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I
In grad school, I had this idea that 

I would go on to get a PhD in field 
linguistics. We were doing these projects 
to figure out the phonetic structure of 
a language unknown to us based on 
our own transcriptions from a native 
speaker, and I picked the most obscure 
one I could find. There was a girl I knew 
from Gabon who spoke a language 
she called Bateke, which was also the 
name of her minority ethnic group 
there. The language had no alphabet, 
she said. Nothing was written down in 
her language, at least that she knew of. 
So I recorded her pronouncing a list of 
100 words and sentences, transcribed 
those using the international phonetic 
alphabet, and attempted to construct 
a phonetic chart of her language 
— the starting point for any field 
linguist’s attempt at creating a working 
orthography. It was enough to whet my 
appetite, and I returned to her for later 
projects in grammar and so on. So when 
I read about minority languages, I think 

of that, and try to calculate how much 
time it would take to come up with 
an accurate written document in that 
language — translated or otherwise. And 
I start to get a little tired. 

Once there’s an orthography of a 
language, things get a little easier. 
As Tim Brookes notes in this issue, 
artistically speaking, you can copy 
alphabets even if you know nothing 
about the language. If you need cultural 
cues or translation acumen, of course, 
there’s more that goes into it, as Jacques 
Barreau, Christopher S. Carter, Gary 
Muddyman, Andrea Edmundson and 
Sarah Teigan all point out. 

If you’re trying to create language 
technology, there’s a whole other set 
of challenges with minority languages. 
Arvi Hurskainen’s article on Swahili 
machine translation (MT) made me 
wonder, however, if despite the scarcity 
of data, the Bantu language spoken by 
the Bateke could eventually follow in 
the footsteps of established rule-based 

Bantu MT engines, such as might be 
used for Swahili. 

Our Core Focus this issue is 
localization, and we’ve chosen 
some articles that segue nicely 
from the minority language and 
emerging markets focus. Richard 
Sikes details the differences between 
internationalization, globalization 
and localization, and then Benjamin 
B. Sargent offers some details on the 
return on investment of localization, 
making a case for a growing number 
of languages. Next comes David 
Filip’s article (the first of two) on how 
to actually do this. Manish Kanwal 
and Akulaa Agarwal then give some 
specifics on how to localize formats 
such as video. There’s also a review of a 
comic book; columns on inclusion and 
community translation by Kate Edwards 
and Terena Bell, respectively; and a tech-
slanted Takeaway on language on the web.

All in all, there’s plenty in this issue that 
may help the obscure become less so. W

Transcribing the obscure

Katie Botkin              Post Editing
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Resources

TAUS Developing  
Talent Initiative

TAUS, the translation innovation 
think tank and platform for indus-
try-shared services, has launched 
the Developing Talent Initiative, a 
collaborative project with universi-
ties around the world. The project 
allows students worldwide to build 
machine translation engines using 
domain specific data from TAUS, 
supervised by the TAUS Labs team 
and an expert advisory commit-
tee. In the process, students gain a 
greater understanding of commer-
cial requirements while the industry 
also benefits from the experimenta-
tion undertaken by young com-

putational linguists. The results are made 
publicly available on the TAUS site.
TAUS http://translationautomation.com

Reports detail study on  
translation request for proposals

Common Sense Advisory, Inc., an inde-
pendent market research firm specializing 
in the language service industry, has con-
ducted a study on translation requests for 
proposals (RFPs) and related processes. The 
results, detailed in two new reports, “How 
to Win the Requests for Proposals that Mat-
ter Most” and “How to Write Translation 
Requests for Proposals,” provide tips and 
insight for companies on how to improve 
the RFP process, thereby ensuring better 
relationships between organizations that 
purchase and supply language services.
Common Sense Advisory, Inc.  

www.commonsenseadvisory.com

Business

Major rebranding for Moravia
Moravia, a provider of globalization solu-

tions, has announced a redesign of its brand. 
Included in the company’s rebranding cam-
paign are a new logo, website and shortened 
URL and company name.
Moravia www.moravia.com

New San Diego location for CETRA
CETRA, Inc., a provider of customized lan-

guage solutions, has opened a new language 
services facility in San Diego, California. The 
company offers translation, localization and 
interpretation services to the market research, 
legal and life science industries.
CETRA, Inc. www.cetra.com

MultiLing moves headquarters
MultiLing, a translation services provider 

specializing in intellectual property and 
technical materials translations, has moved 
into its new headquarters in Provo, Utah. 
MultiLing www.multiling.com

Pole To Win America adds  
Austin game testing branch

Pole To Win America, Inc., a game testing 
and localization company, has added a new 
branch in Austin, Texas, with a focus on 
quality assurance testing services for home 
console and PC game titles.
Pole To Win America, Inc.  

www.poletowinamerica.com

Linguapool acquired by  
Arancho Doc Switzerland

Arancho Doc S.r.l., a provider of language 
services, has acquired Swiss translation service 
provider Linguapool GmbH. The Linguapool 
team will combine forces with the Zurich 
branch of Arancho Doc under the name of 

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

Adaptive Globalization  
opens Berlin office

Adaptive Globalization Ltd, a provider 
of recruitment services for the localization 
and translation industry, has opened an of-
fice in Berlin, Germany. The office will be 
managed by Thomas Irving as the senior 
SEO recruitment executive and Justyna 
Radwan as the European localization re-
cruitment executive. 
Adaptive Globalization Ltd  

www.adaptiveglobalization.com

SDI Media Group opens  
multimedia studios in Manila

SDI Media Group, a provider of localiza-
tion services, has announced the opening of 
new full-service dubbing and mixing studios 
in Manila, Philippines. The new facilities 
provide English and Tagalog dubbing capa-
bilities servicing broadcast, theatrical, home 

Dear Editor,
Many thanks to reviewer Thomas Banks for undertaking to review 

Stephen Berard’s recently-published Latin novel Capti in the March 2012 issue 
of MultiLingual. As an occasional collaborator with Berard (primarily in summer oral Latin 
conferences that he has led for more than a decade), I, who might be called a “professional” 
classicist, stand in awe of my colleague, who is most decidedly not a professional classicist, 
but whose thorough command of that language (both written and spoken) is nothing short 
of breathtaking.

I want, however, to point out one small error in Banks’ review. The author’s name, which 
he gives as Stephani Berard both at the start of his review article and also in the bib-
liographical citation beneath the picture of the book’s dust cover, should appear in both 
these places as Stephanus Berard. To be sure, the author’s name appears on the dust cover 
itself as Stephani Berard; however, that is because the standard way of giving an author’s 
name in Latin in connection with the Latin title of a work is via the genitive case (hence 
Stephani Berard Captivi; cf. C. Plinii Secundi Epistulae). However, in referring to that author 
in English, the nominative form of the author’s Latin name is customarily used — such as, 
The Captives of Stephanus (or Stephen) Berard; cf. The Letters of C. Plinius Secundus. 

This is not, however, meant in any way to undercut Banks’ engaging and insightful review 
of what he has called “the first novel to be originally published in [Latin] in over 250 years.” 
I look forward to reading his review of the next installment in Berard’s planned series of 
Latin novels. Hopefully this review of Berard’s first novel will also encourage other compe-
tent, but perhaps reticent, neo-Latin authors in their endeavors.

— A. Dwight Castro, Westminster College

Dear Mr. Castro,
Thanks very much for letting us know this. Sadly enough, this is our fault. We take the 

publication information off the cover, and we added the author’s name to the beginning 
of the review as per the cover. We will certainly keep this point in mind the next time 
we publish a review of a book written in any language that inflects the author’s name. 
Otherwise, we are glad you enjoyed the review!

— The Editors

Letters
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News

entertainment and gaming.

SDI Media Group www.sdimediagroup.com

Centrum relocates headquarters
Centrum Lokalizacji C&M Sp. z o.o., a 

language service provider, has relocated the 

company headquarters to a new Wrocław 

location. The company develops automated, 

human-aided terminology management and 

quality control tools, and machine transla-

tion technology.

Centrum Lokalizacji C&M Sp. z o.o.  

www.cmlocalization.eu

ABBYY Language Services acquires 
Connective Language Services

ABBYY USA, a developer of language soft-

ware and document recognition technologies, 

has announced that ABBYY Language Ser-

vices, part of the ABBYY Group, has acquired 

Connective Language Services, a provider of 

translation services. 

ABBYY USA http://abbyyusa.com

People

Recent industry hires
 ■ LUZ, Inc., a language service provider 

focused on the life sciences industry, has 

hired Jennifer Perkins as new head of ac-

count management. Most recently, Perkins 

was the life sciences solutions specialist at 

Lionbridge Life Sciences.

 ■ 1-Stop Translation USA, LLC, a 

provider of Asian language services, has 

expanded its sales and marketing team. 

Daisy Ramirez has been hired as East Coast 

account manager, Paul Tardiff as marketing 

associate and Ariana Drummond as online 

marketing specialist.

 ■ Netwire, a provider of glossary cre-

ation and management services and local-

ization and translation solutions, has hired 

Amanda Giacopini as a project manager. 

The company has also added Lucas Lizzi 

to work in the technical department  and 

Sofia Gallo to its project management de-

partment in Argentina

 ■ Translators without Borders, a not-

for-profit focused on spreading knowledge 

through humanitarian translations, has 

hired Rebecca Petras as its first program 

director. Petras has been a board member 

for the organization for two years. She also 

has served on the executive committee as 

the head of marketing. 

 ■ Affordable Language Services, a trans-

lation and interpreting service provider, has 

hired Brittany Winner as translation project 

manager and Corinne Beiersdorfer Grandle 

as recruitment and retention manager.

 ■ Acclaro Inc., a translation and local-

ization firm, has hired Jared Prichard as 

program manager for its San Francisco-

based localization team. Prichard has five 

years of localization project and program 

management experience.

 ■ Andrä AG, a manufacturer of transla-

tion management software, has hired Jella 

Eifler as support specialist in its Berlin of-

fice. Its US subsidiary, ONTRAM, Inc., has 

hired Shigemichi Yazawa as senior techni-

cal director. Yazawa brings experience in 

translation technology development, with 

over a decade in senior development roles 

for translation management systems.

 ■ International Language Center, a lan-

guage school and language service provider, 

has hired Anita Hale as an interpreting coor-

dinator and Megan Senseney as administra-

tive assistant.

 ■ Arancho Doc S.r.l., a provider of 

language services, has hired Lea Backhurst 

as director of marketing, a new position 

added to the executive management team. 

Backhurst has over 15 years of experience 

in the language services industry, and has 

10 years of sales and marketing manage-

ment experience.

 ■ RSI Content Solutions, a provider of 

content management system software, has 

expanded its RSuite CMS sales team to include 

David Saracco as vice president, business de-

velopment. Saracco has over 20 years’ experi-

ence with global publishing companies and 

publishing service and technology companies.

 ■ In Every Language, a language service 

provider, has made a staff change. Abigail 

Thompson, previously a project manager, 

is now part of the telephone interpreting 

sales team.

 ■ Vasont Systems, a provider of compo-

nent content management solutions, has 

hired Jim Braselman as director of business 

development. Braselman previously worked 

at Safetec Compliance Systems as the vice 

president of partners and strategy.

LUZ, Inc. www.luz.com

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

Netwire www.netwire.com.br

Translators without Borders  

http://translatorswithoutborders.com

Affordable Language Services  

www.affordablelanguageservices.com

Acclaro Inc. www.acclaro.com

Andrä AG www.andrae-ag.de

International Language Center  

www.ilcworldwide.com

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

RSI Content Solutions www.rsicms.com

In Every Language www.ineverylanguage.com

Vasont Systems www.vasont.com

Clients and Partners

VistaJet chooses TransPerfect
TransPerfect Translations, Inc., a provider 

of language services, has been chosen by 

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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VistaJet to provide a range of multilingual 

communication services to support the 

airline’s global growth strategy.

TransPerfect Translations, Inc.  

www.transperfect.com

TALK finance selects memoQ
TALK finance sàrl, a translation company 

established by financial sector profes-

sionals, has selected the memoQ server 

solution, a computer-aided translation tool 

developed by Kilgray Translation Technolo-

gies, a provider of translation productivity 

tools.

TALK finance sàrl www.talkfinance.biz

Kilgray Translation Technologies  

www.kilgray.com

Products and Services

XTRF 2.7
XTRF Translation Management Systems 

sp. z o.o., has upgraded its translation com-

pany management system XTRF to version 

2.7. Improvements include a Function Cus-

tomer Feedback Survey, streamlined project 

management process, and integration with 

XTM Cloud and CAT tools profit reports. 

XTRF Translation Management  

Systems sp. z o.o. www.xtrf.eu

Sitecore Connector 3.5
Clay Tablet Technologies, a provider of 

integration software, has released version 

3.5 of Translation Connector for Sitecore 

CMS. The latest release includes three new 

features: Translation Project Builder, Trans-

lation Chooser and enhanced Lionbridge 

Freeway support.

Clay Tablet Technologies www.clay-tablet.com

Cloudwords glossary  
management and translation

Cloudwords, Inc., an online translation 

management platform, has made updates 

to Cloudwords, including glossary manage-

ment and translation allowing customers 

to centrally host, edit and manage glos-

saries within the platform.

Cloudwords, Inc. www.cloudwords.com

Verifika 1.2
Palex Languages & Software, a language 

service provider, has released version 1.2 of 

Verifika, its automated translation quality 

assurance tool. The new release supports 

WordFast TXML and memoQ 6 files.

Palex Languages & Software www.palex.ru

Flavius
Reverso-Softissimo, an automated trans-

lation solutions provider, has launched Fla-

vius, a platform developed in collaboration 

with several industry companies. The plat-

form allows the creation of multilingual 

versions of a website and web or mobile 

applications.

Reverso-Softissimo www.softissimo.com

Acrolinx 2.9
Acrolinx GmbH, a developer of content 

quality software, has released version 2.9 of its 

linguistic analytics engine-driven technology. 

The new version provides support for Adobe 

FrameMaker 10, Adobe CQ 5 and Serna XML 

editor 3, and introduces a new format for 

exporting and importing terminology.

Acrolinx GmbH www.acrolinx.com

Linguify.Oracle
LinguaNext, Inc., a localization solutions 

provider, has announced the availability of 

Linguify.Oracle. The solution allows Oracle 

E-Business Suite users to translate screens, 

reports and files from any language to any 

language.

LinguaNext, Inc. www.linguanext.net

Translation Services Connector
Globalization Partners International, a 

provider of website, software and docu-

mentation translation services, has built a 

Translation Services Connector for Sitecore’s 

web content management system. The tech-

nology is intended to help companies scale 

translation and localization strategies. 

Globalization Partners International  

www.globalizationpartners.com

memoQ GamesLoc
Kilgray Translation Technologies, a pro-

vider of translation productivity tools, has 

introduced memoQ GamesLoc, a server-

based translation solution designed to 

help game localization companies with the 

translation process.

Kilgray Translation Technologies  

www.kilgray.com

Announcements

CLS Communication AG 
celebrates 15th year

CLS Communication AG, a provider of 

multilingual communication services, is cel-

ebrating its 15th year in business. The com-

pany’s core business is translation, writing and 

editing in the areas of banking and finance, 

insurance and life sciences.

CLS Communication AG  

www.cls-communication.com

STARt from pole position!

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

star-group.net

Interested in more  
industry-related events?

Check out our online calendar at 

www.multilingual.com/calendar 
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October

TAUS User Conference
October 15-16, 2012, Seattle, Washington USA.

TAUS, www.translationautomation.com/ 

conferences/taus-user-conference-2012.html

FEISGILTT 2012
October 16-17, 2012, Seattle, Washington USA.

W3C MultilingualWeb, XLIFF, Localization World, Ltd. 

www.localizationworld.com/lwseattle2012/feisgiltt

Localization World Seattle
October 17-19, 2012, Seattle, Washington USA.

Localization World, Ltd., www.localizationworld.com

Language Show Live
October 19-21, 2012, London, UK.

Upper Street Events Ltd., www.languageshowconnect.co.uk/lslive

36th Internationalization & Unicode Conference
October 22-24, 2012, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

tcworld 2012 — tekom
October 23-25, 2012, Wiesbaden, Germany.

tekom, http://beta.tekom.de/conference/tcworld12

53rd ATA Conference
October 24-27, 2012, San Diego, California USA.

American Translators Association, www.atanet.org/conf/2012

Translation and Interpretation  
in the Age of Globalization

October 25-28, 2012, Baia Mare, Romania.

North University Center of Baia Mare, The Technical University  

of Cluj Napoca, http://anniversaryconferences.ubm.ro

AMTA 2012
October 28-November 1, 2012, San Diego, California USA.

Association for Machine Translation in the Americas 

http://amta2012.amtaweb.org

November

International Conference on Asian Language Processing
November 13-15, 2012, Hanoi, Vietnam.

COLIPS, MICA, Vietnam Computer Chapter, Hanoi University of  

Science and Technology, www.mica.edu.vn/IALP-2012

1 ≠ One: Turning Numbers into Words with CLDR and ICU
November 15, 2012, San Jose, California USA.

The International Multilingual Computing User Group 

www.imug.org/events/index.html

Languages & The Media
November 21-23, 2012, Berlin, Germany.

ICWE GmbH, www.languages-media.com/index.php

NTIF 2012
November 22-23, 2012, Copenhagen, Denmark.

Nordic Translation Industry Forum, www.ntif.se

Gilbane Boston 2012
November 27-29, 2012, Boston, Massachusetts USA.

Lighthouse Seminars/Gilbane Group, http://gilbaneboston.com

Translating and the Computer 34
November 29-30, 2012, London, UK.

ASLIB — the Association for Information Management  

www.aslib.co.uk/conferences/tc_2012/index.htm

December

AUSIT Conference
December 1-3, 2012, Sydney, Australia.

Australian Institute of Interpreters and Translators 

www.ausitconference.org

AGIS ‘12
December 3-4, 2012, Sri Lanka.

UNECA, LRC, CDAC, www.joinagis.org

January

2013 International Medical Interpreters Conference
January 18-20, 2013, Miami Beach, Florida USA.

International Medical Interpreters Association 

www.imiaweb.org/conferences/2013callforpapers.asp

March

2013 Internationalization Conference
March 13-14, 2013, Santa Clara, California USA.

Lingoport, Inc., http://i18nblog.com/events/#2013-i18n-conference

GALA 2013
March 17-20, 2013, Miami, Florida USA.

Globalization and Localization Association  

www.gala-global.org/conference

The Translation and Localization Conference
March 23-24, 2012, Warsaw, Poland.

LOCALIZE.PL, TexteM, www.translation-conference.com

April

MadWorld 2013
April 7-9, 2013, San Diego, California USA.

MadCap Software, Inc., www.madcapsoftware.com/events/madworld

Localization World Singapore
April 10-12, 2013, Singapore.

Localization World, Ltd., www.localizationworld.com

TAUS Executive Forum
April 11-13, 2013, Tokyo, Japan.

TAUS, www.translationautomation.com/events/events
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The second edition of Alejandro 

Moreno-Ramos’ collection of comic 
strips is a humorous look into the life of 
freelance translator Mox, who is joined 
by his faithful turtle Mina; his girlfriend 
Lena; and the various and sundry un-
ethical businesspeople whose primary 
purpose in existence is to torment him. 

The comic strip, which you can also peruse by 
going to the author’s blog at mox.ingenierotra-
ductor.com, is interspersed with essays written by 
translation bloggers Sarah M. Dillon, Alex Eames, 
Céline Graciet, Judy Jenner, Laurent Laget, Benny 
Lewis, Corinne McKay, Pablo Muñoz, Rose New-
ell, Jill Sommer, Ramón Somoza, Steve Vitek and 
Kevin Lossner. Lossner praises Moreno-Ramos’ take on the life 
of a freelance translator in his introduction, noting that “I find 
myself working as a translator among peers whose real world and 
imagined tribulations are not unlike the comic characters of my 
college days,” who “succinctly described the absurdity of exis-
tence and helped me to laugh at it.”

The sentiment is quite popular with the many freelance trans-
lators who comment on Moreno-Ramos’ Mox website. Tales of 
bad payment rates, bounced checks, nefarious project managers, 
clueless clients and frustrating software seem to elicit nothing so 
much as feelings of camaraderie from the freelance translation 
community. The friends and family members who are bemused by 
Mox’s fervor for language and tight deadlines get a sympathetic 
nod as well. 

The author notes that he himself, especially in 
his earlier days, experienced some of this, but he 
currently makes a good living from his labors. He 
charges more per word than Mox, who seems to be 
in a state of perpetual, frantic poverty, tricked into 
accepting exhausting projects that he nonetheless 
completes with devotion. He is contrasted sharply 
with jaded senior translator Calvo, who uses Google 
Translate for all his projects and charges exorbitant 
rates. You get the feeling that Mox could learn a 
few things from Calvo, if only the ability to insist 
on being paid decently and to resist the wiles of 
Pam, the evil project manager who enjoys “tortur-
ing freelance translators for sport.” 

The essays throughout the book echo Moreno-
Ramos’ sentiment that all in all, their actual jobs are 
pretty good, though, perhaps, they have not always 

been that way. Mox seems to remind them of leaner times before 
they had established themselves. McKay writes that “When I get 
a little complacent, I think back on that first year and those 400 
resumes” she had sent to various translation agencies looking for 
freelance work “and I’m glad that I was willing to work 60 hours 
a week for myself instead of 40 hours a week for someone else!”

Taking a cue from Mox’s agony with his translation memory 
(TM), Newell’s essay lambasts most commercial TM tools, saying 
that “giving a translator a translation memory tool is like giving 
an artist a robotic arm: this makes it much easier to record how 
the artist produced the work, but the work itself is stilted, artificial 
and slow.” The book is, above all, a look into the worst (both real 
and not so real, as Lossner points out) of freelance translation. As 
such, those higher up on the translation food chain may find it to 
be an insightful window into the fears and frustrations of those 
lowest on the chain. The comic strip’s characters are archetypes 
to the point of being clichés, but archetypes have their value. 
Especially in a comic strip, with its limited amount of space in 
which to tell a story or get a point across. 

Linguists and grammarians of every kind may also enjoy Mox. “I 
mentally correct everything I hear and read,” Mox notes. “I would 
happily spend a Saturday morning attending a talk on Romanian 

MOX: Illustrated Guide to Freelance Translation

Reviewed by Katie Botkin

A comic look into the worst of freelance translation

Katie Botkin is the managing editor of MultiLingual 
magazine. Prior to joining MultiLingual, she studied 
journalism and applied linguistics, taught English 
on three continents and did freelance writing. 

MOX: Illustrated Guide to 

Freelance Translation by 
Alejandro Moreno-Ramos et al.
Vita Brevis, 2011. 114 pages. 
Paperback, € 19.95.
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The MOX comic strip, featuring Mox, Calvo, Lena and associates.

verb tenses in the Middle Ages.” As some-

one who once snuck into a lecture on 

Medieval French on a Saturday morning, 

this made me laugh. 

Localization evangelicals, on their part, 

may find some wit to illustrate the need 

for localization, as in the bottommost 

strip on the right. Calvo, the translator in 

question, is obviously not paid to rebrand 

an unfortunately named product. That’s 

someone else’s job, and it’s going to be 

very expensive to correct if the freelance 

translator is the one to alert the company.

The comic strips are not without typos 

and the occasionally awkward English 

phrase, as may be found in the center 

comic strip at right — no native English 

speaker would say “some things must be 

told” in this context. However, the mean-

ing is perfectly clear and the comic strip 

still manages to be funny. Many of the 

mistakes are a bit ironic, of course — in 

another strip, Mox is pictured as a school-

boy saying “Teacher, I don’t think you 

spell that word right.” The author is quick 

to confess that there are errors in the 

comic strip. “English is not my native lan-

guage and I can’t help but make mistakes. 

I only translate into Spanish, my native 

language,” he writes on his blog.  

Undoubtedly, the biggest market for 

the book is going to be the freelance 

translator or anyone who has been one at 

one time. The rest of us may be able to 

get the jokes, but perhaps not on quite 

the same level. M 
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But as we create content and develop market strategies, we 
can and should act now with the conviction that diversity and 
equity are expected (while, of course, keeping a careful watch 
on how such concepts are locally perceived).

Many examples of inclusion and exclusion have arisen over the 
decades in product content and design as well as marketing. In my 
own time, I’ve seen it arise over both very simple and then very com-
plex issues. For example, for the release of a major business produc-
tivity software package some years back, it became obvious that in 
order to appease the cultural forces of the region, we had to ensure 
that the Arabic and Hebrew versions of the software were shipped 
on the same day. This was considered to be fair and equitable, to 
avoid reinforcing a persistent notion that one group was being 
favored over another — and to be clear, there had already been some 
perception of this being the case due to prior product launches. 
Likewise, we of course had to ensure that the simultaneous releases 
didn’t conflict with both Jewish and Muslim religious observations. 
Some managers on the project didn’t see the point of holding up 
Hebrew’s launch for Arabic, but then they didn’t have a clear grasp 
on the long-term tensions of the locale and how far-reaching they 
can be. The company could have explained that the language roll-
outs were merely dependent on localization resources and such, but 
such business-focused rationales are often viewed as weak excuses 
for covering an intentional slight.

While many different cultural variables may trigger a sense of 
unfair inclusion or exclusion, perhaps none has been more powerful 
and negative than when it occurs in reference to ethnicity. There are 
many reasons for this, of course, but it’s fundamentally connected 
to the reality that there are some things we simply cannot change 
about ourselves, and to be discriminated against on that basis, even 
unintentionally, is a cause for alarm. Many times the offense is com-
pletely accidental due to agents being poorly informed outside their 
own cultural context, but that often doesn’t lessen the potential 
feelings of exclusion. 

If you originate from the United States or if 
you’re currently based in the United States, I’m 
sorry to inform you that you’re not allowed to 
read this column. Please stop immediately and 
turn the page! Yes, I’m serious, stop now — those 
of US origin are restricted!

Now assuming you didn’t heed my warning and you are from 
or based in the United States (and you’re still reading, I hope), 
what was your initial reaction to the previous paragraph? Even 
if you realized that this was an illustrative tool being employed, 
there may have been a slight feeling of being put off, insulted 
or excluded on the basis of your nationality. Such feelings are 
completely natural, as one of the most powerful sociological 
forces with which we deal as content creators and distributors is 
the perpetual balance between inclusion and exclusion.

The topic of cultural inclusion and exclusion is vast in scope, 
but let me focus on the fundamentals in the light of content 
development and provide some pertinent examples. In essence, 
inclusion and exclusion are at the core of a broader category of 
anthropological friction often called cultural dissonance, which 
is a wide range of issues that may cause negative thoughts and 
feelings about a specific culture, nationality, ethnicity and so on. 
While distinct subcategories do exist within cultural dissonance, 
many of them share some facet of the inclusion/exclusion 
dynamic: one group being actively included at the expense of 
another group, or conversely, a group being actively excluded, 
which in turn benefits another group.

At the core, this topic concerns the perception of inherent 
equity and fairness. At the very least, we all want to be treated 
on par with our fellow human beings, regardless of any factors 
that make us different from them, whether it’s our language, 
our national origin, our skin/eye/hair color or whatever else. 
Everyone is aware of the biases of our cultures and the baggage 
that has been dragged along with them through history, but we 
thankfully live in an age where parity in treatment is no longer 
an anomaly, but an expected right. Some cultures continue to 
emerge in their understanding of this idea and it will take time. 

Kate Edwards is a geographer and the principal consultant of 

Englobe, a Seattle-based consultancy for geocultural intelligence 

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

Microsoft as a geographer and its senior geopolitical strategist.

Off the Map Kate Edwards

Inclusion and exclusion
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One recent example of this relates to 
a marketing campaign for Microsoft’s 
IT Tools. The marketing for the United 
States included an image of a business 
conference room and table, at which 
sat an Asian-American male, an Afri-
can-American male and a Caucasian 
woman — all smiling at a screen as they 
enjoy using the product. The image is a 
now-common and proper demonstra-
tion of diversity in the workplace. In 
the Polish version of the same market-
ing, the African-American man’s head 
was replaced (rather poorly I might 
add) with that of a Caucasian male. 
Considering that Poland is 97% ethnic 
Polish and the African-origin popula-
tion in Poland is about 1%, from a 
pragmatic perspective of reaching one’s 
customer base, this might seem like a 
somewhat rational decision. However, 
once the discrepancy between the two 
versions was discovered in the media, 
it caused quite a stir, with allegations 
of racism and bigotry. After all, oddly 
enough, with Poland having a less than 
1% Asian population, the Asian male 
was not revised.

