons, but it is 
important to note that there are a lot of 
contributing factors such as guru develop-
ment, motivation and reward, not to men-
tion providing a user experience that may 
be different than the more structured (and 
often complicated, to the amateur) process.

Thicke: You say that super users are what 
make communities scalable and that the 
key is to identify and cultivate them early in 
the process. How do you identify them and 
how do they bring scale to communities?

Rickard: Super user identification for 
us is still a manual process. We have 
a list of criteria that includes not just 
high activity but the usefulness of those 
contributions. We ask existing super users 
to nominate others, and the community 
manager makes the final decision. Often 
the final decision is in their gut, as they 
would know these active users fairly well. 
We ask a lot of our super users so some-
times a community member decides not 
to be promoted, but instead continues 
to contribute as just a really good user. The 
scale comes in when super users help other 
users. They become an extension of our 
community managers, which translates into 
being able to help and engage with signifi-
cantly more users. Without this role, you 
would probably need to hire more staff.

Thicke: What other systemic ways does 
Symantec support its communities?

Rickard: It’s really about engaging and 

empowering your community. Super users 
certainly see the most benefit in this area. 
A great example is our appreciation events 
where we fly them to San Francisco from 
all over the world to participate in a week 
of engaging with product teams, tours 
and other fun activities. Initiatives such 
as community translation are also great 
examples of community members having 
a direct involvement with the product.

Community translation
Thicke: Your communities help provide 

translation support for some 15 to 20 
smaller languages that would not other-
wise be localized. When volunteers work 
together on a project and when review is 
provided by voting rather than by edit-
ing, how does that affect the quality?

Rickard: I certainly wouldn’t say the 
quality is worse than our traditional 
process, just different. One of the ques-
tions we ask ourselves when gauging 
quality is “Does this add value for the 
user who only speaks that language?” 
We tend to focus less on things like style 
and more on comprehensibility. We have 
had community language packs reviewed 
independently, and they have always 
stacked up very well. Although this may 
be surprising to some, it makes sense that 
users have great context due to their 
daily use of the product, often better 
than professional translators who may be 
relying on documented context.

Thicke: Would you say that crowd-
sourced translations could be as good 
as professional translations because 
the whole community in that language 
has the opportunity to scrutinize and 
correct?

Rickard: It depends on a variety of 
factors but in many cases, yes. If the 
translation community is large enough 
and the platform they are translating 
with is equipped with the right tools for 
them to do so, it can be. There are areas, 
however, where this is typically not the 
case, like legal and marketing, but for 
content like the user interface, there is 
great potential.

Thicke: Do you believe collaborative 
community translators can in any way 
replace existing service providers?

Rickard: No, and that is not the reason 
we engage in this activity. Community 
languages are typically those that don’t 
make the cut for the traditional process. 
In other words, if they weren’t done by 
the community, they wouldn’t be done 

at all. We look at it as a way to further 
involve our users with their product, not 
necessarily as a cost-saving scheme.

Thicke: What role could language 
service providers (LSPs) play in community 
translation?

Rickard: LSPs can bring a lot to the 
table. They have the language skills and 
tools expertise, and they could focus this 
knowledge to help companies build a 
strong translation community, without 
cannibalizing any of their existing services. 
That role could include building, support-
ing and moderating communities as well 
as offering up a translation platform that 
appealed more to end users than the more 
complicated internal platforms used by 
many companies. To me there is a gap in 
the market right now that has an incredible 
amount of potential. 

Thicke: Symantec’s own research has 
concluded that community involvement in 
support can lead to a 25% call deflection. 
People get answers from the community 
and don’t need to consult the support 
desk. What other metrics do you measure 
in your communities?

Rickard: Metrics in the past for commu-
nities have always focused on basics such 
as page views, sign ups and the amount of 
content contributed, but for us, that tells a 
very small portion of the story. Right now 
we are looking at a more in-depth analysis 
that includes user classification and how 
different roles interact with each other, 
as well as other areas that speak more to 
the value of community than its growth. 
Existing models tend to assume a larger 
community is a better thing, whereas we 
believe it is more about the quality of 
engagement within that community.

Thicke: Sounds like a win-win. What 
is the downside of working with com-
munities?

Rickard: When it comes to commu-
nity translation, the downside for many 
would be giving up the control that the 
traditional process offers. For instance, 
communities don’t adhere to your sched-
ules, so you need a level of flexibility to 
make that work. Communities can also 
consume a lot of resources if they aren’t 
scalable from day one, so you need to be 
quite proactive. The benefits of a healthy, 
engaged community far outweigh any of 
these drawbacks, though, and with the 
massive adoption of social and com-
munity worldwide, users now expect this 
type of interaction with the products 
they use.  M
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footprint. But my cousin Suzy isn’t the only one changing her 
enviro-think due to someone else. According to a 2010 study 
from Cohn & Wolfe, a global communications agency specializ-
ing in the environmental sector, the largest segment of US shop-
pers willing to pay more for products labeled as environmentally 
safe are single men in their twenties and thirties looking to 
impress the ladies. In the United States, peer pressure is the 
principle reason why people buy environmentally safe products. 
By and large, consumers of what most people call “green” prod-
ucts tend to have surplus cash, and they’re not afraid to spend it 
if it makes them look trendy or “up-on-it” to other people. For 
Americans without surplus cash, though, “green” is just a tie-
breaker. All other things — such as product availability and price 
— have to be equal before the average American will purchase 
the “green” product over the less sustainable one.

On a global front, though, this is a different scenario. 
Americans still care more about “getting a good value” than 
they do the environment. In Cohn & Wolfe’s 2010, pre-oil-spill 
survey, 100% of US respondents noted that “good value” was 
a driving force in how they made purchasing decisions. But in 
countries where environmental changes have already begun to 
have an impact outside the movies, environmental factors are 
number one. Take India, for example, where water pollution 
has become a national reality. 96% of Indians base purchas-
ing decisions off of the seller’s environmental impact. In fact, 
in his book The Coke Machine, journalist Michael Blanding 
blames environmentally unconscious acts for Coca-Cola’s lack 
of success in the country. Shortly after Coke reentered India in 
1991, villagers in Mehdiganj, Nandlal, accused the company of 
dumping in the Ganges, a river where the water, according to 
the World Health Organization, accounts for the death of 1.5 
million children every year. The accusation that Coke’s chemi-
cal dumping is at all responsible for these deaths is extreme, 
but the taint of the accusation is enough to most likely keep 
Coca-Cola from ever dethroning local competitor Thumbs-Up. 
In fact, in an effort to change the market, Coca-Cola India 
has since used rainwater harvesting to replace 17 times the 

My cousin Suzy says her family recycles because 
her nine-year-old son shamed her into it. He 
watched the movie WALL-E at a friend’s house, 
and now he’s paranoid that we’re destroying the 
planet. He’s not the only one. While I personally 
think we’re quite a ways from the trash-covered 
earth portrayed in the film, it doesn’t take a genius 
to realize that events such as the British Petroleum 
(BP) Deepwater Horizon oil spill are destructive. 
While many blame BP itself for the destruction, 
I’m of the opinion that BP, albeit recklessly, was 
only working to meet market needs. If Americans 
weren’t driving gas guzzlers, Americans wouldn’t 
need so much gas. I won’t go for a second round 
of this blame game, but I’m probably not the only 
person who believes that spill was a hell of our 
culture’s own making. 

In fact, I know I’m not the only person who feels that way. 
Many of my clients do as well. Most likely, so do many of your 
clients, if you work for a language service provider (LSP). And 
if you’re on the buyer side, you still may have noticed changes 
at your own employer geared toward creating a more environ-
mentally sound workplace. It’s about more than turning off the 
lights when you leave for the day or drinking coffee out of a real 
mug instead of a Styrofoam cup. Big business is becoming more 
and more cognizant of its role in preserving our environment. 
Some say it’s from an honest awareness of the corporate carbon 

Terena Bell is CEO of In Every Language and also sits on the lead-
ership council for the Association of Language Companies.
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amount of healthy water it takes from 
the areas where its plants are.

Water isn’t the only issue in India. 
According to Cohn & Wolfe, Indians are 
also concerned about deforestation, which 
is also a predominant issue in Brazil. 98% 
of Brazilians say it’s important for them 
to know that the company they’re buying 
from cares about its customers, which 
includes caring about the environment. 
67% of Brazilians also said the environ-
ment would be a greater stand-alone fac-
tor if environmentally safe products were 
more available. This 67% cited limited 
selection as the reason why they don’t 
buy as many “green” products as they 
would like. This isn’t too different from 
India, where 72% of respondents also 
pleaded limited selection. The first macro-
force at work here globally is therefore 
one of market creation. The need for 
greater availability in “green” products 
leaves room for many new clients to begin 
exporting or to increase their number of 
exports, particularly clients working in 
the agribusiness and chemical sectors. As 
new and expanding exporters reach into 
new markets, this means new languages 
become involved and more translation 
will be done. By learning where our envi-
ronment is at its worst, we can predict 
the consumer behavior that will drive the 
translation market for this sector in the 
future.

The even greater macro-force affect-
ing our industry is sustainable procure-
ment. Corporate America is waking up, 
and the wake-up call is resonating on 
two different levels. First, companies 
are beginning to realize the carbon 
footprint they create and the respon-
sibility that comes with it. Some are 
coming to realize it in sudden, undeni-
able ways — like BP, whose gas stations, 
as reported by North Carolina paper 
The News & Observer, continued to 
see sales down as much as 40% three 
months after Deepwater Horizon. Some 
are realizing it due to internal changes 
in the organization, such as Brown-
Forman, where a combination of new 
hires and resource shifting between 
brands helped Jack Daniel’s become the 
world’s first zero-impact whiskey. A few 
US-owned businesses are increasing 
their environmental responsibility due 
to changes required by their Scandina-
vian business partners, whose Danish 
and Norwegian governments regulate a 
business’ environmental impact, includ-
ing how that impact stretches out into 
its dealings with its partners.

The majority of corporations, though, 
are like my cousin Suzy. Someone they 
care about deeply — in her case, her son; 
in the corporate case, the customer — is 
forcing the business to change. In order 
to keep up, to save face like the men who 

go green for women, these businesses 
must be or must pretend to be sustain-
able. Take Clorox, for example, which 
in 2007, “was willing to pay almost $1 
billion for Burt’s Bees because,” accord-
ing to Louise Story in the New York 

Times. “Big companies see big opportuni-
ties in the market for green products. 
From 2000 to 2007, Burt’s Bees’ annual 
revenue soared to $164 million from $23 
million. Analysts say there is far more 
growth to be had by it and its com-
petitors as consumers keep gravitating 
toward products that promise organic 
and environmental benefits,” noted Story. 
It’s pretty much a given that bleach is an 
environmentally destructive chemical, 
but through the purchase of Burt’s Bees, 
Clorox was able to guarantee its future in 
a pro-environment future.

As the Times article goes on to 
explain, for a couple of years, this was 
big business’ standard micro-reaction 
to the macro-force of environmental 
awareness. L’Oréal bought Body Shop. 
Colgate-Palmolive bought control-
ling stock in Tom’s of Maine. At this 
same time, Clorox looked to diversify 
its original offerings by introducing 
the Green Works line, just as L’Oréal 
did by introducing its line of sulfate-
free hair care products. The list goes 
on of how big business either bought 
small business or broadened its own 
offerings to win green dollars. Just as 
increasing environmental awareness 
was the macro-force that caused these 
micro-changes, macro-changes on the 
corporate level will affect our micro-
reactions in the land of localization. You 
see, things have shifted again. Big busi-
ness is no longer trying to etch its way 
into a market through acquisitions and 
diversification; it has moved to supplier 
responsibility and certification. For while 
the majority of Americans who go green 
do it for social reasons, those who do it 
for environmental ones are militant. And 
as the WALL-E generation grows up, the 
number of militants grows exponentially 
with them.

In 1997, BP became the first oil 
company to publicly acknowledge its 
responsibility in causing and preventing 
climate change. From that moment on, 
the company was praised for its corpo-
rate social responsibility (CSR) — right up 
until April 20, 2010, when 205.8 million 
gallons of crude oil began to leak into 
the Gulf of Mexico. In a post-BP world, 
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people may not accept environmental 
policies at face value. The age of effec-
tive greenwashing is dead. Those who 
buy because they care really do care, and 
they will hold you to it.

This is what brings me to certifica-
tion, and this is where this macro-
trend starts to affect our industry. The 
trend now is not just responsibility on 
the corporate level, but responsibility 
throughout the entire supply chain. 
And whether we think of it that way or 
not, translation is part of our clients’ 
supply chains.

Consumers want to see responsibility 
not just from the companies they buy 
from, but from the businesses those 
companies buy from as well. This is 
especially important for international 
businesses working in India, Brazil and 
the other countries we’ve discussed. 
While the American market is get-
ting there, the foreign market already 
is there. Like Coca-Cola, if American 
brands want to compete abroad, they 
have to put their money where their 
mouth is.

As a result, Walmart forced its top 20 
Brazilian suppliers to sign the company’s 
“Pact for Sustainability” in a June 23, 
2009, summit. In this pact, the suppliers, 
which included Coca-Cola, Johnson & 
Johnson and Unilever, promised to reduce 
their use of plastic and to refrain from 
deforestation while creating their prod-
ucts. Their choice was to sign the pact or 
to stop selling their products in Walmart, 
the largest retailer in the world. Right or 
wrong, Walmart forced its suppliers to 
cooperate.

How much longer will it be before 
the translation industry is forced to 
cooperate? The environmental certi-
fications already exist. LSPs can have 
environmental or unenvironmental 
practices, just like any other company. 
Our product may be words, but it takes 
power to generate those words and 
get them to our clients. Do we keep 
our laptops turned to “balanced” or 
to “power saver”?  Do we turn off the 
computer when we leave? And when 
your LSP buys new computers, what 
happens to the old ones?

As business-to-consumer clients 
become more and more regulated regard-
ing their own carbon footprints, the 
mark LSPs leave on the world may one 
day impact whether these companies are 
able to do business with us. Walmart has 

already started requiring environmental 
certification of its suppliers whenever 
certification is available. While not yet a 
requirement, environmental certification 
is also preferred for vendors at Starbucks, 
SAP and H&M. Many US municipal and 
state requests for proposals now have 
sections where they ask bidders to detail 
their environmental practices, use of 
Energy Star utilities, and environmental 
certifications held. Which one of your 
clients will be next?

Environmental management certi-
fication for LSPs is already available. 
It’s just that abashedly few of us have 
it. My company, In Every Language, is 
the only LSP certified as a B Corpora-
tion, which is a certification not just 
for environmental practices, but for 
CSR as a whole. Only three LSPs are 
certified by Green America: Lazar & 
Associates, Oregon Translations and 
Green Translations. On an international 
level, ISO 14001:2004 is available for 
environmental management, but I 

only know of four LSPs that have it: 
Yamagata Europe, Eco Trans, Intrasoft 
International and Wolfestone Transla-
tion. So basically, with three certifica-
tions available, only eight companies 
worldwide are meeting this growing 
client need. And while I’m sure I can 
speak for the other seven when I say 
we’re happy to keep the business for 
ourselves, just as our clients face a 
responsibility to their customers to 
ensure environmentally responsible 
sourcing through the supply chain, 
we face the responsibility of making 
it easier for them. Obtaining certifi-
cation is part of standard operating 
procedure for a US-based woman or 
minority-owned LSP; certification 
should become a standard for “green” 
LSPs. This is the micro-action we must 
take in light of the macro-trend. The 
customer-centric LSP owner puts the 
needs of his or her customer first, and 
for more and more of our customers, 
this is the up-and-coming need.  M
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Under a contract designed to save the UK Minis-

try of Justice £18 million a year, Applied Language 
Solutions (ALS) started to provide them with court 
interpreting services on February 1, 2012. UK pro-
fessional interpreting organizations have mounted 
a campaign against this contract because it sig-
nificantly reduces interpreters' earnings.

According to the Law Society’s Gazette, nine out of ten court 
interpreters are boycotting the ALS service. Protesters claim that 
hundreds of court and tribunal proceedings have been cancelled 
because of a lack of interpreters. The campaign also urges statu-
tory regulation of the interpreting profession and protection of 
the title of legal interpreter. 

Alarm bells should be ringing loud and clear that it is time 
to intervene in the language services industry. How can this 
“cottage” industry, which is struggling to mature rapidly and 
effectively, support exports at this critical economic time? On 
the one hand, the industry bemoans in an interminable, internal 
debate how it is undervalued and constantly undercut in pric-
ing, while on the other hand, it quite frankly delivers uneven 
quality standards from its various practitioners.

If the mighty Ministry of Justice has experienced quality 
issues with its new interpreting service contract due to its pure 
focus on cost reduction, what hope is there for an inexperienced 
interpreting or translation buyer? Industry professionals con-
stantly complain about their low fees. With translation charges 
based on a cost per thousand words, hourly rates can work out 
at less than most skilled tradesmen, despite the high levels of 
education required. Specialization is the key to commanding 
higher fees. However, as the Ministry of Justice has discovered 
in the legal field, there are only a handful of truly experienced 
professionals in many specialized fields in some languages.

Is it time for the language services industry to be regulated? 
Left to its own devices, it seems unfortunately likely that the 
internal debate will continue about minutiae and that there will 
be a failure to meet the increased demand. If translation buyers 
often struggle to identify quality suppliers for the major Euro-
pean languages, how much harder is it going to be to exploit 
the best export opportunities that are now in emerging mar-
kets? Companies require their language service providers (LSPs) 
to be strong, united, reliable and confident partners for export 
success. Buyers of language services should insist on dedicated 
standards to help sort the wheat from the chaff.

Many first-time language service buyers experience a bap-
tism of fire. The world economy needs innovative small and 
medium enterprises to drive growth, and these enterprises should 
not find themselves hampered by translation errors and cultural 
communication problems. The wide range of languages required 
of experienced legal interpreters in modern-day courts is highly 
indicative of the specialized interpreting and translation services 
required for successful exports. The UK court chaos is therefore 
a warning of the havoc that could stifle export efforts.

In the twenty-first century, we cannot still labor under the 
misapprehension that everyone can and will speak English so 
that we can sell to them. Back in the twentieth century, the Ger-
man Chancellor, Willy Brandt, famously remarked: “If I’m selling 
to you, I speak your language. If I’m buying, dann müssen Sie 

Deutsch sprechen” ( . . . then you must speak German). Now, we 
must speak Chinese, Japanese, Russian, South American Span-
ish, Brazilian Portuguese, Arabic, Indic languages and even Afri-
can dialects. Cultural advice is of ever increasing importance to 
localize sales and marketing campaigns for these new markets. 
Sales and marketing buyers are LSPs’ most important clients.

Translation buyers often find themselves in the unenviable posi-
tion of having to trust that their supplier is providing a good quality 
product, because they have no means to judge it for themselves. It is 
imperative to find an LSP that inspires trust and displays integrity. 
It is also critical to find a supplier who maintains that trust by 
continuing to deliver quality and continuing to display integrity. 
The old motto “once bitten, twice shy” is particularly relevant to 
translation buying. If a buyer has a bad experience due to a poor 
quality translation, he or she will be especially suspicious of any 

Karen Netto, a translations project manager within the financial 
services industry, holds a master's degree from Imperial College 
London, having written her dissertation on translation standards.
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LSP making quality claims in the future. 
Thus, a reputable LSP can be tarnished by 
the poor quality translations and services 
received elsewhere. Everyone promises 
“quality” to the bemused client, and it is 
hard to differentiate between the good and 
the not-so-good. You have only to consult 
a few websites to be mesmerized by the 
industry’s vague promises about quality.

Entrepreneurs and salespeople in fast-
growing businesses have a tendency to 
promise more than can confidently be 
delivered. In the language services indus-
try, it is particularly counterproductive to 
raise client expectations, as true quality is 
elusive in some specialized fields and more 
minor languages. Quality can be improved 
with time and effort, but the industry is not 
always good at conveying what it needs 
from the client’s side to ensure a quality 
end product. While some LSPs make real 
efforts to get to know their client’s business 
and familiarize translation teams with their 
corporate style and terminology, others still 
seem to be delivering translations with poor 
grammar, typographical errors and inac-
curate terminology. The latter simply fail 
in the basics of selecting the right linguist 
for the job and neglect quality assurance 
procedures.

