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H
Health care is big business, and 

any big business has its localization 
potential. That’s probably one reason 
interest in our health care issues is 
always relatively high — that, and 
the field has more regulations, rules 
and linguistic concerns than many 
other areas of localization. Complex 
subjects and potentially high revenues, 
that’s the allure of health care for 
many people across the globe. Though 
perhaps I’m being overly pragmatic, 
because of course people also go into it 
for humanitarian purposes. 

Whatever your reason for interest, 
we have something to pique it. Nancy 

Locke starts this issue by giving a 
blow-by-blow report of localization 
health care conference Critical Link 7 
(which occurs only once every three 
years) in our news section. Jumping 
to the industry focus, Idalina Gomes-
Taylor offers some insight into the 
challenges of project management 
in the life sciences. Next, Izabel S. 
Arocha and Lola Bendana take a 
look at two different approaches to 
interpreting culture in health care. 
After that, Libor Safar gives a detailed 
overview of translating for generic 
pharmaceuticals in the European Union. 
Hélène Pielmeier offers us a sidebar 

on translation metrics for health care 
companies. And in the Takeaway, 
Nataly Kelly has some parting wisdom 
about globalization and health care.

John Yunker, Kate Edwards, John 
Freivalds, Terena Bell and Lori Thicke all 
have columns in this issue — covering 
everything from becoming a language 
generalist to bourbon to content 
management. Richard Sikes also reviews 
open source platform translate5. 

Just remember through all this: 
safeguard your own health as much as 
you safeguard details about health in 
general. Santé.  W  

Safeguarding health

Katie Botkin              Post Editing
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Every three years, interpreters and 
stakeholders come together from all over 
the world to participate in Critical Link, a 
conference where attendees can exchange 
experiences and innovative ideas as well 
as find peer support. Many participants, 
in addition to interpreting, wear a variety 
of hats. They teach, conduct research and 
manage organizations of all sizes in the 
public services and private sector. Daily, 
they face unique and daunting challenges. 
While the details may vary widely, all are 
actively committed to improving the quality 
and accessibility of interpretation services. 

This year, the Glendon Campus of York 
University in Toronto, Canada, hosted 
Global Awakening: Leading Practices in 
Interpretation, the seventh Critical Link 
conference (CL7).

Teaching obligations prevented me from 
attending the opening day events. When 
I finally did roll into Toronto shortly after 

noon on Tuesday, I took advantage of the 
lunch period to study the four-fold, three-
track program and choose which sessions to 
attend when presentations resumed at 2 pm.  

With as many as five presentations on offer 
simultaneously, making a choice was easier 
said than done. After all, the event’s goal was 
fairly broad: “to focus [conference-goers’] 
attention on the ways in which interpret-
ing research and practice have made a solid 
contribution to the globalized society of the 
21st century.” The lineup for the 2-2:30 pm 
session on Tuesday alone included presenta-
tions on training, sign language interpreting, 
accountability, phone interpretation and 
remote interpreting via video. 

By my count, there were a total of 70 
presentations and that’s not counting 
roughly 30 presentations delivered in ple-
nary, poster, breakout and panel sessions 
and the many opportunities to celebrate 
the interpreting profession and profession-
als and network. According to Campbell 
McDermid, assistant professor of the 
American Sign Language and Interpreting 
Education Program at the Rochester Insti-
tute of Technology, and a member of the 
local organizing committee, 355 attendees 
from 25 countries participated in CL7. 

“From my understanding, two 
things that made this conference 
unique in relation to past confer-
ences was the focus on aboriginal 
interpreting . . . and the work of 
interpreters on the front line of 
conflicts,” McDermid stated.  

In addition, there seemed to be a 
heavy emphasis on community inter-
preting and a strong contingent from 
the sign language interpreters’ field; 
however, conference interpretation 
was also well represented. The various 
angles of technology figured promi-
nently in presentations. Throughout 
the conference, my biggest challenge was 
planning my day. I had frequent “deer-in-
the-headlights” moments as I struggled with 
too many choices. How I wished for three 
clones, one to attend each parallel track. Oh, 
and a fourth to just hang out around the cof-
fee setup, cruise the vendor tables, take pic-
tures and meet people. Typically my choices 
were a draw decided by a mental coin toss. 

On Tuesday afternoon, under the rubric 
“Status of the Profession,” Xiaoyan Xiao, 
a Fulbright Scholar from China, and Jef-
frey Palmer, from the faculty of Gallaudet 
University, presented the results of a study 

Left to right: Campbell McDermid, Xiaoyan 
Xiao, Jeffrey Palmer, Simo K. Määttä.
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entitled “Deaf Consumer Comprehension 
of Chinese Television Sign Language Inter-
preters.” The visibility of sign language in 
televised news programming in China has 
made great strides. Unfortunately, official 
policy in the country imposes the use of a 
manually coded approach and discourages 
the use of a more organic and effective 
natural sign language approach. Despite the 
challenges, Xiao is encouraged by the fact 
that the 2011-2016 five-year plan includes 
funding for sign language interpreting. 
Palmer emphasized that, in China, five-year 
plans are far more binding than campaign 
promises in the United States. Immediately 

after the presentation by Xiao and Palmer, 
Simo K. Määttä, Senior Research Fellow in 
Discourse Studies at University of Jyväskylä 
(Finland), presented “Interpreting the Dis-
course of Reporting.” He first explained 
the impact of recent immigration and 
the evolving sociocultural landscape in 
Finland. He then described the friction 
between traditional European society, in 
which relationships between citizens and 
authorities accustomed to communicating 
through written documents, and the new 
waves of immigrants, who “typically come 
from cultures in which things are done 
orally rather than in writing” (cited in the 

presentation abstract by Määttä). Määttä 
used anecdotes drawn from his own rich 
experience as an interpreter to illustrate 
some of the difficulties. 