In an example from the gaming 
world, the 2009 iPhone game Pocket 

God evoked an antiquated stereotype 
for a specific ethnicity. In Pocket God, 
the player is essentially the “god” over a 
small fictitious island and has the abil-
ity to torment small indigenous people 
though activities such as feeding them 
to sharks, dropping them from great 
heights, having killer ants devour them, 
getting a volcano to erupt and spew hot 
lava on them and so forth (Figure 1). 
When confronted about the portrayal 
of the natives, Bolt Creative, the game’s 
developer, was adamant that the design-
ers did not intend to depict any specific 
culture or nationality, and I don’t doubt 
them. However, the fact that the game’s 
island artwork contained a very dis-
tinctive moai head statue from Easter 
Island, which is associated only with 
that island and its culture, didn’t help 
the developer’s claim. With the vari-
ous visual cues on the island, the native 
outfits and their darker skin color, it was 
enough for Pacific Islander advocate 
groups to protest the game as perpetu-
ating the “primitive” ethnic stereotype 
and being exclusionary to Polynesians. 

From another gaming example in 
2009, the title Resident Evil 5 gener-
ated significant negative publicity 

due to its perceived racism and again, 
perpetuating the feeling of exclusion. In 
the game, a clean-cut, white Caucasian 
protagonist is seen roaming through a 
village in sub-Saharan Africa and gun-
ning down unarmed, obviously impover-
ished African villagers. Even before the 
game was released, several commentar-
ies on the imagery started to circulate 
and a broader discussion on the subject 
ensued in the press, in blogs and so 
forth. While the publisher Capcom was 
quick to point out that the African 
villagers were in fact infected, zombie-
like humans who were out to kill the 
protagonist, the stark imagery of a 
white man killing black villagers evoked 
powerfully negative feelings from his-
tory. Exclusionary concepts of the “great 
white hunter,” the “dark continent of 
Africa” and so forth quickly came to 
mind for many people. The developers 
had a clear reasoning for the conflict 
within the game, which upon its release 
actually portrayed a greater diversity of 
zombie targets for the protagonist.

Such backlash in both of these game 
examples provides ample reason for a 
content publisher to stop and ques-
tion if mimicking that kind of nega-
tive imagery and thus evoking ethnic 
stereotypes is appropriate, even if it’s 
completely unintentional. As a general 
rule from my experience, when content 
creators employ stereotypes, it’s simply 
an overt sign of creative laziness. Would 
portraying less inflammatory imagery 
have negatively affected sales in any 

way? It’s highly doubtful because the 
target gaming audience usually isn’t 
going to complain about the content 
at this level, especially on such a highly 
anticipated title. The unintended, non-
gaming audience did take notice but 
the impact was negligible; both games 
became highly successful titles despite 
the concerns of portraying culturally 
and ethnically exclusive scenarios. 

As we’re developing content and 
carefully preparing it for interna-
tional distribution, I’d like to strongly 
emphasize that considering the issues 
of inclusion and exclusion in your 
project is one of the most important 
and fundamental steps in effective 
content culturalization. One of the best 
ways to do this is to simply strive to 
consider the viewpoint of your custom-
ers; to put yourselves in their shoes. 
What if you were on the receiving end 
of your product, marketing, or lan-
guage and locale choices? How would 
you feel if your cultural identity was 
misrepresented or not represented at 
all in the product? Obviously we can’t 
simship for hundreds of languages and 
locales and be 100% inclusive in order 
to appease everyone. Practical busi-
ness concerns force us to be selec-
tive, but the more we can be aware of 
our customers’ needs, their potential 
perceptions and their market condi-
tions, both existing and emerging, the 
better prepared we’ll be to anticipate 
and avoid potential inclusion/exclusion 
issues.  M

Figure 1: Still from the Pocket God game.
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the United States. That’s a group larger than the cities of San 
Francisco, Boston or Seattle.

This influx of African immigrants, especially refugees, has 
created a vast need in the United States for African lan-
guage translating and interpreting. Areas of the country that 
have long been historically monolingual now face a diversity 
of tongues, linguistically paralyzing those who serve their 
speakers. From schools to hospitals, hundreds of social service 
organizations in rural areas all across the country have spent 
the last dozen years or so trying to figure out how to make do. 
The result is a community translating and interpreting move-
ment, one far removed from the worlds of Silicon Valley and 
Monterey. Catholic Charities and other refugee resettlement 
organizations have become de facto language service providers 
(LSPs) and small to mid-sized LSPs now find themselves having 
to deal with refugee resettlement as a black horse competitor 
for local clients. In Kentucky alone, 116 languages are spoken 
in public schools, with Mai-Mai, a Somali Bantu language, 
being the seventh most common. As a result, during the 2011-
2012 fiscal year, Catholic Charities of Louisville (Kentucky) 
purchased $945,882 in freelance, community translating and 
interpreting.

Interpreting in a hospital or translating a school enrollment 
form is one thing. Providing language services to Fortune 500 
companies is another. But let’s face it — not all Fortune 500s 
have their you-know-what together when it comes to transla-
tion purchasing. In Louisville, Kentucky, for example, where our 
main office is, it’s not unheard of for a company the size of, 
oh, let’s say UPS to call Catholic Charities for an interpreting 
quote. To those of us working in the professional localization 
realm, this may seem unheard of, but the way this comes about 
is natural once you think about it. At a company where purchas-
ing is decentralized, an un- or under-educated customer sees 
refugees in her community, knows they were located here by 
Catholic Charities, and of course calls Catholic Charities thinking 

Could the future of African translation lie in the 
United States? I’m not talking alternative realities 
 here — Star Trek, science fiction, whatnot. The 
truth is, immigration in America is changing. 
According to Ron Crouch with the Kentucky State 
Data Center, immigration is actually at a low point 
when compared to what it was in the course of US 
history. The reason why Americans perceive immi-
gration to be on the rise is because the number of 
countries that immigrants are entering the United 
States from is higher than it’s ever been before, 
making immigration seem larger. And the ways in 
which they’re coming are more diverse too.

Not every immigrant today is what we commonly think of 
as a traditional immigrant. In addition to those who choose 
to come here of their own free will, today’s immigrants also 
include aslyees, internationally displaced persons and refugees. 
While the number the United States accepts annually changes 
at the will of the President, 3.2 million of the world’s current 
12 million refugees are African. Around half of the world’s 
25 million internationally displaced persons are also African. 
Regardless of immigrant type and whether they come to the 
United States or not, African emigration is on the rise. All told, 
the Center for African Refugees and Immigrants reports that 
since 1980, nearly 900,000 African immigrants have moved to 

Terena Bell is CEO of In Every Language and recently completed 
a two-year term on the national leadership council for  
the Association of Language Companies.

Macro/Micro  Terena Bell

Out of Africa 
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that if they work with immigrants they 
must know people who speak foreign 
languages. What this says about our 
industry’s need to better educate the 
occasional corporate buyer is one thing; 
what it says about the changing face of 
community translation is another. Long 
thought of as professional translation’s 
redheaded stepchild, our industry’s com-
munity version is carving out a serious 
name of its own.

This community sector is not to be 
neglected. After all, where else are 
you going to readily find Igbo? In the 
United States, a federal law called Title 
VI dictates that equal access be provided 
to anyone seeking government services 
regardless of a myriad of civil rights 
discriminators, among which one is lan-
guage. This means that with the influx 
of immigrants comes a community obli-
gation to make sure drivers’ tests, health 
department visits and parent-teacher 
communications are multilingual. Fed-
eral law also dictates that organizations 
resettling refugees make provision for 
the refugees’ first three months in the 
United States. This includes providing or 
helping to locate language services. So 
if necessity is the mother of invention, 
the invention birthed here is a second 
industry parallel to our own. 

Okay. Time to whip out your algebra, 
everyone. If a train leaves Point A travel-
ing at 100 miles per hour, and 437 miles 
to the east a second train on the same 
track leaves Point B traveling at 75 miles 
per hour, when will they collide? In other 
words, at some point soon, professional 
and community language services are 
going to run into each other. 

Translation is, of course, best done in 
the country it is destined for. That’s more 
than an industry standard, it’s common 
sense. Language changes, people change, 
culture changes. To truly reach the 
continent, we must build translation on 
the continent. This article would do an 
injustice if it didn’t mention that Africa’s 
translation market is truly on the brink of 
being something great. But what does it 
hurt to develop two trains? While they’re 
working there, we can still work here. 
With the refugees came their languages, 
and when our industry failed to present 
their new communities with a solution, 
refugee resettlement created one of its 
own. Our industry as a whole limits its 
own resources if we do not ask what 
their solution can solve for us.  M

Figure 1: The author at a conference examining health disparities in the US African diaspora, put 
on by the US Office on Minority Health and Africa Health & Development International.
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Three years ago, acting on a notion so whimsi-

cal I assumed it was a kind of presenile monoma-
nia, I began carving endangered alphabets. The 
disclaimers start right away. I’m not a linguist, 
an anthropologist, a cultural historian or even 
a woodworker. I’m a writer — but I had recently 
started carving signs for friends and family, and 
I stumbled on Omniglot.com, an online encyclo-
pedia of the world’s writing systems, and several 
things had struck me forcibly.   

For a start, even though the world has more than 6,000 
languages (some of which will be extinct even by the time this 
article goes to press), it has fewer than 100 scripts, and perhaps a 
third of those are endangered.

 Working with a set of gouges and a paintbrush, I started to 
document as many of these scripts as I could find, creating three 
exhibitions and several dozen individual pieces that depicted 
words, phrases, sentences or poems in Syriac, Bugis, Baybayin, 
Samaritan, Makassarese, Balinese, Javanese, Batak, Sui, Nom, 
Cherokee, Inuktitut, Glagolitic, Vai, Bassa Vah, Tai Dam, Pahauh 
Hmong, Tifinagh, Mro, Chakma, Dongpa and Maldivian. These 
have been shown at colleges, universities and libraries across 
the United States, and later in 2012 will be displayed in Eng-
land, Spain, Thailand and Australia.   

The Endangered Alphabets project has raised a series of fas-
cinating questions and dilemmas about language, culture and 
the forces that act on each of them. I can’t pretend to have 
solved any of these riddles, but it may at least be worthwhile 

Documenting

endangered alphabets

Tim Brookes

passing them on as a series of items for consideration and dis-
cussion. For example, what does a written language — any writ-
ten language — look like? The Endangered Alphabets highlight 
this question in a number of interesting ways. As the forces of 
globalism erode scripts such as these, the number of people who 
can write them dwindles, and the range of examples of each 
script is reduced. My carvings may well be the only examples 
of, say, Samaritan script or Tifinagh that my visitors ever see.  

At once we’re faced with the fact that what written language 
looks like and means now is very, very different from what it 
looked like and meant in its infancy. When I saw Tifinagh on 
the Omniglot website, it looked weird and cool. When I tracked 
down photographs of it in its natural habitat, I realized I was 
looking at the most extraordinary writing in the world. 

The natural habitat in question is the wall of a cave deep 
in the Sahara desert, at a site called the Wadi Matkhandouch 
Prehistoric Art Gallery, near Germa in Libya. It’s startling to find 
any evidence of human presence in such an inhospitable place, 
so far from what we think of as civilization. And, frankly, the 
Tifinagh didn’t look much like what we think of as writing. It 
was a meandering string of simple symbols (Figure 1), some of 
which looked more like mathematics than writing. There was no 
attempt to include pictograms, though in fact the same set of 
rocks and caves has an incredible array of carvings of animals: 

Tim Brookes is director of the Professional 

Writing Program at Champlain College in 

Burlington, Vermont, and author of the 

book Endangered Alphabets.

Figure 1: Tifinagh.
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giraffes, lions, crocodiles, elephants, 
ostriches and two cats apparently fight-
ing. Or perhaps it represented a kind of 
code, for this twisting strand of language 
looked so old and so deep it might just 
be the DNA of writing. Did I mention 
that the symbols or letters were in such a 
strange and vivid red pigment that they 
looked as if they’d been written in blood?

To me, it wasn’t just a series of symbols 
intended to convey sound and meaning, 
though in fact these fantastical scraps of 
writing are actually messages from one 
caravan to another, giving directions, 
passing on the location of water. It was, 
however, like a missing link, the verbal 
equivalent of the famous prehistoric cave 
paintings at Lascaux in southwestern 
France. Written language was here, it 
said, long before anyone thought to write 
in straight and level lines.  

The individual letters had the same 
combination of angular purpose yet 
prehistoric crudity that challenge the 
sense at Stonehenge. Something was 
being born. That writing was a defining 
moment in human intellectual history: 
not just a representation of a panorama 
of hunting, but early, early, unbelievably 
early symbolism. It was like the inven-
tion of meaning itself. 

If I sound as if I’m in danger of being 
carried away here, it’s because those pho-
tographs also showed two vital aspects 
of written language. One, that writing 
is steeped, as if in blood, in the history, 
geography, hydrology, technology, poli-
tics and economics of its writers. These 
symbols on the cave wall were not words 
abstracted onto a page. These were words, 
as I say, in the full and complex entangle-
ment of their natural habitat. And two, 
that writing shows how profoundly we 
are pattern-seeking and pattern-making 
animals. Nearly everyone who looks at 
my own lame representation of Tifinagh, 
which I carved on an especially distressed 
piece of maple, and for once allowed the 
text to meander like the text on those 
Saharan walls, is transfixed by it. Again 
like Stonehenge, it clearly exhibits pat-
tern, which in turn represents meaning 
— but what the hell does it mean? And 
our need to identify and understand pat-
tern is so strong that people will stand 
looking at my carving for five, even ten 
minutes, saying how it looks Greek, how 
it looks alien, how it looks both ancient 
and futuristic at the same time, trying to 
puzzle it out.  

Parsing out scripts
When I started the project, though, the 

question of what a script looks like never 
even occurred to me. I could download 
the representative sample of text from 
Omniglot, which in many cases was 
Article One from the Universal Declara-
tion of Human Rights: “All human beings 
are born free and equal in dignity and 
rights. They are endowed with reason 
and conscience and should act towards 
one another in a spirit of brotherhood.” 
I could simply print this out, take it to 
Kinko’s, blow it up to an 11x17 sheet, 
trace the lettering onto my wood using 
carbon paper, and start carving. That was 
de facto what the writing system looked 
like, and as I am no linguist and could 
neither speak nor read any of these lan-
guages, I was simply following orders. 

Omniglot didn’t have Article One in 
every single script. As I wanted each 
board to say the same thing, I started 
with the scripts I could just pull off the 
web, meanwhile starting an e-mail cam-
paign all over the globe to track down 
people who could still read and write 
Balinese, Sundanese or Bassa Vah. 

The first script I carved was Inukti-
tut — because it was available, and also 
because it looked easy. Within minutes I 
sensed I had fallen into a trap, possibly 
several traps. First of all, Inuktitut is 
actually a language; the script is more 
correctly known as Canadian Aboriginal 
Syllabics. Second, it wasn’t easy at all. 
I cursed my way through my carving 
(Figure 2), wondering why on Earth any 
culture would have a written language 
so inimical to the movement of hand and 

wrist, so dependent on perfect equilateral 
triangles, circles and straight lines, none 
of which occur in nature. You try draw-
ing a perfect equilateral triangle some 
time. As an act of writing, it just doesn’t 
make sense. Much later, I would come to 
think of this syllabary (the creation of 
James Evans, a missionary) as a fasci-
nating and unusual manifestation of a 
particular impulse to globalism. By bas-
ing his script, originally created for the 
Cree, partly on geometrical symbols, and 
in particular by using the conceit that 
the same symbol would be pronounced 
differently when pointing in different 
directions, Evans was relying on a kind 
of Euclidian globalism.  

Certain ideal shapes, he seems to have 
believed, were universal, an idea pursued 
much more recently by Stanislas Dehaene 
in his book Reading in the Brain. But 
whereas Dehaene was associating primal 
visual forms with the firing of individual 
neurons, Evans was creating a script that 
had more in common with musical nota-
tion or mathematical language than with 
writing systems that have been invented 
collectively, evolving over time. Each of 
his syllabic symbols had its own logic, a 
foundation so strong that even 150 years 
later Inuktitut still has its sharp edges, 
unmodified by time and use. And while 
its users were, by all accounts, delighted 
to have their own script, it was a script 
that owed almost nothing to indigenous 
cultural elements and almost everything 
to the ideal forms of classical Greece and 
Rome. 

By the time I’d finished the Inuktitut 
board, which took me a month or more, 

Figure 2: Carving Inuktitut.
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I was dying to work on a script that 
really was a script — that is, was written. 
I had enjoyed carving Chinese so much 
because the stroke of the brush obeyed 
the same laws of physics and the struc-
ture of the hand as the movement of the 
gouge. To cut a little deeper, I loved Chi-
nese because the very act of writing was 
visible, and was thus commemorated, in 
the characters themselves. Even a casual 
glance could tell where the brush had 
first touched the paper (or silk), where 
it had pressed more or less forcefully, 
where it lifted off the surface. It was 
utterly unlike the mechanical stamp of 
the printing press: the shape of a line 
suggested the writer’s personality, even 

his mood. Every character was, in effect, 
an autograph. 

So I looked through my list of avail-
able endangered scripts and went for 
Baybayin (Figure 3), certainly one of the 
world’s more sinuous and wristy scripts. 
Here was a perfect example of the battle 
between the forces of imperialism and 
the forces of nativism: when the Spanish 
arrived in the Philippines in the sixteenth 
century, they were surprised to discover 
that the Tagalog already had their own 
writing system, and though Spanish, in 
the Latin alphabet, inevitably dominated 
the islands to the virtual extinction of the 
indigenous script, the Spanish were nev-
ertheless interested enough to create a 

number of (differing) Baybayin typefaces 
in the seventeenth century, and some of 
those printed documents survived. 

Carving Baybayin provided me with 
an entirely different set of problems. The 
script didn’t make the slightest effort to 
incorporate the Greek virtues of symme-
try or Euclid’s ideal forms, but its snaky 
curves were just so damned thin. Why 
would anyone create an alphabet that 
demanded my narrowest gouge and my 
tiniest paintbrush? The answer is a won-
derful illumination of the role of tech-
nology in the development of writing 
systems: the Tagalog incised their letters 
in bamboo using the point of a knife, and 
then, to make this ultra-skinny writing 
more visible, grabbed a handful of ash 
from the nearest fire and rubbed it into 
the etched lettering. I was lucky enough 
to strike up a correspondence with a 
Canadian, Paul Morrow, the creator of 
the Unicode Baybayin font, and he made 
it clear what an approximate business 
the creation or revival of scripts is bound 
to be. His font, which has come to be 
called Tagalog Stylized, is a composite, 
he explained. “My Stylized font was not 
based on a single historical example . . . I 
just wanted a Baybayin font with a con-
sistent size and weight from character 
to character, so I designed my own font 
based on the way I write the characters, 
which is, more or less, a combination of 
the traits of many Baybayin typefaces 
from the 1600s. Some characters have 
very different shapes in different old 
typefaces. I chose the shapes that seemed 
to be the most common.”

The imperial attractions of the Latin 
alphabet were so powerful that by the 
twentieth century, anyone in the Phil-
ippines with education and ambition 

Baybayin (Figure 3) on the left and Bassa Vah (Figure 4) on the right.
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wrote in our global script; Baybayin 
had become so associated with igno-
rance and the past that it had in effect 
retreated into the hills, to such an 
extent that various authorities stated 
flatly that it was no longer in use. Yet 
the forces of globalism tend to provoke 
an opposite, if not always equal, force 
of nativism, and by the beginning of 
the twenty-first century it had become 
cool among young Filipinos to use the 
characters of Baybayin. They were not 
the ones writing Baybayin, though: they 
were the medium on which Baybayin 
was written. Baybayin had become the 
graphic of choice among tattoo artists. 
In the process, language had become 
art. According to tattoo artist Christian 
Cabuay, most of the people getting tat-
toos have little or no knowledge of the 
original meaning or pronunciation of 
the characters. Yet within the past two 
years, Philippine bank notes now carry, 
below the Latin numbers indicating their 
denomination, the Baybayin equivalent, 
printed from Paul Morrow’s own stylized 
Baybayin font. The twisting point of the 
knife in the bamboo has finally returned, 
by circuitous routes that suggest how 
strongly we value the written embodi-
ment of our own history and culture, 
even if we haven’t the foggiest idea what 
it once meant.  

Something similar seems to be 
happening with Glagolitic, also once 
thought to be extinct. Tomislav Bali, a 
Croatian historian, explained that the 
last priests to write in Glagolitic might 
have recently died, but that Glagolitic 
was paradoxically enjoying a revival, 
especially in Croatia. The breakup of 
the former nation of Yugoslavia seems 
to have created an opportunity for the 
new emerging countries to forge their 
own cultural identities. If this holds true, 
we may see the revival of all manner of 
apparently moribund scripts, especially 
in areas where a sense of ethnic identity, 
long suppressed by a colonial, ideologi-
cal or religious authority, struggles to 
the surface and looks for symbols of its 
identity and traditions.  

The case of Cherokee 
As is fairly well known, Cherokee was 

the first Native American language to 
have its own self-invented writing sys-
tem, created laboriously (and against the 
wishes of his tribal council) by Sequoyah 
between about 1810 and 1821. The syl-

labary Sequoyah created was cursive, 
well suited to the human hand. Once he 
had successfully demonstrated it to the 
tribal council and the Cherokee were 
achieving literacy, a missionary named 
the Reverend Samuel Worcester invested 
a great deal of his own time, energy and 
money in creating a Cherokee typeface 
that he then put to use to turn out Bibles, 
hymnals and prayer books, as well as 

a newspaper in English and Cherokee 
called the Cherokee Phoenix.  

Worcester’s type differed consider-
ably from Sequoyah’s cursive: ornate 
with serifs and dignified with the Greek 
virtues of uprightness and symmetry, it 
looks to European eyes simultaneously 
oddly familiar and unfamiliar, like Cyril-
lic. It’s another example of the ways 
in which the assumptions about what 
is “proper” or “correct” in writing are 
almost always the embedded assump-
tions of a dominant culture. 

At this point history intervened. On 
the one hand, Sequoyah’s achievement 
was hailed in some quarters as a mighty 
intellectual achievement, and a sign that 
the Indian could indeed be educated and 
civilized. On the other hand, in 1830, the 
Indian Removal Act drove most of the 
Cherokee from their ancestral lands, and 
the Georgia Guard seized the printing 
press, destroying the Cherokee type. For 
the next 150 years, Cherokee more or 
less reverted to being a spoken language 
once more. Sequoyah’s original script all 
but vanished, and the only visible mani-
festation of Cherokee was the assortment 

of Christian printed materials. Cherokee 
was spoken in the home but forbidden 
in schools, and with the advent of radio 
and television, an entire generation of 
young Cherokee abandoned even the 
spoken language of their ancestors. 

Starting perhaps in the late 1970s and 
gaining momentum over the next two 
decades, a native-rights movement grew 
simultaneously in a number of tribes, 
the Cherokee included. Unlike every 
other tribe, though, the Cherokee had the 
opportunity to revive not only their own 
spoken language, but their own script, 
by going back to Worcester’s heritage 
and learning from the printed version. 

Relearning a nearly extinct script sets 
some unexpected traps. I took my text 
from the Cherokee Nation’s own website, 
enlarged it, used carbon paper to transfer 
the syllables to my wood and carved it. 
It was a massive pain. I never wanted 
to see a serif again as long as I lived. 
A few months later I had the chance to 
visit the Cherokee Nation in Tahlequah, 
Oklahoma, and took my board with me. 

The first thing I wasn’t expecting was 
that almost nobody, even in the Cherokee 
Heritage Museum, could read it. They 
recognized the writing as Cherokee, and as 
such they liked it, for the Cherokee nowa-
days tend to take great pride in their sylla-
bary and have even created exhibitions of 
art based on its characters. But the percent-
age of Cherokee who can actually read and 
write the script is in the single digits.  

The second thing I wasn’t expecting 
was that I had made two mistakes. The 
version on the website was so low resolu-
tion that when I enlarged it, the text pixi-
lated and broke up, and I carved glyphs 
that simply don’t exist in the Cherokee 
language. This is one of the ironies of my 
project, and frankly of many well-inten-
tioned linguistic projects: the product 
is in the hands of outsiders like myself 
who have no innate sense of direction. 
When for the first time someone sent me 
Article One in handwritten form, I was 
ecstatic: an endangered alphabet live and 
in the wild! Yet when I set to carving it 
(the script in question was Bassa Vah, 
Figure 4) I realized that he wrote one par-
ticular syllabic character in such a range 
of ways, none of which corresponded 
exactly to the Unicode version, that I had 
no idea what to do. Today I would simply 
copy all his variants and let the chips 
fall where they may, but back then I was 
still thinking in my Unicode-consistency 

The Balinese character for om, 

which roughly translates as peace.
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terms, and I wanted a “right” version. 
Following the Paul Morrow Principle, I 
created a sort of unhappy medium that 
had consistency, but neither the range 
nor expressiveness of the original. 

The third thing I wasn’t expecting 
was that when I finally found a Cherokee 
woman who could read the syllabary, 
and when she reached my two errors, she 
didn’t say, “Oh, these are wrong.” She 
said, “I don’t know these letters.” That’s 
when it struck me that without a certain 
consensus, and without regular commu-
nication between people who maintain 
that consensus, a language can simply 
disintegrate. Just as in the country of the 
blind, the one-eyed man is king, then in 
the land of the endangered alphabet, the 
typo may become gospel. 

While I was in Oklahoma I was 
determined to find out if the Cherokees’ 
efforts to revive their written language 
included the creation of a cursive, 
hand-friendly version of their syllabary. 
I asked one of the Cherokee translators 
named Ed Jumper (himself a re-learner 
of Cherokee) if he’d mind copying 
out my two sentences by hand. When 
Jumper finished he checked his work 
several times, and then showed me. I was 
stunned. He had copied every base-and-
capital serif with the utmost care, had 
made every syllabic character upright, 
crisp, perfectly articulated. It looked 

printed. Amalia Gnanadesikan, author 
of The Writing Revolution, told me she 
wonders whether the printing history of 
Cherokee may have been as much of a 
hindrance as a salvation: it has created a 
language that, because of all the serifs, is 
incredibly laborious to write. Those two 
sentences took Jumper fourteen minutes. 

It’s too soon to say whether the Chero-
kees’ efforts to revive their language and 
script will be successful, or even what 
success might mean. Is it a success, for 
example, when a number of the street 
signs in downtown Tahlequah are writ-
ten in both Latin and Cherokee, even if 
almost nobody can read them and their 
principal purpose is to stimulate cultural 
tourism?  

But I’m interested in a broader ques-
tion raised by Jumper’s diligent copying. 
What makes written language so inter-
esting is that, except in unusual cases 
like Cherokee, we don’t have to copy 
it slavishly. A written language needs 
tending, and the fewer people who write 
it, the more skilled attention and tending 
it needs. In my project I’ve come across 
scripts that are so endangered that only 
a few dozen people still read and write 
them, and when that’s the case, they all 
read and write them (to some extent) 
differently. And that’s because we all 
write (and speak) our own languages 
differently anyway. When doing presen-

tations on the Endangered Alphabets I 
sometimes ask the audience to pick up 
a pen or pencil and write the word rag. 
Not only does everyone write each letter 
slightly differently, but nobody writes 
the initial r in the copperplate way I was 
taught to write it in elementary school, 
and nobody writes either the a or the g 
the way they appear in most typefaces. 
But that’s the remarkable thing about 
language and the way our brains work: 
for some reason we can deal with a huge 
margin of error. There’s as much skill in 
imagining what is not there as there is 
in interpreting what is. In a way, then, 
every language represents on a micro 
scale what we see happening to language 
globally on the macro scale. 

In recent years the Cherokee Phoenix 
has been revived as a monthly newspaper, 
under the editorship of Bryan Pollard. A 
remarkable man in many ways, Pollard has 
conducted a great deal of his own research 
to try to reconstruct Sequoyah’s original 
cursive Cherokee script, and has then tat-
tooed certain totemic words on his arms 
and legs. At present, most articles in the 
Cherokee Phoenix are in English because 
most Cherokee don’t even speak Cherokee, 
let alone read and write it. But each issue 
has half a dozen articles translated into 
Cherokee, just to show, or pave, the way. 