Over the years, there have been a series 
of standards applied to the translation 
industry across Europe and worldwide. In 
other industries, standards are a common 
tool for buyers to differentiate between 
suppliers. The translation industry has 
a tendency to balk at being treated like  
the manufacturing industry. It prefers 
to see translation as an art, focusing on 
the subjective and variable elements that 
make standardization tricky, rather than 
tackling and nailing the main quality 
issues. The standards of the least quality-
conscious LSP need to be raised in order 
to improve the quality perception and 
professional image of the whole industry. 
LSPs need to work with their competitors 
to ensure that poor performers are frozen 
out or forced to raise their standards.

Many translation buyers may be 
surprised to hear that there has been a 
dedicated European translation standard in 
place since 2006: EN 15038. The various 
European Union of Associations of Trans-
lation Companies (EUATC) member coun-
tries were required to drop their conflicting 
national standards and adopt EN 15038 
by November 2006. In Britain, the stan-
dard goes under the descriptor of BS EN 
15038, in Germany DIN EN 15038 and so 

on. Unfortunately, in the United Kingdom 
the standard almost seems to have been 
strangled in its infancy. Those translation 
companies that have submitted themselves 
to the full, recommended certification pro-
cess remain relatively few in 2012.

Back in 2007, two UK companies 
claimed confusingly to be the first with 
the new standard. Some UK companies 
added to the confusion by displaying 
the German designation of the standard, 
DIN EN 15038. Investigations revealed 
that DIN CERTCO, the commercial wing 
of the well-respected German standards 
institute DIN, contacted their existing 
customers and offered an upgrade from 
their previous DIN 2345 standard to DIN 
EN 15038. A press release revealed that 
no additional checks were required and 
translation providers could simply have 
their registration certificate transferred. 
Many European and even worldwide 
LSPs took advantage of this appar-
ent shortcut to gain the new standard, 
including a number from the United 
Kingdom. The EUATC found itself pow-
erless to revoke any such registrations, 
clearly demonstrating the industry’s 
need for some teeth in regulating its 
members. ALS was the first to claim 
compliance via the DIN shortcut. Lon-
don Translations was the genuine first 
company to be certified to BS EN 15038 
in the United Kingdom. 

The ability to place details of standards 
awarded on your company website is 
undoubtedly a great marketing tool. The 
cart should not go before the horse, how-
ever. The industry needs to be reminded 
that language standards are not primarily 
for its marketing purposes, but for buyers 
to use as a tool to recognize the quality 
essentials and place business with a qual-
ity supplier. Buyers have a right to expect 
and trust that such a company has engaged 
in a full and thorough examination of its 
compliance with the standard before dis-
playing the insignia on its website.

The task of creating EN 15038 was 
undertaken by dedicated industry profes-
sionals to try to differentiate service pro-
viders and raise standards. In the United 
Kingdom, the end result currently seems 
somewhat murky. It is disappointing that 
many quality LSPs have not undertaken 
certification in BS EN 15038. Given that 
DIN CERTCO’s terms and conditions stated 
a validity of up to five years, it is to be 
hoped that those LSPs that took the short-
cut are now seriously preparing to under-
take full certification upon expiration of 
their DIN EN 15038.

Many LSPs have rejected the special 
translation standard in preference for ISO 
9001. The standard has undoubted value 
in getting a company to review and docu-
ment its processes. Given the experience 
in Britian, it should perhaps be questioned 
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whether ISO 9001 is sufficient for LSPs 
and whether it is possible to document 
and receive the standard’s certifica-
tion for a process that is fundamentally 
flawed.

The selection of experienced and com-
petent legal interpreters for court work 
must be a prerequisite. It is hard enough 
to follow court proceedings in your own 
tongue; it must be much harder to do so 
in a foreign tongue hampered by misinter-
pretations from your interpreter and with 
the added stress of your liberty potentially 
being at stake. We do not accept quacks if 
we go to the doctor, so why do we allow 
specialist language skills to be so poorly 
appreciated and remunerated? Do mini-
mum professional rates need to be set? As 
the UK Ministry of Justice has discovered, 
buying language services cheaply often 
costs more to correct afterward. LSPs need 
to communicate more effectively to buy-
ers how to achieve cost effectiveness for 
their companies rather than cost reduc-
tions. Often the savings are to be made 
not in the base translation cost, but in 
the streamlining of processes for related 
services.

Work is now beginning on an ISO 
translation standard. In the meantime, it 
is recommended that translation buyers 
obtain a copy of their national or the 
European standard. They should ques-
tion their existing and potential sup-

pliers about how their services comply 
with the standard and ask whether they 
have any plans to gain certification. In 
most industries, it is the buyers that push 
compliance with a standard. So perhaps 
the time has come for language services 
buyers to push for just that?

The requirement for proofreaders to be 
domain specialists as well as the transla-
tors has been an area of some concern, 
especially in specialist fields in rare lan-
guages. However, LSPs should simply be 
honest with clients when the full require-
ments of the standard cannot be applied. 
Much irritation with the industry ema-
nates from raising quality expectations 
that it cannot currently, instantly or con-
sistently deliver. The translation industry 
is right to have some misgivings about 
the application of standards to them. 
Standards have become too inflexible in 
some industries to the detriment of cus-
tomer service. If a standard is allowed to 
become too restrictive and impractical in 
application, a quality LSP could find itself 
unable to serve a long-established client 
in some languages. That client could then 
be at the mercy of poor performers and 
left to take a risk with his or her company 
brand in unfamiliar territory.

Renegotiating the parameters of what 
is possible within the new market and how 
best to ensure the best quality achievable 
in both the short and longer term would 

seem much more preferable. Any transla-
tion standard should be seen as a basis for 
an LSP and client to work out the quality 
details that apply to their relationship. It 
should not be a strait jacket that fails to 
adapt as client projects, technology and 
the industry evolve.

Having no client-recognized and 
industry-upheld standards in common 
use leaves the industry open to all-com-
ers and no means of differentiation for 
buyers. Consider an athletics analogy: 
if all competitors are not prepared to 
submit themselves to drug testing (read 
standards certification), then how can 
they complain if the cheats beat them to 
the gold medal?

It is high time that the aimless drift-
ing in the translation industry ceased. 
LSPs need to get together and fully 
engage with standards. Concerns about 
details should not hold the industry back 
from taking action. British interpret-
ers have admirably thrown down the 
gauntlet for the whole industry, showing 
how working together can prevent the 
undercutting of professional rates and 
unprofessional practitioners from oper-
ating in their field.

It may seem incongruous for someone 
in the finance industry to pass comment 
on standards. However, the financial world 
is being forced to change. Even out of the 
front line in this regulated industry, we get 
regular reminders from our compliance 
departments about money laundering, 
market abuse and insider trading, as well 
as gift and entertainment policies and 
bribery laws. By contrast, the language 
services industry is unregulated. Stan-
dards of conduct are highly topical in 
Britain as a result of revelations from the 
Levenson enquiry, which is examining 
the ethics of the British press. Corruption 
is not endemic in the United Kingdom; 
however, Transparency International UK 
has warned of the risks of unfair compe-
tition if key institutions are complacent 
toward or refuse to confront bribery. 
Language service buyers need a forum to 
relate their experiences, both good and 
bad, and get the drive to raise standards 
as a matter of urgency. They need the 
quality freelancers, small independents 
and larger LSPs in the industry to rise to 
the top, to make themselves heard and to 
be recognized. A dedicated but practical 
standard that is in active use, together 
with an enforceable code of ethics, is the 
way forward.  M
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Real working standards, open or not, must 

have been driven by a representative industry 
consensus. In fact, industry representativeness 
is one of the main competitive characteristics in 
standards bodies (consortia) in general and in 
the localization industry in particular.

Let us start with the assumption that openness of standards 
is an intrinsically positive property and that the localization 
industry would do well to keep its standards open rather than 
proprietary. In order to argue for open standards, however, 
we must first explain the conceptual difference between open 
standards and proprietary standards, and also between open 
standards and open source, which is quite an important distinc-
tion that is popularly confused.

As seen in Figure 1, closed source solutions can still be imple-
mentations of open standards. Interoperability is truly barred 
where a closed source solution is at the same time proprietary 
— fully ad hoc or based on a proprietary standard. The best case 
from the point of view of interoperability clearly is an open 
source implementation of open standards; perfect examples of 
this are International Components for Unicode (ICU) and Okapi 
framework. To make the whole difference entirely clear, we can 
say that the opposite of open in open source is closed, whereas 
the opposite of open in open standards is proprietary.

In order to explain the fine distinction between open and 
proprietary standards, two essential characteristics of open 
standards need to be explained: transparency and guaranteed 
royalty free use (Figure 2).

Although there unfortunately is no general consensus on 
which standards can be called open, all current accounts do agree 
that open standards must have been created via a transparent for-
mal process. The requirement 
of formality for a standard’s 
transparency might not seem 
obvious; still, any process that 
needs to be publicly verified as 
transparent better be formal. 
We speak about transparency 
of the technical committee 

The localization

standards ecosystem
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Figure 1: A solution can be a combination of open 
source or closed source, with open or proprietary standards.

Open

Proprietary

Figure 2: Open and proprietary standards.
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(TC) process. The process is usually codi-
fied on the consortium level, but various 
technical committees and types of stan-
dardization groups within a single con-
sortium might meaningfully differ in their 
processes, which may be largely driven by 
their subject matter, objectives, scope and 
so on. All of them, however, need to cre-
ate standards through representative con-
sensus. The consensus, in turn, needs to 
have been driven by a transparent formal 
process. There are some implementation 
characteristics that should generally help 
you recognize if a body’s TC process is a 
transparent one or not. There are many 
transparency marks that we should look 
for. At the very basic level, mailing lists 
(discussion groups, forums) and archives, 
proceedings of meetings, and require-
ments gathering review process and bug 
tracking should all be publicly visible — 
open to general input and specific feed-
back from the nonmember public. Work 
in progress should be marked with open 
and well-documented discussions, ideally 
with the help of collaborative authoring 
tools with “blame” assignment and audit 
trail. Formal standard approval must be 
underpinned by verifiable (possibly open 
source) implementations. Fair quorum and 
ballot rules must be ensured at all levels. 
Broad and varied industry representation 
should be the result of the above.

Intellectual property rights (IPR) modes 
and policies are in fact the source of dis-
agreement on what standards actually can 
be called open. All competing definitions 
would agree on the above-specified crite-
rion of transparency; there are, however, at 
least three distinct levels of IPR liberty that 
can possibly be required to call a standard 
open. Therefore, I would say that the open-
ness of standards comes in three levels: 
the weakest, which allows for (F)RAND 
licensing of essential patents (ISO, Unicode, 
some OASIS committees); relatively strong, 
which enforces royalty free (RF) access 
to essential patents (W3C, some OASIS 
committees, including XLIFF TC); and the 
strongest, which requires an open source 
reference implementation. Clearly RF is a 
prerequisite here, as open source cannot 
deal with code making use of paid patents.

One standard or many?
Every now and again people from 

various corners in the industry propose 
the intriguing idea of one superstandard, 
or a related one of a super-standardiza-
tion body. I want to discuss the ideas of 

a superstandard and a super-body on a 
conceptual level, as it is hard to track a 
single source of this idea and it may well 
be that nobody propagates the idea so 
wholeheartedly as to take credit.

A superstandard naturally sounds great 
at first. It seems to be the ultimate thing in 
standardization. After all, standardization 
is about doing things in a uniform way 
and overcoming proprietary differences. 
However, as always, the devil hides in the 
details; standards must be adopted and 
implemented to be true standards. The 
smartest specification cannot reasonably 
be called a standard if it is not being used 
throughout its target market. Standardiza-
tion bodies sometimes inadvertently blur 
this difference. Such a blurring is always 
connected to a standardization body’s fail-

ing or missing its goal. A published speci-
fication will fail if the producing technical 
committee was not representative or oth-
erwise significant for the targeted market, 
and if the reference implementations are 
feeble or extremely limited in number. 
Important standards will collapse if the 
publishing standardization body fails to 
manage its specification’s later life cycle, 
and failure to maintain once-influential 
specifications leads to a slow unmanaged 
death of the standard.

Hence, a standard must address issues 
in a sufficiently discreet area so that 
it can be not only developed, but also 
implemented, maintained and updated.

As one of the main objectives of tech-
nical standards is interoperability and no 
area of standardization can be conceived 
as an isolated one, no true standard must 
aspire to becoming a superstandard. 
Where one standard starts assuming 
functions outside of its scope, it is start-
ing to violate not only the realm of its 
neighboring standard, but more impor-
tantly the very constitutive principles of 
the true open standards creation. Since it 
is impossible to gather in one TC all the 
expertise needed to produce a working 
superstandard, any aspiration to a super-
standard would necessarily lead sooner 
or later to deficiencies. In other words, a 
super-specification cannot ever make a 
working standard. Thus, a superstandard 
is conceptually impossible. Therefore, 
setting out the proper scope — at the time 
of a TC creation, charter clarification, or 
rechartering — is the first gating factor of 
standardization success.

It is no doubt tempting for standard 
developers and implementers to extend 
their own provisions into other standard-
ization areas. Nonetheless, whenever they 
do this, they act in a proprietary way.

In more unified industries, the idea 
of one superstandard might sound less 
naïve than in our localization industry. 
Localization is a relatively new industry 
and academic topic, but it has always been 
tightly connected with translation and 
internationalization, since it is a service 
area mitigating the clash between human 
language and IT. There are thousands 
of languages on the planet that can be 
organized in many dozens of groups from 
different points of view, and Unicode is 
the formidable effort that currently does 
not miss its target to ensure that scripts 
needed to write all human natural lan-
guages are supported in IT infrastructures 

IPR mode. Intellectual property rights 
rules under which a body or technical 
committee (TC) has been chartered. As a 
general rule, a TC’s identity cannot survive 
IPR mode change, and usually TCs that want 
to change their IPR mode must recharter, 
which requires dissolution of the original TC. 
This is generally used as a guarantee that 
standards-related IPRs such as the right 
to use essential patents for a particular 
standard’s implementation will be granted 
to the standard’s implementers under legally 
stable conditions.

RAND (also FRAND). Meaning (fair) 
reasonable and nondiscriminatory. IPR 
mode that allows owners charging for 
use of essential patents provided that the 
charge is reasonable and nondiscriminatory. 
Unfortunately, both reasonable and 
nondiscriminatory are relatively vague, so their 
practical extent often needs to be ascertained 
in legal courts. OASIS TCs can be chartered as 
RAND; Unicode’s sole IPR mode is RAND, as 
FRAND is the sole IPR mode of ETSI.

RF. Royalty free. IPR mode that mandates 
and guarantees royalty free use of essential 
patents in order to implement a standard. 
OASIS TCs can be chartered as RF (as is XLIFF 
TC), and RF is the sole IPR mode of W3C.

technical committee (TC).Standardization 
bodies (consortia) usually own, create, 
maintain and update technical standards 
through purpose-specific TCs. Here we use 
the term in the generic sense, as any formal 
group that directly owns (creates, maintains 
and updates at the technical level) a technical 
standard, even though it might be called 
something else in its home organization 
(industry specification group, working group, 
special interest group and so on). The identity 
of a TC is usually given by affiliation to a 
standardization consortium.
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— that is, in IT infrastructures that do sup-
port the Unicode 6.1 standard. Unicode 
6.1 was released on January 31, 2012, and 
although a minor version, it added 732 
new characters to the major revision pub-
lished as 6.0 in October 2011. Seven script 
extensions have been made supporting 
new languages in Asia and Africa.

Unicode
Unicode is of utmost importance 

for internationalization, the upstream 
activities that make the localizer’s life 
easier. The most explicit internation-
alization-related Unicode project is 
Unicode Common Locale Data Reposi-
tory (CLDR), which is not a standard 
in a classical sense, but rather, as the 
name suggests, a repository that is being 
constantly updated and released on a 
rolling basis following its data release 

process. CLDR is a standard repository 
of internationalization building blocks, 
such as date, time and currency formats, 
sorting rules and so on. To illustrate the 
importance of Unicode and CLDR for 
upstream internationalization it is good 
to mention ICU, an IBM-driven open 
source project, and the most prominent 
reference implementation of both Uni-
code and CLDR. Spectacularly, ICU is the 
common denominator of both Android 
and iPhone operating systems.

It happened only very recently (May 
2011) that the Unicode Consortium 
formed a technical committee explicitly 
dedicated to localization interoperability, 
the Unicode Localization Interoperability 
(ULI) technical committee. ULI is at first 
glance a formidable buy-side driven ini-
tiative, as its convenor is IBM’s Helena 
Shih Chapman and her co-chairs are 

Kevin Lenzo from Apple along with Uwe 
Stahlschmidt from Microsoft’s Windows 
team. The ULI vision is a pragmatic one 
driven by the personal shrewdness of its 
founding chair, looking at real-life fric-
tion points and fixing them in an effec-
tive yet robust way, as opposed to the 
quick and dirty fix that has been all too 
common in our industry.

ULI applies itself first to the cluster of 
issues that are connected to segmenta-
tion. Segmentation is generally governed 
by UAX #29 (Unicode Annex #29), 
and The Localization Industry Stan-
dards Association (LISA) once made an 
attempt to address this issue with SRX. 
SRX’s relationship to UAX #29 is not a 
transparent one. SRX can be considered 
incomplete from an engineering point of 
view; however, its proclaimed goal was 
not to provide a set of segmentation rules 
for a number of languages, but rather to 
provide a mechanism to exchange the 
rules to improve translation memory 
(TM) exchange (TMX) interoperability. 
TMX often fails to guarantee its pro-
claimed lossless transfer of translation 
memory  (TM) data due to segmentation 
differences. Whoever will revive work 
on SRX will need to face the new ULI 
developments. 

ULI’s first practically achievable goal 
is to update UAX #29 rules with real-life 
production data. The ULI message to SRX 
developers is that localization should take 
UAX #29 and its ICU implementation for 
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granted, and use SRX only for exchange 
of rules that differ from the standard UAX 
#29 behavior. Connected to the UAX #29 
normalization is the ULI driven new char-
acter pair (segment separator and joiner) 
proposal. This new pair of characters should 
only be legal in a plain text environment 
and should facilitate pipelined execution of 
UAX #29 rules. After ULI fulfills its UAX 

#29 mandate, it should apply itself to one or 
more of the following localization interop-
erability topics: First, solid wordcounting 
(scoping) based on unambiguous character 
and word delimiting rules that will depend 
on GMX-V status under ETSI ISG LIS, an 
industry specification group that oversees 
the former LISA OSCAR standards portfo-
lio. Second, authoring and TM standard-
ization that will depend on TMX status 
under ETSI ISG LIS and status of memory 
exchange within XLIFF 2.0. Third, XLIFF 
profiling for interoperability, especially 
with respect to segmentation and memory 
exchange. Fourth, lemmatization for CLDR 
and terminology exchange. Lemmatization 
is language specific and thus huge. Hence, 
ULI might end up only scoping the project 
and preparing groundwork for a successor 
technical committee. This seems natural 
since unambiguous and reliable UAX #29 
is to some extent a prerequisite of all of the 
above.

W3C
The World Wide Web Consortium 

(W3C) owns many key standards, includ-
ing XML and HTML. HTML 5 is clearly 
the coolest standardization stuff that is 
currently going on, and probably the 
only standardization activity that makes 
it into general media. 