On Wednesday afternoon, Maribel Del 
Pozo Triviño from Universidad de Vigo 
discussed the Speak Out for Support 
(SOS-VICS) initiative in Spain. The initia-
tive’s website described SOS-VICS as “a 
pilot project whose objective is to improve 
training of gender violence professional 
interpreters.” On Thursday morning, the 
track entitled “Protecting Minority and 
Indigenous Languages” featured three 
presenters including Lolie Makhubu, South 
Africa Chapter chair of the International 
Medical Interpreters Association and Senior 
Lecturer at Durban University of Technol-
ogy. Makhubu provided an overview of 
language diversity in South Africa, legisla-
tion that has improved visibility and respect 
for indigenous languages and interpreter 
training, as well as discussing the work 
that still needs to be done to ensure that 
all the many linguistic-cultural groups in 
South Africa gain respect and a voice. On 
the same track, Cristiano Mazzei, the trans-
lating and interpreting program director at 
Century College in Minnesota, focused on 
interpreting for Hmong speakers.  

The well-attended plenary sessions fea-
tured professional superstars who addressed 
a range of critical issues. On Wednesday 
morning, Martha Flaherty (Inuktitut 
interpreter, Senate of Canada), Dr. Arnaq 
Grove (University of Greenland), Vera Houle 
(Aboriginal Peoples Television Network) and 
Victor Sosa (Natividad Medical Center, Cali-
fornia, US) shared their unique experiences 
of aboriginal language interpreting. 

Thursday afternoon, presenters focused 

Left to right: Frostwood Rose Garden; early morning on the Glendon College campus; conference cruise with the CN Tower in the background.
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News
on interpreting in conflict zones during 
the most inspiring, if disturbing, plenary 
session. Tim Laidler (executive director, 
Veteran’s Transition Program) described his 
efforts to bring attention to the precarious 
plight of Afghan interpreters in the hope 
of bringing them to safety in Canada. 
When working through official channels 
and a letter-writing campaign proved 
fruitless, he earned the dubious title of 
“whistleblower” when he went public with 
his concerns. The media storm that fol-
lowed finally produced results.  

Ghulam Wali Noori, currently studying 
political science at Carleton University, pro-
vided a vivid illustration of what kept Laid-
ler up nights. The enormous amphitheater 
grew very still as the former wartime inter-
preter nervously described his personal, all 
too real nightmare.  

Linda Fitchett, president of the Interna-
tional Association of Conference Interpret-
ers (AIIC) and coordinator of the AIIC Project 

to Help Interpreters in Conflict Zones, gave 
a very powerful closing presentation. She 
invited attendees to get involved no mat-
ter how they might feel about a country’s 
decision to engage in war. In addition to 
the formal presentations, conference-goers 
enjoyed a wide range of activities and many 
opportunities to just relax and network. 
Folks met for breakfast in the Glendon 
Campus cafeteria, strolled around the 
beautiful grounds under a warm and loyal 
sun, and chatted during the generous lunch 
hour while eating a buffet lunch. Confer-
ence organizers made room in the program-
ming for receptions, an evening cruise and 
a popular Miss Interpretation contest for 
the storytellers in the crowd. 

Conference organizers also made sure 
that skilled interpreters were on hand for 
plenary sessions. The sign language inter-
preters who raced from room to room as 
needed during multitracked sessions deserve 
special mention and, if it were up to me 

and I had the resources, a gold medal. The 
organizers, session mediators, volunteers 
and event workers all deserve kudos for 
pulling off a complex, content-rich five-day 
event. The major sponsors also merit a tip 
of the hat: The Law Foundation of Ontario, 
the Canadian Hearing Society, Multilingual 
Community Interpreting Services and RIO 
Network. Critical Link International orga-
nizes the Critical Link conferences held 
every three years. A “non-profit organiza-
tion committed to the advancement of 
the field of community interpreting in the 
social, legal and health care sectors,” the 
organization was founded in Canada as the 
Critical Link network and held its first con-
ference in 1992. In 2010, the organization 
added “international” to its official name.  

The papers from CL6 will be published in 
September 2013. CL8 will be held in Edin-
burgh, Scotland, in 2016.

— Nancy A. Locke
Locke Communications 

Second annual event 
studies standards landscape 
FEISGILTT is the Federated Event for 

Interoperability Standardization in Global-
ization, Internationalization, Localization 
and Translation Technologies. This event 
took place for the first time in 2012 at the 
preconference for Localization World in 
Seattle, Washington. The second edition 
was colocated with Localization World 
London June 11-12, 2013. Both years saw 
the International XLIFF Symposium as one 
of its tracks and the ITS 2.0 track as another. 
The event organizers and sponsors seek to 
create a neutral ground for standardiza-
tion discussion among various expert and 
user communities, including the web and 
content management communities and 
the localization industry. 

The event was opened with a motiva-
tional keynote by Adobe’s Des Oates on 
“Standards Based Interoperability in Cor-
porate Service Oriented Architectures.” This 
set the scene for two days of constructive 
dialogue, best practice sharing and prob-
lem solving. June 11 was the specialized 
track day and June 12 was the federated 
day, dedicated to the harmonization of the 
industry’s interoperability standardization 
efforts. This second FEISGILTT also hosted 
an ETSI ISG LIS track, which accommodated 
talks on ISG LIS work items, both current 

and future, along with discussion related to 
Linport and Interoperability Now! In terms 
of localization standardization, 2013 has 
been undoubtedly driven by the develop-
ments in the area of two industry interop-
erability standards, XLIFF 2.0 and ITS 2.0. 

XLIFF is the open standard bitext format 
of the industry and the standard message 
format for diverse localization roundtrips 
composed from many specialized, comple-
menting and competing services. ITS 2.0 
supersedes ITS 1.0. Compared to 1.0, ITS 

FEISGILTT 2013 looks at XLIFF, ITS and more
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2.0 no longer concentrates on just seeding 
metadata in the source content but intro-
duces many new metadata categories that 
make sense throughout the multilingual 
content life cycle including the localiza-
tion roundtrip. For instance, target termi-
nology, machine translation confidence, 
provenance or quality related information 
can be added to the content during the 
localization life cycle and consumed after 
the content has returned back to its native 
environment in the new target language.

One of the hot topics of FEISGILTT 
2013 was localization roundtrips trig-
gered by a content management system 
(CMS). Because many speakers proposed 
to speak and demo on topics related to 
CMS-initiated localization processes, the 
track chairs agreed to run a half day cross-
track dedicated to multilingual CMS issues. 
Bryan Schnabel demonstrated the differ-
ences between localization approaches in 
Drupal and Trisoft, and robust standards-
based automated roundtrips for both 
platforms. XLIFF roundtripping makes 
localization processes for both of the CMS 
platforms safer and better to manage. 
Pedro Díaz showed two use cases where a 
CMS enriched with ITS 2.0 metadata trig-
gers complex localization processes in a 
localization management system. One of 
those use cases was driven by a specialized 
open source ITS 2.0-aware Drupal module 

developed by German consultancy Coco-
more. Jesús Torres from the University of 
Salamanca, Spain, showed his university’s 
recent research on organizing XLIFF-based 
localization roundtrips for Joomla. 