Pollard’s goal — his own personal 
measure of a successful revival of the lan-
guage — is one day to run equal column 
inches in English and Cherokee. Yet, as I 
said before, one sign of a dying script is 
that there is no consistency, there are no 
guardians, and individual nonce words, 
idiosyncrasies or flat-out mistakes have 
the same weight as everything else. By 
this token, perhaps the most encouraging 
sign of the revival will be when someone 
writes a letter to the editor, in Cherokee, 
pointing out a typo. And in fact the 
Cherokee revival shows that there may 
well be opportunities for professional 
translators (and the language industry 
in general) in the Endangered Alphabets 
field, even in languages and scripts that 
almost nobody can read. As with Bay-
bayin and Glagolitic, any emerging sense 
of a national or cultural identity may 
well result in a growing interest in the 
traditional language or script. As such, I 
foresee a modest but fascinating growth 
industry, not in conventional translation 
work, but for specialist items associated 
with tourism, special events, signage, 
cultural tourism, museums and so on.  M
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I
I’m a dubbing enthusiast. Don’t worry, it’s not 

dangerous. I only think that, when well done, dub-
bing can help audiences of all ages enjoy movies 
in countries where it would have been otherwise 
subtitled. I think subtitles are a good thing, but 
only dubbing really permits the adaptation of a 
film to a culture, which is our ultimate goal. 

If we can define an emerging dubbing market as a coun-
try where the foreign product was previously watched in its 
original language (generally English) with or without subtitles, 
asking such a country to start dubbing foreign movies in its 
language is like asking a country that never played soccer to 
put a team together and start playing in the World Cup. Such 
a team would have to be selected and learn the rules of the 
game. But as most people in this country have never played 
before, under which parameters can this team be selected? Well, 
on all the parameters that are relevant to the game: physical 
condition, knowledge of the game (if any), team spirit, cultural 
history and so on. Language dubbing follows the same idea. 
It will always be the result of a mix of cultural and technical 
parameters. Will the actors come exclusively from theater? Will 
the country have a local film or TV industry? Is there a strong 
musical culture? Are there recording studios? Dubbing in this 
new market will be a mix of all these things, and each one will 
have its own personality, just like soccer teams do.

Historical perspective
Language dubbing is almost as old as sound in movies. It 

gives the illusion to the audience that they are watching a movie 
that was recorded in their original language. This illusion can be 
so good that I, being raised in France, didn’t have any idea for 
the longest time that most of the movies I watched were made 
in Hollywood. When you are born in these historical dubbing 
countries, dubbing is usually well made, natural sounding and 
finely adapted to the country’s culture. These countries import 
many movies and can create high quality, expensive dubbed 
products that produce high revenues. This is a nice ecosystem 
with professional dubbing studios and a great distribution sys-

Language dubbing 

for emerging markets

Jacques Barreau

tem. It is important to note that most of the dubbing actors are 
professionals in this field and can make a living from dubbing. 
In contrast, the emerging countries don’t have the same ecosys-
tem. The actors are not professional dubbing actors, the studios 
are usually music studios and the distribution cannot generate 
the same type of revenue.

There are a few different dubbing techniques. The rythmo 
band dubbing method was premiered in Germany for the release 
of a Felix the Cat cartoon in 1927. Immediately following, the 
French began to use the method and ever since, it’s been used 
in France and francophone countries like Canada and Belgium. 

Jacques Barreau is vice president of dubbing and 
subtitling at Warner Bros. (WB). He travels all over 

the world and is responsible for providing language 
conversion services for all WB business units. 

Mixing in Thailand has improved in the past decade.
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The “band” is actually a clear 35 milli-

meter film leader on which the dialogue 

is handwritten, together with numer-

ous additional indications for the actor, 

including laughs, cries, length of syl-

lables, mouth sounds, breaths and so on. 

The story really started in 1923 during 

the silent movie era, when the French-

man Charles Delacommune synchronized 

the film with a second projector that 

was showing a musical chart. The piano 

player was watching the film and was 

able to play the score at the same time. 

Years later, the second projector showed 

musical signs, comments and finally 

words, so the actors could read and 

record their lines exactly synchronized 

with the movie. This system continued to 

be used as-is for years, and it was not 

before the beginning of the year 2000 

that we started seeing the first digital 

rythmo band. 

I remember seeing one of the first pro-

totypes of the Voice Q software that the 

enthusiastic engineers came to present to 

Warner Bros. around this time. The story 

is interesting and right to the point of 

this article. The New Zealand government 

wanted to dub the Hollywood movies in 

different languages from the Island, espe-

cially Maori. Without a dubbing history, 

as the main language is English, the New 

Zealanders were presented with a double 

challenge. Which technique would be the 

most efficient and how to quickly train a 

brand new pool of dubbing actors? 

Many dubbing actors in emerging 

markets come from a classical theater 

background, and it was a challenge at the 

beginning to adapt from classical theater 

to TV programming. In the case of New 

Zealand, there were no actors with dub-

bing experience. The choice of the studios 

in charge of dubbing was quite intelligent, 

however. Starting from zero, what would 

the easiest technique be to adopt? After 

some research, they rightly understood 

that the French rythmo band was the best 

system, and this is where the emerging 

countries can help push new processes. In 

France, the industry was comfortable with 

using the same technique and not in a 

rush to find anything new. New Zealand-

ers, however, understood that the concept 

was great, but the way the French were 

doing it on 35 millimeter film was much 

too expensive and labor intensive for such 

a small market. They adapted the concept 

to new software, which after a few years 

of tweaking became one of the best in the 

industry. They just saved themselves 50 

years of research.

 

Actors and engineers
The economics in emerging markets are 

so limited that studios cannot afford to use 

long, expensive techniques with a pool of 

costly, qualified dubbing actors. They have 

no choice but to do the dubbing quickly 

and easily so their inexperienced pool of 

dubbing actors can learn and gain expe-

rience. I insist on the term dubbing actor, 

as one can be a great TV or theater actor 

but not very good in synchronization. The 

new recording software permits of lot of 

post-editing to resync the voices, but it's 

much more cost efficient with regard to 

studio time if an actor can deliver a good 

performance in perfect sync or very close 

to it. This also avoids weak lip sync and 

unnatural-sounding dialogue. 

A large pool of actors with a variety 

of voices is the best thing for any mar-

ket. Audiences will enjoy new voices 

with new programs. I would say that if 

our goal is to keep consistency between 

all the voices worldwide for any given 

character, the ways to get there are very 

different depending on the market you 

are in. I’ve recently been to Serbia and 

Bulgaria to launch new programming 

channels for Cartoon Network. As you 

can imagine, the pool of actors is small 

and the first question that came up was: 

How do we prevent using the same actors 

over and over? Most of the actors come 

from theater. They can perform dramatic, 

classic plays very well but are not very 

comfortable with the dubbing technique 

or animated characters in these kids’ 

shows. So we have to teach them to for-

get Shakespeare and immerse themselves 

in this crazy fantasy world that they are 

often discovering for the first time in 

their lives. In a pool of approximately 

300 actors, maybe only 20 will under-

stand the dubbing process well enough 

that they can record quickly in the studio. 

Most of them can do it eventually, but 

it takes them longer. Studio time costs 

money, so in order to control budgets, 

which are not very big for these markets, 

the studios need to keep the record-

ing time under control. This is why the 

studios schedule the same 20 actors over 

and over, as they are the best and more 

importantly the fastest. To avoid that and 

to have a growing pool of actors, the stu-

dios need to adopt a system that is easy 

enough that actors can be trained quickly 

and without having to spend years in a 

studio to gain experience.

Another big challenge in emerging 

markets is technical mastery. Thailand, for 

example, is getting much better, but 15 

years ago they were not using the mixing 

studio as a creative tool. Most of the time, 

the engineers from the emerging dubbing 

markets come from other fields. They 

often come from music, as you find music 

studios in all countries, emerging or not. 

Luckily, music is universal, so the tools are 

there. The problem is that you don’t mix 

a movie like you mix a song. In most of 

these markets the music recorded in these 

studios is pop or local folk. Being a musi-

cian as well as a sound engineer myself, 

I don’t have anything against it and I 

can only say that music engineers have 

great ears. However, when you are deal-

ing with voices to be mixed against music 

and effects tracks, you have to recreate 

the perspective you see onscreen, follow 

the characters from left to right with the 

Mixing in Brazil helps give local flavor to dubbing.
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pan knob and apply some subtle reverb 

or effects on the voices. This is the main 

struggle for these new dubbing engineers, 

as they have a hard time entering the film 

world and forgetting their musical back-

ground. It will take a few years for engi-

neers from emerging markets to create a 

good film mixing level. As I said earlier, 

when you mix a film, you have to 

mix what you see. This is a difficult 

concept, as your ears have to work 

with your eyes. When a speaking 

character moves from close to far 

away, the voice should follow this 

motion like it does when someone 

talks to you and walks away at the 

same time. Depending on what they 

are accustomed to seeing on TV, 

the engineers will have to make an 

extra effort to adapt their methods 

of mixing to the TV product.

A good example of skipping 

steps in the technical progression is 

China. They transitioned from mono 

to Dolby digital 5.1 in most of their 

cinemas, skipping the Dolby stereo 

era that lasted a few years in Europe 

and the United States. The same 

thing could happen with the dub-

bing processes, as emerging markets could 

jump directly to using recording software, 

which could help them create a technically 

capable pool of young talent. This could be, 

now that the technology is finally work-

ing, an advantage over the older countries 

where the pool of actors is reluctant and 

hostile to any change. Changing a process 

that worked well for the last 50 years is 

sometimes difficult to do and especially 

to accept. But the business is obviously 

changing, with shorter windows, lower 

budgets and the necessity to have newer 

voices for a growing amount of content to 

dub.

Local issues
Dubbing is an adaptation not only to 

a local language, but to a local culture, so 

it is only logical that local cultural tastes 

appear in a dubbed product. 

Let's travel back to the 1920s at the 

beginning of sound in films. To export 

their films, Hollywood majors were per-

forming the dubbing themselves in the 

languages corresponding to their mar-

kets. These first dubbed versions were 

not very good, so the main buyers in 

Europe started to dub in their respective 

languages. By dubbing the American 

movies to their languages and also to 

their cultures, all these markets started 

to differentiate themselves not only in 

terms of technique but also in terms of 

taste and local culture. American mov-

ies are often action-based with a lot 

of music and sound effects regardless 

of whether the dialogue can or cannot 

be understood in its entirety. This is 

the style that leads most of the mov-

ies: dialogue is an integral part of the 

complete mix and can almost be used as 

a sound effect to create ambience. The 

American audience is accustomed to not 

understanding every line of dialogue and 

is absolutely fine with that. However, 

European countries produce movies that 

are more dialogue-based. The challenge 

for emerging markets will be to create a 

dubbed product that will be accepted by 

their general audiences, whatever their 

preference. Depending on their taste and 

the movies that have been already 

imported, the local consumers 

will want a mirror of what they 

are accustomed to hearing. In 

this case, the movies may have to 

be remixed in order to make the 

dialogue understandable to the 

public. These days, this is almost a 

worldwide approach, so it is likely 

that any new emerging market will 

follow this pattern.

On the subject of local aesthet-

ics, the voice pitch and normal 

speaking projection can vary from 

country to country. By projection, I 

mean the intensity or strength with 

which the voice is emitted, which 

is different from the volume. This 

means that the local way of speak-

ing will be reflected in the final 

product. Southern European actors 

will generally have a lower voice pitch 

than Americans. On the opposite end of 

the spectrum, Asian actors will usually 

have higher pitches. The dubbing process 

has to take that into consideration. What 

Our new Tweety Bird in Bulgaria.
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would be the point of changing an actor’s 
voice pitch to match the American model 
if it doesn’t sound natural in a local mar-
ket? The same applies to voice projection. 
I remember the first time I supervised a 
recording for one of our titles in Japan. I 
was surprised, as the actors sounded upset 
to me even when they were supposed 
to be speaking normally to follow the 
English version. In fact, after a few days 
in Tokyo, I realized they were all talking 
like that and it seemed absolutely normal 
to them. The emerging markets will also 
have to make sure that the actors are 
imitating a normal way of talking, or the 
dubbing will not sound natural at all. If 
the pitch and the projection are different 
from the ones in the domestic version, so 
be it. We dub for a culture, not for a lan-
guage. The ultimate judge is the public.

Another important point to take into 
consideration is censorship. Besides the 
obvious general rules (nudity is OK in 
Scandinavia but blood must be censored, 
which is the exact opposite of the United 
States), the emerging markets will have 
to adapt the dialogue to what is accept-
able for them. I remember the launch of 
Cartoon Network in India. At this time, 
around 1998, India did not have many 
dubbed products on TV. We dubbed our 
animated shows and after a few months, 
we received negative feedback from the 
viewers because of offensive transla-

tions. The word dog was used several 
times and, to our surprise, was perceived 
with a negative connotation. We had to 
do a lot of pickups to correct the tracks 
and deliver an updated version. This is 
a good example of an emerging market 
discovering the correct way of adapting 
dialogue for TV. 

For an emerging market, it is important 
to understand how to translate correctly 
to be loyal to the original content, and at 
the same time propose a translation that 
will be accepted by the local audience. 
Dubbing is really the art of adaptation.

Emerging cities in 
historical markets
A few years ago, historical markets 

started to think about cost reduction 
as the main clients were negotiating 
lower rates. A lot of new emerging cities 
appeared in historical dubbing markets 
and only for cost reasons. The Span-
ish traditionally dubbed in Madrid and 
Barcelona, but one of our main dubbing 
studios opened a new facility a few years 
ago in Galicia where the actors work for 
less. They were able to produce dubbing 
at a lower cost, as the rules in Galicia are 
not the same as in Madrid and Barcelona. 

In France, where everything is cen-
tralized in Paris thanks to Napoleon 
Bonaparte, the dubbing studios started 
to dub more and more in Belgium where 

the actors can now speak without any 
noticeable accent, and the prices are 
reduced due to lower actors’ rates. It’s 
always funny to talk to the actors in 
Brussels before the recording session. 
During the briefing, they all have their 
local accent, but as soon as the red 
“record” light is on, they mysteriously 
lose it, as if by magic. 

An interesting phenomenon is the 
specificity of certain cities for the type 
of media. Germany is doing most of 
its movies in Berlin, most of its TV in 
Munich and most of its games in Ham-
burg. Same for Italy, where the movies 
are done in Rome, and the TV and games 
are done in Milan or Turin. Of course the 
emerging markets won’t have this issue 
as they will set their actors’ rates from 
scratch without this long history that 
forced the historical markets to find new 
cities inside or outside of their territories. 
Normally, the cities with universities, 
theaters and a strong cultural life will be 
the best ones to train a pool of actors.

Future of dubbing
So what is the future of the dubbing 

industry? It looks pretty encouraging based 
on the latest surveys. We have seen a lot 
of new dubbing countries such as Ukraine, 
Serbia, India, China, Pakistan, Vietnam and 
also new regions that are now dubbing in 
their regional languages such as Catalan, 
New Zealand Maori and Irish Gaelic. 

The new emerging markets will need 
some time to master the art of dubbing. 
Some will be great, some a little less 
so, but everything will be based on the 
critical choices they will make regarding 
the processes and techniques involved. 
I encourage people I meet during my 
travels to go outside their countries and 
watch how other markets handle their 
dubbing. This is the only way they will 
be able to learn, see what works best and 
adapt it to their market to raise their level 
of expertise. Unfortunately, unlike soccer 
where you can see on TV how the good 
teams are playing, you cannot do the 
same for dubbing. I’m dreaming about a 
world where all the people involved in 
this art will travel to see each other work 
so everyone can learn the best practices 
from the others. Then we will really get 
some serious dubbing insight, and help 
dubbing give the illusion to audiences 
that they are watching the movie in their 
original language. At this point, the dub-
bing enthusiasts will have won!  M
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N
Nick, one of our project coordinators, was 

making phone calls and sending out e-mails 
when he looked out the window and noticed 
it was dark outside. It was late and the office 
was empty. Nick was trying to find a qualified 
Fante translator and was not having much suc-
cess. The few linguists for this language that we 
already had in our system were not available.

Our industry is not about languages or linguistics. That is pain-
ful for me to say because I have loved both my entire life. Our 
industry is actually about business. There is a demand, and we 
are the supply.

Many of the largest linguistic markets — regions or countries 
that require language services — will still drive a need for our 
expertise. However, the global economic turndown of the past 
few years has brought some unexpected changes to the market. 
The world now has a brand new list of emerging markets. Global 
business will soon have to work in some languages more often 
than it ever had to, and when these customers turn to you for that 
language support, will you be ready?

The fastest growing markets are not necessarily always desir-
able as new business opportunities. As of the writing of this article, 
the fastest growing economy for any single country is Qatar. It 
has a decent purchasing power parity (PPP) rating, number 55 
in the world, but the population of the country is only two mil-
lion. Almost all of them speak Arabic. The third fastest growing 
national economy by gross domestic product (GDP) is Mongolia. 
Mongolian is a language that most language service companies 
do not currently have large numbers of linguistic resources for, 
but with only three million inhabitants and a rather weak national 
PPP rating, number 135 in the world, global business is unlikely 
to rush into the Mongolian market anytime soon.

BRIC 
World economics has been watching and tracking emerging 

markets for a long time. In 2001, Jim O’Neill of Goldman Sachs 
created one of the most well-known groups of such markets when 
he wrote a paper about what he called the BRIC nations: Brazil, 

Emerging new markets

Christopher S. Carter

Russia, India and China (Figure 1). These well-known markets 
have been growing for some time and we have all been talking 
about them. While these economies are relatively stable, they are 
also slowing down.

Brazil is a powerhouse, but its economy has been affected by 
the global downturn because of its financial relationships with 
other affected countries. A large portion of its trade is with the 
United States and Europe, which just cannot afford to buy as 
much these days. Brazil’s largest trade partner is actually China. 
But China’s economy is also slowing down, which also means 
less trade.

Russia has a respectable GDP growth rate of 4.3%, but that 
rate has been shrinking lately. A recent study by A.T. Kearney 
showed that in the last year, Russia fell from being the fourteenth 
strongest emerging market to being only the twenty-sixth. For-
eign retailers are having a very difficult time trying to get a piece 
of the in-country market. Russia is maturing and starting to act 
more like a European market and less like an emerging one.  

India’s growth over the past decade has been driven in large 
part by increasing consumption by its citizens, though that con-
sumption has slowed in the last year much more than expected. 
During each three-month quarter of the past year, the growth rate 
of the Indian economy has fallen short of projections, and the rate 
keeps decreasing. The growth rate of 5.3% in the second quarter of 
2012 is still high compared to the rest of the world, but that is the 
lowest the rate has been there in nine years. The dramatic speed 
of urbanization in India requires an even stronger growth rate just 
to keep up with internal demands.

China, like India, requires a high growth rate to support its 
quickly growing middle class. It does have the highest growth 
rate of all the BRIC nations. The rate, however, has also been 
slowing down recently. A study released in June 2012 by the 
European Union Chamber of Commerce in China showed that 

Christopher S. Carter is the general manager 
at aLanguageBank in New York City. Currently 

serving on the Leadership Council for the 
ALC, he has been studying languages and 

linguistics since he was 12 years old.
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almost a quarter of European companies 
with operations in China are now looking 
to place most of their new investments in 
markets outside of China. Labor shortages 
are also slowing the rate of growth. The 
Chinese Manufacturers’ Association of 
Hong Kong reported in early 2012 that 
90% of its member businesses are having 
trouble finding enough workers to hire. 
Dong Tao of Credit Suisse actually predicts 
“weak growth” in China for at least the 
next few years.

All of the BRIC countries are still in the 
top ten countries ranked by PPP, placing 
them among the world’s top drivers of 
consumption. So despite slowing down, 
they are still strong and we cannot ignore 
their economic importance. However, most 
language service companies are already 
prepared to support a large demand for 
Portuguese, Russian, Hindi and Chinese. 
Economists have been watching other 
emerging markets for a number of years, 
including Bangladesh, Egypt, Mexico, 
South Korea and the Philippines. But 
these are covered with a single major lan-
guage that we all probably have plenty of 
resources for, and with the exception of 
South Korea, growth in these countries is 
also slowing. The same old emerging mar-
kets are still strong enough to pay atten-
tion to, but they are not the only markets 
we should be looking at.

Old markets, new sizes 
In the past few years, a few countries 

have not only become real emerging 
markets, but they are also appealing to 
many investors and economists right now. 
These new “new markets” have some of 
the highest GDP growth rates in the world 
right now, higher than the BRIC nations 

and higher than most developed nations 
around the world. But they also typically 
have rather low credit rating scores and 
volatile economies. This means they offer 
both great potential reward as well as great 
risk. The main languages in these countries 
are common enough that most language 
service providers probably already have 
some resources for them. If those economies 
see very large growth, however, providers 
might not have enough language resources 
for the demand that would likely follow.  

Turkey geographically connects Europe, 
Central Asia, the former Soviet bloc and 
the Arab world. Turkey has wisely used 
this position in its commercial and politi-
cal strategies. As a member of NATO and 
a strong candidate to join the European 
Union (EU), Turkey is seen as an insider 
by the Western world. Much of the Arab 
world also looks up to Turkey as a success-
ful modern Muslim nation. On the other 
hand, the Turkish economy has been vola-
tile during its recent growth. Despite being 
affected by the economic downturn of 
2008 much less than most other countries 
in the region, Turkey is currently more 
vulnerable to instabilities in the eurozone 
than most nations. Its high account deficit, 
inflation and consumption built largely on 
credit make the future of the lira unsure. 
Investment in Turkey is risky right now. 
The federal government, however, has 
been proactive and successful with incen-
tive programs recently that have boosted 
internal investment and savings. The 
national deficit is slowly declining, and 
now that Greece is unlikely to exit the EU, 
investor confidence in Turkey is returning.   

Poland just opened a motorway from 
its capital city Warsaw to Berlin, making 
automotive travel and transport between 

these cities much easier. This new motor-
way not only connects Poland to Germany, 
but to the vast highway network across 
developed Europe. Poland is also build-
ing several motorways to connect many 
important regions of its country to each 
other. This eruption of infrastructure is just 
one symbol of the strong growth Poland is 
seeing, mostly due to the nation’s commit-
ment to investment. Currently, Poland has 
one of the highest GDP per capita rates in 
the world, and the highest in Central and 
Eastern Europe. This increase in individual 
wealth has translated into huge internal 
consumption and demand. Also maximiz-
ing its location, Poland has been working 
hard to improve relations with both Russia 
and Germany, two of the largest markets 
in the world. Already a big importer and 
exporter, Poland will grow even faster with 
improved trade with those two nations.

Indonesia has shown year over year 
growth, even through the economic 
downturn since 2008. With trade fairly 
evenly divided between China, Japan, 
Singapore and the United States, Indone-
sia has built its economy on a platform 
of diversification that has made it more 
resilient than most countries in the world. 
This stability has increased investor confi-
dence. The country’s credit rating and PPP 
rating have both been improving slowly 
over the past few years. And with very 
low unemployment, consumption remains 
high and growing.

Most language service companies have 
probably provided services in Turkish, 
Polish and even Indonesian. But how 
many qualified translators and interpret-
ers do you have for these languages? How 
many have specializations? Do you have 
enough?

Languages entering 
the spotlight 
The changing list of emerging markets 

that the financial world should be watching 
has also made some languages prominent 
for the first time in our industry. Lan-
guage service companies are familiar with 
providing translation or interpretation in 
many rural or indigenous languages, but 
these can often be referred to as rare simply 
because they are not requested very often. 
Companies are less likely to be prepared 
for them. They are more likely to respond 
to a request by frantically searching for a 
resource, just like our friend Nick.

India is a BRIC nation, and Hindi is 
one of the most requested languages 

Figure 1: BRIC countries (Brazil, Russia, India and China).
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in the world for our services. It is true 
that the growth rate of India has slowed 
recently. But its growth still far surpasses 
that of Europe and the United States. 
According to the International Monetary 
Fund, India’s estimated GDP growth rate 
of 7.3% for 2013 beats Europe’s average 
rate of 1.4% and the United States’ rate of 
2.4%. Even the fastest growing economy 
in Europe, Estonia, only has an estimated 
growth rate of 3.6% for 2013, and the 
Estonian market is far smaller with less 
PPP. Businesses have assumed for years 
that the only languages needed for work 
in the Indian market were Hindi and Eng-
lish. Everyone speaks English there, right? 
Actually, only about 10% of the Indian 
population speaks any English, and only 
about one third of the people in the coun-
try speak Hindi at all. Educated people or 
business people are more likely to speak 
these two languages, but if you want to 
reach the consumer market, we all know 
that you need to speak its language.   

The state of Maharashtra is the richest 
state in all of India. Mumbai, the largest 
city and financial capital of the country, 
is located there. The official language is 
Marathi, which is spoken by about 70% 
of its inhabitants. Only 11% speak Hindi 
as their native language. Tamil Nadu is 
the state with the second largest economy 
in India — it has the highest literacy rate, 
the third highest foreign direct investment 
rate, and is the most industrialized state 
in India. Tamil Nadu’s GDP growth rate 
is also far above the national average. 
However, few people there speak English 
or Hindi; 90% of the population speaks 
Tamil. Andhra Pradesh has the third 
highest GDP of any Indian state, and is 
a leader in the world for IT, biotech and 
agriculture. Fully 84% of the people speak 
Telugu as their native language. In sum, 
these three states have large, relatively 
wealthy populations and for the most part 
they do not speak English or Hindi.  

The largest economy in Africa is South 
Africa, but growth has stagnated there 
due to instability, low investment, high 
crime and high government regulation of 
business. The second largest economy is 
in Nigeria, which is also one of the fastest 
growing markets in Africa and the world. 
According to a report by McKinsey and 
Co., Lagos, the country’s largest city, will 
have a spending power of $25 billion by 
2020. Porsche recently opened operations 
in Abuja. Young professionals wear Italian 
suits and Swiss watches. This growing and 
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strong consumer market with expensive 

tastes is partly due to a stable democracy, 

a strong banking system, high loan con-

fidence and growing foreign investment. 

Out of the over 500 languages spoken in 

Nigeria, nine are official. But many of 

the official languages do not represent 

populations with purchasing power. The 

major languages spoken in the two major 

markets, Lagos and Abuja, are Nigerian 

Pidgin English, Yoruba, Hausa, Igbo and 

Adamawa Fulfulde.

Aside from India and Nigeria, there are 

a number of other new emerging markets 

with great consumer potential. With the 

fastest projected GDP growth rate in 

Africa in the next two years, Ghana also 

has one of the highest growth rates in the 

world. Agencies might need to have more 

Twi, Fante and Ewe linguists ready for 

this market. In Central and South Asia, the 

booming markets to watch are Sri Lanka, 

Kyrgyzstan and Kazakhstan. These coun-

tries speak Sinhala, Kyrgyz and Kazakh 

respectively. As China becomes more 

mature, smaller countries are becoming 

the new emerging economies showing 

explosive growth and relatively high pur-

chasing power. Malaysia has a very strong 

economy, but most agencies do not have 

as many Malay resources. Second only 

to the tiny nation of Timor-Leste, Papua 

New Guinea has the highest growth rate 

of any developing nation in all of Asia 

at 7.7%. Papua New Guinea is the most 

linguistically diverse nation on the planet, 

however, which creates a natural barrier 

to global business growth. It has over 800 

indigenous languages, with almost all of 

them spoken by less than 1,000 people 

each. The three official languages com-

bined, Hiri Motu, Tok Pisin and English, 

are spoken by less than 4% of the six 

million inhabitants. Business executives 

throughout the country typically speak 

English, but the untapped opportunity is 

the consumer market. Unfortunately, no 

one has figured out how to reach all or 

even most of them.

Let us all not forget the linguistic fron-

tier we have been ignoring for years. Eng-

lish dominance over world communication 

is shrinking as more and more countries 

gain economic independence and interact 

among themselves more. We all still rely 

on pivot languages, but even that reliance 

is disappearing. How many resources do 

you have in language pairs that involve 

two languages other than English?   

For example, even though their current 

growth is slow, long-term projections for 

the economy of Slovenia are hopeful. The 

port city of Koper has become the main 

entry point into Eastern Europe for China 

and Japan. Asian products are passing 

through this port to reach Hungary, Italy, 

Austria, Slovakia, the Czech Republic, Ger-

many, Croatia, Serbia and other countries. 