Since the web used to be largely a 
Western (or “first world”) phenomenon, 
W3C standards have been suffering from 
all sorts of internationalization deficien-
cies, and this was the reason to set up 
the W3C Internationalization Activity in 
2006. As the world wide web still has a 
lot of multilingualism issues to address, 
the original Internationalization Core 
Working Group Charter period has been 
extended three times so far, and its cur-
rent mandate will expire by the end of 
2013, having been prolonged for the third 
time by virtue of the MultilingualWeb-LT 
Charter approval. The Working Group 
and Activity continue playing a criti-
cal role in ensuring internationalization 
readiness of other core W3C standards 
such as HTML 5, XML, CSS and so on.

W3C Internationalization Tag Set is a 
mechanism to mainly provide XML con-
tent with metadata facilitating localization 
or cultural adaptation. The most important 
data categories include the translate flag, 
term identification mark-up and direc-
tionality information. The specification is 
currently maintained by the internation-
alization tag set (ITS) Interest Group that 

is, however, not mandated to produce a 
new normative version. New development 
should be expected from the Multilingual-
Web-LT Working Group that has the man-
date to produce an ITS successor.

DFKI (Deutsches Forschungszentrum 
für Künstliche Intelligenz) and the Cen-
tre for Next Generation Localisation, 
along with other academic and industry 
partners, joined forces to forge a strong 
representative European Commission 
(EC)-funded consortium with the goal 
to develop metadata categories facili-
tating interoperability across domains 
(content management and localization) 
and between web layers — deep web and 
surface web. The EC-funded seed group 
has formed an open W3C working group 
called MultilingualWeb-LT that has in 
the meantime attracted the attention of 
many more W3C members. Multilingual-
Web-LT has chartered external depen-
dency with XLIFF’s Organization for 
Advancement of Structured Information 
Standards (OASIS) and from the start has 
had a strong liaison relationship with 
the XLIFF TC, although a formal liaison 
is yet to be formed. It is critical that 
the two groups work in sync to ensure 
semantic and functional matches among 
XML, HTML 5 and XLIFF 2.0 interna-
tionalization and localization metadata. 
On top of ITS 1.0, MultilingualWeb-LT 
will provide a normative recommenda-
tion for implementation of ITS and other 
data categories in XML and HTML 5. 
The group concentrates on three main 
success scenarios and exchange of ITS 
metadata categories in those scenarios: 
deep web (such as DITA or Docbook con-
tent) exchanging internationalization 
metadata with a generalized translation 
management system; surface web (the 
generated HTML 5 content) exchang-
ing internationalization metadata with 
a real-time MT service; and deep web 
exchanging internationalization meta-
data with statistical machine translation 
(SMT) engine training.

The common denominator clearly is 
internationalization metadata to span con-
tent creation and management, and bitext 
transformation standards. In all cases, the 
vehicle in the bitext transformation stan-
dards area is supposed to be XLIFF. 

OASIS XLIFF 
Bitext is text in two natural languages 

organized as a succession of ordered and 
aligned source and target pairs. Such a 
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structure is key for localization transfor-
mations; thus, bitext standardization is 
the key to localization interoperability. 
XLIFF is the state-of-the-art bitext stan-
dard format, superior in many respects 
(legal and technical) to proprietary and 
legacy bitext formats such as “unclean” 
rtf, ttx and PO gettext.

The current version, XLIFF 1.2, was 
published as an OASIS standard in 
2008, and ever since 2008 the techni-
cal committee has been thinking of a 

brave new major release numbered 2.0. 
XLIFF 1.2’s publication date, February 
1, 2008, coincides in a significant way 
with an important acquisition that was 
publicly disclosed only ten days later: 
SDL’s acquisition of Idiom Technologies. 
This is significant for more than one rea-
son. By this acquisition SDL proved to 
the industry buyers, finally and beyond 
any reasonable doubt, that they cannot 
afford to rely on a de facto standard 
driven by a technology supplier inde-

pendent of a single services company. 
This dream should have been shattered 
by 2005, when SDL acquired Trados, the 
de facto standard computer-aided trans-
lation (CAT) workbench by that time 
along with two associated (but not fully 
compatible between themselves) bitext 
formats, rtf and XML-based ttx.

Nevertheless, it seems that buy-side 
and toolmaker interest in XLIFF and 
its future incarnation has been steadily 
growing since the Idiom acquisition. It 
is natural that after they publish a stan-
dard, TCs enter a prolonged calm period. 
For XLIFF, the calm period lasted until 
approximately 2010.

In 2010, the XLIFF TC started holding 
annual international symposia. The first 
symposium took place as a preconference 
activity of the Localisation Research Cen-
tre (LRC) XV annual conference in Lim-
erick. In Limerick, Oracle’s Niall Murphy 
explained how XLIFF is critical for unifi-
cation of localization processes throughout 
Oracle’s numerous acquisitions. One of the 
highlights of the Warsaw Symposium in 
September 2011 was the presentation by 
Uwe Stahlschmidt and Kevin O’Donnell 
of Microsoft explaining how XLIFF plays 
a crucial role in their vision of operating 
system localization with service provid-
ers’ free choice of tools that will all fulfill 
descriptive (rather than prescriptive) engi-
neering quality requirements, and how 
they are actually using the current version 
of the standard for a Windows release 

Figure 4: Representativeness of OASIS XLIFF technical committee. Figures are rounded.
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localization. Both symposia facilitated 
meaningful discussion between the TC and 
its customer base.

At the publication of this paper, the 
XLIFF 2.0 development will be driven by 
approximately 21 voting members. Vot-
ing members means people who regularly 
work on the standard; most standardiza-
tion committees usually have far more 
inactive members than active ones. 
Upwards of 20 people actively working 
on a single standard’s development is 
actually significant momentum for any 
standardization area, not just our localiza-
tion industry. Moreover, this small crowd 
is currently composed from a nicely repre-
sentative mix, as you can see in Figure 4.

Currently, about a third of the com-
mittee represents large enterprise buyers 
(SAP, IBM, Oracle), and this sound pro-
portion seems to be sustainable looking 
at our voting membership growth pipe-
line. Microsoft joined in late February 
and will soon have voting rights. Tool 
vendors are represented by just under a 
quarter of the committee (SDL, Multi-
Corpora, Maxprograms, ENLASO, Lion-
bridge). Service providers with less than 
10% might seem underrepresented at the 
first glance (SDL, Lionbridge, ENLASO); 
however, the associations represented 
on the committee in turn represent their 
service-side membership (Polish Associ-
ation of Translation Agencies and GALA 

more so than TAUS).Hence, it can be 
said that the service-side is represented 
by about a fifth of the committee. Indi-
viduals and academics add just the right 
amount of independence to the mix with 
their 19% combined.

Apart from technical development 
of the next generation standard, the TC 
does other things such as nurturing liai-
son memberships or exploring state of 
the art of XLIFF implementations. 

ISO TC 37
ISO TC 37 is a co-host of two ex-

OSCAR standards. ISO TC 37 also looks 
into co-publishing of current XLIFF 1.2 
and next XLIFF 2.0 with OASIS. OASIS has 
a special privileged relationship with ISO 
that allows fast track co-publishing. ISO is 
important as a dissemination channel for 
many standardization areas. ISO adoption 
effectively leads to government enforce-
ment of standards through ISO’s tight 
relationship with national standardization 
bodies such as ANSI in the United States or 
DIN in Germany, to name but a few.

Recent developments
Open standards have a long tradition 

in our industry. LISA was set up as early 
as 1990. In terms of IT standardization, 
this is ancient, to use the same word as 
Scott McGrath, COO of OASIS, the host 
of XLIFF, the second oldest localization 

standardization body, officially set up 
under OASIS in 2001/2002 after a period 
of legal clarifications.

Unfortunately, as we all know, LISA 
died in February/March 2011, and we 
may say that it died after a protracted 
illness or a long-standing failure to 
address its proclaimed goals. LISA was 
producing its standards via its special 
interest group OSCAR. Now, what is the 
current situation of the OSCAR portfolio, 
and how heavy a blow was this death for 
the industry? I am going to argue that 
the blow was in fact not too heavy. One 
of the reasons is that XLIFF, the pivotal 
standard of the localization industry, 
has in early 2012 significant momen-
tum toward version 2.0 and excellent 
alliance-forming potential with other 
relevant standardization activities within 
W3C, Unicode and so on.

A snapshot of the OSCAR standards 
portfolio, as it was at the point when 
LISA died, was released under a Creative 
Commons License and is currently being 
hosted on at least two reasonably inde-
pendent servers: Alan Melby’s (www.ttt.
org/oscarstandards) and GALA Stand- 
ards Initiative (www.gala-global.org/lisa-
oscar-standards). However, the names of 
the standards, their logos and so on were 
transferred as separate intellectual prop-
erty to a standardization body that LISA 
management selected after the insolvency 
was declared. The chosen standardization 
body is the European Telecommunica-
tions Standards Institute (ETSI), one of 
the world’s most influential producers of 
world-class (yet proprietary) telecommu-
nications standards.  

Specifically, the chosen standardiza-
tion body is ETSI’s industry specification 
group for Localisation Industry Stan-
dards (ISG LIS). This basically means 
that although the OSCAR portfolio was 
technically released under a very liberal 
Creative Commons License, official suc-
cessor versions of the standards can only 
be created by ETSI ISG LIS, or someone 
who has concluded an agreement about 
the specific intellectual property items 
(such as names and logos) with ETSI. It 
should be said that in September 2011, 
ETSI initialized inclusion of ISG LIS and 
its standards in the Memorandum of 
Understanding (MOU) that has existed 
between ETSI and OASIS since 2007. This 
memorandum was expanded on April 
20, 2011, to cover areas of electronic 
signatures, emergency management and 
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other areas. Areas Mapping (an Annex 
to the MOU) was further expanded in 
September 2011 to cover localization 
standards as well. Explicitly mentioned 
are OAXAL (Open Architecture for XML 
Authoring and Localization Reference 
Model) and XLIFF TCs for OASIS and ISG 
LIS for ETSI.

Two of the more important LISA 
OSCAR standards had become effectively 
co-owned by ISO TC 37 before LISA 
achieved co-publication of TBX 2.0 with 
ISO in 2007/2008, as ISO 30042:2008. 
The SRX is under development in SC4, 
TC37 as ISO/CD 24621, although SRX has 
not been co-published with ISO so far. I 
assume that ETSI ISG LIS will be able to 
continue LISA’s collaboration on ISO/CD 
24621, as the latest version of this item 
is dated after LISA died but before the 
initial ETSI ISG LIS meeting was held.

As the oldest localization standard-
ization organization officially stopped 
working, our industry reacted with a 
splutter of activity, starting as early as 
the Danvers Standards Summit that was 
called by dying LISA and concluded its 
second and closing day only after LISA 
had been officially declared insolvent. 
A number of industry stakeholders 
gathered near Boston in Danvers, Mas-
sachusetts, including but not limited to 
Arle Lommel (LISA OSCAR), Kara War-
burton (LISA OSCAR, ISO TC 37 chair), 
Henry Dotterer (ProZ.com), Jaap van 
der Meer (TAUS and TDA), Helena Shih 
Chapman (IBM), Andrzej Zydroń (XTM), 
Alan Melby (Brigham Young University), 
Smith Yewell (Welocalize), Joachim Sch-
urig (Lionbridge) and a few dozen more. 
A number of delegates including van der 
Meer joined Chapman for an improvised 
meeting at IBM premises the day after 
to discuss localization standardization's 
future. Chapman also disclosed that the 
Unicode Localization Interoperability 
Committee was in the process of creation 
since late 2010 (it was finally kicked off 
in May 2011). This was also where van 
der Meer first pledged to become the 
industry’s standards watchdog. The ensu-
ing power game produced an interesting 
and, in my opinion, positive side effect. 
Standardization is perceived after a long 
time as something more than just a box to 
tick off on a complex request for proposal 
form. A number of stakeholders from 
across the industry, technical as well as 
business users, realized that the standards 
are not being imposed onto the commu-

nity by some sort of godlike powers that 
be and that the standards can only be as 
good as the community engagement that 
drives them.

The XLIFF TC, as a body with a working 
interchange standard with credible vision 
of a next generation version, benefited 
nicely from this new interest. Apart from 
the XLIFF TC attracting IBM, Lionbridge, 
Oracle, Microsoft and others to join/rejoin 
the specification effort, all bigger picture 
standardization efforts set up within the 
rolling 12 months before and after Dan-
vers have dependencies with XLIFF, and 
for most of them XLIFF is instrumental 
for reaching their set goals.

Interoperability Now! (IN!) is a quasi-
standardization effort driven by Sven 
Andrä, Andrä/ONTRAM’s owner and CEO, 
that was announced at Localization World 
Seattle in October 2010. The goal was to 
produce an XLIFF profile with exten-
sions to produce real machine to machine 
interoperability. Although I sympathize 
with IN!’s goals and regard its XLIFF:doc 

profile as a valuable input for XLIFF 2.0 
development, this endeavor cannot be 
assessed as a complete success. Two of the 
three involved toolmakers (ONTRAM and 
Welocalize) were able to make a reference 
roundtrip implementation prototype of 
their interoperability package and proto-
col (including the mentioned XLIFF:doc 
profile as the payload of the package) 
within one year of the announcement of 
the initiative. Their goal was basically to 
create a standard without a standardiza-
tion body, but following the principles 
of collaboration driven consensus and 
transparency (good principles per se), they 
ended up creating a mock standardization 
body with restricted participation and 
hence limited representativeness. XTM has 
recently joined the IN! effort as the first 
new entrant since inception.

I must say that their time would 
have  been better invested on the XLIFF 
TC than in their limited representation 
meetings. XLIFF's promotion and liaison 
subcommittee recently organized an 
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“infocall” to allow for transparent, if 
informal, discussion, and IN! members 
have been repeatedly invited to join the 
committee and push their business criti-
cal extensions into the standard proper.

Although TDA (TAUS Data Associa-
tion) is legally distinct from TAUS, both 
activities are owned by industry veteran 
Jaap van der Meer and have closely 
related agendas. Since this distinction is 
largely obscured and not understood even 
by industry insiders, it might be good 
to explain. TDA (the industry’s “super 
cloud”) is the not-for-profit association 
founded in summer 2008, whose members 
pool TM and financial resources to create 
an industry relevant collection of TMs that 
can be used for SMT training — apart from 
a few other more or less related purposes, 
such as terminology search throughout 
the meta-corpus. On the other hand, TAUS 
has been characterized as the industry 
“think tank” lobbying for automation 
technologies within the translation and 
localization industry since November 
2004. It added the new epithet of “Interop-
erability Watchdog” during and following 
the LISA dissolution aftermath.

Before TAUS became the “watchdog” 
and formed its Standards Advisory 
Board, van der Meer had been resisting 
the call of the joint memberships of both 
of his industry associations to join TCs 
and to start influencing the standardiza-

tion. TDA bet on TMX, LISA OSCAR’s TM 
exchange format, without ever making 
an attempt to influence TMX develop-
ment. But there are numerous issues 
with this standard. Under-engineered 
and by now far behind industry devel-
opments, Level 1 is the lowest common 
denominator that is widely implemented, 
but this level only exchanges plain text 
segments, ergo of very limited use in 
industry. Level 2 is being ignored by 
vendors that do not provide inline mark-
up semantics. TMX contains no standard 
mechanism for in-context matching 
information. Without SRX, which has 
issues of its own, interoperability is 
limited, leading to mighty leverage 
losses on tool migrations. Last but not 
least, there is no interoperability in the 
scoping area. The GMX-V specification 
cannot be considered a standard due to 
lack of reference implementations.

In one of the MultilingualWeb 
Workshops in Pisa, April 2011, I was so 
insolent as to say that TMX is a legacy 
format (dead, in other words) that had 
been failing to develop to a next genera-
tion version since 2004. In a following 
discussion it was noted that TMX is not 
dead, just as compact discs (CDs) are not. 
I think this does offer a suitable com-
parison. TMX is as dead as CDs — not yet 
as dead as vinyls; they do not have that 
sort of vintage feeling yet, as surviving 

legacy media lend a certain feeling of 
artistry if they continue to be used.

TMX is a legacy format that still plays 
an important role in collecting aligned 
corpora, migration and sanity check type 
of projects. But the importance of the 
format will continue dropping because 
the industry has developed multiple 
differentiators that fail to be properly 
captured by the format, and hence TMX 
falls shorter and shorter of reaching its 
postulated goal of lossless TM exchange.

In fact, LISA OSCAR made an attempt 
to release a 2.0 version, but the specifi-
cation unfortunately had several issues. 
I should like to name but the few gravest 
ones: the draft was effectively created 
by two active members of OSCAR, so 
the TC failed to represent industry con-
sensus. OSCAR failed to draw industry 
attention to the review because there 
was no consensus to represent. In fact, 
the standard fell so far behind the stan-
dard features of CAT tools that even the 
industry did not care to form a consen-
sus. Furthermore, the draft proposed to 
break backwards compatibility with no 
real business benefit in exchange.

As LISA OSCAR had been working on 
the TMX 2.0 draft that later failed as we 
described above, Lommel had joined the 
XLIFF TC on behalf of LISA and proposed 
to the XLIFF TC a collaboration of the two 
bodies on inline markup standardization. 
The ensuing discussion led to formation 
of an XLIFF Inline Markup Subcommittee 
(chaired by Yves Savourel). A few XLIFF 
TC members at that point (including 
Savourel, the editor of TMX 1.4b) were 
of the opinion that TMX is too far behind 
the industry developments to catch up.

There had always been some basic 
goodwill between the two bodies, and in 
fact the lack of real and tight standard-
ization of inline markup in XLIFF was 
largely due to XLIFF TC’s willingness to 
support inline codes specified by LISA 
OSCAR for TMX. The inline markup 
situation both in TMX and XLIFF has 
been often described by Rodolfo Raya as 
“markup salad.” Rightly so, but unfortu-
nately the TMX 2.0 draft had not brought 
much of a breakthrough to the scene.

I conclude with an appeal to the 
industry to engage in open standards 
creation and to ensure that our stan-
dards remain truly open. It would seem 
unfortunate to me if localization stan-
dards became instruments for patent 
fees collection.  M
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ETSI, the European Telecommunications Stan-

dards Institute, produces globally applicable 
standards for information and communications 
technology, including fixed, mobile, radio, con-
verged, aeronautical, broadcast and internet 
technologies, and is officially recognized by the 
European Union as a European Standards Organi-
zation. ETSI is an independent, not-for-profit asso-
ciation with more than 700 member companies 
and organizations, drawn from 62 countries across 
five continents worldwide, that determine its work 
program and participate directly in its work.  

The Industry Specification Group (ISG) is a flexible standards 
mechanism offered by ETSI, which builds upon ETSI’s estab-
lished processes and the professional support provided via the 
ETSI portal. ETSI ISGs operate alongside the existing structure 
of technical committees and working groups, and supplement 
ETSI’s conventional standards development process. ISGs 
provide a mechanism for the speedy preparation of technical 
requirements or specifications for well-defined, specific issues, 
typically in response to a need expressed by a subset of the 
ETSI membership. ETSI has established seven ISGs during the 
past three years.

In March 2011, during discussions with the Localization 
Industry Standard Association (LISA), industry players learned 
that the five community standards (TMX, TBX, SRX, GMX-V 
and xml:tm) of LISA OSCAR needed to be maintained else-
where with the continued requirement to grant access to people 
involved in LISA. 

What has become of 

LISA's OSCAR standards?

Patrick Guillemin & Sandrine Trillaud

Hence, WhP and the ETSI Secretariat worked with LISA on 
a proposal to create a new ISG called LIS (Localisation Indus-
try Standards) that was able to offer to the LISA community 
the ability to maintain and enhance the five LISA OSCAR SIG 
standards, including the LISA liaisons such as ISO TC 37, OASIS 
XLIFF and Open Architecture for XML Authoring and Localiza-
tion (OAXAL). The European Commission Directorate-General 
for Translation (DGT) supported ETSI in this proposal. “Indeed, 
keeping and improving these standards guarantees a level 
playground for all actors in the language industry and users 
clearly benefit from having more products compliant with the 
standards,” said Josep Bonet of DGT.