Both the XLIFF technical committee (TC) 
and ITS 2.0 WG (the MultilingualWeb-LT 
working group at W3C) held highly interac-
tive panels. They presented the wider com-
munity with the most burning decisions 
and issues they were currently facing, while 
making rapid progress toward becoming 
final standards officially published by OASIS 
and W3C respectively. XLIFF TC presented a 
timeline leading to XLIFF 2.0 becoming an 
OASIS standard before Christmas 2013, 
while the European Union-funded ITS 2.0 
had an even more aggressive schedule and 
currently seems well on track for becom-
ing a W3C recommendation within the 
third quarter of 2013. ETSI ISG LIS Chair 
Joachim Schurig introduced a new pro-
posed standardization item of his group 
— the standardization of match similarity 
scores — which are notoriously fragmented, 
proprietary and therefore not usable in an 
interoperable way.

Participants were impressed by the fact 
that both XLIFF 2.0 and ITS 2.0 demon-
strated strong implementation support 
after their first public reviews. Microsoft’s 
Kevin O’Donnell and Ryan King demon-
strated how Microsoft is preparing to use 

many new XLIFF 2.0 features and modules 
for better software localization. Lionbridge 
and SDL both committed to early support 
of XLIFF 2.0. The XLIFF Symposium keynote 
was given by Lionbridge’s Paula Shannon 
and Joachim Schurig, who gave the busi-
ness and the technical perspectives of the 
XLIFF success story in Lionbridge. SDL’s 
Patrick Mazánek and Erik De Vrieze showed 
how SDL Trados Studio can be customized 
using its SDK to support the XLIFF 2.0 data 
type; they demonstrated, for instance, full 
support of the core inline features of XLIFF 
2.0 and the preview facility through the for-
matting style module. Microsoft’s Ryan King 
and Lionbridge’s Fredrik Estreen, who played 
key roles in developing many new XLIFF 
2.0 features and modules, gave a compre-
hensive overview of XLIFF 2.0, its modular 
architecture, design and interoperability 
principles. Because Microsoft demonstrated 
support for Change Track, Validation, Glos-
sary, Metadata and Translation Candidate 
modules; Lionbridge is looking into imple-
menting the Size Restriction module; and 
the Localisation Research Centre is con-
tinuously developing XLIFF 2.0 processing 
support on its open-source SOLAS platform, 
it seems that all XLIFF 2.0 features and mod-
ules will be covered by reference implemen-
tations well in time for the specification’s 
progression toward the candidate standard 
stage this coming September.

FEISGILTT 2013 also succeeded in show-
ing how ITS 2.0 and XLIFF 2.0 have com-
plementing value propositions. The OASIS 
TC and the W3C WG have paid minute 
attention to securing a perfect semantic 
match between the two standards and to 
making a lossless mapping between the 
two standards possible. The event clearly 
demonstrated that implementing the two 
modular standards together and in sync 
makes great sense and amplifies their 
value propositions. According to Kevin 
O’Donnell, there is a certain compelling 
logic in looking at them together. This was 
mainly shown in Yves Savourel’s demon-
stration of using ITS 2.0 in XLIFF. While 
the mapping is now largely implemented 
between ITS 2.0 and XLIFF 1.2, the map-
ping was designed so that it can work 
along the same lines with XLIFF 2.0. The 
W3C ITS Interest Group continues working 
on both mappings and the ITS 2.0 mapping 
will become an official XLIFF 2.1 module in 
early 2014.

— David Filip, 
Centre For Next Generation  

Localisation, LRC University of Limerick
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News
Business

MadTranslations
MadCap Software, Inc., a multichannel 

content authoring company, has started 
MadTranslations, Inc., a new division that 
will provide a full array of language and 
business services, including project man-
agement, terminology management, tech-
nical writing and training.
MadTranslations, Inc.  
http://MadTranslations.com

Plunet moves Berlin office
Plunet GmbH, a provider of business man-

agement software for translation services 
and agencies, has moved its headquarters 
to new offices in Berlin’s Kreuzberg district. 
Plunet GmbH www.plunet.com

suma website localized
suma, a provider of translation and lo-

calization services in English, Latin Ameri-
can Spanish and Brazilian Portuguese, has 
launched its localized website. The site now 
includes Spanish and Portuguese versions.
suma www.sumalatam.com

Strangely Compelling Media
Strangely Compelling Media, a boutique 

localization and public relations company, 
has officially opened for business. The 
company was founded by video game 
industry professionals Michael McNamara, 
Gail Salamanca and Aileen Viray.
Strangely Compelling Media  
http://strangely-compelling.com

WeTranslateIntoPolish changes 
name to Localization Care

WeTranslateIntoPolish, an agency spe-
cializing in the languages of the CEE and 
FIGS regions, has changed its name to 
Localization Care. 
Localization Care http://localizationcare.com

Fidel Localization in Bengaluru
Fidel Localization Services, a localiza-

tion division of Fidel Technologies, has 
opened a new office in Bengaluru, India. 
The company provides localization services 
in more than 100 languages, with expertise 
in Japanese.
Fidel Technologies www.fideltech.com

CETRA opens Heidelberg office
CETRA, Inc., a provider of translation, 

website and software localization and in-
terpretation services to the market research, 
legal, and life sciences industries, has opened 

an office in Heidelberg, Germany.
CETRA, Inc. www.cetra.com

Wisconsin location for  
Accessible Translation Solutions

Accessible Translation Solutions, a pro-
vider of translation and interpretation ser-
vices to the business, legal and life sciences 
industries, has opened an office in La Crosse, 
Wisconsin. The company’s headquarters are 
in Columbus, Ohio.
Accessible Translation Solutions 
www.accessibletranslations.com

New website domain for TAUS
TAUS, the translation innovation think 

tank and platform for industry-shared ser-
vices, has changed the domain of its web-
site. The website is now located at taus.net.
TAUS http://taus.net