Professional translator Tadej Reissner, 

who lives in Ljubljana and translates 

between Slovene and English, says that 

many Slovenians are fascinated with the 

Chinese culture and language. He knows 

people who have studied at the rather large 

Sinology Department at the University of 

Ljubljana. The Chinese government even 

opened the Confucius Institute in Ljubljana 

to provide a business-oriented education 

of Chinese language and culture to Slo-

venes. Aside from neighboring countries, 

the largest number of tourists to Slovenia 

comes from China. Bilingual signs in 

public can be seen in many locations in 

Chinese. The governments for both China 

and Slovenia are actively working to build 

their relationship and to increase their 

trade, and they are also teaching them-

selves each other’s language so that they 

can stop speaking through English.

Preparation pays 
Languages evolve slowly over time, 

but economics, and therefore market 

dynamics, shift very quickly. We should 

pay attention to these economic changes 

and watch out for new emerging markets. 

Global business opportunities attract large 

amounts of money, and global business 

often requires language services. Agen-

cies that are well-prepared to support the 

languages of new markets when they first 

emerge will be leaders in our industry 

and highly sought after by clients. The 

thousands of other agencies in the world 

will continue to refer to these languages 

as “rare” and simply hope they can find 

resources. Prepared agencies, on the other 

hand, will confidently be able to market 

themselves as experts, and when these 

languages are suddenly in high demand, 

clients will seek out those agencies.

The largest challenge that our industry 

faces with such emerging linguistic mar-

kets is actually a lack of qualified resources 

in those languages. You may not have 

enough resources because not enough 

exist yet. We would only be helping our-

selves by finding more ways to promote 

freelance translation and interpretation as 

a career option in these markets — but that 

is an entirely separate article.

Nick did find that Fante translator, by 

the way, and the project was delivered on 

time. We now have a system to track and 

rate how prepared we are for our common 

languages, as well as for the languages 

that we predict will increase in demand in 

the near future.  M
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been providing specialized Polish translation, 
localization, marketing copy adaptation, 
and DTP services. We focus primarily on life 
sciences, IT, automotive, refrigeration and 
other technology sectors. 

We have built a brilliant in-house team made 
up of experienced linguists and engineers who 
guarantee a high standard of quality while 
maintaining flexibility, responsiveness and 
accountability. Our services are certified to EN 
15038:2006. 

Ryszard Jarża Translations
Wrocław, Poland

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

Omnia Group
Italy • United Kingdom • Germany • France • USA
info@omnia-group.com • www.omnia-group.com

Bespoke Transcreation for 
Automotive Industry 

Omnia’s team of project managers centrally 
manage the entire process for you, liaising with 
multiple stakeholders, from corporate marketing 
and creative agencies to local market reviewers 
and transcreators, to ensure a seamless and pain-
free service. Hand-picked creative writers, many 
with journalism backgrounds in the automotive 
industry, adapt your content to deliver information 
that is both technically accurate and culturally 
sensitive for your target audience. For appealing 
content that speaks your audience’s language, 
contact Omnia today.

How to Be  
World Savvy

International Marketing Communications 

Market Research

Marketing

JFA Marketing
Minneapolis, Minnesota USA

john@jfamarketing.com
www.jfamarkets.com
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Of all the world’s weird and wonderful delica-

cies, civet coffee is surely among the quirkiest. 
At a cool $50 per cup, the prized aroma of this 
luxurious beverage comes not from the hand of 
an expert barista, but rather the stomach of a 
nocturnal mammal. 

Civets are cat-like creatures that feed on coffee cherries in 
the hills and mountains of Southeast Asia. Although civets can 
digest the flesh of the cherries, they pass the coffee beans, which 
become fermented by enzymes in their stomachs before being 
excreted. The civet’s loss is the coffee aficionado’s gain, however, 
because the enzymes give the beans, once thoroughly washed 
and roasted, a unique chocolaty flavor.

All of this makes not only for a fine cup of coffee, but also a 
neat analogy (and acronym) for the emerging markets of Colom-
bia, Indonesia, Vietnam, Egypt, Turkey and South Africa. The 
CIVETS contribution to the world economy can, after all, be lik-
ened to that of the civet cat’s: cheap local resource in, expensive 
global product out. 

Robert Ward, global forecasting director at the Economist 
Intelligence Unit (EIU), coined the concept of CIVETS in 2009, 
when he recognized the rise of a second generation of emerging 
nations beyond BRIC countries. In 2001, Goldman Sachs chair-
man Jim O’Neill predicted that the fast-growing BRIC markets 
(Brazil, Russia, India and China) would be the world’s dominant 
economies by 2050. 

Various attempts have since been made to identify the new 
BRICs, not least O’Neill’s subsequent, and somewhat broad, Next 
11 (Bangladesh, Egypt, Indonesia, Iran, Korea, Mexico, Nigeria, 

The rise of CIVETS economies

Gary Muddyman

Pakistan, the Philippines, Turkey and Vietnam), but Ward’s CIV-
ETS creation is widely seen as the most accurate. 

Ward’s belief that Colombia, Indonesia, Vietnam, Egypt, Tur-
key and South Africa are the post-BRIC economies most likely to 
deliver sustained growth gained popularity when it was espoused 
by former CEO of HSBC Michael Geoghegan in 2010.

This has led some critics to dismiss the concept as a convenient 
acronym disguised as a marketing ploy for HSBC’s own CIVETS 
investment fund. But we should remember where the term origi-
nated. As an impartial forecasting service, the EIU would have 
subjected Ward’s theory to robust analysis. In fact, what becomes 
clear when you analyze his seemingly random grouping are the 
many similarities between the markets. To operate successfully in 
these markets, global brands must overcome many linguistic and 
cultural barriers. This in turn presents huge opportunities for the 
localization industry, if we are prepared to embrace them.

 
CIVETS commonalities
First, CIVETS populations have an average age of 27 to 28, 

with median ages of 28 in Colombia, 28.2 in Indonesia, 28 in 
Vietnam, 25 in Egypt, 28.5 in Turkey and 25 in South Africa. By 
comparison, the average age in the United Kingdom and United 
States is 40, and 44.9 in Germany.

Indonesia is the fourth most populous nation in the world 
with 245 million people, and that figure is projected to increase 
to 313 million by 2050, which would give the archipelago a 
larger population than the United States has today. Hence, not 
only does the country boast a vast pool of cheap, educated labor, 
but enormous potential as a consumer market.

The remaining CIVETS are all in the world’s 30 most populous 
countries, with Egypt’s booming population (82 million) making 
it the largest Arab country. Needless to say, by 2050, the young, 
rapidly increasing CIVETS populations will form a stark contrast 
to the aging populations of the West. 

Second, all CIVETS have proved relatively resilient during the 
global economic crisis. In 2010, the EIU predicted the group would 
post an average annual gross domestic product (GDP) growth of 
4.5% until 2030, a figure well above the 1.8% forecast for the 
G7 (Germany, the United States, Canada, the United Kingdom, 

Gary Muddyman is managing director and CEO of 

Conversis. Established in 2003, Conversis is a UK-

based provider of globalization, internationalization, 

localization and translation services.
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France, Italy and Japan). This projection 
is borne out by the latest GDP data, with 
only South Africa and Egypt posting 
growth figures below the 4.5% average in 
2011. The latter was clearly hampered by 
the Arab Spring, although Egypt is pre-
dicted to post a GDP growth of 5.25% in 
2013. Perhaps most impressively, Turkey’s 
diversified sources of growth, including 
mining, textiles and electronics, helped its 
economy to grow by 7.9% in 2011. 

Turkey isn’t the only CIVETS market 
to diversify its economy so as not to be 
overly reliant on one sector. Colombia, for 
example, has achieved investment-grade 
status by varying its export base with 
textiles, clothing and food processing 
industries developing alongside its tradi-
tional strength in oil. While Indonesia’s 
flourishing services sector now accounts 
for the majority of its GDP, by contrast, 
South Africa, the CIVETS market argu-
ably most reliant on commodities (gold), 
has shown the slowest growth with a 
3.1% GDP rise in 2011. 

Although geographically dispersed, 
CIVETS markets are all well placed to 
become ripe targets for foreign investment. 
Indonesia, with all its commodities sources, 
is conveniently close to BRIC neighbors 
China and India. Vietnam is even closer, 
and its coastal position and cheap labor 
costs will attract many global businesses 
to relocate manufacturing to its shores. 

The Suez Canal has always been 
Egypt’s biggest geostrategic asset and its 
fast-growing ports on the Mediterranean 
and Red Sea are becoming increasingly 
important trade hubs connecting Europe 
and Africa. Similarly, Turkey’s position 
between Europe and Asia, and its potential 
to provide an energy corridor to Asian oil 

and gas fields, will ensure the West contin-
ues to court it. While located at the foot of 
Africa along a major shipping route, South 
Africa has always allowed investors a path 
into the world’s second-largest continent 
— little wonder the Rainbow Nation has 
become Africa’s most successful economy.  

According to Ward, the “political base-
line looks supportive” and “all of CIVETS 
have a good chance of remaining stable.” 
With one obvious exception, this appears 
to be the case. 

Colombia’s pro-business government 
has done much to bring the drug cartels 
and parliamentary groups under control. 
Despite a long history of political insta-
bility, corruption and civil unrest, recent 
major reforms in Indonesia have helped 
to move the nation in a positive direction. 
Vietnam’s centralized, communist com-
mand offers at least near-term political 
stability and Turkey is one of the few 
stable democracies in the Middle East. 
As for South Africa, a progressive con-
stitution and successful national elections 
since the end of apartheid have secured 
its peaceful transition to democracy. 

The jury is still out on Egypt. If 
political stability is the key to investor 
confidence, then the revolution has cer-
tainly put the country’s previously steady 
economic growth at risk. But following 

CIVETS countries.

COLOMBIA
INDONESIA

VIETNAM

SOUTH AFRICA

EGYPT
TURKEY
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presidential elections, many argue that 
the basic fundamentals that make it a 
fast-growing economy will still be there. 
The key geographic location, the oil and 
gas deposits, and the projected increase in 
consumer spending could all help to make 
the fallout of the uprising less detrimental 
than in other Arab Spring countries. 

With political stability comes invest-
ment in infrastructure. Many of CIVETS 
governments have introduced projects 
aimed at improving transport systems 
and thus business conditions. KPMG’s 
2010 Doing Business in Colombia guide 
states: “Since 1991’s Constitution, Colom-
bian infrastructure has seen a significant 
improvement due to the fact that the pri-
vate sector can participate through direct 
provision of services.” Indonesia has taken 
this policy a step further by launching the 
Public Private Partnership, which offers 
opportunities for foreign investment in 
the country’s infrastructure sector. 

Regulatory environments have im- 
proved too. “The Turkish legal framework 
offers a level playing field to foreign 
investors and domestic companies,” 
reports PricewaterhouseCoopers (PwC) 
and HSBC’s 2010 Doing Business in Tur-

key. Crucially, under the country’s 2003 
Foreign Direct Investment Law, foreign 
investors may freely start up businesses in 
company, branch office or liaison office 
forms. The Socialist Republic of Vietnam 
is also issuing investor-friendly legislative 
measures. According to PwC and HSBC, 
these liberalizing changes combined with 
Vietnam’s accession to the World Trade 
Organization in 2007 have “significantly 
paved the way for foreign investment.” 

Perhaps the most profound similar-
ity between CIVETS, however, is their 
untapped potential as digital markets. And 
it’s here that the statistics are most striking. 

Internet penetration rates (IPR) in 
CIVETS remain well below those of the 
G7. Approximately 80% of the UK and 
US populations are online, compared with 
56% of Colombia’s 45 million population, 
22% of Indonesia’s 245 million, 34% of 
Vietnam’s 91 million, 26% of Egypt’s 
82 million, 46% of Turkey’s 79 million 
and 14% of South Africa’s 49 million 
population. 

But the IPR figures belie CIVETS’ 
engagement and investment in the new 
digital world. Egypt, for example, is plan-
ning a $1 billion upgrade to its broad-
band capabilities over the next five years, 
which will quadruple internet penetra-

tion. KPMG’s Doing Business in Colombia 
states that the country improved 14 places 
in the World Economic Forum’s Global 
Competitiveness Report for 2009-2010 
as a result of its technological readiness. 
The report looked at factors such as the 
availability of the latest technologies and 
internet and mobile phone use in Colom-
bia. Elsewhere, Turkey is one of the major 
players in mobile technologies, pioneer-
ing the development of mobile banking 
and cashless payments, and Indonesia is 
Facebook’s second largest market. 

With all this in mind, there are clearly 
enormous opportunities for digital invest-
ment in CIVETS. As the United States and 
United Kingdom reach web saturation, 
internet use will grow exponentially in 
these six markets. Crucially, their young, 
tech-savvy populations will not only 
drive this innovation, but become some of 
the world’s most active online consumers.

 
The early investors 
Before assessing the localization chal-

lenges that face companies entering CIV-
ETS, let’s first look at some global brands 
that have already invested in these mar-
kets. Which of the commonalities above 
have been exploited, and what patterns 
emerge from these investment strategies? 

In March 2012, Google launched its 
first office in Indonesia. “Our presence 
in Indonesia affirms Google’s commit-
ment to bringing ourselves closer to 
the users,” said Rudy Ramawy, head 
of Google Indonesia, at the opening in 
South Jakarta. Ramawy isn’t the only 
one with location on the brain. As well 
as having 35 million Facebook subscrib-
ers, Indonesia has the largest number of 
foursquare users in Southeast Asia. Not 
to mention the world’s fourth largest 
Twitter user base. Google has recognized 
that Indonesia’s high engagement on 
social networks will soon be reflected 
in an increased IPR, and clearly wants 
to mold the country’s digital generation 
as it develops. Specifically, Ramawy has 
his sights set on targeting the country’s 
50 million small businesses, which will 
be the “engine of growth for the future 
economy” and, presumably, an engine of 
revenue for Google AdWords. 

If Google has exploited Indonesia’s 
potential for digital growth, then Gap, Dia-
geo and Electrolux have invested in CIV-
ETS demographic growth, most notably the 
emergence of middle classes. Gap opened 
two South African stores earlier this year, 

and at the same time closed outlets in 
North America. “The next big market for us 
is Africa. There is an emerging middle class 
and more and more tourism here,” said 
Gap’s head of franchise. The clothing chain 
now has plans to expand into Colombia 
having also opened its first store in Egypt in 
2011. Which is where household appliances 
manufacturer, Electrolux, has focused its 
energies. Attracted by a young population 
aspiring to better standards of living, the 
company acquired Egypt’s leading house-
hold appliances manufacturer, Olympic 
Group, in September 2011. Apparently 
unfazed by the Egyptian uprising months 
before, Electrolux closed a deal worth $328 
million to secure a solid base for manufac-
turing in the country. 

Diageo has also moved quickly to 
cater to Turkey’s growing middle class. 
The British drinks producer bought the 
Turkish spirit brand Mey Icki in February 
2011 and, no doubt inspired by success in 
China, plans to use this foothold to export 
Scotch whisky to its new market. 

Other CIVETS investors have been 
drawn to the commodities and cheap 
labor forces. In 2010, global oil trader 
Mercuria took advantage of Colombia’s 
investment-friendly policies to open a 
trading office in the country’s capital, 
Bogotá. In January, Shin-Etsu, Japan’s 
largest chemical producer, announced 
plans to set up two silicone manufactur-
ing companies in Vietnam. According to 
the group, the country has an excellent 
workforce with a high level of education 
and diligent national character. Many 
other manufacturers would seem to agree, 
as the sector now constitutes 40% of Viet-
nam’s economy. 

Localization challenges
From the linguistic to the cultural and 

technical, early investors will face count-
less localization challenges in CIVETS. In 
order to combat such challenges, compa-
nies must thoroughly research all locale-
specific requirements of these markets, the 
most pressing of which are outlined below. 

Assuming that potential investors do 
their due diligence in terms of assessing 
the market opportunity for their product or 
service, the next step is understanding the 
cultural challenges. Needless to say, these 
vary greatly between the six countries, 
and brand strategies must be localized for 
these individual markets. Here are a few 
of the decisive cultural factors, influenced 
not least by the prevalence of Islam. 
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Indonesia is the world’s largest Islamic 
nation, and consequently Islam has a 
huge impact on both consumer and 
business culture. PwC and HSBC’s 2010 
Doing Business in Indonesia states that 
the country’s constitution guarantees 
the right to freedom of religion, but the 
government only recognizes six faiths, 
and Islam is practiced by 86.1% of the 
population. With this staggering figure 
in mind, it’s hardly surprising that the 
guide picks out Islamic banking (banking 
activity consistent with the Islamic moral 
code of Sharia law) as a “potential growth 
sector” in Indonesia. 

Islam also infiltrates all levels of 
society in Turkey, despite the country’s 
secular constitution. The philosophy of 
the religion provides a value system for 
personal life, public behavior and busi-
ness etiquette. Similarly in Egypt, truth 
and problem solving are governed by the 
interpretation of Islamic law. 

South Africa’s complex cultural diver-
sity also poses localization challenges 
for investors. The Rainbow Nation’s 
history of colonization and immigra-
tion has created an eclectic population, 
the myriad communities of which often 
require radically different approaches. 
For example, when targeting an audience 
from an Afrikaaner background, compa-
nies should be forthright and direct with 
their communications. By contrast, care 
should be taken to ensure that materials 
aimed at English-speaking South Africans 
are sensitive to their more reserved and 
conservative manner.

Arguably the biggest linguistic chal-
lenges posed by CIVETS come from 
Indonesia, Egypt and South Africa. 
Bahasa Indonesian is Indonesia’s official 
language and, due to the country’s size, is 
one of the most widely spoken languages 
in the world. The Indonesian variety of 
Malay borrows from other languages and 
has absorbed much of its vocabulary from 
foreign sources. Many Dutch loan words 
have been retained despite the archipel-
ago’s gaining of independence from The 
Netherlands in 1949. Consequently, it’s a 
language full of synonyms. For example, 
Bahasa Indonesian has three words for 
book, all with slightly different meanings. 
Communication materials must be sensi-
tive to this nuanced vocabulary.  

With Egyptian Arabic come all the 
technical challenges of a right-to-left 
script. With increased global awareness 
of the importance of online Arabic con-

tent, investors in this market will need 
to produce more and more localized web 
content with customized page layouts 
and user interfaces. 

Investors have a choice of 11 official 
languages when localizing content for 
the South African market. The coun-
try’s progressive constitution of 1996 
recognizes English, Afrikaans, Zulu, 
Xhosa, Northern Sotho, Southern Sotho, 
Setswana, Ndebele, Swati, Tsonga and 
Venda. Hence, official government pub-
lications must appear in all 11 languages, 
or in six on a rotational basis. What 
seems like a cumbersome policy is in 
fact logical, as the limited geographical 
distribution of each language means that 
no one language can dominate. English 
is the language of business, politics and 
media but only the fifth most spoken 
language in South Africa. Whereas 
Zulu, the most common language and 
mother tongue of 23% of the country’s 
population, is extremely regional, hav-
ing a negligible presence in six of South 
Africa’s nine provinces.

The linguistic challenge, then, depends 
on the product or service investors are 
selling to this market. PwC, for example, 
will have a much easier time localizing 
English business communications for 
South Africa than a consumer goods spe-
cialist like Procter & Gamble. 

While we may debate about pundits’ 
predictions, not least with regard to 
Egypt’s future, the drift of Robert Ward’s 
argument is undeniable. In 2001, the 
BRICs was a theory; now these power-
ful engines of economic growth account 
for nearly 25% of global GDP. “My only 
regret on the first BRICs analysis is that 
we weren’t bolder,” wrote O’Neill in 2011. 

As the second tier of rapidly-
developing nations, CIVETS look set 
to accelerate this shift of the global 
economy to the East and South. Strategi-
cally located, politically stable and with 
young, increasing populations, these 
six countries are more than attractive 
investment markets. The presence of half 
of the group (Indonesia, South Africa 
and Turkey) in the world summit of 20 
major economies alone indicates that 
CIVETS will soon be strategic players in 
global governance. Equally profound is 
the enormous online potential of these 
economies in the new digital world. 

The challenge for the localization 
industry is to embrace these develop-
ments. The rise of emerging economies 
represents a huge opportunity to support 
our clients linguistically, culturally and 
technically as they enter new, foreign 
markets. Not that this opportunity comes 
without its challenges for North American 
and European vendors.  M
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In 2005, economist Jim O’Neill presented a 

research paper identifying 11 countries as having 
a high potential of becoming some of the world's 
largest economies in the twenty-first century. 
They dubbed these emerging economies as the 
Next Eleven (N-11): Bangladesh, Egypt, Indone-
sia, Iran, Mexico, Nigeria, Pakistan, Philippines, 
Turkey, South Korea and Vietnam. 

It’s important to note that the term emerging economies 
encompasses countries that are either developing economies or 
newly industrialized ones. O’Neill posited that “countries with 
huge populations and low gross domestic products per capita will 
be able to catch up to the developed world more quickly than they 
could have 50 or 100 years ago, as the economic centre of gravity 
shifts away from the West.”  

How does the development of emerging economies relate to 
e-learning? When US companies invest in emerging economies 
by creating new offices in other countries, they immediately gen-
erate a new workforce, and that workforce needs to be trained. 
Not surprisingly, many companies will opt for the relatively 
less expensive option of online training (e-learning) rather than 
classroom-based training, especially as these countries develop 
information and communication technology infrastructure and 
improve access to the internet. However, these efforts create 
challenges for all aspects of e-learning because e-learning is not 
simply software; instead, it is a cultural artifact imbedded with 
the values and norms of the designing culture, which can be 
completely different than those of the recipient learners. As many 
companies that have invested in BRIC countries (Brazil, Russia, 
India and China) have already discovered, there are definite cul-

Localizing e-learning for 

emerging economies

Andrea Edmundson

tural obstacles to doing business that they never encountered 
in domestic ventures. What do e-learning designers need to 
know when designing online courses for learners in emerging 
economies?

Content 
The most obvious challenges are related to language. For 

example, while the language of business in Nigeria is English, 
according to most sources the country has more than 250 tribes 
and 500 languages. In addition, Nigerian Standard English (based 
on British English) and Nigerian Pidgin tend to vary depending 
upon the regional tribal language. Thus, creating written or spo-
ken content for a large group of learners will prove to be sig-
nificantly challenging. In Egypt, for example, most written media 
uses literary Arabic, but Egyptian Arabic is the spoken language. 
Such differences pose challenges when e-learning developers or 
translators want to add subscripts to video. 

Even greater challenges exist with respect to the relevance of 
content and the context within which it is presented. According to 
Brandi Moore, author of The Little BRIC Book, businesses function 
on five core principles: how teams work together; how employees 
view their relationship with their organization; how organizations 
prefer to engage with partners; how organizations communicate; 
and how power is managed in unequal systems in organizations. 
While many companies have had successes in BRIC countries, 
few had anticipated that cultural challenges would be a risk fac-
tor. Companies that tried to micromanage local operations or to 
“Americanize” them were not as successful as those that chose to 
glocalize (to be global by adapting local ways).

It’s critical to note that the N-11 and BRIC countries hold values 
similar to each other in business, but those values are almost in 
direct opposition to those held by most American organizations. 
Americans tend to be individualistic and task oriented; N-11 
countries are group and relationship oriented; Americans tend 
to take risks; these emerging economies tend to be risk avoid-
ers; American organizations tend to be somewhat flat structures; 
N-11 members tend to be hierarchical; and so forth. Companies 
that have worked in BRIC countries can expect their worst chal-
lenges to be repeated in N-11 countries, unless they’ve adapted. 
Companies that are entering emerging markets for the first time 
need to consider cultural differences as primary risk factors.

Global Learning Strategist Andrea Edmundson, 
CPLP, of eWorldLearning, Inc., advises multicul-
tural and multinational organizations on how to 
globalize their professional development programs. 
Her latest book is Cultural Implications and  
Considerations for Online Learning. 
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Thus, providing training content that 
is relevant will prove to be an enormous 
challenge. For example, a US company 
will likely want to train its new managers 
on leadership skills. However, will those 
leadership skills translate into the new 
culture? For example, a popular e-learn-
ing course portrays a corporate business 
meeting in which everyone participates in 
decision making. The discussion includes 
managers freely critiquing the ideas of 
executives. In contrast, however, the 
majority of the N-11 countries exercise 
hierarchical decision making. Thus, it’s 
likely that the N-11 learners will find the 
scenario rude and bizarre in a cultural 
context where decision making is always 
done by higher ups who likely do not con-
sult other managers. Thus, the leadership 
techniques proposed in this course would 
not likely be adapted by the targeted cul-
ture. As BRIC expert David Thomas notes, 
“many Chinese employees may prefer to 
follow orders and so will be reluctant to 
make decisions without guidance, but this 

is a show of courtesy to those in more 
senior positions and should not be mis-
taken for an inability to lead,” a position 
not understood by most Americans.

Most US companies will also offer new 
hire orientation courses online, in order 
to quickly comply with health, safety and 
legal needs. A common topic is ethics 
and compliance, another value-embedded 
topic that is viewed differently across cul-
tures. For example, in the N-11 countries, 
nepotism is a common business practice. 
US companies will have a difficult time 
convincing new employees that this prac-
tice is unethical without adapting special 
approaches. On the upside, the workforces 
in these countries tend to be young and 
ambitious, eager to interact globally, and 
amenable to change. According to Annika 
Ferris in Finding Growth Opportunities 

Around the Globe, about 60% of Egyptians 
are under the age of 30, and about 43% 
of Nigerias are under the age of 15. Thus, 
some cultural challenges may be mitigated 
by changing workforce demographics. 

Instructional approach 
The ethics example leads to a discussion of 

instructional approach, as well, because how 
content is presented can influence its accep-
tance and adoption by learners. Learners 
in emerging economies will be motivated 
to work for US companies, but they will 
often treat their work life as a microcosm 
of the United States, not as a reality of their 
national environment. Therefore, culturally 
embedded content needs to be presented 
with an instructional technique called scaf-

folding. Scaffolding means building new 
knowledge upon an existing foundation 
of knowledge. In this case, the foundation 
is that nepotism is acceptable. However, it 
now needs to be presented as undesirable. 
Thus, content needs to be framed with an 
explanation of what concept exists now 
(nepotism is okay), what should be dif-
ferent (nepotism is not acceptable in this 
US company), why (because global com-
panies have found that nepotism creates 
business issues, and you should provide 
specific examples) and how change can 
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be accomplished (by not hiring relatives 
in this office, not letting relatives work 
together and so on). In other words, you 
need to create a bridge from one cultural 
reality to another, even if it is only within 
the context of working for that company.

Additionally, what are the learn-
ers’ motivations to adhere to culturally 
contrary missives? Motivations for work 
vary, so you need to understand what 
motivates your learners to comply with 
a culturally different norm. In this case, 
for example, keeping your job may be 
the motivation. In others, you may be 
able to use other motivators, like face 
saving (how a practice will not serve the 
company’s image), career advancement 
(how understanding and applying these 
principles will open doors to promotions, 
new jobs) and so forth. 

There are many cultural challenges 
related to instructional design and 
approaches to teaching, training, motivat-
ing and so forth. Solutions may be as sim-
ple as offering an orientation to a topic, or 
so complex that a country-specific course 
needs to be developed. As mentioned pre-
viously, a leadership course designed for 
an American audience is likely irrelevant 
and not practicable in, say, a Chinese 
organization. American companies typi-
cally expect foreign learners to adapt to 
American styles, but they don’t realize 
how deeply different these concepts are in 

other cultures. Even instructions need to be 
placed under a cultural lens. For example, 
tone is important (direct, polite, formal or 
informal) and the level of detail desired 
varies across cultures (how much learners 
need to do and to what degree). 

Localization experts are aware of the 
technological issues that exist below the 
surface of software products and, from 
this perspective, e-learning is software — 
especially self-paced e-learning. However, 
internal training departments are usually 
completely unaware of these needs when 
they create their online courses, and thus 
will present their final products for trans-
lation and localization with technology 
that is unsuited to the target market. Thus, 
an opportunity exists for localization pro-
fessionals to educate and work with their 
e-learning clients to better prepare their 
courses from a technological standpoint.

In addition, media (audio, images, 
graphics, video) will often not reflect the 
learners’ worlds. An end-user in Vietnam, 
for example, will immediately know if the 
accents are not native in the audio content, 
if the images in scenarios or graphics were 
created in the United States or if the story 
in the video does not represent the reality 
of Vietnam business culture.