After an active kick-off period, the ETSI ISG LIS was created 
and held its first meeting on August 18, 2011, with some added 
momentum already under way. This was possible because a sig-
nificant number of LISA members were already ETSI members 
(Alcatel-Lucent, WhP, Lionbridge, IBM, Huawei, Cisco, Siemens, 
Tektronix and others) and just needed to use their ETSI member-
ship to found the new ISG and provide free access to non-ETSI 
members (such as Dell, InfoTerm, euroscript, TAC, XTM-Intl, SDL, 
Institute for Applied Linguistics, Welocalize, ONTRAM, GALA, 
SYSTRAN, Oy Krest, FIT, dbterm, thebigword, TAUS and e2f). The 
ETSI ISG LIS chart of 70 stakeholders, including ISG members, ISG 
participants and the other organizations contacted, is freely avail-
able online. 

It was important to identify and involve all types of stakehold-
ers and to include all existing liaisons established before by LISA. 
People understood that ETSI created this group with the LISA 
members for the community to include all stakeholders and pro-
vide free access to the LISA OSCAR standards. These standards are 
now freely available online hosted by GALA at www.gala-global.
org/lisa-oscar-standards where you can also read a declaration 
regarding the transition of the LISA OSCAR standards to ETSI LIS. 

To take part in the development of the 
five standards (TMX, TBX, SRX, GMX-V 
and xml:tm), interested parties need 
to download the ETSI ISG LIS instruc-
tions from http://portal.etsi.org/LIS and 
sign the ad hoc agreement depending 
on whether the organization is an ETSI 
member or not. 

Patrick Guillemin is the secretary of ETSI
and has 26 years of experience in IT and 
telecommunications project management. 

Sandrine Trillaud is an international consultant in 
global content management at WhP. She worked 
for 15 years as a project manager in localization.
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The ETSI ISG LIS has adopted special 
provisions to allow non-ETSI members 
(ISG participants) to actively take part in 
the development of group specifications 
(GS) to recreate and maintain former 
LISA standards under ETSI rules. In the 
case of the ETSI ISG LIS, ISG LIS par-
ticipants need to sign the ETSI ISG LIS 
participant agreement including the ETSI 
intellectual property rights (IPR) policy 
and pay a fee of 100€ per delegate per 
day for face-to-face meetings. The fees 
for ETSI members are waived. ISG LIS 
participants can belong to the ISG LIS 
mailing list and use it to contribute to the 
work by e-mail; attend all meetings and 
contribute to the development of GS; and 
participate in ISG LIS discussions and 
respond to the chair’s requests for their 
opinion when searching for consensus 
within the ISG LIS. ISG LIS participants 
cannot be candidates for the ISG chair 
or vice-chair; decide on changes to the 
ISG LIS agreements; decide on the ISG 
LIS budget; or vote for the election of 

chair or vice-chair or for the creation or 
approval for publication of GS.

Note that an ISG member vote is 
used as a last resort only when there is 
no consensus — a consensus in this case 
being the absence of sustained objection.

The ISG LIS intends to go further than 
the formal re-creation and maintenance of 
existing LISA standards. Relevant local-
ization standards from other standards 
bodies will duly be taken into account by 
the ISG LIS using ETSI’s extended cooper-
ation agreement portfolio. It will become 
the proactive forum where the localization 
industry identifies future standards and 
collaborative actions aiming at ensuring 
the interoperability of its products and 
services.

As the outcome of the ETSI ISG LIS 
first meetings in late 2011, ETSI adopted 
and started working on the five new 
standardization projects for TMX, TBX, 
SRX, GMX-V and xml:tm. Liaisons with 
OASIS, ISO and the Unicode Consortium 
were established, and liaison officers were 

nominated. An initial planning was dis-
cussed regarding ETSI ISG LIS collabora-
tion and dissemination.

Present status of the 
five localization standards
During the past few years, and cer-

tainly in this article, we have regularly 
heard about (SRX, TMX, GMX-V, xml:tm 
and TBX), the localization standards 
developed by LISA. What has become 
of each of them, specifically? To let you 
know more about their present status, 
we interviewed each of their respective 
rapporteurs, as well as the people in 
charge of other organization standards 
in direct liaison with them.

In regard to the SRX (Segmentation 
Rules eXchange) standard, Helena Chap-
man, Unicode Localization Interoperability 
technical committee chairman, said that 
“while ETSI continues to hold the torch 
of maturing SRX standard moving for-
ward, ISG LIS is also collaborating with 
the Unicode Localization Interoperability 
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Language technology standards should support entire supply chain

Everyone benefits from industry standards, even if 
they don’t know that they’re using them. When you 
rent or buy a car, you find the steering wheel in the 
same place as your last ride — and when it isn’t, you’re 
in a country with different conventions. Road signs 
alert you to local driving conditions, but an octagonal 
red sign almost universally requires you to stop. When 
you use a computer, the File/Edit/View menu blurs the 
differences among Mac, Windows and Ubuntu.   

Common conventions allow buyers and suppliers 
to leverage and develop global ecosystems with 
real economies of scale. Agreement on standards 
and interfaces saves organizations money by 
taking advantage of common, if not commoditized, 
interfaces, protocols, technology and training.   

Standards help organizations build systems 
with less effort and shorter development times. 
They allow for easier outsourcing. Perhaps the most important 
benefit is that standards support the interoperability of disparately 
sourced products. Without them, companies must manage islands of 
disconnected automation and processes.  

The language sector is no different. It recognizes the need for 
standards, but it has been tardy in developing, propagating and 
adopting the specifications that support greater interoperability 
in software and workflows. For example, in its two decades 
of existence, the Localization Industry Standards Association 
(LISA) promoted Translation Memory eXchange (TMX), Term Base 
eXchange (TBX), Segmentation Rules eXchange (SRX), and Global 
information management Metrics eXchange (GMV). Adoption has 
been spotty in some cases, half-hearted in others and nonexistent 
in some. Specifications for content and translation management 
have lagged behind technical innovation.  

LISA’s efforts sometimes dovetailed with those of other 
bodies such as the International Standards Organization (ISO), 
the Worldwide Web Consortium (W3C) and the European 
Telecommunications Standards Institute (ETSI). With last year’s 
dissolution of LISA came renewed energy for interoperability 
specifications through the Globalization and Localization 
Association (GALA), which has worked with other groups such as the 
Translation Automation User Society (TAUS), as well as technology 
suppliers themselves. They hope to increase the amount of 
interoperability among tools, much as similar standards have done 
for database management and enterprise resource planning.  

The specifications that result from these initiatives, though, are 
only part of the story when it comes to how systems are built and 
processes managed by hundreds of language software vendors, more 
than 25,000 language service providers and hundreds of thousands 
of organizations attempting to globalize their operations.   

Where software is built, where translations are performed and 
who performs the work add new meaning to locale — and a major 
requirement for standards. Locale is usually understood as the 
combination of language and location. In practice, it becomes more 
complex as you add individual, workgroup and corporate conventions 
to a mix of industry standards and government regulations (see 
graphic). Interoperability standards need to be transparent enough to 
support translators and localizers using a tool, but open enough to 
allow specialists to integrate the software with other products.  

The standards stack begins with individual conventions, the best 
practices that a translator, localizer or project manager adopts for 

personal style or methodology. Each individual’s approach derives 
from his or her education and work experience. Ideally, these practices 
result in predictable, consistent output that can be processed by 
colleagues, processes and software. Specialized tools can help 
individuals manage personal standards and enforce consistency. For 
these individuals, standards should be transparent and support the 
bidirectional exchange of information with other tools.

 Individuals make up collaborative workgroups, the next level 
of standards. Every workgroup defines its conventions or adopts 
those of the parent organization. As team members come and go, 
they learn its existing best practices and add innovation. As with 
individual conventions, the more consistent the output, the more 
easily it is processed. Given the volumes of work that they process 
and its distribution across locations, workgroups rely on shared 
servers to manage consistency and quality. 

 Next in the stack is the organization’s portfolio of methods, tools 
and standards. These practices evolve over time, may be actively 
managed by a central group, and interact with systems of record 
such as databases, content management, social media and sales 
force automation. Content volumes at the enterprise level mandate 
compliance with corporate formats, the use of common tools, and 
programmatic interfaces to exchange information. It is at this step 
in the global content supply chain that advanced users might make 
low-level calls to integrate disparate applications. Compliance with 
the standards and documented support for interfaces ensure the 
interoperability that these organizations need. 

Individual, workgroup and corporate conventions complement 
industry conventions, government regulations and technology 
standards such as those propagated by LISA and GALA for 
translation and by ISO and ETSI on the broader industry side. 
Standards at this level support interoperability and the development 
of broad ecosystems. Ideally, micro-level specifications such as 
TMX, TBX and SRX will evolve into interoperability standards. At the 
same time, service-level interfaces will morph into specifications 
for packaging content in containers and transporting them around 
supply chains that translate, adapt and otherwise transform them.  

Standards are critical for allowing the entire content supply chain 
to collaborate, but they are not the only thing that makes that happen. 
The transfer and reuse of content absolutely rely on the consistency 
and quality of input produced throughout the supply chain — from the 
individual author to the translator to the integrator. Language standards 
need to provision the journey of content from source to translation. 

 — Donald A. DePalma, chief strategy officer, Common Sense Advisory

Standards and conventions move up the supply chain.
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technical committee to build a sample 
repository of the segmentation behavior 
across languages and a clearer definition 
on leveraging Unicode to manage unit and 
joiner behavior of segmentation in content. 
This joint relationship will also include 
other aspects related to consistent system 
to system interchange behavior within the 
localization process life cycle.” 

In regard to TMX (Translation Memory 
eXchange) 2.0, Andrzej Zydroń, head of 
the new OASIS OAXAL reference architec-
ture technical committee, said that “we are 
planning to integrate a much simpler and 
more robust model which will address the 
difficulties encountered with TMX to date, 
especially the very poor implementations 
from certain tool providers. A much stricter 
and simpler model will be recommended 
for TMX 2.0, which will guarantee the goal 
of simple and effective exchange of trans-
lation memories. We hope to have some 
firm proposals on TMX 2.0 available soon."

Zydroń further detailed the GMX-V 
(Global information management Met-
rics eXchange Volume) 2.0, noting that 
“the update will contain some small 
errata corrections to the original LISA 
OSCAR standard, as well as rewording 

to conform with ISO standards require-
ments. Version 2.0 will also address Chi-
nese, Japanese, Korean and Thai word 
counts as well as including an optional 
white space character count. The revised 
version of GMX-V should be available 
for public comment for the first fiscal 
quarter of 2012."

xml:tm (XML-based text memory) was 
explained in turn by Zydroń: “It is a key 
pivotal standard for XML-based text. Ver-
sion 2.0 of xml:tm will provide an optional 
schema that will enable the effective 
and efficient use of XPath and XPointer 
expressions within xml:tm documents. The 
new proposed version of xml:tm should be 
available for public comment for the first 
fiscal quarter of 2012."

As for the TBX (TermBase eXchange) 
standard, Alan K. Melby, editor of the 
TBX (ISO 30042) project within ISO 
Technical Committee 37, noted that 
“with many translation tools and several 
large terminology databases implement-
ing TBX import/export routines in the 
past couple of years, the time has come 
to focus on testing interoperability of 
complex terminological data files repre-
sented in TBX. The established record of 

successful plugfests organized by ETSI, 
such as the series of femtocell plugfests, 
suggests that an ETSI LIS plugfest, 
including demonstrations and tests of 
TBX interoperability, will be a crucial 
step toward seeing practical benefits of 
TBX in various contexts.”

In regard to XLIFF (XML Localisa-
tion Interchange File Format), which 
was never a LISA standard, Bryan Sch-
nabel, chair of OASIS XLIFF technical 
committee, said that “since XLIFF 1.2 
became an OASIS standard, the XLIFF 
technical committee spends consider-
able energy collecting feedback from 
the community. Our hope is to produce 
a next version of XLIFF that reflects 
the most current and most important 
requirements for modeling a localiza-
tion interchange file format. Toward this 
end I am very excited to be a part of the 
ETSI ISG LIS. Not only will the XLIFF 
technical committee’s work benefit from 
being informed by the important LIS 
standards (TMX, TBX, SRX, GMX-V and 
xml:tm), I truly believe that the liaisons 
will help the LIS standards leverage the 
work of the XLIFF technical committee. 
Our community wins."  M
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We envision translation as an ubiquitous service 

— so goes the TAUS mission statement. However, 
this reality will likely only be possible with systems 
interoperability. This occurs when diverse systems 
can exchange and process information without 
human intervention. For ubiquitous translation 
we would need wide-scale systems interoperability 
across the industry. We are far from that right now.  

Before diving into the interoperability landscape, let’s first 
examine the value of having translation as an ubiquitous ser-
vice. The idea is that in a knowledge-driven, interconnected 
and globalizing world, translation is a basic human require-
ment — the communications oil to smooth and fuel the work-
ings of commerce and society. Most sales funnels aren’t the 
same vertical drop they used to be. McKinsey & Company has 
done a good job of articulating this change through its work on 
the consumer decision journey. We’ve adapted this exhibit to 
create Figure 1. From the top blue arrow we see that consum-
ers’ decisions are affected by their search and review processes. 
With Web 2.0, we’re firmly situated in a user-driven rather than 
publisher-driven world, and most companies are still playing 
catch-up to this reality. The bottom blue arrow outlines the 
range of relationship management tools that companies need to 
employ if they want happy and loyal customers.  

At each stage in the consumers’ journey, there are established 
and new opportunities for the language services industry, from 
multilingual search engine optimization to sentiment mining, all 
the way around to real-time multilingual chat. It’s clear that there 
are tremendous growth opportunities in the years ahead.  

Interoperability and ubiquity

Rahzeb Choudhury

The usual progression for most new revenue opportunities 
is that they are accepted as labor-intensive tasks for a while 
before the pressure to automate comes to the forefront. The 
greater the degree of interoperability between content creation 
and delivery systems, the more a company is able to harness 
the potential of the resources (humans and language data) and 
technology available to it. When we recognize that each stage 
in the consumer decision journey represents ongoing and con-
tinuously increasing translation demand, it becomes clear that 
the pressure for interoperability will keep growing.   

The small globes at the center of Figure 1 point to a missed 
opportunity for most companies that are translating content for 
generic markets (for “Germans” and so on) rather than tuning 
content for the many preferences of their potential customers. 
Clearly, humans rather than machines are needed here. And yet 
humans need to be armed with the right information to target 
their work for specific audiences. This means that interoper-
ability to ensure easy access to the right terms and language 
data also provides a foundation to enable us to translate for 
the many small worlds or linguaspheres on one large planet. 

Numerous other industries have flourished as a result of 
standardization that led to interoperability, enabling automa-
tion and fostering innovation. Manufacturing industries have 
long appreciated the value of interchangeable parts to lower 
costs. Consumer goods companies have UPC barcodes. Financial 
services firms use agreed-upon symbologies and specific mes-
saging formats for transactions. The adoption of well-defined 
standards fueled growth in these and other industries.

Rahzeb Choudhury is the operations director at 
TAUS, where he is responsible for content, 
communications and delivery. Thanks to Jaap 
van der Meer, Dominic Smyth Klemens Waldhör 
and Rustin Gibbs, who made this article possible. 

Figure 1: The TAUS take on the consumer decision journey.
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Two roads to interoperability 
Traditionally, industry-wide interop-

erability has happened through the adop-

tion of standards created by a consortium 

or standards organization, or through the 

de facto adoption of a market leader's 

schema. So which of these two roads 

makes sense for the translation industry?  

Many companies are now in the early 

stages of strategic changes to align their 

operating models to the nature of transla-

tion demand in the twenty-first century. 

Through consultation with our members 

we have identified several attributes that 

need to be changed. The prioritization 

of these changes inevitably depends on 

specific organizational needs. Figure 

2 lists the attributes and highlights an 

overarching change attribute.  

While the analysis of each change 

attribute requires quite some effort in 

itself, in the context of this article it’s 

important to note the overall direction 

and position of twenty-first century 

translation attributes — they are situated 

on the right side of the grid. The over-

arching character of change is a move 

away from closed models and toward 

open-collaborative models.  

This has a pivotal impact on which 

of the two roads the industry takes. 

The open-collaborative side of the grid 

implies choice and flexibility. It implies 

easy integration up and down the supply 

chain, as users and buyers of translation 

technology make choices on what and 

how to translate from a wider range of 

content types and approaches than his-

torically. It implies greater flexibility in 

choosing technologies, as twenty-first 

century translation attributes require 

the ability to make decisions in a more 

dynamic and innovation driven environ-

ment than in the past.  

The scope of translation and localization 

is extended far beyond the content types 

and scenarios that existing industry stan-

dards are designed for. This new environ-

ment includes the shift to dynamic content, 

social media and multiscreen publishing, as 

well as delivering content to an array of 

new devices, most notably mobile.   

Our conclusion is that interoperability 

is more likely to come from the adoption 

of standards created by consortia than 

from the dominance of a market leader. 

A market leader is not able to define 

standards for such a wide array of needs. 

The sheer breadth of the unfolding trans-

lation and localization interoperability 

challenge is beyond the capability of 

one player. However, anyone involved 

in standardization work in the industry 

can tell you that while there are vari-

ous groups investigating aspects of the 

challenge, there isn’t really a coher-

ent strategy for connecting all these 

efforts to ensure they are complete and 

complementary.    

That said, from our earlier analysis of 

translation demand in the current con-

sumer journey, we can also conclude that 

the translation industry is approaching 

a tipping point where the value of 

interoperability outweighs the cost of 

achieving it. The latent demand for ubiq-

uitous translation and the complexity of 

achieving greater interoperability are 

Figure 2: Attributes that need to be changed.
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bringing people together — people who 
previously found solutions on their own.  

Where we are now 
Last year, TAUS research showed that 

the lack of interoperability is already 
costing the industry a fortune. The 
survey response base of 115 companies 
included most of the largest translation 
buyers and many of the large service 
providers. Responses to the question 
“How much does the lack of interoper-
ability cost your business?” are the most 
telling in the context of this article. 
Over one-third of respondents lost 10% 
of their income or more due to the lack 
of interoperability. Over 40% of respon-
dents did not actually know the cost to 
their business (Table 1).

Several buyers and translation service 
providers said that lack of interoperability 
prevents them from switching vendors or 
translators when they need to. One ser-
vice provider noted that “translators may 
refuse jobs because they don’t like the 

computer-assisted translation (CAT) tool 
requirement.”  

A large buyer explained, “We saw 
a leveraging loss of more than 20% 
when we switched from one CAT tool 
to another using TMX for data migra-
tion. In order to try to reduce the loss, 
various resources had to work to put in 
workarounds. So, total cost due to the 
interoperability problem is a lot higher 
than what’s easily quantifiable.”  

A technology provider added that 
“instead of simply supporting industry 
standards, as a technology provider 
we must also support other companies’ 
proprietary formats. Since there are no 
clearly defined or available standards 
for these formats, development is more 
time consuming." 

Translators and small translation agen-
cies are frustrated by the lack of real choice 
in tools and the time wasted on conver-
sion and retaining matches. Interoper-
ability is welcome, but these groups have 
little influence on standardization efforts 
and are dependent on trade associations, 
which themselves have little global pro-
gram management capability, to represent 
their stakeholders' interests. The 40 or so 
large translation service providers in our 
industry usually have an ambivalent atti-
tude toward interoperability, as it would 
increase competitive pressure for them.   

Small translation buyers are used 
to booking flights and making global 
payments. They expect translation and 
localization to be just as frictionless. 
They are all in favor of interoperability, 
but have little ability to influence the 
workings of the industry. 

Small tools providers realize that suc-
cess in gaining market share depends on 
how well their products integrate and 
work together with other tools. They need 
to invest in compliance with interchange 
format standards for translation, but they 
struggle because the standards are not 

mature and they need to keep updating 
filters for many different file formats. They 
could be fanatical about interoperability 
standards, but investments are really high. 
Their influence is limited, so they usually 
decide that others should take the lead.