Products and Services

URDU open-type fonts,  
keyboard manager

The Centre for Development of Ad-
vanced Computing (C-DAC) has released an 
Android-based predictive keyboard (urdu.
tdil-dc.in) that supports Unicode 6.2 with 
the Rupee symbol. It has also released URDU 
(Naskh and Nastaliq) open-type fonts and 
keyboard manager.
C-DAC GIST (Centre for Development of 
Advanced Computing) www.cdac.in/gist

MultiTrans Prism 5.6
MultiCorpora, a provider of multilingual 

asset management solutions, has released 
MultiTrans Prism version 5.6. The new ver-
sion features the Gateway model to illus-
trate compliance to security requirements 
for external collaboration.
MultiCorpora www.multicorpora.com

Plunet BusinessManager 5.5
Plunet GmbH, a provider of business man-

agement software for translation services and 
agencies, has released Plunet BusinessMan-
ager 5.5. The latest version includes CAT in-
tegration upgrades and EN 15038 conformity 
verification using Plunet QualityManager.
Plunet GmbH www.plunet.com

Inside-wire page interface
XTRF Translation Management Systems 

sp. z o.o. has created a new system opening 
page interface called Inside-wire. The page 
is designed to deliver easy access to vital 
system figures, new features and training 
and instructional materials.
XTRF Translation Management  
Systems sp. z o.o. www.xtrf.eu

Globalese
MorphoLogic Localisation, a provider of 

translation, localization and machine trans-
lation solutions, has launched Globalese — a 
statistical machine translation system. It is 
designed to integrate machine translation 
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into standard translation processes.
MorphoLogic Localisation Ltd. www.mloc.eu

KantanMT Japanese 
language support

KantanMT, a subscription-based machine 
translation service, has added support for 
Japanese, allowing members the ability to 
build Japanese machine translation engines 
as both a source and a target language.
KantanMT http://kantanmt.com

MT Hive
Wordbee, a translation software com-

pany, has introduced a new machine trans-
lation solution called MT Hive. The solution 
is intended to enable Wordbee customers 
to generate instant translations using a 
blend of translation memory matches and 
machine translation.
Wordbee www.wordbee.com

Across Small Business Edition
Across Systems GmbH, a manufacturer of 

corporate translation management systems 
(TMS), has created a Small Business Edition 
of its TMS. The edition includes translation 
memory, terminology and project manage-
ment functions.
Across Systems GmbH www.across.net

Sumplify
tauyou <language technology>, a pro-

vider of customized language technology, 

has launched Sumplify, a content custom-
ization start-up, and released a new version 
of its language-independent automatic 
sum marizer.
tauyou <language technology>  
www.tauyou.com

TYWI Web Interpreter
Translate Your World, developer of the 

TYWI series of linguistic and mobile mar-
keting technologies, has announced the re-
lease of TYWI Web Interpreter, a real-time 
voice translation software for business.
Translate Your World  
http://translateyourworld.com

iDISC adds Amerindian languages
iDISC Information Technologies, S.L., a pro-

vider of multilingual communication solu-
tions, has been involved in making K’iche’ and 
Quechua available in mainstream software. 
The company has established a permanent 
translation team in Nahualá, Guatemala, to 
work on projects in Amerindian languages.
iDISC Information Technologies, S.L.  
www.idisc.es

]project-open[ 4.0
]project-open[, a provider of open-source-

based project management software, has 
released version 4.0 of its project and service 
management application. New features in-
clude integration with MS-Project, XoWiki, 
SCRUM and agile methodologies, risk man-

agement, financial and budget planning and 
project baselines.
]project-open[ www.project-open.com

Clients and Partners

Smartling partners with Taghreedat
Smartling, Inc., provider of a cloud-

based software platform, has partnered 
with Taghreedat, an Arabic digital con-
tent crowdsourcing community-building 
initiative. Smartling intends to centralize 
Taghreedat’s volunteer translation ini-
tiatives and collaborate on localization-
focused educational opportunities for 
Arabic translators.
Smartling, Inc. www.smartling.com

Ladies Professional Golf 
Association chooses Sovee

Sovee, a provider of cloud-based trans-
lation and video solutions, was chosen by 
the Ladies Professional Golf Association to 
localize its website to cater to players and 
fans in Spanish speaking countries.
Sovee www.sovee.com

Transifex in partnership  
with Startup Pirates

Transifex, a web-based hub for transla-
tions, has entered a partnership with Startup 
Pirates, a week-long accelerator program run 
multiple times a year in different countries, 
to assist entrepreneurs in creating global 
companies.
Transifex, Inc. www.transifex.com

CyraCom, Rocky Mountain  
Vein Institute create initiative

CyraCom International, a language ser-
vice company, and the Rocky Mountain 
Vein Institute, a network of medical cen-
ters, have created a company-wide multi-
lingual/multicultural health care services 
initiative for patients with limited English 
proficiency. 
CyraCom International 
www.cyracominternational.com

VIA and HP Autonomy  
combine technology

VIA and its specialty division, VIA Legal, 
a provider of legal translation, will deliver 
translation through HP Autonomy soft-
ware. eDiscovery offerings help corpora-
tions, law firms and government entities 
prepare for and react to legal matters and 
investigations involving large amounts of 
electronic data.
VIA www.viadelivers.com
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News
TOIN partners with  
Toshiba Solutions Corporation

TOIN Corporation, a provider of Asian 
language solutions, has partnered with 
Toshiba Solutions Corporation to distribute 
the HON-YAKU series machine translation 
engine. The HON-YAKU Enterprise provides 
translation from English to Japanese and 
Japanese to English, Chinese to Japanese 
and Japanese to Chinese, and Korean to 
Japanese and Japanese to Korean.
TOIN Corporation www.to-in.com

LinguaSys technology  
added to The Gist Mill

LinguaSys, Inc., a provider of multilin-
gual human language technologies, has 
contracted with Telum Protection Cor-
poration to integrate its technology into 
The Gist Mill, a social network and media 
analysis system.
LinguaSys, Inc. www.linguasys.com

People

Recent industry hires
 ■ Plunet GmbH, a provider of business 

management software for translation ser-
vices and agencies, has hired Jasna Korent 
(implementation team), Irina Makarenko 
(testing department), and Benjamin Liedtke 
(marketing team).