Lessons learned from BRIC  
What lessons can be learned from 

working in BRIC countries that can be 

extrapolated to the N-11s? And how does 
this affect e-learning? Cultural differences 
were identified by the 2012 Global Mobil-
ity Report “as being the primary reason 
why such countries pose challenges, and 
this accords with our own experience 
. . . We may feel that global borders are 
dissolving in the face of increased acces-
sibility to countries across the world, but 
the reality is that cultural, social and 
legal divides are still very much in force.” 
Brazil, for example, has several cultural 
characteristics in common with the United 
States: it’s individualistic, risk-taking and 
prefers working with facts over emotions. 
Russians, as well, tend to be individual-
istic and risk-taking. India and China, 
however, are completely different with 
respect to many cultural characteristics 
held by Americans. Thus, entry into some 
BRIC countries may have been less pain-
ful than others, but the most difficult 
experiences most likely reflect those to be 
expected when entering N-11 countries. 
When a company prepares to train its new 
N-11 workforce, it can expect significant 
cultural obstacles to success, unless it 
carefully considers cultural differences 
in workforce training, and especially in 
e-learning, where the human presence 
is eliminated or obscured by technology. 
Cultural audits provide the information 
and tools necessary to identify critical cul-
tural differences and how to address them.

Translation and localization profes-
sionals can help their clients be more 
successful by alerting them of these 
challenges and offering solutions before 
translation and localization efforts begin. 
Typically, a cultural audit can either help 
a client internationalize e-learning or 
help create customized solutions when 
warranted, such as in leadership courses, 
for example. You may not have the 
expertise to identify and address all of the 
critical cultural nuances, but you usually 
have the intuition or sixth sense to see 
that a client’s e-learning project has the 
potential to fail, insult or just not work 
due to cultural issues. Remember how we 
laugh when we read translations from 
another language into English that are 
full of misused words, verbatim transla-
tions of idioms and so forth? Well, that 
is exactly how e-learning looks and feels 
to the non-designing culture. However, 
e-learning that has not been culturally 
adapted is not just laughable; it interferes 
with learning, creates obstacles for end-
users and in some cases, insults them.  M
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I
It’s early morning in the village of Dhadgaon, 

Nandurbar, in Maharashtra, India, where vil-
lagers are mourning the death of a little girl. 
The child had been suffering from diarrhea for 
several days and began vomiting violently the 
night before. Her mother couldn’t access medi-
cal care until morning, and frantically tried 
everything she could to save her daughter.

She knew nothing about treating dehydration or diarrhea; 
while the Indian government distributes medical information 
pamphlets and posters to the villages, the information is almost 
always written in Hindi or English and not translated into the 
local languages. Without medical treatment, the girl passed 
away in the night. Nand Wadhwani, founding trustee of the 
Mother and Child Health and Education Trust and founder of 
HealthPhone, happened to be in the area and visited the mother 
in her hut the same day to offer his condolences. When he 
arrived, he was heartbroken to find that in her kitchen area, 
right beside her in a corner of the same hut, the mother had 
containers of sugar, salt and water: all of the ingredients neces-
sary for an oral rehydration solution that could have saved her 
child. Says Wadhwani, “This child did not die from dehydration 
caused by diarrhea. She died from a lack of access to medical 
information in her parents’ native language.”

Bridging the language gap  
If you’re reading this, you’re probably among the lucky 27% 

of internet users who have consistent access to health care 
information online in your native language. Just by virtue of 
being an English speaker, you can read an estimated 57% of 
all internet sites without second language skills or translation. 
It’s a convenience that many speakers of dominant commercial 

Medical translations  

for minority languages

Sarah Teigen

languages take for granted. If your child, friend, neighbor or 
grandparent is showing signs of illness, you can start to identify 
the symptoms and take action right away.

Villagers in Maharashtra are not so lucky. Most people in 
this region speak Marathi, the local language. Unless their par-
ents can pay to send them to expensive schools in the city, 
they will not study English or Hindi until secondary school, 
and then their overall mastery of these languages remains low. 
Importantly, those who do have an elementary level of English 
or Hindi may still struggle to understand medical vocabulary 
in a second language. To ensure comprehension of this life and 
death information, readers need to have it in their native lan-
guages. In spite of the fact that there are over 72 million native 
Marathi speakers (it’s the fourteenth most commonly spoken 
language in the world), Marathi speakers have access to only a 
very limited number of websites in their native language. For 
the villagers of Maharashtra, this makes it next to impossible to 
obtain crucial health care information when they need it.

Tragic, unnecessary deaths like this little girl’s are not unique to 
rural India. Last April, Translators without Borders (TWB) cofounder 
Lori Thicke interviewed Peter Kamande, a TWB project manager 
in Kibera, Kenya. When asked to describe the consequences of 
medical information that is not translated into local languages, 
Kamande recalled the story of a friend who died from complica-
tions following an unsafe abortion. Though her community has 
access to various birth control methods, the information about 
where to find these resources and how to use them is available 

Sarah Teigen is an intern at Translators 

without Borders, and a masters student of 

translation and interpretation at the 

Monterey Institute of International Studies.
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almost exclusively in English. When she 

got pregnant, Kamande’s friend visited a 

medical center and was given pamphlets 

of information in English. She then went 

to a pharmacy and bought medication to 

accompany her abortion. But she couldn’t 

read the pamphlets or the instructions 

for the medication. Confused, she asked 

friends to help her translate the informa-

tion. With their limited foreign language 

education, her friends mistranslated the 

medication instructions. This sequence of 

events resulted in her tragic death a few 

days later. She was just 18 years old.

Kamande expressed this frustration to 

Thicke: “If the information had maybe 

been in Swahili or a language that the 

woman understood better, preferably 

Sheng, that woman would have followed 

the correct procedure to procure a safe 

abortion or maybe even been talked out of 

the whole situation.”

The truth is, Kamande said, “We have 

many more stories like this one.” In visit-

ing with members of these rural commu-

nities, TWB representatives met hundreds 

of bright, educated people seeking the 

information they need to protect them-

selves and their families from unneces-

sary death and the spread of disease. One 

survey, carried out especially for TWB by 

Common Sense Advisory in May 2012, 

showed that 63% of African translators 

believed greater access to translated 

information could have prevented the 

death of a family member or close friend.  

The good news is that general access 

to information is becoming much more 

widespread. In addition to printed infor-

mation, many people now have regular 

internet access even in rural areas. Cell 

phones are rapidly becoming the most 

affordable and efficient way for people 

in rural and developing communities 

to access information online. Accord-

ing to BBC News, “India already has 

the third largest internet user base in 

the world after China and the US.” The 

same article states that, “Of the 120 mil-

lion internet users in India, around 20 

million are mobile-only internet users.” 

In Africa, according to Intelligent Life 

Magazine, there are already 84 million 

internet-enabled mobile phones, and it is 

predicted that 69% of mobile phones in 

Africa will have internet access by 2014. 

It is no coincidence that those with the 

most limited access to health care infor-

mation in their native languages also 

represent some of the world’s highest 

death rates from preventable causes.

In 2012, most local language speakers 

have plenty of information right at their 

fingertips; they just can’t read it.

The Wikipedia project
To address this information gap, TWB 

is teaming up with Wikipedia, Wikimedia 

Canada and major cell phone service pro-

viders to deliver essential medical infor-

mation in local languages via mobile 

phones. In order to do this, the Wikipro-

ject Medicine team first identified the top 

80 Wikipedia medical articles in English, 

each of which is viewed millions of times 

per month. Every one of these pages is 

reviewed by a team of doctors led by 

Dr. James Heilman, head of Wikimedia 

Canada, to ensure medical accuracy.  

The next step is to render the Wikipedia 

articles into simplified English. This is 

done by a team of editors from Content 

Rules, a US-based company specializing 

in content globalization that has donated 

its services to TWB. Once these simplified 

articles have been approved by Heilman’s 

medical team, they are posted by Wikime-

dia volunteers on the Simplified English 

Wikipedia site. This ensures that people 

without any medical background will be 

able to understand their content. As an 

added benefit, the simplified articles are 

much easier to translate.

With the help of translation manager 

Enrique Cavalitto and the TWB Work-

space powered by ProZ.com, volunteers 

translate the articles into their native local 

languages. Since most of the medical arti-

cles are already available in the dominant 

global languages such as English, French, 

German and Chinese, this project focuses 

on languages with almost no reliable 

medical content available. This means 

that TWB volunteers are native speakers 

of languages such as Bengali, Macedo-

nian, Dari, Gujarati and Tamil, to name 

just a few. The initial goal is to translate 

the top 80 Wikipedia articles in 80 local 

languages, which together go a long way 

toward reaching the many hundreds of 

millions of people who lack access to 

basic medical facts.

Thanks to mobile phone companies 

such as the French company Orange, 

cell phone users will have unlimited free 

access to the medical articles in their 

native languages via mobile phones. For 

parents like the mother that Wadhwani 

met in India, this accessible, free informa-

tion could mean the difference between 

losing a child and saving her life.

Meanwhile, in India, Wadhwani created 

and founded HealthPhone, a company 

that produces instructional videos with 

basic medical content and makes them 

available preloaded on mobile devices. 

Like the Wikipedia articles, these films 

provide basic, essential medical informa-

tion. Several of the films focus on helping 

new mothers take care of themselves and 

their babies. One of them explains how to 

make the rehydration solution that could 

have saved the little girl in Maharashtra. 

To assist HealthPhone, TWB volunteer 

translators are subtitling the films in as 

many local Indian languages as possible 

to ensure that access to vital health care 

information is not exclusive to the elite 

and the city dwellers. TWB, Wikipedia, 

Orange and HealthPhone are working 

together to alleviate the information gap 

that has already cost villagers like those 

of Dhadgaon, Nandurbar, too many of 

their sons and daughters.  M
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A
Africa is a continent where computational 

language applications are still largely missing. 
There are publicly available spelling check-
ers for some languages, but no more advanced 
applications such as machine translation (MT). 

While thousands of researchers work from year to year 
developing MT systems for various languages, the almost total 
neglect of African languages requires explanation.

There are two major approaches to MT: statistical and rule-
based (RBMT). Statistical methods have a number of advantages, 
including minimal human work, increasing amounts of source 
material for compiling parallel corpora, and continually increas-
ing power of computers. It would seem that statistical methods 
would win the battle, at least in the freely available MT imple-
mentations. Statistical methods already produce fairly good 
translations between languages with similar structures. There are 
two publicly available translation systems that include several 
language pairs: Google Translate and Microsoft Translator. On 
the basis of their translation results one can conclude that both 
systems rely heavily on statistical methods.

I will demonstrate how these two systems translate the Eng-
lish sentence My three clever and skilled children, who studied 

abroad, have been promoted by their respective bosses into Ger-
man: Meine drei kluge und kompetente Kinder, die im Ausland 

studiert, haben von ihren jeweiligen Vorgesetzten befördert 

worden (Google) and Meine drei kluge und geschickte Kinder, 

die im Ausland studiert, haben von ihrer jeweiligen Vorgesetzten 

gefördert (Microsoft).
The translation by Google Translate is better, but not fully 

correct. Both translations fail to translate the tense correctly 
in the relative clause. The result is even less satisfactory if the 
translation is done from English to Finnish: Nämä kolme fiksu 

ja taitava lapsia, jotka opiskelivat ulkomailla, on edistetty niiden 

pomoja (Google) and Kolme kekseliäs ja koulutettujen lasteni, joka 

opiskeli ulkomailla, on on edistettävä niiden vastaavien kenraa-

lit määrää (Microsoft). The correct translation is Minun kolme 

viisasta ja taitavaa lastani, jotka opiskelivat ulkomailla, ovat saa-

neet ylennyksen esimiehiltään. Both translations fail in selecting 
the correct case. Also, the selection of the correct gloss fails. 

Quality Swahili

machine translation

Arvi Hurskainen

If we want to translate from English to Swahili, only Google 
Translate includes this language pair: Yangu watoto watatu 

wajanja na wenye ujuzi, ambaye alisoma nje ya nchi, wamekuwa 

kukuzwa na wakubwa wao. 
The result reveals several major problems in translating between 

this language pair. Generally, Google Translate performs better from 
Swahili to English than the other way round, especially in frequent 
short phrases. However, it fails to recognize most Swahili idioms 
and other multiword expressions. Consider these examples, with the 
correct translations in parentheses:

Ndobi alipiga pasi. Launderer was a passport (Launderer 
ironed).

Kijana alichapa kazi. The boy had a good job (The youth 
worked hard).

Askari alipiga bunduki. The soldiers had a gun (The soldier 
fired/shot).

Akapigwa faini. Akapigwa fine (He/she was fined).
Gazeti lilipigwa chapa. Lilipigwa printed newspaper (Newspa-

per was printed).
Watoto walipiga kelele. Children cried (Children made noise).
Watoto walilia. Children were crying (Children cried).
Alipunga hewa Alipunga air. (He/she rested).
Nilipunga mkono Nilipunga hand. (I waved my hand).
Wajenzi walifyatua matofali Builders were fired brick. (Builders 

laid bricks).
Gazeti lililopitwa na wakati Newspaper lililopitwa time. (Out-

dated newspaper).
Habari ilipokelewa na mikono miwili Information was received 

with both hands. (Information was received with pleasure).
Viongozi waliponda mali Officials were to crush material. 

(Leaders wasted property).
However, Google Translate deals correctly with some fre-

quently occurring multiword expressions, such as Potelea mbali 

Arvi Hurskainen is professor emeritus at the 
Institute of World Cultures, University of Helsinki. 
He is specialized in African languages and has 
been working on language technology of African 
languages for 27 years. 

39-42 Hurskainen #131.indd   39 9/20/12   11:00 AM

http://www.multilingual.com


Industry Focus

|  MultiLingual  October/November 2012 editor@multilingual.com40

na vitu vyako (Perish with your things), 
Punde si punde akasema (Thereafter he 
said) and Wabunge walipiga makofi (Leg-
islators clapped their hands).

The survey of current MT systems 
reveals that except for Swahili, none of 
the truly African languages is found in 
the lists of language pairs. This is due to 
several factors. One is that the market for 
MT applications for African languages 
is considered marginal. Another reason 
may be the large number of languages 
in many African countries; the selection 
of some languages for development may 
cause political schisms. The scarcity of 
skilled researchers who master these 
languages may also contribute to the 
state of affairs.

However, the more fundamental reason 
may be that statistical translation systems 
do not give satisfactory results. Statistical 
methods require large corpus materials 
of parallel text and huge dictionaries in 
constructing translation systems. Another 
major obstacle is the big structural differ-
ence between source language (SL) and 
target language (TL). The examples above 
show that the translation of even very 
simple sentences fails.

Below I shall discuss problems in MT 
from Swahili (SL) to English (TL) and 
suggest solutions to them. In the RBMT 
approach the translation procedure is 
analysis of the SL; morphological disam-

biguation of the SL; syntactic mapping of 
the SL; isolation of multi-word expressions 
in the SL; adding the lexical glosses of the 
TL; adding morphological tags of the TL; 
semantic disambiguation of TL; construct-
ing surface forms of the TL; controlling 
word order in the TL; and the final out-
come of producing clean text in the TL.

The success of the RBMT depends on 
how well the lexical gloss plus the gram-
matical information inherited from the 
analysis of the SL provides material for 
constructing the correct surface form in 
the TL. The superb advantage of the RBMT 
method is that information anywhere in 
the sentence can be used for constructing 
the surface form.

In translating from English to Swahili 
one encounters the problem of noun 
classes. Swahili has a total of 15 noun 
classes, and these play a dominant role 
in word formation through congruence 
rules. If the noun head is present in the 
clause, the corresponding congruence 
can be constructed. But if the noun is 
replaced by a pronoun in English, which 
has no noun class system, how is it pos-
sible to construct the correct form of the 
pronoun in MT? In Swahili, pronouns 
must be marked with noun class markers.

Another major challenge is the con-
struction of the verb form, which is 
totally different in English and Swahili. 
English uses auxiliary verbs and a couple 

of inflectional forms of main verbs in 
constructing verb forms expressing tense, 
aspect or mood (TAM). In Swahili, the 
subject, relative referent and in certain 
cases object are also marked in the verb, 
and a number of verb extensions are used 
for deriving new meanings for the verb. 
When all this is combined with 15 noun 
classes, each verb may have millions 
of surface forms, and only one of them 
is correct in each case. Verbs contain a 
subject prefix (Sub), a relative prefix 
(Rel) and object prefix (Obj), all of which 
require one of the 15 noun class markers 
of the corresponding prefix set, depend-
ing on the class of the referent. The basic 
structure of the Swahili verb is Sub + 
TAM + Rel + Obj + stem + extensions + 
final vowel. The slot for extensions may 
have up to four extensions simultane-
ously. The information for constructing 
appropriate affixes is, if present, scattered 
in the sentence. If the referents for the 
subject, relative and object are nouns 
that appear in the sentence, the correct 
prefix forms can be constructed. If the 
referents are pronouns, the formation of 
correct prefix forms is more difficult. 

There are two ways to produce class 
markers. In one method, the surface form 
of the class prefix is produced directly. In 
the other method, unique class tags are 
produced first and later converted into 
surface forms. The latter method is pref-
erable because class tags are unique and 
do not contain ambiguity, as real prefixes 
might. For example, if a noun for human 
being is marked in Swahili as m wa tu 
and a noun for tree is marked as m mi ti, 
in both the surface form of the singular 
prefix is m. It is not known whether m 
represents class 1 or class 3. But if the 
markings are 1SG 2PL tu and 3SG 4PL ti, 
there is no ambiguity, and the tags can be 
used for inserting correct class prefixes 
on adjectives, numerals, pronouns and 
verbs, and finally be converted into the 
correct surface form. The use of class tags 
is particularly important in conjunction 
with nouns because the surface forms 
contain a lot of ambiguity, and the nouns 
control the congruence of prefixes and of 
all members of the noun phrase.

A simple example shows the problems 
in producing the surface form of the verb 
in translating from English to Swahili: The 

boy who was my friend has caused me a lot 

of trouble. Google Translate comes up with 
Kijana ambaye alikuwa rafiki yangu ime-

sababisha yangu mengi ya matatizo, while 
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the correct translation is Mvulana ambaye 

alikuwa rafiki yangu amenisababishia 

matatizo mengi. Google Translate fails to 
identify the correct class of the subject 
prefix, and it omits the object prefix. It also 
fails to add the applicative suffix i.

RBMT English to Swahili
I shall go briefly through the phases 

in RBMT using our initial example. The 
examples were processed using Swahili 
Language Manager (SALAMA), an envi-
ronment for developing computational 
language applications. SALAMA (www.
njas.helsinki.fi/salama) includes a mature 
MT system between the language pair 
Swahili and English. 

The sentence is analyzed with en-fdg 
of Connexor and modified to be suitable 
for further processing (Figure 1).

The glosses of Swahili are inserted. For 
nouns, the noun class tags for singular 
and plural are inserted in front of the 
noun stem. Note that some words have 
more than one reading. When the read-
ings are near-synonyms, such as in books 

and students, the most obvious reading is 
the first one in the cohort (Figure 2).

After disambiguation the sentence is as 
in Figure 3. Also the correct form of nouns, 
singular or plural, is selected. This is done 
using the tags inherited from the SL.

In the next phase, we add tags to words, 
such as verbs, pronouns, adjectives and 
numerals. The noun bosi belongs to class 
pair 5/6, but because it means a human 

being, its modifiers take the prefix of class 
pair 1/2. Rule writing for adding tags is 
counterintuitive because the word order is 
that of English and not of Swahili. Note 
that the tags are at the end of the reading 
in the order where they will be in the final 
word form (Figure 4).

The tags will be shifted to the left as 
part of the word stem (Figure 5). The plus 
mark indicates the morpheme boundary. 
The Swahili noun for children governs 
the concordance of the noun phrase, as 
well as the subject prefix and relative 
prefix of the verb jifunzA. It also gov-
erns the subject prefix of the Swahili 
verb for have been promoted that comes 
after the relative clause. It also must be 
noted that the adjective erevu takes a 
prefix but mahiri, a loan word, leaves it 
out. There are two ways of forming rela-
tive structures. One can use the pronoun 
amba plus the appropriate class marker, 
in which case relative is not marked in 
the verb. Some TAM forms allow the use 

of the relative marker in the verb. This 
solution is used in the example sentence, 
and amba is left out.

The morpheme tags will be converted 
to surface form (Figure 6). The precise form 
of the affix is affected by the phonetic 
quality of the word stem. In order to apply 
rules for changing word order, the text is 
put on one line. Also, redundant tags are 
removed (Figure 7). When reordering rules 
are applied, the text is as in Figure 8.

The sentence put into word-per-line 
format reveals the changed word order 
(Figure 9). After final cleaning, the trans-
lated sentence is Watoto wangu werevu 

na mahiri watatu, waliojifunza ng'ambo, 

wameendelezwa na mabosi wao husika, 
which is correct.

Towards hybrid methods
With the previous example, I have 

attempted to demonstrate some fun-
damental problems in developing MT 
applications. Although the words used 
in the example occur frequently in texts 
(in the top 12% of the frequency list of 
30,000 lexical words), translation by 
Google Translate fails. For a language 
such as Swahili, with millions of possible 
verb forms for each verb, it is practically 
impossible to find translation examples 
for each case in the corpus. The same 
concerns exist for complex noun phrases. 
The concordance and word order in them 

follow strict rules, but it is impossible to 
figure out the rules without having ana-
lyzed the sentence first.

Although statistical methods in MT 
dominate in the market, it is hard to see 
significant advances in developing MT 
applications between African languages 
and English or French using these meth-
ods. One argument for using statistical 
methods is that they are quick, cheap 
and do not require much expertise. They 
are quick and fun to a certain degree, but 
to improve the performance significantly 
is very tedious.

It is also claimed that RBMT methods 
are expensive because they require a lot 
of manpower and high expertise, both 
in the linguistics of the languages con-
cerned and in programming skills. That is 
true, but at the same time we have thou-
sands of human translators doing the 
dull job of translating all sorts of texts 
manually. Why not invest in developing 
high-quality MT applications and make 
their jobs easier?

It is likely that the development leads 
to a kind of hybrid solution, where rule-
based methods form the basis of transla-
tion, and statistical methods are used to 
resolve cases for which rules cannot be 
written, and to enhance the fluency of 
translation. For example, SYSTRAN, one 
of the leading vendors on the market, 
has ended up with this solution.  M

39-42 Hurskainen #131.indd   41 9/20/12   11:00 AM

http://www.njas.helsinki.fi/salama
http://www.njas.helsinki.fi/salama
http://www.multilingual.com
mailto: technical@tbmsystem.com
http://ECI.TBMSystem.com


Industry Focus

|  MultiLingual  October/November 2012 editor@multilingual.com42

Figure 1:
"<My>" "i" %A> PRON PERS GEN SG1
"<three>" "three" %QN> NUM CARD
"<clever>" "clever" %A> A ABS
"<and>" "and" %CC CC
"<skilled>" "skilled" %A> A ABS
"<children>" "child" %SUBJ N NOM PL
"<,>" ","
"<who>" "who" %SUBJ <Rel> PRON WH NOM
"<studied>" "study" %+FMAINV V PAST
"<abroad>" "abroad" %ADVL ADV
"<,>" ","
"<have>" "have" %+FAUXV V PRES
"<been>" "be" %-FAUXV EN
"<promoted>" "promote" %-FMAINV EN
"<by>" "by" %ADVL PREP
"<their>" "they" %A> PRON PERS GEN PL3
"<respective>" "respective" %A> A ABS
"<bosses>" "boss" %<P N NOM PL
"<.>" "."

Figure 2:
"<My>"
 "i" { mimi } %A> PRON PERS GEN SG1
 "i" { angu } %A> PRON PERS GEN SG1
"<three>" "three" { tatu } INFL %QN> NUM CARD
"<clever>" "clever" { erevu } INFL-C %A> A ABS
"<and>" "and" { na } %CC CC
"<skilled>" "skilled" { mahiri } UNINFL %A> A ABS
"<children>"
 "child" { 1SG 2PL toto } %SUBJ N NOM PL
 "child" { 1SG 2PL ana } %SUBJ N NOM PL
 "child" { 9SG 10PL akilimali } %SUBJ N NOM PL
"<,>" ","
"<who>"
 "who" { amba } %SUBJ <Rel> PRON WH NOM
 "who" { NOGLOSS } %SUBJ <Rel> PRON WH NOM
"<studied>"
 "study" { jifunzA } %+FMAINV V PAST
 "study" { somA } %+FMAINV V PAST
"<abroad>" "abroad" { ng'ambo } %ADVL ADV
"<,>" ","
"<have>"
 "have" { -wa na } %+FAUXV V PRES
 "have" { AUX } %+FAUXV V PRES
"<been>"
 "be" { wA } %-FAUXV EN
 "be" { kuwA } %-FAUXV EN
 "be" { AUX } %-FAUXV EN
"<promoted>"
 "promote" { endelezA } %-FMAINV EN
 "promote" { promoti } %-FMAINV EN
"<by>" "by" { na } %ADVL PREP
"<their>"
 "they" { wao } %A> PRON PERS GEN PL3
 "they" { ao } %A> PRON PERS GEN PL3
"<respective>"
 "respective" { husika } UNINFL %A> A ABS
"<bosses>"
 "boss" { 5SG 6PL bosi } HUM %<P N NOM PL
 "boss" { 5SG 6PL bwanamkubwa } HUM %<P N NOM PL
 "boss" { 5SG 6PL bwamkuu } HUM %<P N NOM PL
"<.>" "."

Figure 3:
"<My>" "i" { angu } %A> PRON PERS GEN SG1
"<three>" "three" { tatu } INFL %QN> NUM CARD
"<clever>" "clever" { erevu } INFL-C %A> A ABS
"<and>" "and" { na } %CC CC
"<skilled>" "skilled" { mahiri } UNINFL %A> A ABS
"<children>" "child" { 2PL toto } %SUBJ N NOM PL
"<,>" ","
"<who>" "who" { NOGLOSS } %SUBJ <Rel> PRON WH NOM
"<studied>" "study" { jifunzA } %+FMAINV V PAST
"<abroad>" "abroad" { ng'ambo } %ADVL ADV
"<,>" ","
"<have>" "have" { AUX } %+FAUXV V PRES
"<been>" "be" { AUX } %-FAUXV EN
"<promoted>" "promote" { endelezA } %-FMAINV EN
"<by>" "by" { na } %ADVL PREP
"<their>" "they" { ao } %A> PRON PERS GEN PL3
"<respective>" "respective" { husika } UNINFL %A> A ABS
"<bosses>" "boss" { 6PL bosi } HUM %<P N NOM PL
"<.>" "."

Figure 4:
"<My>" "i" { angu } %A> PRON PERS GEN SG1  G-2
"<three>" "three" { tatu } INFL %QN> NUM CARD  NUM-2
"<clever>" "clever" { erevu } INFL-C %A> A ABS  A-2
"<and>" "and" { na } %CC CC
"<skilled>" "skilled" { mahiri } UNINFL %A> A ABS
"<children>" "child" { 2PL toto } %SUBJ N NOM PL
"<,>" ","
"<who>" "who" { NOGLOSS } %SUBJ <Rel> PRON WH NOM
"<studied>" "study" { jifunzA } %+FMAINV V PAST  SP-2 TAM-li REL-2
"<abroad>" "abroad" { ng'ambo } %ADVL ADV
"<,>" ","

"<have>" "have" { AUX } %+FAUXV V PRES
"<been>" "be" { AUX } %-FAUXV EN
"<promoted>" "promote" { endelezA } %-FMAINV EN  SP-2 TAM-me PASS
"<by>" "by" { na } %ADVL PREP
"<their>" "they" { ao } %A> PRON PERS GEN PL3 G-2
"<respective>" "respective" { husika } UNINFL %A> A ABS
"<bosses>" "boss" { 6PL bosi } HUM %<P N NOM PL
"<.>" "."

Figure 5:
"<My>" "i" { G-2+angu } %A> PRON PERS GEN SG1
"<three>" "three" { NUM-2+tatu } INFL %QN> NUM CARD
"<clever>" "clever" { A-2+erevu } %A> A ABS
"<and>" "and" { na } %CC CC
"<skilled>" "skilled" { mahiri } UNINFL %A> A ABS
"<children>" "child" { 2PL toto } %SUBJ N NOM PL
"<,>" ","
"<who>" "who" { NOGLOSS } %SUBJ <Rel> PRON WH NOM
"<studied>" "study" { SP-2+TAM-li+REL-2+jifunzA } %+FMAINV V PAST
"<abroad>" "abroad" { ng'ambo } %ADVL ADV
"<,>" ","
"<have>" "have" { AUX } %+FAUXV V PRES
"<been>" "be" { AUX } %-FAUXV EN
"<promoted>" "promote" { SP-2+TAM-me+endelez+w+A } %-FMAINV EN
"<by>" "by" { na } %ADVL PREP
"<their>" "they" { G-2+ao } %A> PRON PERS GEN PL3
"<respective>" "respective" { husika } UNINFL %A> A ABS
"<bosses>" "boss" { 6PL bosi } HUM %<P N NOM PL
"<.>" "."