Large translation buyers have a some-
what more ambiguous relationship with 
the complex standards agenda compared 
to small buyers. They have invested so 
much in vendor relationships and tech-
nologies that in some ways they have 
become part of the problem. The origi-
nal and most common issue is insisting 
on a specific tool in a multi-vendor 
environment rather than on the use of 
specific open standards. These buyers 
have already invested in workarounds 
for legacy interoperability problems. 
However, the lack of interoperability 
upstream with content management 
and social media management is now 
becoming painful. Large buyers have 
more power to influence things than 
most other stakeholders, but they need 
tools providers to cooperate.  

The market leading tool vendor is sup-
porting its users by constantly improv-
ing products, adding new features and 
moving upstream to provide content 
management systems (CMSs). It believes 
its customers’ need for interoperability is 
best served if they stick to its products. If 
on a rare occasion a customer needs a tool 
or a module from another provider, appli-
cation programming interfaces (APIs) are 
provided and supported with integration. 
However, its offering has been built with 
acquisitions of workflow and CMSs, and 
it is proving increasingly challenging to 
ensure interoperability even in its own 
house. Its customers are pushing it to sup-
port open standards, and it is willing to 
do that, of course, but it’s also wondering 
which standard is the right standard and 
where to begin.  

A few middleware providers have 
stepped in with pragmatic solutions to 
bridge the gap between immature and 
sometimes ill-defined standards. Their 
solutions are effective, but relatively 
costly for most.   

Open standards are critical and must be 
extensible and flexible. Common concerns 
about adopting and implementing open 
standards have included the overhead of 
supporting unnecessary features, the per-
ception of restricting creative freedom, the 
dilution of competitive advantage and the 
divulgence of proprietary information.  

Income lost or expenditure wasted

Less than 5% 9% of survey respondents

Between 5-10% 12.6% of survey respondents

Between 10-20% 12.6% of survey respondents

Between 20-30% 11.7% of survey respondents

More than 30% 12.6% of survey respondents

Don’t know 41% of survey respondents

Table 1: Industry percentage of 
income lost from lack of interoperability.


















        





      

    



 

   



     



42-45 Choudhury #127.indd   44 4/4/12   1:30 PM

mailto:editor@multilingual.com
mailto:lrc@ul.ie
http://www.localisation.ie/education


Industry Focus

45www.multilingual.com April/May 2012  MultiLingual  |  

How we get to our destination 
The changed demand for transla-

tion requires that we move on from the 

status quo. We propose a three-pronged 

approach. First, work with credible 

standards organizations to define open 

standards for the localization industry. 

There is a need to employ proper pro- 

ject management approaches to define 

requirements and document specifica-

tions thoroughly and in a reasonable 

timeframe. This is a particular weakness 

of the OASIS XLIFF technical committee. 

That said, the recent addition of Micro-

soft and Oracle to the XLIFF technical 

committee points to a welcome trend 

of major buyers re-engaging with open 

standards creation rather than imple-

menting their own workarounds.

Secondly, there is a need for grassroots 

activists. Activities move quickly and 

tend to be focused, demonstrating issues 

and identifying solutions. Examples 

include a group of competitor companies 

working under the banner of Interoper-

ability Now to promote open technical 

exchanges, and Brian McConnell’s work 

on defining the interfaces for a standard 

RESTful API that builds on the original 

translation web services idea put forward 

by OASIS in the early 2000s. The risk 

is that their efforts never scale and that 

they fail to engage the main stakeholders 

— large buyers and other providers.

Thirdly, there needs to be a role for an 

organizing body or umbrella organization 

capable of leading the effort and monitor-

ing compliance against interoperability 

initiatives. Such an organization, which 

has been missing from our industry, 

would fulfill the global program man-

agement office function needed to help 

ensure focus and prioritization of activ-

ity. It would also ensure complete and 

complementary activity among the main 

stakeholders. The ETSI-led interoperabil-

ity test planned for this summer is a good, 

if partial, move in the right direction.

So where does TAUS sit in all this 

and what are we doing? With the sup-

port of our members, we have stepped 

up as an interoperability watchdog. This 

means that we will try to fill some of the 

functions of an umbrella organization, 

but our activity falls short of the full 

program management office. In the com-

ing months we will introduce a newslet-

ter intended to focus our attention in 

an overly complex landscape. We will 

soon publish a proposal for a common 

API for translation services that aims 

to complement other standards activity 

taking place in the industry. The aim is 

to identify and promote a web services 

architecture for the industry. On May 

30, we will host a Translation Technol-

ogy Providers Round Table meeting in 

Paris with around 40 CEOs and decision- 

makers from major tools providers. This 

first-of-a-kind event for our industry 

will provide a forum for a genuinely 

open exchange about interoperability 

and other issues important to technology 

providers. Looking further ahead, we 

are interested in advancing the state of 

semantic interoperability in the industry 

through the use of linked data. But that 

deserves a whole other article.  M
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Perspectives from

translation program graduates

Nancy A. Locke

T
Ten years. It seems like yesterday. And yet 

ten years ago, the world was still reeling from 
the devastating one-two punch of the tech bub-
ble implosion and the 9/11 attack on the Twin 
Towers. Both events had a chilling effect on the 
economy. The language industry did not escape 
the global slow down as companies reassessed 
their globalization strategies, axed important 
projects and choked off important revenue to 
a nascent industry with already thin margins. 
Some language services providers took a direct 
hit. Most spectacularly, Lernout & Hauspie, 
once a language industry superstar, crashed and 
burned in October 2001. Many other companies 
struggled to keep afloat, and major players such 
as Bowne Global disappeared. Optimism was at 
an all-time low; layoffs and rumors of layoffs 
cast a dreary pall over the industry. 

In Canada, however, where federal language policy plays a 
key role in creating the demand for language services, a quiet 
campaign to put the language industry on the map finally 
started to show results. Bureaucracy-bound, the campaign 
moved at glacier speed. The upside of glaciers? They’re hard to 
stop once they get moving. 

So, despite the dreary economic context, in 2002, Canada 
proudly announced the creation of one of the first master’s 
programs in localization, offered at Université du Québec en 
Outaouais (UQO), and an innovative undergraduate localization 

certificate created under the aegis of the translation program 
and offered by the continuing education faculty at Université 
de Montréal (UdeM). In 2003, for the first time ever, the federal 
government recognized the importance of the language services 
by allocating funds for the creation of an industry association. 

The excitement of those years has since evaporated. In 2007, 
UdeM summarily decided to yank the localization certificate 
program. The master’s program at UQO has been mothballed. 

Fast forward to 2012, when the students who enrolled in the new 
programs have long since left school and joined the work force. As 
the former director and instructor in the now-defunct localization 
certificate program at UdeM, I had the pleasure of meeting many 
of these translation students cum pioneers. Recently, some of them 
generously offered to share their experiences as students and as 
professionals — food for thought for current and future translation 
students destined for careers in the language industry.

A career in translation was not Sébastien Adhikari’s first 
choice. Naturally curious and attracted by the sciences, he imag-
ined a future in engineering. But this is a highly competitive field, 
and the polytechnic passed on his application. Disappointed but 
undaunted, he considered a degree in mathematics, but the idea 
of spending years writing proofs to then wind up in academia 
didn’t appeal to him. Of the programs still open for enrollment, 
the baccalaureate in translation caught his attention.

The first thing he learned? A career in translation was ideally 
suited to his curious nature and his innate linguistic aptitude. 
He graduated with a BA in Translation (technical concentration) 
in 1994 and landed a series of in-house positions in the insur-
ance and financial services fields. 

In 2004, his career at a plateau, he was anxious to “move to 
the next level.” He let his curiosity guide him to a presentation 
on localization offered at the annual meeting of OTTIAQ, the 
professional order of translators in Quebec. Sold! He enthusias-
tically enrolled in UdeM’s certificate program. 

Unfortunately, the exciting career possibilities suggested by 
the certificate program, in particular the introduction to inter-
nationalization taught by Pierre Cadieux, proved to be largely 
theoretical. Adhikari expected to find more job opportunities in 
localization and even internationalization. In his experience, 
he says, Canadian companies are still dragging their feet about 
adopting such processes. 

Nancy A. Locke is a writer and 

translator living in Montreal.
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Recently, again sensing that he had 
reached another plateau, Adhikari left the 
security of in-house positions to go free-
lance. Despite certain disappointments, 
he seems very optimistic about the future 
and anxious to tackle the challenges of a 
solopreneur in the language industry. “I 
think it’s a pretty vigorous field,” he said 
but, laughing, admitted, “I don’t have 
any empirical evidence for that!”

Like Adhikari, André Jodoin had a 
decided scientific bent. He enrolled at 
the polytechnic but decided that it wasn’t 
really for him. Unsure what direction to 
take, he enrolled in a certificate program 
in arts and sciences at UdeM, then a 
second in electronic business solutions 
at L’Université du Québec à Montréal, a 
program more in line with his interests. 
A simple plan began to emerge: complete 
a third certificate to receive a cumulative 
baccalaureate. His mother, France Jodoin, 
who at the age of 52 completed her bac-
calaureate in translation, led him to con-
sider the localization certificate program 
at UdeM. “She saw a bright future for this 
field and understood that combining lan-
guages and IT would interest me.” Turns 
out, Mom was right! Jodoin quickly made 
an impression on one instructor, Mourad 
Amine, an engineering line manager at 
SDL, who took Jodoin under his wing 
and secured an internship for him at the 
Montreal office of SDL. The internship 
turned into a two-year stint at the com-
pany as a computer-aided translation 
(CAT) technician, a position that included 
providing training on SDLX. Jodoin cur-
rently works at GAT as the CAT/desktop 
publishing team lead.

While Jodoin believed that his bac-
calaureate would demonstrate a mar-
ketable versatility, he doubted that he 
would have much luck finding work in 
his chosen field. “I had the impression 
that there were very few agencies that 

needed or had the money to hire a full-
time CAT expert,” he wrote in an e-mail. 
“This autumn, I was approached three 
times on LinkedIn. My perspective has 
changed. The translation world is in con-
stant evolution, and to stay competitive 
and profitable, agencies have no choice 
but to use translation tools.”

Caroline St-Onge always had a flair 
for languages, but as an administrative 
assistant, she wasn’t exploiting her tal-
ents fully. At 26, she decided to go back 
to school and make better use of her 
strengths. She completed the certificate 
programs I and II in translation at UdeM 
in 2007. Her first job as a language 
professional was in copyediting. Her 
employer quickly recognized her skills, 
and in less than a year, St-Onge was 
entrusted with translation. Although she 
imagined working freelance eventually, 
she felt confident enough to make the 
leap much faster than anticipated. In 
2010, she launched Verbophile, a micro-
enterprise that offers revision and adap-
tation as well as translation services, and 
has never looked back.

“I’m really fulfilled by this new 
profession,” she wrote in an e-mail. “I 
earn a very good living and appreciate 
the multiple aspects of my work: proj-
ect management, translation in itself, 
accounting and business development. I 
find validation in the fact that my results 
are directly proportional to my efforts.” 

St-Onge attributes her success to 
two factors. First, she praised the course 
content at UdeM even if she would like 
to have seen an internship added as a 
requirement. Secondly, she stresses the 
importance of an in-house experience 
under the tutelage of a seasoned reviser. 
For St-Onge, embarking on a career in 
translation “was the best decision I ever 
made.” In the future, she hopes to become 
a mentor within her professional order.

As a student, Maude Doucet, a con-
firmed linguaphile, discovered that she 
also had a strong interest in and aptitude 
for the IT side of the translation process. 
Having completed her baccalaureate in 
translation in 2004 at UdeM, she enrolled 
in the localization certificate program to 
further explore this new IT-related field. 
To fulfill the requirements, she sought an 
internship by literally going door to door 
visiting local translation agencies that 
advertised localization services. She was 
stunned to discover some of them were 
a tad fuzzy on what localization actu-
ally entailed. Finally, she knocked on 
the door at Traductions Serge Bélair Inc. 
(TRSB) and found Michele Lamarche, a 
seasoned localization professional and a 
supportive and skilled mentor. At first a 
little reticent to take on an intern, TRSB 
took a chance on Doucet. Lamarche 
made sure that Doucet gained the nec-
essary experience to stay on full-time. 
At first, Doucet split her time between 
translation and CAT/localization tasks, 
but she eventually concentrated full-
time on the latter. 

Doucet admits that her university 
studies gave her the confidence to pur-
sue a career in translation; however, the 
degree program did not prepare her for 
actually doing the job. Her experience at 
TRSB provided the key complement to her 
formal studies. After more than six years 
as a localization and CAT technician at 
TRSB, Doucet accepted a promotion to 
team lead, a challenge that she relishes 
even if it’s a little scary. Although she 
has nothing to compare it to, she enjoys 
her work, her team and the company, and 
has enjoyed participating in a multitude 
of changes at TRSB. She regrets a little 
that her work is not more multilingual 
— TRSB specializes in Canada’s official 
languages — and that there is more CAT 
than localization to do. That said, she is 

André Jodoin Caroline St-Onge Fabien CôtéSébastien Adhikari Yasmina Ait Ali
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pleased to have significantly deepened 
her understanding of CAT tools, and she 
hasn’t let her education in localization 
lapse. In 2008, Doucet earned certifica-
tion as a localization professional from 
The Localization Institute.

Alexandre Bujold also works at TRSB; 
however, he arrived there by a more cir-
cuitous path. Armed with a baccalaureate 
(a major in political science and a minor 
in arts and sciences) from UdeM, Bujold 
realized that finding a job might be a 
challenge. Linguistically agile, he thought 
translation would be a more “concrete” 
way to apply his studies. He enrolled in the 
translation certificate I at UdeM with the 
intention of pursuing a master’s. The free-
dom of a freelance career tempted him, but 
life had other plans. In 2006, he accepted 
a job at Lionbridge as a project manager.

Like several of the students interviewed, 
Bujold discovered that while he loved lan-
guages and translation, his strengths lay 
elsewhere. “I’m not a great translator,” he 
said, “but I know if a translation is good.” 
He enjoys variety in his work, the innate 
diversity of project management and pitch-
ing in on revision and desktop publishing 
if necessary. After a little over three years 
at Lionbridge, Bujold left to join the team 
at AD-COM, a much smaller, diversified 
language provider, then five months ago 
took a position at TRSB. Although he is by 
nature optimistic, the “mcdonald-ization” 
(commoditization) of language services 
concerns Bujold. Not only does the trend 
threaten the pricing structure for services, 
he said, but quality also suffers.

Translation is a second career for 
Fabien Côté. First a programmer, then a 
sales professional in the IT sector, he wea-
ried of battling the innate conservatism 
of big organizations. He wanted more 
independence, more control over his pro-
fessional life. In 2004, Côté enrolled in 
the undergraduate translation program at 
UdeM, where he discovered the brave new 
world of localization, and simultaneously 
pursued a freelance career as a translator. 
Even before he graduated in 2009, the 
freelance life had lost its appeal, and he 
was looking for new challenges. 

In 2008, he founded his own trans-
lation company, Trans-IT Translations, 
Inc. Understanding the importance of 
clear positioning and with a solid back-
ground in the field, Côté chose to spe-
cialize in the language service demands 
of the IT sector. Trans-IT also garners 
a fair amount of business from the 

federal government. The company has 
weathered the economic downturn and 
is now well-positioned for expansion. 
During our interview, the smell of fresh 
paint hung in the air as construction was 
underway to enlarge the office space.

As a freelancer and now business 
owner and employer, Côté places a high 
premium on formal university education 
in translation, professional accreditation 
and continuous professional development. 
He described the curriculum at UdeM as 
“not perfect but very good.” Since so many 
translators are freelancers, he believes that 
small business management would be 
a useful addition to the curriculum. He 
stresses the importance of the professional 
order for translators and the necessity to 
continually sharpen their skills. 

Raised in Algeria, Yasmina Ait Ali is not 
only a linguaphile but an impressive poly-
glot. She speaks Berber, French, Arabic, 
English and Spanish. For her, translation 
was an obvious career choice. In 2009, she 
graduated with a baccalaureate in transla-
tion from UdeM. After graduation, Ait Ali 
moved to Gatineau and worked freelance 
for two months while seeking full-time 
employment. In 2010, she accepted a 
position at The Masha Krupp Translation 
Group Ltd. and nine months later joined 
the staff at Fox Translations Ltd. 

As a student, Ait Ali dreamed of trav-
eling widely to discover new cultures, 
interpreting or teaching languages in 
poor communities, writing books, work-
ing for international organizations and 
working freelance. To date, her profes-
sional experiences have fallen somewhat 
short of her dreams. “I thought that 
translation was a pleasure, a pleasure 
to discover and help others discover by 

transmitting content in a language they 
understand,” she wrote. “The profes-
sional reality: translation is assembly 
line work.” She decries the intense pres-
sure to produce volume, not only for 
translators but also for revisers whose 
role she doesn’t always appreciate.

She feels that her studies did not 
adequately prepare her for the real world 
of work, admitting that no academic 
program alone can create a professional. 
That said, the participation of a wide 
range of language professionals invited 
to share their experiences in the profes-
sional realities course did open her eyes 
to the possibilities in the translation field. 
Still, for Ait Ali, it’s on the job every day 
that you really learn.

Despite some disappointment, Ait 
Ali describes herself as “a born trans-
lator” and believes in the value of the 
translation profession. She also remains 
optimistic about the future. Ait Ali plans 
to launch her own language services 
company very soon and is preparing for 
accreditation by the professional order.

Older, wiser but still committed to 
their choice to work in the language 
industry, my former students seemed 
to agree on the importance of a formal 
university education even with all its 
flaws. Naturally curious, they all value 
opportunities to grow in their careers and 
recognize the value of continuous profes-
sional development through participation 
in professional orders or associations, 
as well as the role played by mentors. 
Finally, despite a sluggish economy and 
some of the negative aspects inherent in 
the field, all of them seem to be satisfied 
with their career choices and optimistic 
about the future.  M
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Fifth-ranking Romanian translation agency in 
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largest LSPs worldwide. ISO 9001:2000 certified 
since 2006, with 25 employees and over 200 
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certified, professional localization company with 
over 40 years of experience. For every $100 you 
donate to our nonprofit customers, we will take 
$1,000 off your next project. Find details here: 
http://bit.ly/peaceonearthinitiative  

• ISO 9001:2008 certified 

• Medical, technical, websites, software, 
documentation

• Over the phone interpretation  

• Internationalization

• Best customer experience industry-wide 

 ENLASO Corporation
Boulder, Colorado USA

 peaceonearth@enlaso.com
www.enlaso.com

EQHO Communications 
Bangkok, Thailand • Brno, Czech Republic

info@eqho.com • www.eqho.com

Asian Language  
Voiceover Specialists

EQHO Communications is an international 
localization company helping businesses expand 
globally. Located in the heart of Asia, we help 
clients tailor their products and attune their 
message to local markets. 

• Dependable Asian language partner
• Specializing in English <> Chinese, 

Indonesian, Japanese, Korean, Malay, Thai,  
Vietnamese 

• Voiceover specialists in 40 + languages 
(European <> Asian), all in-house 

• Multimedia services, including Flash, Lectora 
Articulate integration, video dubbing,  
subtitling 

• Desktop publishing of complex Asian scripts
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Translation technology 

comes full circle

Jost Zetzsche

I
I’m a historian by training who writes about the 

latest trends in translation technology. Some may 
see this combination as worldview schizophrenia, 
a perspective caught between the past and the 
future. I prefer to describe it like this: I study the 
past to gain a better understanding of the present 
and, hopefully, a better handle on the future. 

With that in mind, allow me to give an overview of the short 
history of translation technology, especially the kind we find 
in computer-aided translation (CAT) or translation environment 
tools (TEnTs). We’ll then look at what’s happening presently and 
take a brave glance into the future. 

In the 1950s and 1960s, translation technology was syn-
onymous with machine translation (MT) or, more accurately, 
the idea of what MT would be able to do “in five years.” As it 
became apparent that this five-year prediction was an ever-
moving target, funding dried up and only a handful of aca-
demic and commercial attempts soldiered on. 