 ■ Sajan, Inc., a language translation 
tech nology and services provider, has hired 
Gráinne Maycock as vice president of sales.

 ■ MultiLing, a translation services pro-
vider specializing in intellectual property and 
technical materials for global enterprises, 
has promoted Adam Bigelow to regional 
manager of the company’s Asia business.

 ■ MorphoLogic Localisation, a provider of 
translation, localization and machine transla-
tion solutions, has hired Endre Béres as head 
of marketing, and promoted Gergely Horváth 
to head of product development.

 ■ Avantpage, a language service pro-
vider, has hired David Serra as director of 
new markets. 

 ■ OmniLingua Worldwide, LLC, a global 
language management services firm, has 
transitioned Kenneth Klein from director 
of sales and marketing to president.

 ■ translate plus, a provider of language 
services, has hired Kate Kempin as financial 
controller and transitioned Anders Holt to 
European sales director.

 ■ 1-Stop Translation USA, LLC, a 
provider of Asian language services, has 
hired Sandy Pranoto as East Coast account 
manager, Yuni Choi as West Coast account 

manager, and Callan Wienburg as editor 
and reviewer.

 ■ Netwire, a provider of language ser-
vices, has hired Ivana Saboya to be part of 
its project management department staff 
and Aline Bellozo as a project manager 
assistant.

 ■ EQHO Communications, a provider 
of multilingual and multicultural commu-
nications solutions, has made several staff 
changes. Ross Klinger is EQHO Group CEO, 
Phanitanan Sanitprachakorn is president 
of EQHO Communications Ltd., Richard 
O’Keeffe is vice president of global sales, 
Steven Bussey is vice president of global 
marketing, John King is vice president of 
customer services, Sornsin T is audio video 
department manager, Shane Thompson is 
localization program manager and Mathias 
Poom is localization program manager.

 ■ Kilgray Translation Technologies, a 
developer of translation productivity tools, 
has hired Gergely Kereszturi in marketing 
and sales, and Norbert Oroszi in quality 
assurance. Gergely Vándor will now work 
with the support and development teams 
and Sándor Papp will manage the com-
pany’s public relations activities.

 ■ Language Services Associates, Inc., a 
provider of language translation and inter-
preter services, has hired David VanIten and 
David Janus as strategic sales managers.

 ■ CONTRAD, a language service pro-
vider, has hired Emilia Turkowska as project 

manager. 
 ■ Localization Care, a translation and 

localization agency, has hired Anna Nowak 
as strategic sales specialist.

 ■ SpanSource S.R.L, a localization service 
provider, has made Cecilia de León operations 
manager. Andrés Mc Cormack is now local-
ization engineering and publishing manager. 
Javier Farbman has joined the sales team as 
business development manager.

 ■ Cloudwords, Inc., an online transla-
tion management platform, has hired 
David Eads as vice president of sales and 
Heidi Lorenzen as chief marketing officer.
Plunet GmbH www.plunet.com
Sajan, Inc. www.sajan.com
MultiLing www.multiling.com
MorphoLogic Localisation Ltd. www.mloc.eu
Avantpage www.avantpage.com
OmniLingua Worldwide, LLC  
www.omnilingua.com
translate plus http://translateplus.com
1-Stop Translation USA, LLC  
www.1stoptr.com
Netwire www.netwire.com.br
EQHO Communications www.eqho.com
Kilgray Translation Technologies 
www.kilgray.com
Language Services Associates, Inc.  
www.lsaweb.com
CONTRAD www.contrad.com.pl
Localization Care http://localizationcare.com
SpanSource SRL www.spansource.com
Cloudwords, Inc. www.cloudwords.com
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FIT 7th Asian Translators’ Forum
August 27-29, 2013, Penang, Malaysia.

Universiti Sains Malaysia, http://ppa14atf.usm.my 

September

16th International Conference  
on Text, Speech, and Dialogue

September 1-5, 2013, Pilsen, Czech Republic.
Faculty of Applied Sciences, University of West Bohemia, 
Faculty of Informatics, Masaryk University 
www.kiv.zcu.cz/tsd2013/

Machine Translation Summit XIV
September 2-6, 2013, Nice, France.

European Association for Machine Translation 
www.mtsummit2013.info

Blend Conference
September 5-7, 2013, Charlotte, North Carolina USA.

BlendConf, LLC, www.blendconf.com

Content Marketing World
September 9-11, 2013, Cleveland, Ohio USA.

Content Marketing Institute 
http://contentmarketingworld.com

Technical Communication Workshop
September 10-12, 2013, Copenhagen, Denmark.

Write2Users, http://technicalwritingworld.com/events/ 
technical-communication-workshop-3-day-classroom

Brand2Global
September 16-18, 2013, London, UK.

The Localization Institute, http://brand2global.com

Context, Coffee and the Death of Crapplications: 
Enabling Global User Experience

September 19, 2013, San Jose, California USA.
The International Multilingual Computing User Group 
www.meetup.com/IMUG-Silicon-Valley/events/95272112/

Nida Research Symposium: Cultural Translation
September 20, 2013, New York, New York USA.

Nida School of Translation Studies  
http://nsts.fusp.it/events/2013-symposium

LRC X8
September 23-25, 2013, Limerick, Ireland.

Localisation Research Centre, CNGL  
www.localisation.ie/resources/conferences/2013/index.htm

Technical Communication UK
September 24-26, 2013, Bristol, UK.

Institute of Scientific and Technical Communicators  
www.technicalcommunicationuk.com

5th International Media for All
September 25-27, 2013, Dubrovnik, Croatia.

TransMedia Research Group, http://mediaforall5.dhap.hr

ATC Annual Conference
September 26-27, 2013, London, UK.

Association of Translation Companies 
www.regonline.co.uk/builder/site/Default.aspx?EventID=1239156

Want more industry- 
related information?

 
Participate in  
discussions about  
the global language  
industry: 
www.multilingualblog.com

Find language industry 
companies in 48 categories: 
www.multilingual.com/ 
industryResources

Follow us on:
www.twitter.com/ 
multilingualmag

www.facebook.com/ 
multilingualmagazineSTAR – your single-source partner for corporate product communication

www.star-group.net
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October

TM-Europe 2013
October 3-4, 2013, Warsaw, Poland.