Figure 6:
"<My>" "i" { w+angu } %A> PRON PERS GEN SG1
"<three>" "three" { wa+tatu } INFL %QN> NUM CARD
"<clever>" "clever" { w+erevu } %A> A ABS
"<and>" "and" { na } %CC CC
"<skilled>" "skilled" { mahiri } UNINFL %A> A ABS
"<children>" "child" { wa+toto } %SUBJ N NOM PL
"<,>" ","
"<who>" "who" { NOGLOSS } %SUBJ <Rel> PRON WH NOM
"<studied>" "study" { wa+li+o+jifunzA } %+FMAINV V PAST
"<abroad>" "abroad" { ng'ambo } %ADVL ADV
"<,>" ","
"<have>" "have" { AUX } %+FAUXV V PRES
"<been>" "be" { AUX } %-FAUXV EN
"<promoted>" "promote" { wa+me+endelez+w+A } %-FMAINV EN
"<by>" "by" { na } %ADVL PREP
"<their>" "they" { w+ao } %A> PRON PERS GEN PL3
"<respective>" "respective" { husika } UNINFL %A> A ABS
"<bosses>" "boss" { ma+bosi } HUM %<P N NOM PL
"<.>" "."

Figure 7:
( "<My>" { w+angu } PRON PERS GEN SG1 ) ( "<three>" { 

wa+tatu } INFL NUM CARD ) ( "<clever>" { w+erevu } A ABS ) ( 
"<and>" { na } CC ) ( "<skilled>" { mahiri } UNINFL A ABS ) ( 
"<children>" { wa+toto } N NOM PL ) ( "<,>" "," ) ( "<who>" { 
NOGLOSS } <Rel> PRON WH NOM ) ( "<studied>" { wa+li+o+jifunzA 
} V PAST ) ( "<abroad>" { ng'ambo } ADV ) ( "<,>" "," ) ( 
"<have>" { AUX } V PRES ) ( "<been>" { AUX } EN ) ( "<pro-
moted>" { wa+me+endelez+w+A } EN ) ( "<by>" { na } PREP ) ( 
"<their>" { w+ao } PRON PERS GEN PL3 ) ( "<respective>" { 
husika } UNINFL A ABS ) ( "<bosses>" { ma+bosi } HUM N NOM PL 
) ( "<.>" "." )

Figure 8:
( "<children>" { wa+toto } N NOM PL ) ( "<My>" { w+angu 

} PRON PERS GEN SG1 ) ( "<clever>" { w+erevu } A ABS ) ( 
"<and>" { na } CC ) ( "<skilled>" { mahiri } UNINFL A ABS 
) ( "<three>" { wa+tatu } INFL NUM CARD ) ( "<,>" "," ) ( 
"<who>" { NOGLOSS } <Rel> PRON WH NOM ) ( "<studied>" { 
wa+li+o+jifunzA } V PAST ) ( "<abroad>" { ng'ambo } ADV ) ( 
"<,>" "," ) ( "<have>" { AUX } V PRES ) ( "<been>" { AUX } EN 
) ( "<promoted>" { wa+me+endelez+w+A } EN ) ( "<by>" { na } 
PREP ) ( "<bosses>" { ma+bosi } HUM N NOM PL ) ( "<their>" { 
w+ao } PRON PERS GEN PL3 ) ( "<respective>" { husika } UNINFL 
A ABS ) ( "<.>" "." )

Figure 9:
"<children>" { wa+toto } N NOM PL 
"<My>" { w+angu } PRON PERS GEN SG1 
"<clever>" { w+erevu } A ABS 
"<and>" { na } CC 
"<skilled>" { mahiri } UNINFL A ABS 
"<three>" { wa+tatu } INFL NUM CARD 
"<,>"  "," 
"<who>" { NOGLOSS } <Rel> PRON WH NOM 
"<studied>" { wa+li+o+jifunzA } V PAST 
"<abroad>" { ng'ambo } ADV 
"<,>"  "," 
"<have>" { AUX } V PRES 
"<been>" { AUX } EN 
"<promoted>" { wa+me+endelez+w+A } EN 
"<by>" { na } PREP 
"<bosses>" { ma+bosi } HUM N NOM PL 
"<their>" { w+ao } PRON PERS GEN PL3 
"<respective>" { husika } UNINFL A ABS 
"<.>"  "."

RBMT processing of a sentence
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Localization: The global

pyramid capstone 

Richard Sikes

S
Several years ago, I was called by a recruiter 

to interview for a job with a major Canadian 
manufacturer of airplane components. It seems 
that the hiring manager had spotted the keyword 
globalization in my online résumé, and because 
the company was embarking on a globalization 
initiative, he thought I might be an ideal candi-
date for the position. I went to the interview. 

In short order, we determined that in their corporate uni-
verse, globalization meant imprinting the stamp of how things 
were done in the mother ship organization on all associated 
organizations around the world. I quickly explained that in my 
international software development and marketing universe, 
globalization meant reaching out to understand what users 
in cultures other than my own desired and then to evangelize 
incorporating those attributes in products destined for those 
markets. Needless to say, it was a short interview!

The attitude displayed by the hiring company may be use-
ful in some situations, but to me, it embodied much of what 
has given globalization a bad name. It also pointed to another 
issue that I have observed closer to home: even in our relatively 
knowledgeable and harmonious world of software localization, 
substantial discrepancies exist in what industry participants 
understand about how globalization differs from internation-
alization, and how both of these two differ from localization 
(Figure 1).

Globalization
My definition of globalization stems from an experience I 

had while serving as director of globalization for a large soft-
ware company. When I took the job, one of the first things I 
was told was that Japan was a problem. Exactly why it was a 
problem was not clear to the hiring manager, since the company 
had recently completed a localization of the flagship product at 
great expense, and shouldn’t the office be pleased?

So, as one of my first tasks in my new job, I set about contact-
ing the Japanese office to find out what was wrong with the 
product. After a relatively short delay, they responded with a list 
of 1,600 issues! I found this to be somewhat overwhelming, so 
I tried to focus in on prioritization. Due to some factors outside 
the scope of this article, the prioritization effort took some time, 
so the next actual event in the saga turned out to be a visit from 
two representatives from the Japanese office to our headquarters. 

After we had gotten acquainted, they asked, “The document 
set for this product consists of 24 manuals, correct?” “Yes,” I 
replied. “And you have localized five of the 24 books?” “Yes,” 
I again replied, “in order to keep costs contained, our product 
management group decided that we would localize only those 
five.” “And the Reference Manual is not included in the five?” 
they asked. “Correct!” I confirmed. “Why not?” they asked. “The 
Reference Manual is the only one that we want in Japanese!”

It was immediately apparent to me that our product manage-
ment team had made a decision that was based on insufficient 
due diligence. While the decision to localize the five manuals may 
have been appropriate for some target locales, it most certainly 
was not for Japan. In fact, the result was a double whammy. Not 
only was dissatisfaction created, but a substantial sum of money 
was wasted translating unwanted manuals. As it turned out, the 
missing manual was the one and only issue of importance; the 
remaining 1,599 identified deficiencies could have been lived 
with, for one release anyway, if only the desired manual had 
been translated.

This anecdote illustrates my point that globalization must, to 
some extent at least, involve a degree of investigation into what 
foreign markets require and, conversely, that international prod-
uct development without globalization at its foundation is a recipe 

Richard Sikes has been immersed in technical 
translation and localization for over 25 years. He 

has worked on the supplier and the buyer side of the 
industry, and is known as an author, speaker and 

mentor. He holds three academic degrees: a BA in 
fine arts, Diplom Betriebswirt (FH) and an MBA.
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for failure. For this reason, globalization 
builds the bottommost and widest tier 
in the pyramid that is the mental model 
described in this article. But globalization 
does not only consist of offshore market 
research. Rather, it should be considered 
more closely synonymous with overall 
corporate investment strategy. By this, I 
mean investment strategy in the widest 
sense of the concept — not only invest-
ment in the financial sense, but the effort 
that employees invest in everything they 
do. Globalization should be considered a 
mindset as much as a task set.

I once was asked to prepare a con-
sulting proposal to evaluate localization 
processes for a well-known and success-
ful company in the telecom space. My 
proposal was not accepted at the time, 
however, because the company decided 
to purchase a content management sys-
tem (CMS) for its English content prior 
to exploring its localization practices. It 
never occurred to management that han-
dling localized content and adapting to 
localization workflows might be a critical 
factor in its choice of CMS, and thus glo-
balization was not in the forefront of the 
decision-makers’ minds as the company 
considered this investment.

Based on the notion that globaliza-
tion is a mindset, international market 
research is only one piece in a much 
larger mosaic and should not be carried 
out in isolation or “thrown over the wall” 
to another department, as is sometimes 
done with program code. Quite to the 
contrary, regional market considerations 
should be treated as an integral part of 
marketing plans created by a central-
ized marketing organization. Target 
locales should be grouped in tiers based 
on quantitative analysis, and a business 
case mentality must prevail, especially in 
the case of emerging markets. This will 
promote product planning with diverse 
markets in mind.

Creating a business case for product 
investment requires additional layers 
of support in the finance or accounting 
departments. It has always amazed me to 
learn how many companies do not track 
their revenues with sufficient interna-
tional granularity to know whether the 
criteria set out in business case justifica-
tions are actually met. In my experience, 
it is sadly typical that companies do not 
know how much revenue can be attrib-
uted to localized products. At best, they 
may know how much revenue comes 
from products sold in certain regions, but 
there is no distinction between English 
and localized products sold. This simply is 
not tracked, nor is there any infrastructure 
for tracking or mining such vital data. 
Most companies either “fly blind” based 
on imperfect, unverified assumptions, or 
they employ the “localize for whomever 
screams the loudest” method of decision-
making. This is partly an offshoot of the 
practice of sales personnel being compen-
sated by revenue rather than profitability, 
and it may be considered an unnecessary 
burden during periods of robust business 
growth. However, in leaner times such as 
we have as of this writing, it is a short-
sighted policy.

An additional attribute of the glo-
balization mindset is the conceptual 
treatment of English product offerings 
as a subset of a generic, locale-neutral 
product. This is a tough mental leap for 
most North Americans to make, although 
there is hope on the horizon. The growing 
influence of the Hispanic population, for 
example, has caused numerous US-based 
businesses to consider Spanish as a lan-
guage with an importance and personal-
ity of its own approaching that of English. 
This, by definition, requires a whole new 
level of awareness on the part of strategic 
planners.

In the software world, target markets 
are generally farther afield, and compa-

nies are represented by offices located 
abroad. These offices are valuable sources 
of information but, all too often, the 
information flow is in one direction only 
— from headquarters to the field. This 
is counterproductive. In a world where 
information is power, the globalization-
oriented company cultivates a culture of 
ongoing and extensive liaisoning with 
resources all over the world, intelligently 
leveraging information gleaned from that 
interaction by folding it into up-front 
product planning. 

The choice of representation in foreign 
markets is also very much a part of glo-
balization. There are many options; chan-
nel strategy is a long-term decision with 
many implications. One company that I 
know of has blithely opened and closed 
offices in Japan multiple times based on 
short-term results, apparently unaware 
that each vacillation in policy further 
undermined their credibility with local 
partners. While companies presumably 
never enter markets with the intention of 
failing, they frequently do fail to proac-
tively consider an exit strategy in their 
up-front planning. Even this pessimistic, 
risk-oriented activity belongs to due dili-
gence activities of globalization.

Internationalization
Internationalization, the act of mak-

ing a company’s products localizable, is 
sometimes called localization engineer-
ing. This latter term is unsatisfactory 
for several reasons, most prominently 
because it implies that the task set is 
different than core development and, by 
extension, done by different people and, 
perhaps, at a different time. But it is also 
not broad enough. Internationalization 
need not only refer exclusively to cod-
ing practices as localization engineering 
implies; it might also be applied to such 
tasks as allowing sufficient white space in 
source documentation for text expansion 

GLOBALIZATION
Expansion of marketing strategies to address regional requirements of all kinds

INTERNATIONALIZATION
Engineering a product to enable efficient adaptation to local requirements

LOCALIZATION
Adapting software and accompanying materials to suit target-market locales

Figure 1 (left): The global pyramid. Figure 2 (right): The cost of localization increases if internatioinalization and globalization have not been done properly.

GLOBALIZATION
(Localization enablement)

INTERNATIONALIZATION
(Business decisions)

LOCALIZATION
(Adaptation/translation)

Visible cost
generation

Invisible cost
generation
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or architecting a website so that localized 

content can be easily added.

When performed proactively, interna-

tionalization is conceptually very similar 

to a real option. A real option is the right 

or the ability, but not the obligation, to 

do something at some point in the future. 

One purchases this future advantage 

through a current investment, and hence 

it has a calculable dollar value. Think of 

an entrepreneur who purchases a plot 

of land alongside a country road where, 

someday, residential development will 

occur. She builds a small service station 

and car dealership. She doesn’t invest 

too much money in the current facil-

ity because she doesn’t know exactly 

when the development will occur and, of 

course, there is always some risk that it 

might not. But what she does do is buy an 

option to purchase a parcel of land next 

door at a predetermined price at some 

future date. This guarantees that she can 

expand the facility if she wishes, but does 

not obligate her to purchase the land if 

the development does not materialize.

Within the context of product develop-

ment, proactive internationalization simply 

provides the option for a company to cost-

effectively localize at some future time. 

Future localization of proactively interna-

tionalized products becomes much more 

cost-effective because product components 

do not have to go through a disruptive 

and time-consuming retrofitting process to 

support a decision to launch sales in a new 

market. Avoidance of the disruption causes 

turnaround time from decision to delivery 

to be substantially shorter, and therefore 

revenue gains occur sooner.

Internationalization of software con-

sists of three basic task types, each sup-

ported by numerous subtasks. The first of 

these is the removal of cultural assump-

tions from software design. The second is 

architectural separation of the presenta-

tion layer from the business logic layer. 

The third is implementation of support 

for global norms such as character sets or 

accounting procedures. 

Removal of cultural assumptions is 

somewhat easier said than done. Such 

assumptions are not made by software 

developers out of malice but, rather, 

through understandable ignorance, albeit 

also sometimes out of time pressure. 

Many North Americans are unfamiliar 

with norms in other countries. For exam-

ple, developers trained at US institutions 

simply may not realize that decimal sepa-

ration is actually indicated by commas 

in much of the world. Unfortunately, few 

university computer science departments 

teach the principles of internationaliza-

tion, so one can hardly fault the gradu-

ates of those institutions. Another highly 

prevalent category of cultural assump-

tions are those surrounding generic lin-

guistic issues. Lack of understanding of 

text expansion is one of these, as is how 

unresolvable grammatical paradoxes can 

be created by string concatenation.

There is a plethora of issues here but, 

for simplicity’s sake, let it be said that the 

goal of internationalization is to create 

a locale-neutral product. This is done 

by creating virtual “layers” of program 

code that are discrete from one another. 

These layers have different functions. 

The “presentation” layer is that which the 

user sees and interacts with. The “busi-

ness logic” layer is the area of code that 

is the functional “guts” of the program. 

In simple words, that’s where the pro-

gram does whatever it does. There may 

also be a “database” layer, where data is 

stored and from where it is retrieved. In 
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most programs, data is transferred back 
and forth between these layers, so it is 
not only the program code that defines 
operations within these layers that is 
important, but also the transport mecha-
nisms between the layers that require 
scrutiny for internationalization support.

One problem occurs when these lay-
ers are not cleanly separated from one 
another. Symptomatic of this kind of 
problem is when localization of the pre-
sentation layer causes malfunction within 
the business logic layer. An example I 
once encountered was the usage of the 
terms high, medium and low from the 
presentation layer which were taken into 
the business logic layer for comparison 
with the volume settings that modems 
reported using those same English words. 
One can easily imagine what happened 
when the presentation layer was trans-
lated: the comparison test failed every 
time because the presentation layer used 
different words, resulting in the inability 
of the user to accurately determine or set 
the modem volume.

An example of problems resulting 
from poorly internationalized transport 
mechanisms is another issue I recently 
encountered. The product consisted of a 
Windows client that drew its strings from 
a UNIX back-end server and also used 
a similar UNIX server to store data. The 
developers failed to realize that there are 

character encoding differences between 
the two operating systems. The code that 
transferred data back and forth between 
these two platforms therefore failed to 
properly convert strings pulled from 
the UNIX server to populate the user 
interface (UI), resulting in a nonsensical 
UI. It also failed to properly store and 
return data entered by the user. Since 
some of the data entered was the user’s 
password, logging on to the application 
failed when the user name or password 
contained characters corrupted by the 
transport process.

Fortunately, many of these kinds 
of functional problems can be easily 
exposed by pseudo-localization. This 
technique involves using software tools 
to simulate translation of presentation 
layer program code that is then sent for 
testing. This brings up the subject of 
when, in the development process, testing 
for international support should be car-
ried out and how extensive it should be. 
Many companies push this into the func-
tional area of localization, but it does not 
belong there. Even companies that do not 
localize may wish to sell their products in 
non-English-speaking locales. Therefore, 
the products should fully support the 
functional requirements of those locales. 

Pseudo-localization is one strategy to 
proactively test for international support, 
but it cannot cover all cases. Functional 

requirements need to be derived from 
the globalization strategy, as previously 
described, and then tested against during 
the core code development process.

One such example from my past 
involved 128-bit data encryption algo-
rithms that were built into a product my 
employer produced at the time. Among 
other markets, the product was intended 
for sale in France. At that time, 128-bit 
encryption was illegal in France, so 
internationalization in this case included 
building in the capability to suppress this 
feature for French as well as for English 
product builds shipping to that region. 
While this example is somewhat exotic, 
internationalization of core products may 
come up in many other more mundane 
contexts, such as currency format sup-
port, date and time formatting, business 
logic rules such as application of value-
added tax and a wide range of other 
product attributes that have nothing to do 
with localization in the linguistic sense.

It is highly disruptive, time consuming 
and therefore expensive to go back and 
retrofit program code to be internation-
alized after a product is released. This 
generally involves branching the code. 
One branch will contain developments of 
new features and bug fixes to currently 
available versions, and may not be inter-
nationalized. The other branch contains 
changes to enable internationalization 
support. Then, at some point, the code 
must be merged and regression tested. 
Many companies follow this pattern, as 
pressure to release quickly to home-turf 
markets supersedes longer-range vision. 
But this is really akin to offloading 
development debt to the future. A far bet-
ter and, in the long run, less expensive 
and more flexible practice is to accept 
a small amount of ongoing overhead 
to internationalize from day one in the 
development cycle. This ensures two vital 
factors: flexibility to localize quickly at 
any time and a gradual lessening of the 
internationalization learning curve as 
developers incorporate best practices into 
their daily work.

So far, we have discussed interna-
tionalization primarily in the context 
of software coding, but a quick detour 
to other areas of product develop-
ment is worthwhile. One that comes 
to mind immediately is allowing suf-
ficient white space in documentation to 
absorb language growth without causing 
pagination changes. This is rather like UI 
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design. It is sometimes hard to convince 
technical writers that white space is their 
friend, but it is definitely the friend of 
the localizer and the CFO. Desktop pub-
lishing is expensive; a lot of time and 
money can be saved if translated docu-
mentation does not require repagination. 
Not having to repaginate can mitigate 
another unfortunate phenomenon that 
sometimes occurs: the separation of 
screenshots from descriptive text. In 
recent years, we have moved away from 
extensive documentation sets, but in the 
“olden days” when I cut my localization 
teeth, hard-coded page references were 
a big problem. These always had to be 
double-checked and adjusted in the 
final localized books because language 
growth caused the original page refer-
ences to be inaccurate. Better authoring 
software, topic-based authoring and the 
migration to electronic documentation in 
recent years have largely eliminated this 
problem in today’s localization arena.

And, finally, internationalization 
can be carried into such areas as col-
lateral material. I remember one graphic 
design product that had an extensive 
tutorial whose central theme was about 
creating a poster promoting aluminum 
can recycling. Our Nordic office had to 
completely replace this tutorial because 
aluminum cans were not sold in its 
region; hence, customers would have no 
idea what the tutorial was about. Choice 
of a more internationally generic central 
theme might have saved the company, 
or at least that regional office, a sub-
stantial amount of money. Then there is 
the whole area of advertising, whereby 
comparative ads are forbidden in some 
locales. Whether this kind of issue falls 

into the category of internationalization 
or that of localization is less clear, and 
there are many associated questions, not 
the least of which is who owns corporate 
identity: headquarters or the regional 
offices.

Localization
This brings us to localization. It is no 

accident that this area of the pyramid is 
the smallest. If globalization and inter-
nationalization as previously discussed 
are thoroughly executed, then a founda-
tion is built that ensures that the effort 
required for localization is minimized. 
But let’s look at what localization is. I 
prefer the following definition: localiza-
tion is the process of adapting products 
and accompanying materials to suit a 
target-market locale with the goal of 
making the product transparent to that 
locale, so that native users interact with 
it as if it were developed there and for 
that locale alone.

Given that globalization defines a 
product’s requirements and internation-
alization makes a product localizable, 
localization simply becomes a matter of 
imposing regional context upon a locale-
neutral product. By definition, this usually 
involves translation, but it may not. For 
example, the creation of Microsoft Money 
98 for the Canadian market required 
authoring of content that was relevant 
to Canadian wealth management, many 
attributes of which are different from its 
American counterpart. In this context, 
content creation was localization, not 
internationalization, although no transla-
tion was involved. Internationalization 
was the product design that allowed 
effortless substitution of Canadian con-

tent in place of the original American 
content.

Localization may involve imposing 
functional constraints on products. Earlier 
in this article I mentioned a case involving 
128-bit encryption. The generic, interna-
tionalized version of the product could 
have either 128-bit or 64-bit encryption 
enabled. The localized version had only 
64-bit encryption available to the user, and 
most of the product shipped to the locale 
was also translated into French.

The notion held by many a senior 
manager is that localization is excessively 
expensive. This is because cost generation 
in the globalization and internationaliza-
tion layers of the pyramid is not readily 
visible. But inefficiencies created by poorly 
executed upstream activities adversely 
affect those downstream, resulting in 
greater overall cost (Figure 2). If company 
management complains that localization 
costs are too high, then the first place to 
look is not at the localization activities 
or unit prices but, instead, at the bottom 
and second layers of the pyramid. Unfor-
tunately, this is far too frequently not well 
understood by C-level management.

Client-side localization project man-
agers and solution architects at larger 
technology and linguistic service vendors 
tend to be the corporate resources that 
have the broadest viewpoint and greatest 
understanding of how the layers in the 
pyramid model affect one another. There 
are numerous strategies that may be 
employed to evangelize the relationship 
between the model’s layers. 

I envision the localization manager in 
a fragile canoe paddling upstream from 
a sea of localized deliverables, straining 
against the prevailing corporate current 
of conflicting goals and budgetary con-
straints, navigating through rapids and 
narrows of internationalization, all the 
way to the distant peaks of globalization 
decisions that reside in some faraway 
corner office. Indeed, a lot of effort is nec-
essary and the journey can be daunting. 
It can require perseverance and patience. 
But it can be equally fascinating if one 
is not afraid to get wet once in a while! 
Along the way, the pyramid model can 
be used as a secure anchor as well as a 
powerful, easily understood metaphor for 
charting direction and progress. May it 
serve you well!  M

This is an updated version of an arti-
cle that was published in MultiLingual’s 
April/May 2009 Getting Started Guide.
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The growing market of

global information consumers

Benjamin B. Sargent 

E
Enterprise translation buyers scrutinizing 

their annual spend should feel confident that 

the potential return on investment for trans-

lation and localization has expanded rapidly, 

and is likely to continue doing so for the fore-

seeable future. Figure 1 demonstrates how the 

long tail of languages plays out online in order 

to reach worldwide customers. However, the 

global information revolution goes way beyond 

that, and by extension it is clear that printed 

word translations also show an expanding 

commercial value due to the global explosion 

of information consumers. 

While in Western Europe and North America, the so-called 
middle class appears to be in crisis, everywhere else in the 
world it is growing quickly. Middle-class households in Africa 
will double by 2020. The middle class in India will rise from 
150 to 600 million by 2030. Goldman Sachs predicts that two 
billion people will join the middle class by 2030.

Joining the ranks of the middle class means gaining access 
to computers and mobile devices with internet access. In turn, 
access to the internet changes our engagement with content. 
Becoming an information consumer changes how we learn 
about products and services. As consumers and employees, 
we begin to access services online, in private networks, or on 
mobile phones. We engage with products and services, with 
companies and brands via digital content, and by joining social 
networks we enter into broader circles of influence with other 
information consumers. Participating in online social networks 
alters how we share what we know with others. Our exposure 

to products, services, brands and economic exchanges radically 
increases.

In the past two years, the economic potential addressable 
through online communication has risen from $36.5 trillion 
to $44.6 trillion, a staggering sum. Only a third of that total 
is addressable in English as a native tongue. As more of the 
world’s people adopt the ways of the information consumer, 
the value of translation will continue to grow. The number of 
“big languages” on the web has grown from an initial few; now 
product and service companies require at least 12 languages to 
reach 80% of the online population. It takes 13 languages to 
address 90% of the world’s online spending power. The long 
tail of languages is starting to assert its power.

Social media marketing, with its significantly more effective 
and cost-efficient means of influencing both consumer and 
business purchasing behaviors, will soon require coordinated 
activities in 30, 40 and eventually 50+ languages. While the 
task of managing product and information releases across so 
many languages is daunting, market planners must recognize 
that the greater effort is already being offset by increased 
benefits derived from the expanding e-GDP values for each 
translation done.

It’s high time for enterprise planners and marketers to get 
serious about language assets and managing the translation 
business process. For language service providers and other 
localization practitioners it’s a good time to be in the language 
business.  M

Benjamin B. Sargent is a senior analyst and content 

globalization strategist with Boston-area research 

and consulting firm Common Sense Advisory. 

49-50 SargentCSA#131.indd   49 9/20/12   11:04 AM

http://www.multilingual.com


Core Focus

|  MultiLingual  October/November 2012 editor@multilingual.com50

Outstan
ding

Localiz
ation

Translation & Localization

I translation and localization 

I proofreading 

I company-specif c glossaries 

I post-editing services

I project management 

I desktop publishing 

Your German Language Specialist

Cologne, Germany              Tel +49(0)221 801 928-0              www.rheinschrift.de

Figure 1: The languages needed to reach the online world.
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Localization for 

the long tail: Part 1 

David Filip

T
This is Part 1 of a series focusing on long tail 

localization.

Traditionally, volunteerism and professionalism 
have been perceived in opposition. Nevertheless, 
in present day collaborative environments, this 
distinction is increasingly blurred. By no means 
could we define a volunteer as someone who 
delivers lower quality. Often volunteers working 
for various good causes are motivated to perform 
at their very best standard, as they are emotionally 
engaged with the causes and, because their work 
is often highly visible, they would not dare to 
perform suboptimally. 

The cluster of notions related to the term prosumer plays a 
prominent role here. Prosumer is a portmanteau word first coined 
by futurologist Alvin Toffler in the early 1980s as a contraction of 
proactive consumer, and most often refers to hobbyists who per-
form basically on par with professionals. In the context of covering 
the long tail of minority languages, prosumer localizers are proac-
tive, as they do not rely on official institutions or corporations 
to create specialized terminology. They also more often than not 
display a high degree of professionalism. 

It can be said that survival of languages under a certain  
threshold number of speakers depends on formation of the prosumer 
localization communities. The market forces generated, say, by less 
than a million speakers are not strong enough to fund commercial 
localization and translation of key technology stacks and bodies 
of knowledge. The activism of prosumers is driven by highly emo-
tional factors, and activist prosumers are usually very well aware 

that their effort is the only force that can put their mother tongue 
into the context of full-fledged cultural languages — in other words, 
to prevent its slow and unmanaged death. Localizations of Wikipe-
dia, core open source or corporate technology stacks (such as Linux 
operating system, Microsoft Windows, gmail, Libre Office, Firefox) 
are just a few examples of formational localization projects that 
have been known to lead to conceptions of modern technology-
ready versions of minority languages in emerging regions.