Instead, attention turned to terminology in the form of 
dictionary applications and terminology tools. The first stand-
alone terminology tool for the PC, called MTX, was launched 
in 1985 using a precursor to today’s terminology exchange 
TBX format. Terminology management continued to develop 
(Trados’ first commercial application was MultiTerm in 1990) as 
another technology received increasing attention from develop-
ers. Various developers were beginning to use a low-level form 
of MT called translation memory (TM), and they all released 
the first version of their products around 1992: STAR released 
STAR Transit, IBM launched its Translation Manager, TRADOS 

introduced the Workbench product and Atril offered the first 
Windows-based commercial product, Déjà Vu, in 1993. 

The stakeholders in the translation industry reacted to these 
releases in various ways that had a tremendous impact on the 
further development of the tools and their placement: transla-
tors largely rejected the new technology. Some language service 
providers (LSPs) used it as a competitive differentiator. The vast 
majority of translation buyers simply didn’t even take notice — 
with the exception of the terminology components that were of 
interest to their terminologists.  

The result? With the exception of Déjà Vu, the price of these 
early tools was so high that they were virtually unobtainable by 
translators. The tools’ project concept was structured to match 
the needs of LSPs, and the terminology components were devel-
oped into high-powered applications with the needs of large 
corporations in mind. The following years produced next to no 
development of translation features, except the support of more 
languages with the advent and support of Unicode.   

In the meantime, Déjà Vu and some newer tools, including 
Wordfast, had been targeting the freelance translator market 
relatively successfully, paving the way for other tool vendors to 
offer less expensive translator versions. In addition, the old busi-
ness model of LSPs financing the expensive Trados or Transit 
translator licenses proved to be unsustainable. As a result, the 
use of CAT tools in some form or another became the rule rather 
than the exception, both in the freelance community and among 
LSPs. And more sophisticated customers were starting to expect 
differentiated pricing on the basis of TM leverage.  

At the same time, a number of new players entered the mar-
ket. Since translation buyers had become aware that there could 
be substantial savings by using technology, companies such as 
Uniscape, and later Idiom and GlobalSight, began offering large 
translation management systems (TMSs) that were first grandly 
called globalization management systems. Only later were they 
more aptly and humbly dubbed TMSs.  

These large systems provided the workflow automation and 
transparency that translation buyers were looking for. Interest-
ingly, the roles were suddenly reversed. The LSP was increas-
ingly ceding control of the process — and to some degree the 
pricing — to the translation buyer. Naturally, at some point 

Jost Zetzsche, MultiLingual editorial board mem-
ber, is a translator and translation technology con-
sultant. He is the coauthor of Found in Translation: 
How Language Shapes Our Lives and Transforms 
the World, to be released in October and already 
available for preorder on Amazon.
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technology vendors also started to offer 
TMSs for LSPs, especially Trados/SDL 
(which had swallowed both Uniscape 
and Idiom), Across, memoQ and others. 

And the actual translation technology? 
It stayed virtually the same throughout. 
Minor improvements were made with 
context-sensitive matching and some 
improved quality assurance processes, but 
the underpinnings of the foundational TM 
and termbase modules remained where 
they had been a decade earlier. 

Then, soon after the turn of the cen-
tury, something reawakened that many 
had written off as a productivity tool for 
the translation industry: MT. Three things 
prompted this resurrection. First, the events 
of 9/11 and its aftermath highlighted the 
desperate need for automated translation 
and opened subsequent government fund-
ing. Second, statistical machine translation 
(SMT) was “discovered” as a possibility to 
create MT engines relatively quickly for 
a large variety of languages. Thirdly and 
maybe most importantly, the concept of 
quality was replaced with usability — a 
more user-driven and much more variable 
concept of what the translated text needed 
to look like. 

Many different MT applications have 
emerged in the last few years, from raw 
output of a trained MT engine for knowl-
edge bases, to post-editing MT output 
in various degrees, to the increasingly 
specialized training of MT engines. But 
MT’s most surprising effect may have 
been the transformation of CAT tools’ 
stale translation features. 

The most obvious change was the 
addition of tool-internal connectors to 
online translation tools such as Google 
Translate or Microsoft’s Bing Translator, 
or other commercial and open-source 
machine translation systems. Virtually 
all tool vendors quickly implemented 
these. The logic behind the reunification 
of these long-parted siblings of MT and 
TM goes something like this: if no match 
in the TM is found, propose a match 
from an MT engine that then will have 
to be edited like a fuzzy match. There’s 
nothing too exciting in that, but in 
combination with the next development, 
something truly new was created — hold 
that thought for a second. 

The value of TMs was also re-
examined. With the increasing necessity 
to feed data to SMT engines, the need 
to subsegment existing TMs became a 
primary concern. This was especially 

voiced and championed by TAUS. With 
the exception of a small number of tools, 
most importantly MultiTrans, existing 
technology only gave manual access to 
data below the level of a complete seg-
ment, typically a sentence, even though 
it had long been obvious that below the 
sentence is where the true linguistic trea-
sure of TMs was buried.  

Responding to the increased pressure 
of their user groups, most tool vendors 
have now started to dig deeper and give 
translators materials at their fingertips 
that had always been there, just not in an 
accessible way. It’s fascinating to watch 
this evolution. While many of the earlier 
paradigms of finding whole-segment 
matches and using a separate terminol-
ogy database as a reference were virtually 
uniform across the different technology 
solutions, the subsegmenting approaches 
are almost as varied as the number of 
tools supporting them. Because we are 
still in the infancy of these develop-
ments, even more creative approaches 
will likely be put forward.  

One sign for how new and disruptive 
this concept of subsegmenting is can be 
seen in the fact that most tools have not yet 
completely grasped that this new approach 
to data brings forth two major paradigm 
shifts. First, the newly required quality con-
trol of TMs needs to become much more 
sophisticated. The old model of garbage-in/

garbage-out has been replaced with gar-
bage-in/every-little-piece-of-litter-in-the-
garbage-on-the-carpet out, which asks for 
much more in-depth pruning and control 
of TMs. Second, the concept of terminol-
ogy has shifted, with terminology now 
automatically being extracted from TMs. 
While the specialized termbase applications 
of most TEnTs will not just go away, their 
usage and design will have to adapt to the 
new reality. 

Let’s return now to the introduction 
of MT output into the TEnT workflow. 
In combination with subsegmenting, 
MT will now start to play a significantly 
much greater role in the normal, non-
MT-centric project. MT will provide those 
subsegments that cannot be unearthed 
from the TM. Depending on the quality 
of the underlying MT engine, this has the 
potential to give an immediate boost to 
translation productivity, with MT as one 
tool of many in the translator’s TEnT.  

Translation technology is poised to 
come full circle. MT is about to return as 
a productivity tool. And those tools that 
started out as translation tools but lost 
their true calling are reembracing their 
identity. In the process, they’ve rediscov-
ered their formerly evil sibling: MT.  

Will they live happily ever after? Only 
time will tell. But as a historian and a 
futurist, I’m watching the story unfold 
with rapt attention.  M
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How to choose 

a translation vendor

Madalena Sánchez Zampaulo

T
The thought of purchasing a new product or 

service can seem overwhelming at times. I know 
that when I need a high-quality product, I tend 
to research the item or service I’m looking to buy 
for some time before I buy it. Note that “high-
quality product” doesn’t necessarily equate to 
“expensive.” For first-time car buyers, for exam-
ple, the process of researching efficiency and 
safety, test driving and closing the deal can be 
stressful. There are so many people involved and 
things can seem unsure for a while before a deal 
is finally reached, but finding the right car that 
fits your needs and taste is the goal. 

In this way, first-time translation buyers are a little like first-
time car buyers. If you don’t know much about languages, there 
can be a sense of uncertainty at first about what dialect of a 
language is needed or how much is a good price for a transla-
tion project — but if you can find a high-quality, professional 
agency, then the process can actually be quite smooth. 

Here are some tips for choosing a translation vendor. The 
majority of the tips are based on the idea of selecting a transla-
tion agency; however, some clients prefer to stick with individual 
freelancers. This is often a personal choice, but the process is quite 
similar. An agency will most likely provide multiple services and 
quality assurance (QA) processes that many individuals do not 
have set in place, so take this into consideration when deciding 
what will work best for you. These tips are meant to guide you 

through the selection process, although there may be more steps 
to the process or fewer, depending on your translation needs.    

Tip 1: Remember that translation is a service provided by 
professionals who should produce a professional (read: qual-
ity) product. Choosing someone who is bilingual to translate 
your documents is not enough! It may seem like an easy solu-
tion to a language access need to simply call your coworker’s 
cousin who “speaks fluent Spanish” to translate your company’s 
marketing brochure, but what are this individual’s qualifica-
tions? What level of education in the foreign language does 
she or he have? Does she or he have knowledge of industry-
specific terminology? Remember, what’s easy is not always 
what’s best. The American Translators Association publishes a 
brochure called “Translation: Getting it Right” in which Chris 
Durban states, “Bilingualism on its own is not a guarantee of 
written fluency or skill in translation.” Durban points out that 
translators are good writers and are able to transmit ideas from 
one language to another — a skill not possessed by all who are 
bilingual. I’ll take this a step further and note that most transla-
tors specialize in certain areas, as they feel more comfortable 
with their skills in transmitting the words from one language 
to another in their own fields of study. For example, a Japanese 
translator who works with automotive texts may not feel com-
fortable translating a document from English to Japanese that 
is chock-full of medical jargon.   

Tip 2: Figure out your translation needs. First, determine 
exactly what you need. Do you only need to have a brochure 
translated, or will you also need to have your company website 
translated in the future? In thinking about what you need, do 
think ahead to the future. However, don’t let an agency talk 
you into translating materials that you truly don’t need to have 
translated. Remember, you are the client. You may not need the 
website translated until a year from now because you need to 
change some text or add some information. Go ahead and let 
the agency know you are interested, but that you wish to wait 
to begin the site’s translation. This way, the agency (or indi-
vidual) can start creating a glossary or translation memory (TM) 
for your projects and save it for your next translation need.   

Madalena Sánchez Zampaulo, the owner 
and CEO of Accessible Translation Solutions, 
holds an MA from the University of Louisville. 
In October 2011, she was elected to be the 
administrator of the Medical Division of 
the American Translators Association.
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Who is the ideal reader of the bro-
chure and/or website? What language 
does this group speak? What dialect? 
These are all important questions to ask 
yourself before looking for the perfect 
translation vendor for you. I always find 
it interesting when I ask potential clients 
what dialect of a language they need for 
a translation and, many times, they’re 
unsure. Just as you would educate your-
self about your English-speaking target 
audience, do the same with any other 
target audience. This can only work in 
your favor. Imagine picking up a bro-
chure or coming across a website that is 
written in a variety of English that you 
feel to be awkward to your ears (or eyes, 
in this case). Would you finish reading 
it? Choosing the correct dialect of a lan-
guage for your target audience is a key 
first step, and it is one that any vendor 
you approach should request.  

Another point to consider is how 
flexible you need the translation vendor 
to be. Will you need the translation back 
tomorrow? In three days? Next week, 
next month? This is important informa-
tion to give any vendor before starting 
a project. Make sure to set these terms 

beforehand so that you don’t have to 
wait two weeks for a translation that 
might have been done in three days.

Tip 3: Decide what kind of vendor 

might fit your needs. Is it important to 
you to choose a local vendor? Do you 
prefer to work with an individual, a small 
business or a large corporation? No matter 
what your preferences, all of these options 
work a little differently, so consider this 
before you start the project. Many clients 
choose local companies to handle transla-
tion jobs, as they feel a sense of comfort 
in knowing that they can meet with the 
owner, project managers and in-house 
linguists fairly easily. Some prefer to use 
the services of a large company instead, 
while others prefer individual freelancers. 
Whatever you choose, find out what pro-
cesses the vendor has in place and what 
kind of quality you should expect — there 
is more on this under Tip 6.

Tip 4: Research a few vendors before 

you select one if you’re feeling unsure.

Think about how you would find out more 
about a service or product that is new to 
you. Most people these days would do an 
internet search. Besides simple word of 
mouth, this is probably the fastest way 

to get basic information quickly. Search 
for translation vendors and read about 
the company’s mission, values, success 
stories and so on. Does this vendor have 
accreditation by the Better Business 
Bureau or another accrediting agency? 
Look for details that prove the vendor’s 
dedication and professionalism.  

Does the vendor have a blog? If so, 
this is a great way to see what the com-
pany or individual thinks about industry-
specific and sometimes other topics. Here 
is where you will be able to determine 
if the vendor seems knowledgeable. As 
the vendor is in the industry of connect-
ing through language, the way the blog 
is written can often be a window into 
the quality of services you will receive. 
By this, I mean that if you find multiple 
typos, misspellings, errors and so on 
within the blog or on the vendor’s site, 
you may want to rethink contacting the 
individual or agency. Remember these 
words from Durban: “Professional trans-
lators are writers, producing texts that 
read well in the target language.” I can’t 
tell you how many times I have read an 
e-mail, newsletter or a blog post by a 
translation vendor and found numerous 
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A Leading Provider  
of MT Technology  

Lucy provides machine translation technology, 
solutions and services. 

Our system
• is modular
• can be accessed remotely
• can be integrated into existing workflows
• covers 33 language directions
• covers many domains 
• can be customized to your needs
Lucy provides solutions made to measure. 

Our team consists of experts, each having over 
20 years of experience. Lucy SW takes part in 
EU-funded projects (Euromatrix Plus, LT-Web) and 
is represented at all state-of-the-art conferences.

Lucy Software and Services GmbH 
Waibstadt/Munich, Germany • Barcelona, Spain

info@lucysoftware.com • www.lucysoftware.com  

Bring Your Team Together 
with SDL Studio GroupShare

SDL Studio GroupShare is the latest innovation 
from SDL, the world’s leading provider of 
translation technology chosen by over 185,000 
customers. It allows your translation team to 
organize themselves to work simultaneously with 
their peers by sharing and translating projects. 

It does this by combining three powerful 
components for sharing:

• Translation memories
• Terminology
• Translation projects.
Help your team share projects and collaborate 

much more effectively by visiting  
www.translationzone.com/studiogroupshare.

SDL Studio GroupShare
Locations Worldwide

info@translationzone.com 
www.translationzone.com/studiogroupshare

The Market Leader in 
Technical Documentation!

The Crestec Group has a worldwide network 
of more than 20 offices spread all over Japan 
and Asia, Europe and the US that enables us to 
deliver translation and documentation services in 
60+ languages in any possible format and in a 
wide range of subject areas including automotive, 
medical, consumer electronics and more. We 
also offer software localization, DTP and printing 
fulfillment services. 

Contact Crestec Europe today because whatever 
your needs are, we have the solution for you!

 

Crestec Europe B.V.
Amsterdam, The Netherlands 

sales@crestec.nl • www.crestec.eu
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grammatical errors. To me, this is appall-
ing for two reasons. The most obvious 
one is that we are in the business of 
words and language. If the vendor can-
not proofread something before pub-
lishing it, what can you expect when it 
comes to how it will handle your texts? 

Our faces are not just how we portray 
ourselves in person, but also how we 
portray ourselves in writing. I have not 
met all my clients in person, as I have 
many from other states and countries; 
however, if I were to write an e-mail full 
of grammatical errors, I wouldn’t expect 
them to respond to me. At the very least, 
I couldn’t expect to earn their business. 
So, expect excellence in writing, even 
in simple exchanges or online posts. 
Yes, we all have a day where we make 
typos or errors, but one might be wary of 
repeat offenders.  

In the same vein, ask if the vendor is 
involved in industry-related events and 
organizations. Does it have any certifica-
tions or special affiliations? These may 
seem like little extras that a vendor could 
or could not have, but showing involve-
ment in industry-specific associations 
demonstrates a sense of dedication to the 
field that not all vendors possess. Look at 
the groups or organizations in which the 
vendor participates. Does it hold a spe-
cific office or is it involved with commit-
tees or area-specific groups? If so, this 
reveals leadership and commitment, as 
well as professionalism. If you choose to 
have an individual translate your text(s), 
find out if she or he has any certifica-
tions or specialized degrees in the field. 
If you prefer an agency, ask how it vets 
linguists and what it requires of them.    

Tip 5: Discuss your needs. Once you 
have decided on a vendor (or two or so) 
that you feel might fit your needs, ask to 
set up a meeting or phone call to discuss 
the specifics of your potential translation. 
Be sure to have the information ready 
on what language(s) you will need as the 
final translation, what type(s) of transla-
tion (technical, marketing and so on), 
the immediacy of the translation (your 
proposed deadline) and be prepared to 
inquire about any other services the ven-
dor might offer that would complement 
the translation. More on complementary 
services is under Tip 9.  

When speaking with the vendor, be 
open to new suggestions or processes 
that you  might have overlooked. Some-
times there are details one might not 

have considered before taking the steps 
to purchase a service that could add 
value to the final product.   

Tip 6: Ask about processes in place 

that ensure quality. When meeting 
with the vendor (or several vendors if 
you’re comparing prices), it is perfectly 
fine to ask about the agency’s or indi-
vidual’s niche areas or specializations. 
Not all vendors prefer to handle legal 
documents. Some may not specialize in 
medical texts, so having a set of medi-
cal charts translated via this vendor may 
not be the best option. However, small 
companies and larger corporations typi-
cally have the means of handling vari-
ous specializations and can place your 
projects with the appropriate linguists. 
Nonetheless, you will find peace of mind 
in asking and knowing the answer to this 
question.  

Another tip that falls under QA is one 
that I find many clients do not request. 
Ask for samples of translations, refer-
ences or testimonials. If you wish to hire 
someone for a new position, you would 
probably check references. If you hire a 
translation vendor, you can request ref-
erences, or at the very least, you can read 
testimonials from the vendor’s previous 
clients. Also, if you’ve checked to see if 
the vendor is accredited by the Better 
Business Bureau or another accrediting 
agency, you might find this information 
without even having to ask for it.   

The next point I’d like to make is one 
with which many translation buyers tend 
to  be unfamiliar. However, it is a good 
way to find out what kind of software or 
programs the vendor utilizes in order to 
maintain consistency and quality in mul-
tiple translations from the same client 
and/or clients in similar industries. When 
speaking with the vendor to discuss your 
needs, ask about what computer-aided 
translation tools it uses for translation 
projects. Some vendors do not use any, 
while most professionals have a preferred 
tool or a variety of them. These tools help 
to provide a quicker turnover on future 
translations and can sometimes save 
you money, as the vendor will utilize a 
TM created from similar texts that have 
already been translated. So, it is always 
smart to ask about them, and in doing so, 
you’ll show the vendor you know a thing 
or two about the process.   

Tip 7: Now let the vendor ask you 

the questions. Another imperative step 
in selecting a translation vendor is to 

let the vendor ask you questions, too. 
A vital question that should come from 
any vendor you might choose is about 
the purpose of the translation. So many 
companies and freelancers can be quick 
to snatch up a project without asking 
questions about whether or not the text 
will be used for publication, for a website, 
for readers of various dialects and so on. 
This is always an important detail and 
one shouldn’t assume the answer to this 
question is obvious. Providing a vendor 
with more than enough information is 
definitely a safer approach, and it’s one 
that will ensure the best outcome for 
your translation project. So, if it seems 
like the vendor has a lot of questions, 
this is probably a good thing!  

Tip 8: Find out payment details 

before the project begins. One of the first 
things you might consider in selecting a 
vendor for your translation project is the 
price. Notice that I didn’t write about this 
first, but rather, I saved it for later in the 
process. The reason for this is that price 
shouldn’t be the sole deciding factor for 
what company or freelancer you choose. 
Yes, money plays an important part in 
your decision, but you don’t want to have 
to pay less now and end up with a poor 
product and then pay more later for the 
product you were really hoping to buy in 
the first place. After you have gathered all 
the information from the previous steps, 
it’s time to ask the potential vendor(s) for 
a quote on your project. Remember, in 
order to receive an accurate quote, you’ll 
need to give the vendor the source docu-
ment to review. This is common practice 
in the translation industry, and it is the 
best way to know the exact cost of the 
work you’re requesting.  