Polish Association of Translation Companies, www.tm-europe.org

ELIA Networking Days Malta
October 3-5, 2013, St. Julian’s, Malta.

ELIA (European Language Industry Association) 
www.elia-association.org/index.php?id=ndmalta

Localization Project Management Certification
October 7-8, 2013, Santa Clara, California USA.

The Localization Institute, http://localizationinstitute.com/index.
cfm?page=certification

Localization World Silicon Valley
October 9-11, 2013, San Jose, California USA.

Localization World Ltd., www.localizationworld.com

Methodological Challenges  
for Contemporary Translator Educators

October 10-11, 2013, Krakow, Poland.
Pedagogical University of Krakow, Jagiellonian University  
www.kdp.up.krakow.pl/en/mccte2013_conference

TAUS User Conference
October 14-15, 2013, Portland, Oregon USA.

TAUS www.taus.net/conferences/taus-user-conference-2013

KATS International Conference
October 18-19, 2013, Seoul, Korea.

Korean Association of Translation Studies 
www.kats.or.kr/modules/doc/index.php?doc=esub3

TriKonf 2013
October 18-20, 2013, Breisgau, Germany.

GxP Language Services, http://trikonf.com

LavaCon Conference  
on Digital Media and Content Strategies

October 21-23, 2013, Portland, Oregon USA.
LavaCon, Inc., http://lavacon.org/2012

37th Internationalization & Unicode Conference (IUC37)
October 21-23, 2013, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

7th Colloquium on Translation Studies in Portugal
October 24-25, 2013, Lisbon, Portugal.

CECC, UCP, ULICES, DGS, FLUL 
www.etc.ulices.org/Schleiermacher.2013/Welcome.html

Interpreting Studies at the Crossroads of Disciplines
October 25-26, 2013, Maribor, Slovenia.

University of Maribor, http://events.ff.uni-mb.si/crossroads2013

China International Language Industry Conference
October 31-November 1, 2013, Shanghai, China.

Translators Association of China 

Shanghai Language Services Center for Cultural Trade 
http://tac-online.org.cn/en/tran/ 
2013-07/25/content_6151086.htm

November

tcworld 2013 - tekom
November 6-8, 2013, Wiesbaden, Germany.

tekom, http://conferences.tekom.de/tcworld13/home

54th ATA Conference
November 6-9, 2013, San Antonio, Texas USA.

American Translators Association, www.atanet.org/conf/2013

InDialog: Mapping the Field  
of Community Interpreting

November 15-16, 2013, Berlin, Germany.
ICWE GmbH, http://indialog-conference.com

Low Countries Conference II
November 28-30, 2013, Antwerp, Belgium.

University of Leuven, Utrecht University  
www.arts.kuleuven.be/cetra/transferringTS

GLoCALL 2013
November 28-30, 2013, Da Nang, Vietnam.

APACALL, PacCALL, http://glocall.org

December

Gilbane 2013
December 3-5, 2013, Boston, Massachusetts USA.

GIlbane, http://gilbane.com/content-digital-experience

International Conference  
on Culture, Leadership and Partnership

December 4-6, 2013, Accra, Ghana West Africa.
IC Culture, www.regonline.com/Register/Checkin.aspx?EventId=1229689

ICLLL2013
December 8-9, 2013, Sydney, Australia.

International Economics Development and Research Center, www.iclll.org

January

International Medical Interpreters Conference
January 16-19, 2014, Houston, Texas USA.

International Medical Interpreters Association 
www.imiaweb.org/conferences/2014conference.asp

February

Localization World Bangkok
February 24-26, 2014, Bangkok, Thailand.

Localization World, Ltd., www.localizationworld.com

Intelligent Content 2014
February 26-28th, 2014, San Jose, California USA.

The Rockley Group, The Content Wrangler 
www.intelligentcontentconference.com
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CClient review is one of those peren-
nial issues in the translation world that 
scores of project managers scratch 
their heads about, seldom coming up 
with a truly elegant solution. 

This is not for lack of trying, but client-side 
resources frequently do not have expertise in 
translation environments, nor can this be rea-
sonably expected of them. How, then, can this crucial element in 
the quality cycle be realized? What is needed is a tool that enables 
client interaction at the project level directly in the bilingual for-
mat where it is most efficient for service providers, yet is intuitive 
enough that nonexpert users will be willing and able to quickly 
and successfully adopt it.

It is precisely this interaction point that the creators of trans-
late5 are seeking to reach. An open-source project whose initial 
development was sponsored by three German organizations (beo, 
[itl] and DFKI), the translate5 website is currently available for 
testing with a range of sample material. Additional sponsors are 
being actively sought to move the project forward. Much of the 
project description should be available in English by the time this 
article appears, and the source code is available for download from 
GitHub. translate5 can be expected to gain more prominence on 
the tools landscape in the coming years, as it has been chosen as 
the front-end user interaction medium for QTLaunchpad, an ini-
tiative funded by the European Commission that seeks to improve 
translation quality throughout Europe. Because the application is 
open-source, organizations can tailor it specifically to their own 
needs as opposed to remaining beholden to a tool manufacturer’s 
vision of what such a tool should offer.

In short, translate5 is a browser-based review environment that 
supports a segment-by-segment view of work-in-progress transla-

tion projects. It offers a palette of sorting plus 
cascading filter options as well as ease of navi-
gation through the document set. Clicking on 
a document in the navigation pane on the left 
causes the application to immediately scroll to 
the first segment in that document. There are 
two fundamental views: editor mode and ergo-
nomic mode, and it is easy to toggle between 
them. Editing mode (Figure 1) shows substan-

tially more information columns by default than ergonomic mode 
does; in ergonomic mode, only the columns that are most relevant to 
editing are displayed by default. Additional columns, for example the 
comment column, can be switched on and off (Figure 2) as desired.

Position in the document set is shown in a hierarchical display 
on the left-hand side of the window, and the far right-hand side 
features a metadata area that houses review and rating sections. 
These two side sections can be collapsed at the click of an icon to 
provide more onscreen viewing space for the editable content. In 
between the two side panels is a cell matrix in which the source and 
target texts appear. The source and target cells each have a respective 
companion cell in which edited content may be entered. There are a 
number of other columns that can be displayed or not, depending on 
the individual user’s preferences and needs. These columns are used 
to record and display information at any given stage in the editing 
process; a particular display configuration may be appropriate at one 
stage, but not at others.