In our industry the volunteerism and prosumer debates had 
often been grotesquely shrunk into the so-called issue of transla-
tion crowdsourcing, and professional translators feel threatened 
by the price pressure of the “free alternatives” to their professional 
services. This is, of course, an oversimplification, because building 
a working machine translation (MT) or crowdsourcing solution is 
known to have steep investment requirements and despite popular 
belief there is ongoing cost associated with keeping them running. 
This is also the reason why prosumerism in localization cannot be 
confined to the area of translation. Volunteerism needs to perme-
ate the whole organizational structure or network to keep minority 
localizations running in terms of infrastructure coordination, but 
also the baseline standardization of orthography, terminology, 
scripts (Unicode), locale specifics (Unicode Common Locale Data 
Repository — CLDR) and so on.

The topic of prosumerism is prominent in China (both PRC 
and ROC), both in the context of the translation industry and in 
general. Comparative studies by Taiwanese scholars of crowd-
sourced (in PRC) and professionally translated and edited content 
(in ROC) offer good lessons here, similar to Miguel A. Jimenez-
Crespo’s study of the Spanish Facebook translator community or 
another study by CNGL’s Magdalena Dombek about the Polish one. 
Jimenez-Crespo shows that Spanish Facebook has achieved the 
feeling of an indigenous Spanish page, and we know from public 
Facebook presentations that the price tag is not free. Therefore, 
it is important for minority languages’ survival to be represented 
in localization prosumer communities rather than just translation 
communities. Shared technology and infrastructure play an impor-
tant role, and in turn the cost of these can be driven down by 
standardization — not only language, alphabet and script standard-
ization but also project and resource exchange formats. There are 
many players in localization crowdsourcing in emerging markets, 

David Filip is a researcher in next-generation 
localization project and process management 
and an interoperability standardization expert. 
The underlying research was supported by 
Science Foundation Ireland as part of a Centre 
for Next Generation Localisation (CNGL) project.
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including Facebook, Twitter, Microsoft, 
The African Network for Localization 
(ANLoc), Translators without Borders and 
The Rosetta Foundation. Nevertheless, it is 
obvious that the methods that are a must 
for economically nonviable minority lan-
guages can be generalized and replicated 
with mature language communities. The 

important ingredient is passion, and as 
Spanish speakers do not need to be anx-
ious about the future of their language, 
they will prosumerize based on other pas-
sions, such as other sorts of good causes 
or simply a passion for a product.

The previously mentioned Chinese 
studies show that the professional and 

prosumer scenes differ in methods and 
values, but foremost in their goals. Because 
a prosumer translator of high tech news 
content strives to produce a document 
mirroring the original English source in its 
absolute difference, he or she tends to use 
literal translation as a conscious method 
for achieving this, and may resort to long 
and insightful translator notes to convey 
meaning that is outside of Chinese con-
text and thus not within the intellectual 
grasp of the average interested reader. On 
the other end, the professional publisher 
strives to create an indigenous experience 
as if the news was originally written in 
Chinese for Chinese people. Compensation 
is a chief method; culturally unintelligible 
examples are replaced with local ones, 
and regionally irrelevant paragraphs are 
completely deleted. It is important to note 
that in many minority languages, unlike in 
Mandarin and other established languages, 
the compensation option simply may not 
exist, and a literal translation with bla-
tant conveying of “otherness” is the only 
option. It is important to note that large 
translation projects such as Bible transla-
tions, Shakespeare translations and so on 
played an extremely important formative 
role in the development and enrichment 
of languages. Nevertheless, before those 
formative projects, the then emerging lan-
guages did not have indigenous methods 
of conveying new imagery and conceptual 
worlds. The literal translations that resulted 
enriched the language, much like now-
emerging languages are being enriched 
by Wikipedia translations and major user 
interface translation projects.

Apart from volunteer translators, 
we need to look at the volunteerism 
in all involved job descriptions. In the  
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Translation

Translation
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Review Engineering

Collaboration

Translation
Project

Project
Management

Subject Matter 
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Project Manager
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Figure 1: Actors of social localization.

Figure 2: No volunteer role 
is mutually exclusive.
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not-for-profit setting, any single actor can 
be an unpaid volunteer who can only ded-
icate a fraction of a full-time equivalent to 
the cause in question. This is, however, not 
solely a nonprofit phenomenon. In the cor-
porate world, many vital functions such as 
industry practice standardization, profes-
sional forums and associations are driven 
by part-time volunteers. Big corporations 
do include such work in (rather rare) job 
descriptions or sponsor full-time chairs, 
editors and so on. This is, however, not at 
all the rule or even statistically significant. 
Much critical standardization work is in 
fact produced by dedicated volunteers, 
who despite representing their companies 
in the forums, work after hours because 
they want to. Subject matter experts and 
in-country reviewers in many corporate 
settings do work on the review tasks on 
top of their regular duties, and they need 
to be presented with the tasks in the most 
efficient way possible. For all this, the scal-
ing up of localization processes that might 
be first considered to cover the long tail 

is totally relevant for the mainstream, core 
processes.

Let us look at the involved actors based 
on The Rosetta Foundation requirements 
gathering with several global and regional 
not-for-profit and corporate players such 
as Kiva (a US microfinancing NGO), 
Adobe, ANLoc and so on.

The special roles defined as collaborat-
ing actors in the basic use case for social 
localization in Figure 1 can be performed 
by overlapping sets of users. Figure 2 
shows that no role is mutually exclusive, 
which means that any combination of the 
roles can be played by a single individual 
actor. In the context of covering the long 
tail of languages any one of them can be 
a volunteer.

Standardization challenges 
with emerging languages
Some emerging regions, prominently 

Africa, now suffer from the hyperinflation 
of the notion of a language. To have its 
own language is a great weapon in the 

struggle for self-determination of peoples. 
Many small groups of several hundred to 
several hundred thousand speakers come 
to assert their rights in the national poli-
tics of their countries, coming for the first 
time out of their economic and political 
isolation. The local chiefs are rarely able or 
willing to see similarities, and the potential 
benefits of forming equivalences of their 
dialects with the ones of the neighboring 
chief, and thus force the standardization of 
their own language at the national level. 
They pick a script and alphabet and leave 
a PhD candidate with the task of figuring 
out the written form of their language as 
part of a linguistic program of a regional 
university or academy, and they return 
to their village victorious with their own 
language established. Thus, countries like 
Senegal end up with 37 languages for less 
than 13 million total speakers. I am aware 
that I may sound politically incorrect, but 
still, let us hope for some sort of consoli-
dation for the sake of the African people 
themselves. The challenge of covering the 
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long tail will not be less formidable for 
such consolidations. The small language 
communities would stand a much better 
chance of defending their indigenous cul-
tural heritage if they joined standardiza-
tion and localization forces among close 
dialects.

It is impossible to draw a clear and 
uncontroversial boundary between the 
extensions of the concepts of a language 
and a dialect. The reasons to consider 
dialects languages, and languages dialects, 
are rarely rational or otherwise based on 
scientific methods or facts. Homogenous 
languages spoken by moderate to small 
numbers of native speakers have been split 
under political pressure, and artificially 
imposed script variants introduced to 
support various geopolitical or religious 
claims. On the opposite end of the spec-
trum, China and the Islamic world insist 
that Chinese and Arabic are homogenous 

languages and thus politicians do not grant 
language status to large dialects spoken by 
many millions that would be considered 
languages according to Western under-
standing. It is, however, well-known that 
the spoken dialects of many Chinese prov-
inces, although officially the same Chinese, 
are mutually unintelligible and the identity 
of mainland Chinese is protected solely by 
the general intelligibility of the Simpli-
fied Chinese characters invariably used to 
encode phonetically different morphemes 
of the same sense. The power of written 
language-driven standardization must not 
be underestimated.

Leaders of formative localization proj-
ects should not underestimate the role 
of their project in shaping the emerging 
technology-ready language; they should 
be actively aware of it and as a result 
should strive to strike a balance with the 
official academic or government institu-

tion in charge of language matters. This 
all of course means extra cost. If this can-
not be budgeted or otherwise covered or 
accounted for in collaboration with other 
stakeholders (such as self-appointed lan-
guage stewards), there will be explosive 
issues during and after quality assurance 
cycles, as the omitted stakeholders will 
gradually come to see and wonder what 
has been produced.

Deep vs. shallow methods
This is similar to and in some sense 

an extension of the contrast between 
rule-based (RBMT) and statistical (SMT) 
methods in the area of MT. There is no 
single canonical solution to either of these 
controversies. Instead, we should think 
of them as functions of required quality 
and available resources, their kinds and 
price tags. As from the 1950s through 
the 1990s the computing resources were 
scarce and expensive compared to even 
highly qualified human labor, the natural 
MT paradigm was rule-based because the 
rules were simply being invented and 
encoded by a highly qualified and special-
ized computational linguist. Some of the 
RBMT engines that had been developed for 
decades achieved remarkable quality on 
their pairs and domains. But in the mean-
time, in clear correlation with the falling 
price of computing power and growing 
volumes of parallel corpora produced by 
translation memory (TM), the competing 
statistical paradigm gained prevalence. 
However, the limits of data are being hit 
in present day. On several commercially 
available general engine language pairs, 
there is not enough data on Earth to buy 
them a single additional point of BLUE or 
METEOR by the sheer power of statistics. 
Thus, hybrid approaches are gaining prev-
alence and it can be said that all commer-
cially viable solutions in 2012 are in some 
sense hybrid; the rules find their ways into 
the largely statistically built engines at 
various stages of engine development, be 
it at the stage of data selection; automatic 
or semi-supervised inference of syntactic 
trees or treelets; supervised identification 
of significant n-grams; introduction of 
runtime vocabularies; and so on.

MT is just one of many instances of 
machine learning that is used in the vast 
research area of natural language process-
ing (NLP). One of the most prominent 
areas of NLP-based text analytics is senti-
ment mining and monitoring. Sentiment 
recognition data analytics is about the 

■■ If undertaking a project into a 
language yet unknown to you, perform 
research of the current standardization 
level of the language. What script(s) 
are used to write the language? Are 
all the important characters needed 
to write the language included in the 
current Unicode standard? Are the 
relevant locales in CLDR? Is there an 
academic or governmental language 
authority? Have your competitors been 
translating into the language? What is 
the size of Wikipedia in the language? 
Have operating systems been localized 
into that language? Are there viable 
input methods for the language?

■■ If the above information is not 
easily accessible by standard search 
methods, you should start your efforts 
with commissioning a feasibility study.

■■ Be open and flexible toward 
minority language communities. Pre-
pare generalized self-serve localization 
packs for languages and locales that 
would not be reachable for you based 
on traditional market feasibility. Such 
a pack can buy you markets virtually 
for free and the loyalty generated by 
your open approach is priceless. The 
example here is the Basque community 
actively requesting to set up a fully 
self-serve Basque locale on Facebook.
■■ Be aware of the infrastructure 

and general education conditions. Tune 

your tool stack to be usable in the given 
conditions. Combining multiple tool 
stacks is easier if they implement stan-
dard exchange formats, such as XLIFF. 
There are generally two approaches here. 
First, bootstrap on what is available, 
synchronize work on modem connec-
tions or only from time to time, such as 
when the translator gets to cycle to an 
internet café 50 kilometers away. Have 
a low-profile, sturdy, robust (as in bullet 
proof) multiplatform client or even an 
SMS based process. Second, you could 
create a fully controlled, full featured 
environment and bring your resources 
there. The cost of setup, training and 
maintenance is high; still some are will-
ing to pay for maintaining control. This is 
what MultiCorpora did in a government 
sponsored project to empower the Inuk-
titut community.

■■ Working with NLP or MT, try to 
use shallow solutions first. If it does not 
work, do a proper return on investment 
calculation before jumping on custom-
ization. Even though local chiefs might 
insist that their languages are different, 
throwing data together might do the 
trick.

■■ Pay special attention to data 
hygiene upon standardized message 
formats, so that your multilingual infor-
mation flows can be based on empirical 
data mining.

Takeaways
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most powerful response of the corporate 
players to the loss of control over “their” 
content. The first step to improving your 
image is actually to figure out if it needs 
improvement and, if there are negative 
sentiments around, what caused them 
and can they be remedied with anything 
that still is (more or less) under corporate 
control, such as feature development. 
Because of the extremely important role 
of sentiment mining in corporate deci-
sion making, multinationals are often 
not willing to wait for deep methods to 
cover the long tail and are increasingly 
investing into shallow methods such as 
this for detecting exceptional (negative or 
positive) sentiments across a vast number 
of languages. As in many areas, the long-
term viable solutions will be hybrid and 
most probably crowdsourced by passion-
ate prosumers. As discussed previously, 
long tail language communities that 
won’t prosumerize will most probably 
perish, and therefore merely covering 
them with shallow methods will be of 
only ephemeral significance.

Business intelligence 
It is vital for long-term data hygiene 

that multilingual content is designed 
with multidirectional (as in ordered pairs, 
not directionality of text) multilingual 
information flow in mind. Looking at any 
piece of content inside an organizational 
context, you should be able to tell if this 
piece of content was developed in the 
language in which it is now, if it is trans-
latable or not, if it needs culture or locale 
specific treatment, if it was machine or 
human translated, eventually post-edited, 
if it passed any quality assurance steps and 
with what results.

This might sound like a utopian vision, 
but actually it is not. The key to global 
business intelligence without a central-
ized and privileged monolithic hub clearly 
is the adoption of standardized message 
formats, and there are a number of core 
standards (such as XML and HTML), 
specialized vocabularies (such as XLIFF), 
various web services standards, and other 
core standards and repositories (such as 
Unicode and CLDR) that allow for the 

building of such a permeating locationless 
intelligence. This picture is currently being 
perfected by the development of two major 
relevant next-generation specifications, 
OASIS XLIFF 2.0 and W3C ITS 2.0, which 
are set to produce semantically matching 
results due to their strong and explicit 
liaison interrelations.

Business intelligence must be collected 
to drive decisions on content creation 
strategies and workflows. Any piece of 
information created anywhere within a 
multinational distributed structure must 
become the subject of an overall multi-
lingual content intelligence platform. We 
must qualify that this platform cannot 
and must not be thought of in terms of a 
monolithic tool stack as is often found in 
the translation management system cat-
egory. It is a natural development of the 
concept of an open web platform; it is a 
platform of common interests and match-
ing process-oriented semantics. This full 
content life cycle must be considered when 
making strategies for massively multilin-
gual content in any setting.  M
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Adobe Flash localization  
Manish Kanwal & Akulaa Agarwal

LLocalizing structured content through trans-
lation management tools is generally a simple 
process. However, localizing unstructured con-
tent, such as text appearing in Adobe Flash 
videos, is not easy. This means that tracking 
translation efficiencies for unstructured content 
is all the more difficult. 

There are, however, some best practices that could be applied 
to any localization of text or other assets in Adobe Flash files. 
A compilation of these best practices was prepared from an 
independent study done for a complex Adobe software prod-
uct, aided by Jakub Škrabal and Petr Knápek from Moravia. 
This article covers some aspects of Flash localization, including 
creating English content correctly, so that it is internationalized 
and thus localization friendly. Following these best practices 
can lead to effort and cost savings, which when considered in 
context of the number of languages could be sizeable.

Extracting text
The ease or difficulty of localizing Flash animation depends 

on the globalization readiness of the source, which is usually an 
English Flash animation file. During the localization process, all 
text requiring translation is extracted from the source anima-
tion. It is then replaced by localized text and modified accord-
ing to the style guide, including choice of font size and so on. 
In some cases, text requiring localization is not included in the 
text layers but is present as a graphic embedded in an image. 
Therefore, the source animation must be fixed first to make it 
ready for localization.

As a first step in the localization of 
Flash animation, all text requiring local-
ization should be extracted from the 
animation. This step is made possible by 
commercial tools, such as Flash Local-
ization Tool, or by renaming the source 

Manish Kanwal is a program manager at Adobe 
Systems with experience spanning across almost ten 
countries and multiple industry verticals.

Akulaa Agarwal has nine years of experience 
in localizing, testing and evangelizing 
enterprise and creative suite products.

Figure 1: Example of pseudo-localization. All strings that were 
externalized in a text layer have been replaced by the X string. “What’s 

new” was not replaced. Figure 2: Screenshot localized into Russian. 
“What’s new” is correctly localized. In this case, the source was 
fixed, and the localizable text in the button was externalized.
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Flash animation file as a ZIP archive, 
and then extracting all XML files from 
the library subfolder of the ZIP archive. 

The Flash native format is a ZIP 
archive with a defined structure. A 
basic knowledge of this structure 
enables you to easily extract all text 
layers from the animation. Text layers  
in  XML files can be found surrounded 
by the <characters>Your text</charac-
ters> XML tags.

Besides storing the localizable text, 
the XML data stores information about 
the font size, font family and style. In 
most cases, the input parameters such as 
font family and size can be easily modi-
fied to obtain the desired output fonts. 
More details about the Flash XML file 
will follow in the coming sections.

Pseudo-localization
The first best practice is to apply 

pseudo-localization to identify local-
izable text which is not in text layers 
and externalize it. This ensures that 
the animation is ready for localization 
and that all text requiring translation 
resides in the text layers. Ideally, this 
is to be done by the team creating the 
English Flash file.

During this process, the text in 
the text layer requiring translation is 
replaced by predefined strings such as 
X. After doing so, original XML files 
in the library subfolder are replaced 
by modified ones. When this action is 
complete, the file is regenerated and 
played back in Flash player. By play-
ing this rendered file, one can easily 
locate strings that were not pseudo-
localized. Text originally present in 
the text layers is displayed as X in this 
rendering. If there is still any readable 
text, it usually comes from embedded 
videos, graphics or an ActionScript. 
Examples of pseudo-localization are 
depicted in Figures 1 and 2.

Figure 3 (left above): Only the first layer is visible. Figure 4 (right above): The second part  
of text is visible, completing the sentence. Figure 5 (below): Complex string in one  

text layer only. There is no need to put text in yellow into a separate text layer. 
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Text layers
The second best practice is to avoid 

breaking down a string into multiple text 
layers. If any text formatting is required, 
do it in only one text layer.

At times it is necessary to have dif-
ferent animations for different parts of 
a single string. More often than not, 

authors choose different ways of insert-
ing such a text in Flash animation.

There can be many ways to insert 
text into Flash animation. However, 
one must choose between them and 
stick to only one approach for a given 
Flash project to ensure smooth local-
ization. Avoid representing text using 

a scalar vector graphic. In this case 
it will appear correctly in the anima-
tion, but will not have anything cor-
responding in the XML file. Therefore, 
it is recommended that you use only text 
layers.

Also avoid breaking a single string 
into multiple strings, unless spe-
cifically required. Any separation in 
multiple substrings will result in the 
same amount of separation in the XML 
file. This is known as text segmenta-
tion, and can lead to loss of context 
during translation and thus incorrect 
localization.

Figures 3 and 4 describe the issue of 
text segmentation. The intended text is 
“Loyal customers like you save with spe-
cial upgrade pricing. Adobe Photoshop 
Elements & Adobe Premiere Elements is 
now a perfect 10!” However, the under-
lined text reading “special upgrade pric-
ing” has been separated as a substring 
for formatting issues and has been kept 
as a separate layer. The latest version 
of Flash allows authors to keep strings 
with different font family, color, style, 
size and so on in one text layer. Figure 
5 illustrates an example of a complex 
string (part of the text is in yellow with 
bigger font) in one text layer.

Keep in mind that layer separation 
will result in the segmentation of strings 
in the XML file. The translator will see 
them as two separate strings without 
them being related, as in Figure 6.

With all this in mind, it is recom-
mended that you don’t split a string 
into smaller substrings, no matter what 
tool you use for creating Flash anima-
tions. Rather, keep them in one text 
layer whenever possible. The advan-
tages of this approach are that the 
string remains well ordered in the XML 
file, and translators get a better context 
during translation, hence improving the 
linguistic quality of the translations.

Embedded videos
Flash animations often contain embed-

ded videos. The best way to localize 
embedded videos in Flash is to extract 
all text from the video, localize that text, 
replace it with the translated text and cre-
ate a localized video. 

For the given Flash file, embedded vid-
eos can be found in the Flash object library 
under the Embedded Video type. 

If there are any segments to be local-
ized within the embedded videos and only 

Figure 6: Representation of substrings in the XML file.  
Substrings are enclosed in the <DOMStaticText> tag inside the XML file.
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the Flash file has been provided, it is dif-
ficult and time consuming to localize the 
strings in it. When the video is carefully 
analyzed, in some cases the text can be 
“faked,” which is not a good localization 
practice. Faking normally involves the fol-
lowing steps:

First, screenshots are taken for each 
motion in the animation. Second, English 
characters are removed from each screen-
shot by using tools like Adobe Photoshop. 
Third, English characters are replaced by 
localized text of similar appearance — font 
size, color and so on. These screenshots are 
then integrated to compose a video with 
localized text.

This approach works only when the 
portion of the video behind the text is 
static. As mentioned earlier, this is not an 
efficient localization method and is limited 
to static videos. If the text is moving very 
fast (as in an animation) or text is static 
but the background is changing equally 
fast, it is almost impossible to follow this 
process. For this type of file, it is necessary 
to spend many hours to localize just a few 
seconds of video.

Thus, when you have a rapidly 
changing background on which the text 
is superimposed, localization can be a 
harrowing experience if the source video 
file and the externalized text layers are 
not available to the translators. How-
ever, with an editable video project file, 
the translators can modify all text lay-

ers inside embedded videos and prepare 
localized versions of those videos.

Again, it is recommended to not embed 
assets in videos if you want to localize 
them. Instead, provide them separately.

Screenshot animation
One can create an animation inside 

the Flash project from a series of screen-

shots. See an example of a screenshot 
series in Figure 7 and Figure 8. In this 
case, as the timeline drifts from left to 
right, the animated text on the surfboard 
starts to appear. Figure 7 represents when 
the timeline has not started, and Figure 8 
represents when the timeline has ended.

Text in the screenshots is localizable, 
and a source Photoshop file with editable 

Figure 7 (left): Screenshot series. You can see both the preview of the screenshot and the sequence of screenshots  
in the Flash timeline. Figure 8 (right): End of the screenshot series in the Flash animation. Text is animated  

within the series, and every screenshot adds one letter of the text into the animation.
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text layer needs to be created. Once this 
step is complete, the English text is to be 
replaced with the translated one.

However, if the source Photoshop 
file is not provided, the only way to 
create a localized version is to remove 
the English text, for example by using 
tools like Photoshop, and replace, say, 
the first English character with a local-
ized character at the same axis in the 
image and take a screenshot. Then you 
have to repeat this for the next English 
character until all are done. Finally, 
superimpose all the screenshots on each 
other and set the time so that it matches 
English animation.

It should be obvious that doing this 
for every character is a significant effort. 
Therefore, if you have an editable source 

Photoshop file 
available, make 
sure you provide 
it to your local-
ization engineer.

For any localizable text within a 
graphic (graphical text), it is important 
to provide the source English assets. If 
the source editable asset is not provided, 
it has to be recreated by the localization 
vendor to be able to replace text with a 
localized version and create a rendering 
for the Flash project. During recreation 
of the editable source asset, some effects 
can be overlooked and hence missed in 
the localized version.

Buttons and active layers
It is vital to keep all buttons with 

localizable texts as Movie Clip type in 
a Flash project and not to use differ-
ent Flash types to simulate the button 
functionality. If the button functional-
ity consists of multiple Flash types, it 

is likely that during post processing, 
the engineers may unintentionally use 
incorrect relative alignment of these 
objects inside frames. This may impact 
the Flash file functionally, and in some 
cases, render it corrupt.

An example of a corrupted button 
is shown in Figure 9. Here, the button 
consists of graphical text in the yel-
low box and an active layer (shown as 
a blue frame), which plays the role of 
“clickable” area. You may observe that 
the box is not aligned with the active 
layer and the left side of this button 
is not clickable. Additionally, the right 
side incorrectly contains an overlapped 
active area.

Active layers outside of the button 
boundary in Flash can lead to misalign-
ment within the localized version of 
Flash. It requires one to resize button 
and active layer objects with every 
change in the number of text charac-
ters in the button. Creating buttons as 
Movie Clip will avoid such issues in 
Flash animations.

Flickering
In some Flash players, localized text 

can exhibit a flickering effect. That is, 
text is moved by one or a few pixels 
to the left, right, up or down when the 
cursor is hovered over it.

See Figure 10 for more details. 
Giriș’e geri shifts slightly at a low level 
compared to ri dön and the rest of the 
text when the mouse is hovered over it.

The only way to fix the flickering 
issue is to convert text layers within the 
localized Flash project into curves and 
then render them into the final format. 
Graphical texts (curves) do not show the 
flickering effect.

Flickering is most often visible in 
older versions of Flash players. It is rec-
ommended that you use the latest Flash 
players that do not display this effect. 
Otherwise, localized text layers have to 
be converted into curves before rendering 
into the final format.  M

Figure 9 (left) : Corrupted “What’s new” button.  
Active layer (blue frame) is not aligned with yellow box.  

Figure 10 (above): Flickering in detail.
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This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).

Basic terminology

B
a

s
ic

s

BRIC. An acronym that refers to the fast growing and 
developing economies of Brazil, Russia, India and China. 

content management system (CMS). A system used 
to store and subsequently find and retrieve large amounts 
of data. CMSs were not originally designed to synchronize 
translation and localization of content, so most have been 
partnered with globalization management systems.

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

desktop publishing (DTP). Using computers to lay out 
text and graphics for printing in magazines, newsletters, 
brochures and so on. A good DTP system provides precise 
control over templates, styles, fonts, sizes, color, paragraph 
formatting, images and fitting text into irregular shapes.

diaspora. A dispersion of a people from their original 
homeland or the dispersion of an originally homogeneous 
entity, such as a language or culture.

e-GDP. A cross tabulation of gross domestic product 
(GDP) rates with internet penetration in a given country, 
used in an attempt to measure internet-accessible wealth.

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. 

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.

internationalization (i18n). Especially in a computing 
context, the process of generalizing a product so that it 

can handle multiple languages and cultural conventions 
(currency, number separators, dates) without the need for 
redesign.

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

the long tail. The statistical property that a large share 
of the population rests within the tail of a probability dis-
tribution. In localization, it refers to the large number of 
languages or cultures that taken uniquely would only rep-
resent small percentages of world population. The term has 
gained popularity in recent times as a retailing concept 
describing the niche strategy of selling a large number of 
unique items in relatively small quantities. 

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 buy-side, tool-
makers and service providers are also well represented.

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

purchasing power parity (PPP). An economic technique 
that asks how much money would be needed to purchase 
the same goods and services in two countries. This is used 
to determine the relative value of currencies.

quality assurance (QA). The activity of providing evi-
dence needed to establish confidence among all concerned 
that quality-related activities are being performed effectively. 
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All those planned or systematic actions 
necessary to provide adequate con-
fidence that a product or service will 
satisfy given requirements for quality. 
QA covers all activities from design, 
development, production and installa-
tion to servicing and documentation.

return on investment (ROI). In 
finance, the ratio of money gained 
or lost on an investment relative to 
the amount of money invested. The 
amount of money gained or lost may 
be referred to as interest, profit/loss, 
gain/loss or net income/loss.

rule-based machine translation 
(RBMT). The application of sets of 
linguistic rules that are defined as 
correspondences between the struc-
ture of the source language and that 
of the target language. The first stage 
involves analyzing the input text for 
morphology and syntax — and some-
times semantics — to create an inter-
nal representation. The translation is 
then generated from this represen-
tation using extensive lexicons with 
morphological, syntactic and seman-
tic information, and large sets of rules.

simship. Simultaneous shipment of 
a product to different markets world-
wide, as opposed to releasing in the 
home market first and in other locales 
later. 

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

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 
computer that learned how to trans-
late from vast amounts of translated 
text.

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

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 management system 
(TMS). Sometimes also known as a 
globalization management system, 
a TMS automates localization work-
flow to reduce the time and money 
employed by manpower. It typically 
includes process management tech-
nology to automate the flow of work, 
and linguistic technology to aid the 
translator.