Once you receive the quote from the 
vendor(s), it is up to you to decide if you 
feel the translation project is worth that 
amount. If so, there is little left to do. If 
not, don’t just walk away from the ven-
dor’s price offer. Rather, let the vendor 
know that you were expecting a bit less 
or your reasons for not wanting to pay 
as much. I believe you’ll find most ven-
dors to be game for some negotiation, 
but you should listen, too, to what the 
vendor has to say in regard to the rea-
sons behind the original quote. Perhaps 
your document requires a certain set of 
specialized linguists to work on the proj-
ect, and the terminology is such that it 
cannot be placed with just any translator 
and proofreader. Many times, this is the 
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case for more focused areas. So, consider 

the translation an investment, as it will 

take multiple steps with highly skilled 

individuals to complete the project and 

ultimately give you the finished product 

you desire.  

As you take the quote into consid-

eration, find out about payment terms. 

Will the vendor ask you to pay on NET 

30 terms, pay the total beforehand or 

pay half before and half after the trans-

lation is delivered? Not all vendors have 

the same procedures, so it’s best not to 

assume when payment will be due. If 

you need the translation back in a very 

short amount of time, be prepared to 

have a rush fee tacked on. 

Tip 9: Find out about other services 

offered and how they might work for 

you and your brand or purposes. As 

you wrap up the translation process, with 

any luck you’ll be thinking that you’ve 

found your vendor of choice. Consider 

other services the vendor might offer you 

that would complement the translation 

or future translation projects. Could the 

vendor localize your website to make sure 

the images and fonts, layout and other 

characteristics market your brand as you 

would like it to appear to your target 

audience? Maybe you need to rethink the 

images and layout used for the Spanish-

language pages of the site in order to 

reach Latinos who might purchase your 

products or services. Perhaps the vendor 

offers voiceover services that would 

allow you to put the promotional video 

on your site into a second language.    

Another service you might need is on-

site or telephonic interpretation. All of 

these things and more should be on your 

radar as you move forward into reaching 

out to the target audience via your trans-

lated materials. Some buyers prefer to 

consider this step earlier in the process, 

as they are already thinking ahead to 

how the translation might enhance their 

own brand, while others are able to stop 

at simply having their materials trans-

lated.  To finalizing the process, consider 

your research on how to obtain a high-

quality translation as time well spent. By 

reading this, you have already taken the 

first step to ensuring receipt of a valu-

able service. Much like the first-time car 

buyer who finds a car that is reflective 

of his or her personality, the translation 

in which you invest should be a great 

reflection of you and your brand in the 

target language.  M

 Core Focus Showcase: Translation

Rancho Park Publishing
Chapel Hill, North Carolina USA

ranchopark@gmail.com
www.ranchopark.com

Your Spanish Partner
Our partners trust our specialized Spanish 

translation and multilingual DTP teams for: 

• Pharmaceutical and medical products 

• Marketing and advertising 

• Heavy machinery 

• Insurance 

• Banking and finance 

• Software and localization 

Excellence in service provided by professional 
linguists and project managers. Please ask about 
specific regional variants or specific fields. 

Your Gate to Latin American Spanish  

Hispano Language Advisory 
Córdoba, Argentina

projects@myhispano.com • www.myhispano.com

Translations for  
Publications . . . since 1988

Our primary focus is the creation of world-class 
publications for international distribution. Our 
in-country designers, typesetters, translators and 
proofreaders provide world-class professional  
support for all of our clients’ international 
marketing efforts. For your unique projects, we 
assemble an equally unique team of professionals 
with specific experience in your industry. Our 
resources are exceptionally well qualified and 
easily expanded to scale up to meet your future 
needs. Call or e-mail for a prompt estimate.

Professional Solutions  
for Turn-key Translations
Your translation partner for the following subject 

fields and more: 

• Technical 
• Medical/pharmaceutical 
• IT/telecommunication 
• Automotive 

Our services are certified according to EN 15038. 
Interested in our local roots and global approach? 
Please contact us for a free quote.

Global textware
Groningen, The Netherlands

info@globaltextware.nl
www.globaltextware.com

Your Company’s Spanish 
Language Division

Spanish Express, a US company based in 
Latin America, has been providing top quality 
translation and localization services from 
English into Spanish for over 18 years. Our staff 
consists of professional, experienced translators 
who reside in the country they linguistically 
represent (Mexico, Argentina, Spain and so 
on). Our areas of experience include software 
and hardware, web, medicine and health care, 
linguistic evaluation of prospective brand names, 
telecommunications and more. Our texts read 
as if they were originally crafted in Spanish, 
which is what makes us the #1 choice of many 
translation agencies and direct clients.

Spanish Express
Córdoba, Argentina

crivarola@spanish-express.com 
www.spanish-express.com
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It is a well-known, taken-for-granted rule that 

for any translation to work properly, a translator 
has to go beyond the superficial meanings of the 
words. 

It is not enough to work out how best to render the words 
of the source text; rather, it is much more important to extract 
what the words mean in a particular situation according to 
cultural context. The cultural facet of translation studies urges 
us to consider the point that the translator is not the only per-
son involved in the translation process; rather, the readers also 
participate, utilizing what they already have in their cultural 
reservoir and what they have learned to make sense of what 
they read, connecting meanings and evaluating them with cul-
tural codes that exist in their minds. Eugene Nida has noted that 
“language is a part of culture, and in fact, it is the most complex 
set of habits that any culture exhibits. Language reflects the 
culture, provides access to the culture, and in many respects 
constitutes a model of the culture.” 

Recently, therefore, the need for treating translation from 
a wide range of perspectives has been recognized. The sig-
nificance of sociological settings has been emphasized in recent 
translation studies, and rather than mere linguistics, insights 
from a number of scientific disciplines such as psychology, cul-
tural anthropology and communication theory are proposed to 
help explain the nature of translation. 

The cultural turn in translation studies has stimulated many 
translation studies researchers to elaborate upon adaptation as 
a form of intersemiotic translation. Adaptation is in fact the 
least literal or the most free type of translation. It abandons the 
strict linguistic aspect of translation and rather concerns itself 
with the cultural one, though it inevitably is concerned with the 
linguistics also. Adaptation is one of the most appropriate and 
effective modes of expression when a re-creation is needed to 

Adaptation in translation

Mehdi Asadzadeh & Afaf Steiert

convey the same effect attached to a word to another culture 
where a same word is missing. Adaptation is usually employed 
to convey the equivalent in sociocultural terms.

To illustrate the point with an example, we refer to transla-
tion of a text related to a wedding, originating from a British 
context and aimed at Azeri Turkish speakers. During a wedding 
ceremony in Britain or the United States, the groom is usu-
ally accompanied by a man who is called the best man; that is 
part of their tradition and so a part of their culture. In Turkish 
culture, however, there is no best man, and the groom is rather 
accompanied by not one, but two men in the wedding. They are 
called sağdüş and soldüş and stand on the right and left sides of 
the groom respectively. So, when rendering a text where there 
is reference to a best man, anyone translating to Azeri Turk-
ish speakers could possibly substitute it with the more familiar 
words sağdüş and soldüş.

We should note that though in certain situations the direct 
translation is not suggested much (when translating a politi-
cal speech or an advertisement, for example), at the same time 
not all ideal translations are adaptations. A good translation is 
faithful to the full context of the source text in terms of mean-
ing as well as style, appearance, register and message. Before 
choosing to adapt, a translator should understand that it is a 
must to produce a target text that seems natural and appropri-
ate to the target language and culture while sticking to the 
essence of the source text; nothing may be altered, deleted or 
even added from and to the text unnecessarily and without an 
acceptable reason. A true adaptation is a reinvention that helps 
readers to better understand the text and its content.  

Although it can happen anywhere, adaptation most often hap-
pens in the literary realm. Poetry, for example, as a very personal 
form of literature, has its roots deep inside the culture, and because 
metaphors change from culture to culture, as do stylistic prefer-
ences, its rendering will likely need more adaptation than other 

kinds of texts. In general, the greater the differences 
between cultures, the bigger the obstacles in the path 
of translation. To overcome these, the translator might 
resort to adaptation. There is a basic rule to observe: 
adaptation is used when there is no chance of render-
ing the concept correctly, precisely and appropriately 
by performing a usual type of translation.  M

Mehdi Asadzadeh is a Ph.D. research student 

at Hyderabad Central University, India, 

and a lecturer at Maragheh Azad University. 

Afaf Steiert is the president and 

cofounder of Afaf Translations and works 

as an Arabic interpreter and translator. 
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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).
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crowdsourcing. The act of taking a task traditionally 
performed by an employee or contractor and outsourc
ing 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.

ETSI. The European Telecommunications Standards Insti
tute, one of the world’s most influential producers of tele
communications standards.

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.

GILT. An acronym often used in shorthand descriptions 
of the global language industry, standing for globaliza
tion, internationalization, localization and translation.

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

GMX-V (Global information management Metrics 
eXchange-Volume). A standard that attempts to measure 
volume by establishing a verifiable way of calculating the 
primary word and character counts for a given electronic 
document, as well as establishing a specific XML vocabu
lary that enables the automatic exchange of metric data.

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.

LISA. The Localization Industry Standards Association, 
declared insolvent on February 28, 2011.

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.

OASIS (The Organization for Advancement of Struc-
tured Information Standards). Formerly called SGML 
Open, OASIS is an IT standardization consortium based in 
the state of Massachusetts whose foundational sponsors 
include IBM and Microsoft. Localization buyside, tool
makers and service providers are also well represented.

OAXAL (OASIS Open Architecture for XML Authoring 
and Localization). A technical committee encouraging 
the development of an open standards approach to XML 
authoring and localization.

OSCAR. LISA’s committee for actual standardization 
work. The acronym means open standards for container/
content allowing reuse. OSCAR was dissolved along with 
LISA in February 2011.

pseudo-localization. Translates the code strings of a prod
uct into “pseudostrings.” The resulting “pseudolanguage” is 
designed to test the impact that different aspects of local
ization have on the product’s functionality and appearance.

quality assurance (QA). The activity of providing evi
dence needed to establish confidence among all con
cerned that qualityrelated activities are being performed 
effectively. All those planned or systematic actions nec
essary to provide adequate confidence that a product 
or service will satisfy given requirements for quality. QA 
covers all activities from design, development, produc
tion and installation to servicing and documentation.

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

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

SRX (Segmentation Rules eX- 
change). An XMLbased standard 
used to describe how to segment text 
for translation and other language
related processes. It was created to 
enhance the leverage of the TMX 
standard.

statistical machine translation 
(SMT). A machine translation para
digm where translations are gener
ated 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 com
puter that learned how to translate 
from vast amounts of translated text.

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

TBX (TermBase eXchange stan-
dard). A standard for terminology 
and term exchange.

TMX (Translation Memory eXchange). 
An open XML standard for the 
exchange of translation memory data 
created by computeraided transla
tion and localization tools.

translation. The process of con
verting all of the text or words from a 
source language to a target language. 
An understanding of the context or 
meaning of the source language must 
be established in order to convey the 
same message in the target language. 

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

translation unit (TU). A segment 
of text that the translator 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 
represent text for computer processing. 
Originally designed to support 65,000, 
it now has encoding forms to support 
more than one million characters. 

Unicode Consortium. Home of 
the Unicode Standard and Common 
Locale Data Repository (CLDR). Uni
code’s goal is to support scripts for all 
languages in the world. 

W3C (World Wide Web Consor-
tium). W3C owns many standards, 
including XML and HTML.

XLIFF (XML Localization Inter-
change File Format). An XMLbased 

format for exchanging localization 
data, specifying elements and attri
butes. 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.

xml:tm (XML-based text memory). 
A standard for XML to allow ease of 
translation of XML documents.

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 
(16th edition), M. Paul Lewis:  
www.ethnologue.com/print.asp

The Guide to Translation and Localization,  
published by Language Line:  
www.llts.com

Index of Chinese Characters With Attri-
butes, George E. Bell, 2006: www.
multilingual.com/books/welcome 
OtherResources.php

Globalization Handbook for the Micro-
soft .NET Platform, Parts I - IV, Bill Hall, 
20022006: www.multilingual.com/
books/welcomeOtherResources.php

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: www.cia.gov/
library/publications/theworldfact
book/index.html

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  
See ad on page 45 

TAUS 
Description TAUS is a think tank for the translation indus-
try, undertaking research for buyers and providers of trans-
lation 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 supports entrepreneurs and principals in the trans-
lation industry to share and define new strategies through 
a comprehensive program of events, publications and 
communications.

TAUS Oudeschans 85III, 1011KW Amsterdam, The Netherlands,  
31-299-672028, E-mail: info@translationautomation.com,  
Web: www.translationautomation.com 

conferences

  
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  
marketplace. International product and marketing manag-
ers participate in Localization World from all sectors and all 
geographies to meet language service and technology pro-
viders and to network with their peers. Hands-on practitio-
ners 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 68

enterprise solutions

  
Across Systems
Multiple Platforms

Languages All Description Across Language Server is the 
world’s leading independent linguistic supply chain technol-
ogy. It provides a central software platform for corporate 
language resources and translation processes. The all-in-
one enterprise solution includes a translation memory, a  
terminology 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 cus-
tomers 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 39

 
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 33

  
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 languag-
es. The company has grown to be the largest privately held 
multilingual information technology and services company 
in the world with 42 offices in 32 countries. Its advanced 
technology developments have propelled STAR to its current 
market position. Core services: information management, 
translation, localization, publishing, on-demand print-
ing and consulting. Core technologies: Transit (translation 
memory), TermStar/WebTerm (terminology management), 
GRIPS (product information management), MindReader 
(context-sensitive authoring assistance), STAR CLM (corpo-
rate language management), STAR CPM (corporate process 
management), 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 10

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, prepress 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 
clients achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18,  
53115 Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, 
E-mail: adapt@adapt-localization.com,  
Web: www.adapt-localization.com See ad on page 7

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, memoQ and other CAT tools, as well as DTP tools 
including CorelDRAW, FrameMaker, FreeHand, Illustrator, 
InDesign, PageMaker, Photoshop and QuarkXPress. Our 
customer-oriented approach is supported by strong project 
management, a team of specialists, a large knowledge base 
and advanced methodologies. We always provide service 
beyond our customers’ expectations at a low cost and with 
high quality, speed, dependability and flexibility.
Alliance Localization China Suite 526, Building B, No.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 guarantee 
high quality of text, audio and video, timeliness and flex-
ibility. 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 28
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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 rebranding 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 cus-
tomers with the highest quality of language and technol-
ogy 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 41

 
Future Trans
Languages All Middle Eastern and African languages 
Description Future Trans is an ISO 9001:2008 certified 
language service provider and the leading translation and 
localization agency in the Middle East and Africa. We’ve 
been in business since 1994 and currently employ more 
than 90 in-house professionals, with branches in Egypt, the 
US, Turkey and South Africa. We have developed extensive 
industry specific expertise in IT, telecommunication, auto-
motive, financial, medical, legal and many other fields in 
translation and localization. Currently we provide transla-
tion in all Middle Eastern and African languages. Future 
Trans offers translation, typesetting, technical writing, 
localization, multilingual project management, audio pro-
duction, consulting and testing. 
Future Trans LTD 10th Abdul Rahman El-Rafie St. Dokki,  
Giza 12311, Egypt, +202 33350040, Fax: +202 37608966,  
E-mail: egyptinfo@future-trans.com, Web: www.future-trans.com  
See ad on page 35

 
iDISC Information Technologies
Languages Spanish (all variants), Portuguese (European and 
Brazilian), Catalan, Basque, Galician, Valencian Description 
iDISC, established in 1987, is an ISO-9001 and EN-15038 
certified company based in Barcelona with branches in Ar-
gentina, Mexico and Brazil that focuses on localization into 
all variants of Spanish (European, Latin American, USA and 
Neutral), Portuguese (European and Brazilian) and the other 
languages spoken in Spain (Catalan, Basque, Galician and 
Valencian). Specialization fields are websites, software local-
ization, technical documentation, business, automotive and 
marketing materials. All commercial tools are available. In-
ternal tools help reduce management costs and increase qual-
ity, consistency and on-time deliveries. Continuous support 
to the client achieves the best project results and establishes 
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@intertranslations.gr, Web: www.intertranslations.gr

 New markets for your
products and solutions

 
Janus Worldwide Inc.
Languages 80 and growing Description Janus is a leading 
provider of language solutions to the world’s most global 
companies. Our flexible, scalable and proven approach 
enables our team to deliver services with top-quality results 
both on-time and on-budget. Industries we serve include 
IT, telecom, life sciences, energy, financial and automotive.  
Some of the services we offer are: functional and linguis-
tic testing; software, website, and multimedia localization; 
and technical, e-learning, and marketing translation. Our 
processes are backed by the ISO 9001:2008 quality certifica-
tion and our clients include Microsoft, IBM, Siemens and 
Volkswagen. We have nine offices in Asia, Europe and the  
US to facilitate communication globally.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Office B208, 
Moscow 115114, Russia, +7-495-913-66-53, US 855-526-8799, 
Fax: +7-495-913-66-53, E-mail: info@janusww.com,  
Web: www.janusww.com See ad on page 36

LinguaGraphics — Multilingual DTP; Web, 
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi, 
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao, 
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese 
Description LinguaGraphics is a leading provider in the 
area of multilingual desktop publishing and web/soft-
ware/Flash localization engineering. Our seasoned DTP  
professionals and localization engineers are working with the 
latest tools on top-of-the-line equipment to produce a wide 
range of projects in InDesign, FrameMaker, QuarkXPress, 
Photoshop and Flash. We specialize in typesetting high-end 
marketing and communications-type material in difficult 
and rare languages at very competitive rates. For a quote on 
your next project, please visit us at www.linguagraphics.com. 
You have our word that we will never compromise on quality 
and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238,  
718-623-3066, 718-789-2782, E-mail: info@linguagraphics.com, 
Web: www.linguagraphics.com 

    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 ?

Follow us at www.twitter.com/
multilingualmag
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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 25

Your Vision. Worldwide.

Full-service Translation, Localization and 
Multilingual Testing
Languages Over 60 Description Net-Translators pro-
vides turnkey translation, localization and multilingual 
testing services and customized strategy-to-deployment 
localization solutions. For over ten years, they’ve helped 
technology companies and medical device manufactur-
ers prepare their products and services for global mar-
kets. For software applications (GUI, online help and 
documentation), marketing materials, websites and more, 
Net-Translators’ customer-focused, professional teams 
deliver consistent, accurate results in compliance to inter-
national regulations. Their one-of-a-kind Multilingual 
Testing Center is specially equipped and staffed to offer 
the ultimate testing environment for localized prod-
ucts. ISO 9001:2008 and ISO 13485:2003 certifications 
and a long-standing reputation for quality have earned  
Net-Translators the trust of industry leaders worldwide. 