Additionally, the metadata sections serve as repositories for 
categorization of error types on a segment or subsegment basis. 
For example, the reviewer can highlight a segment or subsegment 
in an editing cell, and then choose the error description from the 
provided pick lists, as seen in Figure 3. 

translate5 has been architected with flexibility in mind. The vari-
ous metadata pick list items are freely configurable as part of the 
individual project creation so that each project can have its own 
dedicated rating system. Providing users with predefined pick lists 
not only speeds editors’ work, it forces consistency in notation of 
error types. This becomes important later when the error results are 
aggregated for reporting. Additional flexibility is provided by allow-
ance of error overlapping. For example, a phrase might be marked 
for grammar and a word within that phrase marked separately for 

translate5

Reviewed by Richard Sikes

A new approach to translation review 

translate5
Pricing: Open source available for 
free at GitHub. A service contract for 
installation service, continued support 
and updates is available, and varies 
according to installation. 
System requirements: Windows, Mac 
or Linux with JRE 6 or higher, PHP 5.4 
and Mysql. For more information, see 
translate5.net/index/source.

Richard Sikes has been immersed in technical 
translation and localization for over 25 years. He 
has worked on the supplier and the buyer sides 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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terminology usage. The segment display 
also presents tags in two views: consolidated 
and expanded (Figure 4). Toggling between 
the two views is done by clicking a button 
in the menu bar. 

translate5 offers editors the capability to 
work on both target and source segments, 
whereby the project manager must decide 

at import time whether or not source text 
should be editable. In practice, this provides 
the opportunity for organizations to close 
a gap in the quality feedback loop that is 
often present in translation project flow. 
Translators make excellent editors of source 
text because they diligently read and seek 
to understand the concepts or instructions 

being expressed. It is not at all uncommon 
for translators to trip over ambiguity or 
incorrect statements, and then to escalate 
queries up through the project manage-
ment infrastructure. Frequently, linguistic 
solutions to such queries are implemented 
in the target language without the source 
content being updated accordingly. Giving 

Figure 1: Full screen view in editing mode.

Figure 2: Column display can be easily 
adjusted by checking and unchecking boxes.
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editors access to source segments as well 
as target segments allows translation units 
to be more easily cleaned, resulting in more 
robust translation memory.

The value proposition of translate5 
transcends editing of source and target 
segments. Real value is added by func-
tionality that aggregates the metadata, 
providing it in report format. This adds a 

layer of quantitative analysis to the editing 
process. Decision-makers in the linguistic 
supply chain can objectively isolate recur-
ring error types and then initiate more pre-
cisely targeted remedial action in response. 
Noteworthy again, as can be seen in Figure 
5, is that the aggregation functionality 
pertains not only to the target language, 
but to the source content as well.

This coverage of translate5 captures the 
application in the very early stages of what 
will hopefully be a long and useful prod-
uct life cycle. For this reason, and because 
translate5 is not positioned as a com-
mercial product but rather as an ongoing 
open-source initiative intended to serve 
the language industry at large, criticism is 
perhaps less important than contribution 
to a feature wish list. To begin with, the 
current functionality is based exclusively 
on the SDLXLIFF file format, which is 
known to not entirely conform to pub-
lished industry standards. While it can-
not be denied that the decision to begin 
with this file format as opposed to a more 
generic flavor of XLIFF is surely pragmatic, 
the decision could be perceived as lacking 
a certain element of idealism. So, first and 
foremost on the wish list could be expan-
sion of the range of supported file formats. 
Such expansion will, of course, be driven 
by funding which, in turn, will be driven 
by demand. But perhaps some of the tool 
providers who vocally support the concept 
of common standards could feel them-
selves compelled to step up to the plate 
through provision of funds or resources.

Also conspicuously missing in this early 
version is a user-friendly capability to 
export or print reports of the quality man-
agement statistics, although they may be 
exported from the project overview in XML 
format. Some expansion of this capabil-
ity would be nice to see. From a product 
philosophy standpoint, the developers have 
striven to keep all functionality that is not 
strictly related to the editing process out of 
the editing interface. They stress the point 
that reporting of statistics is generally a 
task that occurs after editing is finished. 
But one could potentially argue that users 
might want to have the immediate gratifi-
cation of printing out a report directly from 
the chart display, as is a common practice 
with spreadsheet programs. Not having the 

Figure 3: Configurable pick lists speed the editor’s work. 

Figure 4: long tag view. 
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functionality here seems to be somewhat 
counterintuitive. Supporting the other side 
of the discussion, though, is the fact that 
the data can be extracted through an API 
call, so if translate5 is embedded as a com-
ponent into a larger quality management 
system, printing functionality might be bet-
ter situated there in any case.

An additional concern might be whether 
the content display paradigm will find 
adoption among certain critical segments 
of the intended user base. Professional 
linguists are, through regular exposure to 
translation environments, familiar with the 
side-by-side, segment-based display of 
content. Yet one cannot help but wonder 
whether “outsider” users such as marketing 
executives or regional sales professionals 
will find such a display constraining to their 
perception of context and thus be resistant 
to adoption. The fact that translate5 is 
browser-based certainly helps remove some 
obstacles to adoption. Reviewers need 
not install nor learn complex or expensive 
applications. Nevertheless, if untrained 
users cannot immediately feel comfortable 
accomplishing their assigned tasks, the 
whole concept might fall flat.

If we may indulge in dreaming a bit 
about an ideal world, an optimal solution 
would be to have translate5 attached to 
some sort of document rendering applica-
tion, thus offering users the capability of 
proofing in the context of the final layout 

while the segment-based view runs in the 
background. Then, if they have a change 
to make, clicking on a segment in the lay-
out would bring the segment-by-segment, 
quality management and editing view into 
the foreground. For now, though, this 
will have to remain, as the Germans like 
to say, Zukunftsmusik (future music). In 

the meantime, translate5 is already incor-
porated in production for several large 
German customers of beo and [itl], and 
adoption has reportedly been positive.