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

Translation Memory eXchange 
(TMX). Based on XML, an open stan-
dard that has been designed to sim-
plify and automate the process of 
converting translation memories from 
one format to another.

translation unit (TU). A segment 
of text that the translator treats as a 
single cognitive unit for the purpose 
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 process-
ing. Originally designed to support 
65,000, it now has encoding forms 
to support more than one million 
characters. 

XML Localization Interchange 
File Format (XLIFF). An XML-based 
format for exchanging localization 
data. Standardized by OASIS in April 
2002 and aimed at the localization 
industry, XLIFF specifies elements 
and attributes to aid in localization. 
XLIFF could be used to exchange data 
between companies, such as a soft-
ware publisher and a localization 
vendor, or between localization tools, 

such as translation memory systems 
and machine translation systems.

year over year. A comparison of 
annual figures used by investors seeking 
to gauge whether a company’s financial 
performance is improving or worsening. 
If a business reports that its revenues 
have increased year over year for the 
last three years, this means that reve-
nues at that company in year three were 
higher than revenues in year two, which 
were higher than revenues in year one.
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OrganizatiOns

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

Project Management Institute:  
www.pmi.org

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

Publications

Ethnologue: Languages of the World 
(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, 
2002-2006: 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/the-world-fact-
book/index.html

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

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

Resources

61-62 Basics #131.indd   62 9/20/12   11:10 AM

http://www.atanet.org
http://www.ata-divisions.org/LTD
http://www.ata-divisions.org/LTD
http://www.pmi.org
http://www.translationautomation.com
http://www.ethnologue.com/print.asp
http://www.llts.com
http://www.multilingual.com/books/welcome/OtherResources.php
http://www.multilingual.com/books/welcome/OtherResources.php
http://www.multilingual.com/books/welcome/OtherResources.php
http://www.atanet.org/docs/getting_it_right.pdf
http://www.atanet.org/docs/translation_buying_guide.pdf
http://www.cia.gov/library/publications/the-world-factbook/index.html
http://www.omniglot.com
http://unicode.org
http://www.translationautomation.com
http://www.multilingual.com/books/welcome/OtherResources.php
http://www.multilingual.com/books/welcome/OtherResources.php
http://www.atanet.org/docs/getting_it_right.pdf
http://www.atanet.org/docs/translation_buying_guide.pdf
http://www.cia.gov/library/publications/the-world-factbook/index.html
http://www.cia.gov/library/publications/the-world-factbook/index.html
mailto: editor@multilingual.com


63www.multilingual.com October/November 2012  MultiLingual  |  

AssociAtions

 
Globalization and Localization Association 
Description The Globalization and Localization Association 
is a fully representative, nonprofit, international industry 
association for the translation, internationalization, local-
ization and globalization industry. The association gives 
members a common forum to discuss issues, create innova-
tive solutions, promote the industry and offer clients unique, 
collaborative value.
Globalization and Localization Association 23 Main Street,  
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361,  
E-mail: info@gala-global.org, Web: www.gala-global.org  

TAUS 
Description TAUS is a think tank for the translation 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 mar-
ketplace. International product and marketing managers 
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 2

enterprise solutions

  
Across Systems
Multiple Platforms

Languages All Description Across Language Server is the 
world’s leading independent linguistic supply chain tech-
nology. It provides a central software platform for corporate 
language resources and translation processes. The all-in-
one enterprise solution includes a translation memory, a  
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 35

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 4

  
STAR Group
Multiple Platforms

Languages All Description STAR Group was founded in 
Switzerland 27 years ago with the exclusive focus of facili-
tating cross-cultural technical communications in all lan-
guages. 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: informa-
tion management, translation, localization, publishing, 
on-demand printing and consulting. Core technologies: 
Transit (translation memory), TermStar/WebTerm (ter-
minology management), GRIPS (product information 
management), MindReader (context-sensitive authoring 
assistance), STAR CLM (corporate language management), 
STAR CPM (corporate process management), i-KNOW 
(competence management) and SPIDER (Interactive Elec-
tronic Technical Manual). 
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland,  
41-52-742-9200, 216-691-7827, E-mail: info@star-group.net, 
Web: www.star-group.net See ad on page 8

  
Big solutions for small languages
Multiple Platforms

Languages Estonian, Latvian, Lithuanian, Russian, German 
as well as Nordic and Eastern European languages Descrip-
tion Tilde is a leading European technology developer and 
language service provider. Tilde offers machine and human 
translation services in addition to spelling and grammar 
checkers, and voice technologies for minor languages. Tilde 

is a top localization service provider in our core Estonian, 
Latvian, Lithuanian and Russian languages as well as Nordic 
and other Eastern European languages. Tilde LetsMT! is 
an innovative, unique, easy to use build your own custom 
machine translation portal. Tilde is also known for the  
EuroTermBank, the largest free online term database for  
industry professionals. Tilde — innovations, professionalism 
and high quality. 
Tilde Vienibas gatve 75A, LV-1004 Riga, Latvia
371-67605001, Fax: 371-67605750
E-mail: tilde@tilde.com, Web: www.tilde.com See ad on page 27

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 15

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 
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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 33

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 
See ads on pages 41, 45 

 
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 29

 
Future Trans
Languages All Middle Eastern and African languages 
Description Future Trans is an ISO 9001:2008 certified lan-
guage service provider and the leading translation and local-
ization 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, automotive, 
financial, medical, legal and many other fields in transla-
tion and localization. Currently we provide translation in all 
Middle Eastern and African languages. Future Trans offers 
translation, typesetting, technical writing, localization, mul-
tilingual project management, audio production, 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 52

  
hiSoft — End-to-End Localization Services
Languages Supported: All Description hiSoft offers full 
end-to-end globalization services, which include software 
localization, localization testing, community translation, 
multimedia localization, agile localization, software engi-
neering, desktop publishing, multilingual web production 
and consulting services. We can provide follow-the-sun  
capabilities with 21 offices in the US, Spain, Sweden, China, 
Singapore and Japan, for true global reach combined with 
local expertise. With hiSoft, you’ll gain a technically profi-
cient outsourcing partner to maximize your return on in-
vestment. We have been recognized both by our partners 
and industry specialists for helping our clients win in today’s 
versatile global marketplace.

hiSoft Technology International Limited 33 Lixian Street,  
Qixianling Industrial Base, Hi-Tech Zone Dalian, China 116023 
+86-411-8455-6666, +1-866-777-6104, Fax: +86 411 8479 1350 
E-mail: info@hisoft.com, Web: www.hisoft.com See ad on page 58

  
Honyaku Center – Asian Language Solutions
Languages Japanese, Traditional and Simplified Chinese,  
Korean and other Asian languages Description Honyaku 
Center is Japan’s translation industry leader, with over 25 
years of experience providing specialized technical transla-
tion services in the life sciences, patent, industry, finance and 
legal fields, and in all text types, including automotive, IT,  
e-learning, games and websites. From translation to DTP and 
printing, Honyaku Center has the large scale project man-
agement capabilities, specialized resources and expertise to 
handle all of your translation and localization needs! 
Honyaku Center Inc. 
Japan San Marino Shiodome Bldg. 6F, 2-4-1 Higashi Shinbashi, 
Minato-ku, Tokyo 105-0021, Japan, +81-3-6403-9588, 
E-mail: localize@honyakuctr.co.jp, Web: www.honyakuctr.com
USA (HC Language Solutions, Inc.) 949 Sherwood Avenue,  
Suite 200, Los Altos, CA 94022, +1-650-312-1239,  
E-mail: info@hcls.com, Web: www.hcls.com

 

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  
Argentina, 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 
localization, technical documentation, business, automotive 
and marketing materials. All commercial tools are available. 
Internal tools help reduce management costs and increase 
quality, consistency and on-time deliveries. Continuous sup-
port to the client achieves the best project results and estab-
lishes 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 

 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 

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

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

Gateway to Asia – TOTAL SOLUTIONS FOR YOUR BUSINESS

Languages: Major Asian languages, including Korean, Japanese, S-Chinese, T-Chinese, 
Thai, Malay, Indonesian and Vietnamese
Established in 1995, E4NET is a leading provider of high-quality localization and global-
ization services. We also provide the full scope of linguistic testing services in Windows, 
Macintosh, Linux and Unix, DTP services, and audio recording/video script translation. 
Our accumulated experience and know-how have allowed us to successfully accom-
plish many major projects for clients such as Microsoft, IBM, Oracle, Hewlett-Packard,  
LG Electronics, SAP, Digi-key, Panasonic and more. We specialize in the fields of IT such 
as ERP/CRM/DBMS, consumer software, hardware/equipment, OS, server application, 
management and storage. In addition, our service expands to other industries such as  
medical/healthcare, travel, fashion, game, automation and automotive.

WHY ?

Buyer’s Guide

64

63-69 Buyer'sGuide #131.indd   64 9/20/12   11:10 AM

mailto:translate@binarisonori.com
http://www.binarisonori.com
mailto:info@ecinnovations.com
http://www.ecinnovations.com
http://www.eurogreek.com
http://www.future-trans.com
mailto:info@hisoft.com
http://www.hisoft.com
mailto:localize@honyakuctr.co.jp
http://www.honyakuctr.com
mailto:info@hcls.com
http://www.hcls.com
mailto:info@idisc.es
http://www.idisc.es
mailto: L10N@e4net.net
http://www.e4net.net
mailto:advertising@multilingual.com
mailto: production@eurogreek.gr
mailto: production@eurogreek.gr
mailto: egyptinfo@future-trans.com
mailto: egyptinfo@future-trans.com


Buyer’s Guide

65www.multilingual.com October/November 2012  MultiLingual  |  

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 linguistic 
testing; software, website and multimedia localization; and 
technical, e-learning and marketing translation. Our pro-
cesses 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 18

 
Moravia
Languages All Description Moravia is a leading global-
ization solution provider, enabling companies in the infor-
mation technology, e-learning, life sciences, consumer 
electronics and telecommunications industries to enter 
global markets with high-quality multilingual products. 
Moravia’s solutions include localization, product testing, 
multilingual publishing, technical translation, content 
creation, machine translation and workflow consulting. 
Adobe®, IBM, Microsoft, Oracle and Toshiba are among 
some of the leading companies that depend on Moravia 
for accurate, on-time and economical localization. With 
global headquarters in Brno, Czech Republic, Moravia 
has local offices in Europe, the United States, Japan, 
China and Latin America. To learn more, please visit us at  
www.moravia.com.
Moravia 
USA 810 Lawrence Drive, Suite 210, Newbury Park, CA 91320,  
805-262-0055, Fax: 805-375-8292,  
E-mail: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, E-mail: europe@moravia.com 
Ireland 353-1-709-9822, E-mail: ireland@moravia.com 
Asia 86-25-8689-6500, E-mail: asia@moravia.com 
Japan 81-3-3354-3320, E-mail: japan@moravia.com
Argentina 54-341-481-2992, E-mail: argentina@moravia.com 

See ad on page 72

Your Vision. Worldwide.

Full-service Translation, Localization and 
Multilingual Testing
Languages Over 60 Description Net-Translators provides 
turnkey translation, localization and multilingual testing 
services and customized strategy-to-deployment localiza-
tion solutions. For over ten years, they’ve helped technol-
ogy companies and medical device manufacturers prepare 
their products and services for global markets. For soft-
ware applications (GUI, online help and documentation), 
marketing materials, websites and more, Net-Translators’ 
customer-focused, professional teams deliver consistent, 
accurate results in compliance to international regulations. 
Their one-of-a-kind Multilingual Testing Center is specially 
equipped and staffed to offer the ultimate testing envi-
ronment for localized products. ISO 9001:2008 and ISO 
13485:2003 certifications and a long-standing reputation 
for quality have earned Net-Translators the trust of indus-
try 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 71

 
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  
official 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 

 
PTIGlobal
Languages All commercial languages for Europe, Asia 
and the Americas Description PTIGlobal is committed to  
developing ongoing, long-term partnerships with its clients. 
This means 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 Korean, Traditional and Simplified Chinese, 
Japanese and other Asian languages, European languages 
Description. Saltlux was founded in 1979 as the first 
Korean technical translation company. Our services en-
compass translation, localization engineering, DTP, MT 
post-editing, planning and writing of technical manuals. 
We have extensive experience in medical and pharma-
ceutical products and equipment, IT, software, electrical, 
automotive and technical industry, and so on. With 32 
years accumulated know-how, Saltlux will be your ideal 
global communication partner. To learn more, please visit  
www.saltlux.com.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong,  
Gangnam-gu, Seoul 135-848, South Korea,  
822-379-8444, Fax: 822-379-5996,  
E-mail: tcsales@saltlux.com, Web: www.saltlux.com
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TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN is a solidly established Asian MLV with 
more than 45 years’ experience. Our services encompass 
translation, localization engineering, DTP, MT post-edit-
ing, workflow/process consulting and project management. 
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 company 
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 

 
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@ushuaia 
solutions.com, Web: www.ushuaiasolutions.com See ad on page 23

 
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 48

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 a renowned actor in the translation and local-
ization world. By placing clients’ needs at the forefront and 
by carrying out huge efforts and best practices for each indi-
vidual 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 applica-
tions, 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 motivated 
professionals, and an intelligent use of the most recent trans-
lation technologies, we offer a wide range of multilingual 
services for small to large and complex software localization 
projects. Services include terminology management, transla-
tion of GUI and user documentation, linguistic and func-
tional 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 11

locAlizAtion tools

 
Alchemy Software Development
Multiple Platforms

Languages All Description Alchemy Software Develop-
ment is the leading provider of software localization tools. 
Alchemy technologies are the world’s most recognized 
software localization solutions with 80% of the world’s 
largest software companies using Alchemy CATALYST to 
accelerate entry into international markets, improve rev-
enue growth opportunities and reduce their costs. With 
over 25,000 licenses worldwide, Alchemy CATALYST is the 
dominant choice among professional development com-
panies, localization service providers, professional transla-
tors and global technology leaders such as Siemens, Corel,  
Philips and Canon. 
 Alchemy Software Development Block 2 Harcourt Business Centre, 
Harcourt Street, Dublin D2, Ireland, +353 1 7082800,  
Fax: +353 1 7082801, E-mail: info@alchemysoftware.com,  
Web: www.alchemysoftware.com See ad on page 28

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  
Description Translators without Borders is an indepen-
dent 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 pro-
vided over two million dollars worth of free translations. 
Thanks to the funds saved, NGOs are able to extend their 
humanitarian work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la 
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-55-
28-88-09, E-mail: twb@translatorswithoutborders.org,  
Web: www.translatorswithoutborders.com  

trAnslAtion  

MAnAgeMent systeMs 

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 4
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Plunet BusinessManager
Multiple Platforms

Description Plunet develops and markets the business and 
workflow management software Plunet BusinessManager 
— one of the world’s leading management solutions 
for the translation and localization industry. Plunet 
BusinessManager provides a high degree of automation 
and flexibility for professional language service providers 
and translation departments. Using a web-based platform, 
Plunet integrates translation software, financial 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 7

Wordbee
Enterprise Version, Multiple Platforms

Languages All Unicode Languages Description Wordbee 
provides you with all the features and functionality found 
in traditional enterprise TMS products, combined with 
real-time team collaboration and flexible, intuitive work-
flows, project management environment and an intuitive 
user interface. Implementation is remarkably straightfor-
ward, with no servers to purchase, complex migration steps 
or consultants needed for implementation. No need to in-
tegrate and pay licensing for multiple translation and work-
flow tools! If you need to improve control and efficiency or 
want to support collaboration within your teams – consider 
Wordbee.  
Wordbee S.A. 9, avenue des Hauts-Fourneaux, 

L-4362 Esch-sur-Alzette, Luxembourg, +352 54 55 80 875,

E-mail: info@wordbee.com, Web: www.wordbee.com 
See ad on page 20

XTM: Better Translation Technology
Multiple Platforms

Languages All Unicode languages Description XTM is a 
fully featured online CAT tool and translation manage-
ment 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 scal-
able translation solution. 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 using 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 40

 

 
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. Kamieńskiego 51, 30-644 Kraków, Poland  
48-12-255-14-80, Fax: 48-12-255-14-77,  
E-mail: info@xtrf.eu, Web: www.xtrf.eu See ad on page 60

trAnslAtion services

 
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 38

  
Translation Services Provider in SEE
Languages English, German, Italian, Croatian, Slovenian, 
Serbian, Bosnian, Macedonian, Montenegrin, Albanian, 
Bulgarian and Romanian Description CIKLOPEA is one 
of the leading translation and localization services provid-
ers in the region of South East Europe (SEE) specialized in 
translation projects, interpreting and localization into the 
languages of the South region (Croatian, Slovenian, Serbian, 
Bosnian, Macedonian, Montenegrin, Albanian, Bulgarian 
and Romanian). Our fields of specialization are manufactur-
ing, consumer products, engineering, industry, technology, 
IT, medical, pharmaceutical, health services, life sciences, 
law, economics, business, finance, insurance, marketing, 
PR, communication and tourism. CIKLOPEA is certified in  
accordance with ISO 9001:2008 and EN 15038:2006. 
CIKLOPEA Medimurska 21, Zagreb10000 Croatia +385-1-3751736, 

E-mail: info@ciklopea.com, Web: www.ciklopea.com
See ad on page 29

 
When it comes to translation, we hear you 
Languages English and FIGS languages into Polish  
Description 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 59

Diskusija – Translation and Localization
Languages Central and Eastern European languages Descrip- 
tion Founded in 1993, Diskusija specializes in technical 
translation and localization services from Western Euro-
pean languages into all Central and Eastern European lan-
guages 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 follow-
ing industries: IT, software, hardware, telecommunications, 
medical equipment, medicine, pharmacology, accounting, 
finance, automotive industry, electronics, legislation and 
EU documents.
Diskusija Mindaugo g. 23A-73, Office 8, LT-03231 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, pharmaceutics, medi-
cine and marketing. Follow-Up’s main partner and founder, 
Luciana Lavôr, is a certified localization professional by 
California State University. Another partner at the company, 
Ana Beatriz Fernandes, is an official public sworn translator. 
Therefore, under her supervision, we also have a legal transla-
tions 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 

Lexika Translation Services
Languages Czech, Slovak and Eastern European Description 
Lexika has been providing translation services since 1993. 
Our clients come from various business areas, however, for 
the past several years we have been focused on translation of 
legal and financial as well as technical documentation. Our 
major working languages are Czech and Slovak along with 
other CEE languages. Lexika is ISO 9001:2009 certified and 
utilizes SDL Trados and memoQ server.
LEXIKA s.r.o. Dobrovi-cova 10, Bratislava 811 09, Slovakia

421-2-5010-6700, Fax: 421-2 2-595-5965

E-mail: info@lexika.sk, Web: www.lexika.sk See ad on page 36
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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  

Medical Translations Only
Languages 45, including all EU languages Description 
MediLingua is one of the few medical translation special-
ists in Europe. We only do medical. We provide all European 
languages and the major languages of Asia and Africa, as well 
as translation-related services to manufacturers of devices, 
instruments, in vitro diagnostics and software; pharmaceutical 
and biotechnology companies; medical publishers; national 
and international medical organizations; and other customers 
in the medical sector. Projects include the translation of docu-
mentation for medical devices, surgical instruments, hospital 
equipment and medical software; medical information for 
patients, medical students and physicians; scientific articles; 
press releases; product launches; clinical trial documentation; 
medical news; and articles from medical journals. 
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg 
10, 2333 AA Leiden, The Netherlands, +31-71-5680862,  
Fax: +31-71-5234660, E-mail: simon.andriesen@medilingua.com,  
Web: www.medilingua.com See ad on page 29

 
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 57

Omnia S.r.l.
Languages 150 language combinations including rare and 
obscure languages Description Omnia has been helping 

companies successfully deploy their message in the global 
marketplace for 25 years. Let Omnia partner with you to 
meet your international communication objectives through 
a range of bespoke services, including technical documenta-
tion translation; marketing collateral transcreation; website  
and software localization; multilingual desktop design and 
publishing; content authoring and controlled English; and 
content and term management. 
Omnia Group via Mazzini, 160/B, Sassuolo, 41049 Italy 
+39 0536 881375, Fax: +39 0536 882413 
E-mail: info@omnia-group.com, Web: www.omnia-group.com 
See ad on page 29

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  
clients, steering our commitment to provide not just transla-
tion services but complete solutions.

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

Rheinschrift Übersetzungen, Ursula Steigerwald
Language German to/from major European languages  
Description Outstanding localization requires world-class 
experience. Rheinschrift gives your business a native voice 
in the German-speaking world. We offer more than 20 
years’ experience providing translations and localizations 
for software 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 50

 
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 29

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  
spanning a multitude of languages and the effective local-
ization of products on international markets. Established 
in 1994, Skrivanek has managed to dominate the European 
translation market, creating a network of 53 branches cover-
ing 14 countries. Its well-stocked staff of professional trans-
lators, experienced project managers and dedicated software 
engineers and DTP specialists has enabled Skrivanek to  
provide outstanding quality translation and localization ser-
vices in any conceivable language and volume, creating an 
enviable clientele representing major leading corporations in 
various industries. Skrivanek’s quality of service is backed by 
EN ISO 9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na 
Dolinách 22,147 00 Prague, Czech Republic, 420-233-320-560, 
Fax: 420-241-090-946, E-mail: info@skrivanek.com,  
Web: www.skrivanek.com See ad on page 24

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
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TripleInk Multilingual Communications
Languages All major commercial languages Description  
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
with precise translation and multilingual production ser-
vices for audio-visual, online and print media since 1991. 
Our experience in adapting technical documentation and 
marketing communication materials covers a wide range of 
industries, including biomedical and health care; building 
and construction; financial services; food and agriculture; 
high-tech and manufacturing; and hospitality and leisure, 
as well as government and nonprofit organizations. Using 
a total quality management process and state-of-the-art 
software and equipment, our team of foreign language pro-
fessionals 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 

TRSB Inc. Translation Solutions
Languages French Canadian Description  For over 25 years, 
TRSB’s mission has been to provide cost-efficient, reliable 
language solutions addressing each client’s individual needs. 
As Canada’s leading translation and localization firm, TRSB 
offers a complete array of services, including marketing  
adaptation targeted for Quebec, copywriting, interpretation, 
voiceover/subtitling, linguistic consulting and auditing, ter-
minology management and desktop publishing. No job is 
too big or too complex. Our expert teams of native-speak-
ing translators are skilled in a wide variety of industries and 
subjects, most notably finance, banking, life sciences, human  
resources, insurance and regulatory materials. Contact us  
today to find out what we can do for you.
TRSB Inc. 276 Saint-Jacques, Montreal, H2Y 1N3 Canada
514-844-4682, Fax: 514-844-5983
E-mail: info@trsb.com, Web: www.trsb.com

trAnslAtion tools 

 
VisualTran Mate 
Windows

Languages All Description Evertran is a global translation 
company that developed VisualTran Mate, the translation 
support software (CAT Tool). VisualTran Mate can be used 
by professional translators, freelance translators and trans-
lation companies that do translation work by add-on to 
MS-Office for quick and constant translations. VisualTran 
Mate enables work including extracting a word from an 
original document, analyzing repeated sentences and im-
proving translation quality. VisualTran Mate is the software 
for translation work and supervision that can manage 
translation memory and terminology files for all languages 
in the world.   
Evertran Co., Ltd. 1310 Hangang Hyundai HYEL,  
2-36 Hangangno 2-ga, Yongsan, Seoul, Republic of Korea 140-871,  
82-2-797-2105, Fax: 82-2-797-2106,  
E-mail: webmaster@evertran.com, Web: www.visualtran.com

 
Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technologies 
is the world’s fastest growing provider of computer-assisted 
translation tools. In 2005 the company launched the first  
version of memoQ, an integrated client-server translation 
environment designed to facilitate interoperability and team-
work. 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 55

MadCap Lingo
Windows

Languages Unicode support for all left-to-right languages  
Description The leaders in technical communication bring you 
MadCap Lingo, an XML-based translation memory (TM) tool 
designed to improve translation efficiency, eliminate redundan-
cies and reduce project costs. MadCap Lingo offers an easy-to-
use interface, Unicode support for all left-to-right languages, 
and a rich list of features for assisting translators throughout the 
localization process, including support for the major industry 
TM systems. MadCap Lingo also includes tracking and orga-
nization capabilities to support large, single-source, multichan-
nel publishing projects. Through its strategic partner Microsoft 
Corporation, MadCap delivers solutions optimized for Micro-
soft 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 53

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 statistical approach. The 
self-learning techniques allow users to train the software to any 
specific domain to achieve cost-effective, publishable quality 
translations. SYSTRAN solutions are used by Symantec, Cisco, 
Ford and other enterprises to support international business 
operations. For more information, visit www.systransoft.com.
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, San Diego, CA 92121, 
858-457-1900, Fax: 858-457-0648
Europe 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 46 
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W
particular strength of the semantic web is its built-in capabilities 
for pulling together related facts. The Multilingual Semantic Web 
event in September 2012 recently intensified the contact between 
the multilingual and semantic web communities, examining the 
intersection of natural language processing, MT, multilingual 
information and knowledge access.

One intersection of the multilingual web and the semantic web 
is the area of linked open data. With linked open data, you enter 
the world of huge, freely available collections of statements and 
facts. Most of this comes straight from relational databases, and is 
to a smaller degree derived through natural language processing 
from wiki pages and other structured or semi-structured data. The 
collections are highly interlinked and thus form a cloud of linked 
open data sets. One of these data sets includes billions of state-
ments generated from the English Wikipedia, for example. With 
linked open data, you also enter the territory of connecting data 
sets in different languages, and of languages for which sufficient 
linguistic resources for statistical natural language processing 
do not yet exist. Overall, you end up with a scenario in which 
there is a need for cross-lingual processing similar to automated 
web-based translation as it is known to the public today. The new 
dimension originating from the overlap of the multilingual web 
with the semantic web (and linked open data) means that con-
cepts, as opposed to strings, take center stage. Translation is no 
longer the single step of “What is the string in target language T?” 
but rather the step sequence “What is the concept identified by 
source language label L?” and then “What is the target language 
label for the concept?”

The language industry, academia and others are all involved in 
investigating and advancing the state of affairs related to language 
on the web. Whoever wants to win the game may want to support 
ongoing initiatives that address multilingual open linked data for 
enterprises or multilingual web language technologies.  M

Web-induced change such as free online machine 
translation (MT) has changed the language industry. 
The change continues, possibly even toward an all-
time high, as several technologies and initiatives are 
examining language on the web.

One way to look at language industry issues is to perceive the 
industry as comprising three dimensions: services offered by a 
supplier, processes and technologies behind a service, and language 
itself. The web has already influenced each of these dimensions. The 
ways suppliers and requesters do business with each other has, for 
example, changed due to e-commerce. Core translation processes 
use web protocols such as HTTP to update centralized translation 
memories. Neologisms related to the web are omnipresent, even if 
not everyone e-mails, googles or twitters.

The next wave of web-induced change for the language industry 
appears to be driven with some help from its own constituencies. 
Players involved in natural language processing and web interna-
tionalization are investigating and advancing the web’s capabili-
ties to support high-quality, large volume, effective and efficient 
processing in multilanguage contexts like translation. A point of 
convergence related to the possible forthcoming changes seems to 
be what’s currently termed the multilingual semantic web.

One possible approach for understanding the multilingual 
semantic web is to look at it from two complementary angles — 
namely that of the multilingual web on the one hand and the 
semantic web on the other hand. The multilingual web relates to 
all aspects of creating, localizing and deploying the web multilin-
gually. Over the past two years, a network (multilingualweb.eu) of 
approximately 20 partners funded by the European Commission 
and coordinated by the World Wide Web Consortium (W3C) or-
ganized a series of four events to look at best practices, standards 
and possible gaps in this area. The formation of the W3C Work-
ing Group MultilingualWeb-LT resulted from the success of the 
network. The working group will develop standardized metadata 
for web content to seamlessly interact with language technolo-
gies. The semantic web relates to content that is easier to interpret 
by automated processes — in a nutshell a set of representation, 
coupling and reasoning techniques that involve, for example, 
unique identifiers for language-neutral concepts and simple 
statements that describe resources (“P is a property of R”). One 

Christian Lieske works for SAP on internationalization and 
translation. The information and views in this article are his 
alone and do not necessarily reflect the opinions of his employer.

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

Christian Lieske

Language on the web
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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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moravia.com

Flexible thinking. Reliable delivery.

Every day  
more than one billion  

people worldwide use 
products localized  

by Moravia

Come join the Moravia 
community today! 

www.moravia.com/careers

www.moravia.com/freelancers

www.moravia.com/partners
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