Net-Translators 
USA Cupertino, CA, 800-320-1020,  
E-mail: salesusca@net-translators.com 
USA Marlborough, MA, 617-275-8128,  
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385,  
E-mail: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633,  
E-mail: salesil@net-translators.com 

South America Posadas - Misiones, Argentina, +54-3764-487029, 
E-mail: salessoutham@net-translators.com 

Web: www.net-translators.com See ad on page 67

 
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 15

PTIGlobal
Languages All commercial languages for Europe, Asia and 
the Americas Description PTIGlobal is committed to de-
veloping ongoing, long-term partnerships with its clients. 
This means dedication to personal service, responsiveness, 
high-quality output and sensitivity to clients’ cost goals and 
timelines. Backed by over 35 years of experience in tech-
nical translation, PTIGlobal provides turnkey localization 
services in 30 languages simultaneously for software, web 
applications, embedded devices, mobile applications and 
gaming technology. Projects employ our expertise in end-
to-end project management; internationalization consul-
tation; glossary development; native language translation; 
multilingual web content management; translation mem-
ory maintenance; localization engineering; linguistic and 
functional testing and desktop publishing. PTIGlobal also 
offers in-house state of the art voiceover and video services 
as well as onsite managed services.
PTIGlobal 4915 SW Griffith Drive, Suite 200, Beaverton, OR 97005, 

503-297-2165, 888-357-3125, Fax: 503-352-0729,  

E-mail: info@ptiglobal.com, Web: www.ptiglobal.com 

 
Localization and Globalization Partner
Languages 50 languages including English, Chinese, Japa-
nese, Korean Description Saltlux was founded in 1979 as 
the first localization and globalization service provider in 
South Korea. With over 30 years of accumulated experi-
ence and know-how, Saltlux is an ideal and esteemed global 
technical communications partner. We specialize in multi-
lingual translation and DTP, technical writing services, soft-
ware localization, web globalization and so on. We provide 
our clients with a one-stop production line, starting with 
the authoring of documents and going on to localizing,  
designing and editing, digital publishing, two-way elec-
tronic manual production and database establishment. 

With this business direction, we are striving to grow into 
and excel as a leader in global technical communications.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong, Gangnam-gu, 

Seoul 135-848, South Korea, 822-379-8444, Fax: 822-379-5996,  

E-mail: tcsales@saltlux.com, Web: www.saltlux.com

 
TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN is a solidly established Asian MLV 
with more than 45 years’ experience. Our services encom-
pass translation, localization engineering, DTP, MT post- 
editing, workflow/process consulting and project manage-
ment. TOIN offers global reach and exceptional strength in 
Asia, with headquarters in Tokyo and additional operations 
in the United States, Europe, China and Korea. The com-
pany has been helping 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, P.R. China, 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 expe-
rienced 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,  
E-mail: contact@transcript.de, Web: www.transcript.de 

 
Ushuaia Solutions 
Languages Spanish (all varieties), Portuguese (Brazil) 
Description Ushuaia Solutions is a fast-growing Latin 
American company providing solutions for translation, 
localization and globalization needs. Ushuaia Solutions is 
focused on being creative and proactive to meet tight time 
frames with a high level of quality and a cost-effective bud-
get. Customizing its processes, Ushuaia assures project con-
sistency and technical and linguistic accuracy, thus reducing 
clients’ time-to-market. Ushuaia combines state-of-the-art 
technology with top-notch experienced native translators, 
editors and software engineers. Our mission is to work 
together with our clients, thereby creating a flexible, reliable 
and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 
54-341-4493064, Fax: 54-341-4492542, E-mail: 
info@ushuaiasolutions.com, Web: www.ushuaiasolutions.com  
See ad on page 34
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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 58

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 
technologic solutions, dedicated to each client’s needs. 
WhP has become 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 Oracle, Dell, IBM, 
Crossknowledge, Total, 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 17

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 
economic 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@therosettafoundation.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 mil-
lion 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
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 lan-
guage technology experts since 1999, MultiCorpora is 
exclusively dedicated to providing language technology 
software solutions to enterprises, language service pro-
viders and governments. 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 manage-
ment. 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 33

Plunet BusinessManager
Multiple Platforms

Description Plunet develops and markets the business and 
workflow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automation 
and flexibility for professional language service providers 
and translation departments. Using a web-based platform, 
Plunet integrates translation software, financial account-
ing and quality management systems. Various functions 
and extensions of Plunet BusinessManager can be adapted 
to individual needs within a configurable system. Basic 
functions include quote, order and invoice management, 
comprehensive financial reports, flexible job and workflow 
management as well as deadline, document and customer 
relationship management.
Plunet GmbH Prenzlauer Allee 214, D-10405 Berlin, Germany,  
49-30-322971340, Fax: 49-30-322971359,  
E-mail: info@plunet.com, Web: www.plunet.com  
See ad on page 8

Text United
Windows

Description Text United is an innovative translation plat-
form covering all of your professional translation needs. 
Our unique approach to terminology and in-country re-
view allows you to protect the core of your brand, while 
letting it shine in different colors on foreign markets. Text 
United platform can be used by in-house staff, external 
translators and by in-country reviewers. It facilitates collab-
orative and transparent translation processes and provides 
advanced language technologies such as translation memo-
ries and terminology management, deployed centrally and 
automatically. Thanks to transparency of the supply chain, 
Text United helps reduce cost of translation by 25%. Avail-
able on subscription, with no up-front costs.

Text United GmbH Attemsgasse 7/D20, Vienna, Austria, 1220,  
43-660-735-7355, E-mail: welcome@textunited.com,  
Web: www.textunited.com  
See ad on page 19
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XTM: Better Translation Technology
Multiple Platforms

Languages All Unicode languages Description XTM is a 
fully featured online CAT tool and translation management 
system available as a pay-as-you-go SaaS or for installation 
on your server. Built for collaboration and ease of use, XTM 
provides a complete, secure and scalable translation solu-
tion. Implementation of XTM Cloud is quick and easy, with 
no installation, hardware costs or maintenance required. 
Rapidly create new projects from all common file types us-
ing the templates provided and allocate your resources to the 
automated workflow. XTM enables you to share linguistic 
assets in real time between translators. Discover XTM today. 
Sign up for a free 30-day trial at www.xtm-intl.com/trial.

XTM International PO Box 2167, Gerrards Cross, Bucks, SL9 8XF  

United Kingdom, +44-1753-480-469, Fax: +44-1753-480-465, 

E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com  
See ad on page 4

 
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 See ad on page 24

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 Portuguese. 
We value quality, words and communication, and we offer 
integral linguistic solutions that include a wide range of ser-
vices such as translation, editing and proofreading of docu-
mentation, software localization, web solutions, voiceover  
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 Arenales 3709 16ºB, Capital Federal,  
Argentina, 5411-4833-7568, 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 48

 
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 
See ad on page 6 

 
When it comes to translation, we hear you 
Languages English and FIGS languages into Polish Descrip-
tion Vendor managers, project managers, directors and 
CEOs of LSPs have worked with CONTRAD since 2005. A 
common concern of MLV executives is difficulty finding  
appropriate vendors for Polish. Appropriate means not only 
focusing on Polish language, culture, subject matter being 
translated/localized, sticking to project instructions, termi-
nology, deadlines or covering turnaround demands, because 
these are obvious. Appropriate means more. It means hav-
ing certain qualities that reach further, like listening to clients 
and truly hearing them, asking the right questions, respond-
ing promptly, properly reacting to feedback, and maintaining 
good communication with clients’ staff. You will receive it 
here, day in and day out. 
CONTRAD ul. Dolna 16, 10-699 Olsztyn, Poland, +48-89-527-07-14, 

Fax: +48-89-527-07-32, E-mail: info@contrad.com.pl,  

Web: www.contrad.com.pl See ad on page 27

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 23 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, pharma-
ceutics, medicine and marketing. Follow-Up’s main part-
ner and founder, Luciana Lavôr, is a certified localization 
professional by California State University. Another part-
ner at the company, Ana Beatriz Fernandes, is 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 pro-
prietary Multilingual Compliance Process combines expert 
linguists, best-of-breed technology and measurable transla-
tion quality in a process that is both robust and completely 
scalable, ensuring your projects are finished on time and 
within budget. For more information on how we can help 
meet your translation requirements or for a quote on your 
next translation project, please contact us directly or visit 
our website at www.fxtrans.com.
ForeignExchange Translations 1001 Watertown Street, 3rd Floor, 
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764,  
E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a leading provider 
of global content and language intelligence to organizations 
around the world. The content experts at LinguaLinx help 
manage and localize messaging to enhance efficiency and 
provide consistency across all forms of communication. With 
offices around the world, LinguaLinx provides organizations 
with localization solutions that fit their needs including: 
translation and interpretation, marketing communications 
and website localization, translation memory deployment, 
multilingual SEO, translation readiness assessment and 
global content management. Unify your global organization 
with a customized content intelligence strategy and ensure 
that your messages resonate across borders with language 
intelligence. To learn more, visit lingualinx.com. 
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 
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Medical Translations Only
Languages 45, including all EU languages Description 
MediLingua is one of the few medical translation specialists 
in Europe. We only do medical. We provide all European lan-
guages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharma-
ceutical and biotechnology companies; medical publishers; 
national and international medical organizations; and other 
customers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical instru-
ments, hospital equipment and medical software; medical 
information for patients, medical students and physicians; 
scientific articles; press releases; product launches; clinical 
trial documentation; medical news; and articles from medi-
cal journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg 
10, 2333 AA Leiden, The Netherlands, +31-71-5680862, Fax: +31-
71-5234660, E-mail: simon.andriesen@medilingua.com,  
Web: www.medilingua.com See ad on page 41

 
Neotech
Languages From major European languages into Russian, 
Ukrainian, Kazakh and Azeri Description Neotech is the 
largest translation company in Russia and CIS countries, 
offering a full range of linguistic services to global corpora-
tions. Neotech is the first translation company on the Russian 
market that has certified its quality management system to 
international ISO 9001:2000 standards. Neotech’s key areas of 
expertise are in the oil and gas industries, auto manufacturing, 
medical, information technologies and telecommunications. 
The business techniques introduced and applied by the com-
pany currently serve as the best practice within the transla-
tion industry. Neotech is leading the drive to continuously 
develop translation market standards and to implement new 
levels of business and interpersonal communications into the 
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, 107076 Moscow, Russia,  
7-495-787-3331, Fax: 7-495-787-1189, E-mail: sales@neotech.ru,  
Web: www.neotech.ru  See ad on page 13

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 De-
scription Outstanding localization requires world-class ex-
perience. Rheinschrift gives your business a native voice in 
the German-speaking world. We offer more than 20 years’ 
experience providing translations and localizations for soft-
ware and hardware manufacturers as well as for the sectors 
of business, technology, legal matters and medicine/medical 
applications. Our services also range from glossaries, post-
editing, project management and desktop publishing services 
to many other related services. Rely on Rheinschrift to deliver 
the most competent translations and meet your deadline, 
whatever it takes.
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 31

 
Translation and localization into Polish 
Language Polish Description Ryszard Jarża 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 Jarzȧ 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 41

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 translators, 
experienced project managers and dedicated software engi-
neers and DTP specialists has enabled Skrivanek to provide 
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 

SpanSource
Languages Focus on Spanish and Portuguese, other language 
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@spansource.com, Web: www.spansource.com 

Synergium
Languages Eastern European with the focus on Baltic and 
CIS Description Synergium is one of the leading integrated 
language service providers in the Baltics with representa-
tive offices and in-house teams of expert project managers, 
translators, editors and software engineers in Lithuania, 
Latvia, Estonia, Russian Federation and Ukraine. The com-
pany has more than six years of experience in translation 
and localization services covering main technical indus-
tries such as automotive, environmental, EU, financial, IT, 
legal, medical and telecommunications. Due to its cutting- 
edge technologies, individual and thoughtful approach, 
Synergium has been recognized by world-renowned com-
panies such as Google, Microsoft, Philips Healthcare,  
GlaxoSmithKline, and many others.
Synergium Žalgirio 88-404, 09303 Vilnius, Lithuania, 370-5-275-
26-56, E-mail: marketing@synergium.lt, Web: www.synergium.eu

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

Languages User Interface languages: English, Spanish, Ger-
man, French, Italian, Dutch, Russian and Chinese. Languages 
supported for translation: All available languages under Mi-
crosoft Office Description ATRIL, precursor on the CAT tool 
market with the Déjà Vu product range, has been providing 
above all a tightly integrated solution to all stakeholders of 
the translation industry since 1993. Always in close dialogue 
with Déjà Vu users that has in itself been innovative, ATRIL 
is ensuring product development that makes a real impact 
on their quality, productivity and reputation. ATRIL’s mis-
sion is to have customers achieve high-quality translations 
in the easiest, fastest, most economical way, bringing added 
value to the work and time, with measurable and clear results 
day by day.  
Atril Language Engineering 40, Rue Milton, 75009 Paris, France,  
+33 (0) 149-709-560, Fax: +33 (0) 149-700-260, E-mail:  
contact@atril.com, Web: www.atril.com See ad on page 32

 
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 —  
optimize productivity and control of the entire translation 
process and environment. Rated #1 by Common Sense  
Advisory among translation-centric TMS systems, and used 

by thousands of translators, language service providers, 
and enterprises throughout the world, memoQ and other 
Kilgray tools are accepted and appreciated as premiere 
translation technologies.
Kilgray Translation Technologies P.O.B. 7, H-1255 Budapest,  
Hungary +36-30-383-9435, Fax: +36-1-312-6019, E-mail:  
sales@kilgray.com, Web: www.kilgray.com See ad on page 37

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 ef-
ficiency, eliminate 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 localiza-
tion process, including support for the major industry 
TM systems. MadCap Lingo also includes tracking and 
organization capabilities to support large, single-source, 
multichannel publishing projects. Through its strate-
gic partner Microsoft Corporation, MadCap delivers  
solutions optimized for Microsoft Windows, 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 trans-
lation solutions 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 sta-
tistical approach. The self-learning techniques allow users 
to train the software to any specific domain to achieve cost-
effective, publishable quality translations. SYSTRAN solu-
tions are used by Symantec, Cisco, Ford and other enterprises 
to support international business operations. For more infor-
mation, 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 5 rue Feydeau, 75002 Paris, France, +33 (0)1-44-82-49-00, 
Fax: +33 (0)1-44-82-49-01, E-mail: info@systransoft.com,  
Web: www.systransoft.com See ad on page 21

voiceovers

 
PrimeVoices 
Languages 60 languages, specialized in Latin American 
Spanish, Castilian Spanish, French, German, Italian, Bra-
zilian Portuguese, Russian, Farsi, Arabic Description We  
offer voiceovers, subtitling and captioning in most lan-
guages with full post-production for complete audio and 
video localization. 
PrimeVoices Parc Tertiaire de Bois Dieu, 5 Allée des Chevreuils, 
69380 Lissieu, France, +33-4-37-50-20-13,  
E-mail: info@primevoices.com, Web: www.primevoices.com  
See ad on page 43 
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T
were public book burnings, intellectuals tortured, property sei-
zures and families ripped apart by the state. In short, it is a year 
that is very, very dark and delicate in the Chinese mind, espe-
cially the minds of those forced to live through the atrocities.

Since 1969 was such a positive year in America, the GAP 
assumed it must have been a great year in China as well. The 
company obviously didn’t think much about this at all and cer-
tainly didn’t do the market research that would have shown this 
was a bad idea. It added insult to injury by pricing the jeans at a 
ghastly $300 a pair in a country with an average annual income 
of only $3,200 per person. Yes, there are individual Chinese 
women in Guangzhou province who are earning more than this 
by far and who can afford to buy a nice pair of jeans. But even 
an American cashier in the Shanghai GAP store admitted it was 
unlikely she’d see many pairs move out the door. She also told 
Adam Minter, an American writer living in Shanghai, something 
that potentially shows even more cultural ignorance: “We chose 
to have the same product mix here as in our Japanese stores.” 
Yet the Chinese and Japanese markets in everything — even rice 
— are as different and distinct from each other as the Ameri-
can and North Korean markets. The GAP mounted prominent 
displays and billboards with the offending numbers 1969 eight 
feet high to market the new line of jeans.  Then it was widely re-
ported that the stores didn’t even carry the jeans in the smaller 
sizes that are common among Chinese women.

The result was a huge loss of revenue and, most importantly, 
“face,” which has a high value in Asian cultures. The GAP lived 
up to its name and created a large one in credibility and savvy 
with its Chinese customers. The moral of this story is that (usu-
ally) American companies fail to do thorough market research, 
engage in focus groups or partner with a localization company 
to carry out international business awareness and brand testing. 
But most of all, they fail to understand the differences between 
cultures — including cultural history and in particular how 
closely culture and language are intertwined — before mounting 
an expensive marketing campaign and product introduction.  M

The annals of marketing campaigns are littered 
with offensive and often hilarious translations and 
branding efforts that have backfired, originating 
from large companies that should have known better.

At a recent session on “Taking Your Brand Global” at the Na-
tional Retail Federation’s annual Big Show in New York, execu-
tives from Disney and Jimmy Choo shoes made the point that 
you only get one chance to make a first impression. If you blow 
that, then you have a lot of damage control to do, and you may 
never capture that market. Even well-established brands falter 
when they don’t conduct the right market research and take into 
account historical, cultural and linguistic considerations.

Just this past March, footwear giant Nike was in the hot seat 
for releasing a seasonal shoe around St. Patrick’s Day that they 
branded “Nike SB Black and Tan Quickstrike.” What they had not 
counted on and obviously did not research was the fact that 
the Black and Tans were a notorious British paramilitary force in 
the 1920s who were responsible for brutal attacks against Irish 
civilians. A Black and Tan can also refer to a popular drink that is 
half stout and half lager, but the more sinister connotation gar-
nered a lot of negative press for Nike and made their marketing 
team look insensitive and amateurish at best.

Volkswagen had a loyal following and robust sales in Brazil, 
where their marketing and advertising had been well-established 
and localized to the Portuguese-speaking market. Several years 
ago they rolled out their global marketing campaign, “Das 
Auto,” which they mistakenly thought would tout their German 
heritage and ingenuity and would translate into all markets 
worldwide. The VW Beetle had been manufactured in Brazil for 
decades, and the brand was regarded as one of their own by 
Brazilian consumers. The result in Brazil was a significant loss in 
market share because the campaign did not resonate at all with 
Brazilian consumers, who felt the brand was emphasizing VW’s 
German roots and heritage, forsaking its deep ties to Brazil.

Valérie Berset-Price, PTIGlobal’s resident consultant for best 
international business practices, relayed this story of one of the 
most egregious brand errors that recently occurred in China. The 
GAP clothing company introduced a huge campaign for a new 
brand of jeans called 1969. While 1969 in the United States is 
remembered for Woodstock and the first moon landing, in China 
it is remembered as the end of the Cultural Revolution. Millions 
of men, women and children were hurled into forced labor. There 

Jeff Williams is the director of sales and marketing for PTIGlobal, a 
translation and localization company based in Portland, Oregon.

To offer your own Takeaway on a language-industry issue, send a 
contribution to editor@multilingual.com.

Jeff Williams 

International branding
errors cause trouble
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Rated No. 1 in Translation Services by Top Ten Reviews

  
www.net-translators.com  •  North America  •  United Kingdom  •  Israel  •  Argentina 

For over 10 years, Net-Translators has helped technology 

companies and medical-device manufacturers prepare their 

products for global markets. Our comprehensive localization 

services portfolio, experienced customer-focused project 

teams, and unique quality-centered approach help us consis-

tently exceed customer expectations for deadline, budget, 

and accuracy.  We have earned the trust of industry leaders 

worldwide, so you know your products are in good hands.    

• Turnkey localization solutions for software (user interface, 

online help, documentation), websites, and marketing content

• More than 1000 professional translators, proofreaders, 

editors, and software localization specialists

• Cutting-edge language tools and technologies 

• One-of-a-kind Multilingual Testing Center

• ISO 9001:2008 and ISO 13485:2003 certified

full-service

Translation, Localization,

    & Multilingual Testing

in more than 60 languages
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Know-how for Global Success 

Informative sessions on global business best practices, strategies for going global, 
global branding, obtaining venture capital, global websites, localization and translation 
management.

Large exhibit hall with service and technology vendors.

Meet professionals from Fortune 500® companies and many more. See their presentations.  
Learn from them. Discuss. 

Paris, 4-6 June 2012, Le Palais des Congrès de Paris 

Keynote Speaker

Gustav Praekelt – Founder and CEO of Praekelt Group and founder  
of the Praekelt Foundation

The Praekelt Foundation, a technology incubator, develops open  
source mobile technology solutions to improve the health and well 
being of people living in poverty. The foundation has reached over  
50 million people across 15 countries in Africa.

Information and Registration: www.localizationworld.com

Silver Sponsors: Bronze Sponsors: Dinner Sponsor:

Your Vision. Worldwide.

Theme: 

Reaching the Mobile World
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