Counterbalancing the aforementioned 
reservations is a robust architecture under 
the hood. The application is designed 
for performance over the web. Various 

Figure 5: Reporting of aggregate metadata adds value to the editing process. 
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programming techniques, for example, 
background loading of contiguous blocks 
of segments while any given block is being 
viewed facilitates a smooth scrolling experi-
ence. That being said, the developers do rec-
ommend optimizing the user experience by 
employing certain browsers known for pro-
cessing Javascript code faster than others.

It does not matter how many individual 
files are in a project. In the editing area of 
the user interface, translate5 presents all of 
the segments in the project in one flowing 
stream as if they originated from one large 
file. The folder structure of large imported 
file sets is represented in the tree display 
in the left-hand user interface panel. An 
editor can freely navigate between folders 
and files represented in the tree display, 
whereby the segment display jumps to 
the currently marked file. If the order of 
files and folders does not suit the user’s 
purposes, it may be altered through simple 
drag and drop within the tree display.

translate5 also offers terminology 
import via the TBX format. Imported terms 

are highlighted in the segment display. The 
technology used for this is the XliffTerm-
Tagger, the code for which is also available 
as open source. In addition to identifying 
exact term matches, the XliffTermTagger 
supports stemming, fuzzy matching and 
capitalization differences. The term display 
in the metadata panel also differentiates 
between preferred term usage, allowed 
terms and forbidden terms.

Editing efficiency for repetitions is gen-
erously supported by a dedicated repeti-
tion editor that displays both the source 
and target segments plus information 
about whether the source segment is 
repeated, the target segment is repeated 
or both. translate5 can also identify and 
treat repetitions in cases where the target 
segment is repeated, but not the source. 
Insertion of repetitions can be executed 
automatically or manually.

Also worthy of note is that metadata 
about changes made by editors in the 
translate5 environment may be transported 
back into the Trados Studio change his-

tory, thus preserving the overall integrity of 
document evolution in the core translation 
environment. Also, if translators or edi-
tors use a pivot language in between the 
original source and target language, for 
example going from Russian to Japanese 
via English, the pivot language segments 
may be displayed in a column of their own 
to aid the editing process.

translate5 is an application based on 
a foundation of open-source idealism. 
It serves a very real, everyday need in the 
translation process without requiring lan-
guage service providers to invest in expen-
sive software tools that present a proprietary 
product philosophy. Interested parties with 
coding expertise may freely download the 
source code and add their own features or 
tune translate5 more exactly to their indi-
vidual requirements. The creators of the 
tool are hopeful that other sponsors buy 
into the value proposition that translate5 
represents, and will come forward to sup-
port this initiative with financial contribu-
tions or development resources  M
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obstacles and opportunities. Having such input so 
early in the process — instead of well down the road 
after the product has been developed — could give 
companies a global advantage.

While learning one language will set you up for a 
career in a specific country or region, knowing a little 
bit about a lot of languages will allow you to interact 

with a wide range of nationalities, which is more often than not the 
template of success for most global companies. 

As an example, China may indeed be Apple’s second-largest 
market after the United States, but Apple supports more than 
30 languages on its website and sells digital goods in more than 
50 markets. And Facebook’s second-largest market after the 
United States is Indonesia, not China (due largely to China’s great 
firewall). 

I’ve been tracking the languages supported by the websites 
of the world’s leading brands for more than a decade. This year, 
the average number of languages supported by these websites 
is 28, not counting English — up from 12 in 2005. Since 2008, 
Starbucks has gone from 11 languages to 22, and Symantec 
has grown from 7 to 27.

While there’s little doubt that China will be a huge market for 
generations to come, the fact is that every company with global 
aspirations has to target many countries and, as a result, many 
languages. Language generalists are ideally suited to help compa-
nies manage this level of linguistic and cultural complexity.

And keep in mind that few US-based companies have begun to 
invest fully in India, an emerging economy home to more than 20 
major languages. So instead of placing all our linguistic eggs in 
one basket, let’s train people to be linguistic multitaskers.

Language specialists, of course, will always be needed in the 
world. But so too will language generalists — and perhaps even 
more so.  M

OOne of the hottest tickets young 
parents can score for their kids these 
days is not for a Justin Bieber con-
cert but for an immersive Mandarin 
Chinese class.

Fluency in Mandarin Chinese, parents are often led to believe, 
offers children unlimited opportunities in a market soon to emerge 
as the world’s largest economy.

And while this may be true, it is also possible that Chinese will 
one day be viewed as just another language futilely foisted upon 
our youth, much like Russian in the 1980s, Japanese in the 1990s 
and Arabic after that.

To be clear, learning a second or third language is always a 
great idea. The problem is, few Americans ever achieve fluency in 
a language other than English. According to a 2010 Census report, 
only about 10% of native-born Americans speak a second language 
fluently. 

If fluency in a second language is the bar for success for an indi-
vidual, we’ve set the bar a bit too high.

In fact, perhaps we’re mistaking language fluency for success 
when language is just the tip of the cultural iceberg. In my experi-
ence as a globalization consultant, multinational companies are 
far more likely to hire locals who speak the native language plus 
English rather than native-English speakers who can speak the local 
language. It may take a few years to learn a second language, but it 
can take a lifetime to learn a culture.

I propose a new standard for success: the language generalist.
What this means is not becoming fluent in a second or even 

a third language but becoming deeply familiar with many. The 
language generalist may not speak multiple languages but will 
understand the complexities of the world’s major languages and, 
just as important, the cultures. From understanding the significance 
of the color red in China to the crescent icon in the Middle East to 
a cup of yerba mate in Argentina, language generalists can play a 
vital role in helping companies think globally.

A language generalist could attend product development meet-
ings and play a critical role in helping the team understand cultural 

John Yunker is a globalization consultant with Byte Level 
Research and author of The Web Globalization Report Card and 
The Savvy Client’s Guide to Translation Agencies. 

John Yunker                                          Perspectives

The case for
language generalists
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A wrongly believe that English is the most spoken global language 
in the world (as opposed to Mandarin Chinese), and 10% mistak-
enly believe that Mount Everest is the United Kingdom’s highest 
mountain (as opposed to Ben Nevis). 

Obviously, improving geocultural literacy at a broad societal level 
remains a significant challenge for many countries, and several 
organizations are striving to remedy the situation. The interesting 
thing is juxtaposing this continuing poor literacy trend with ever-
increasing globalization and cultural interaction on many different 
levels, even over the past six years or so. You would think that the 
increased global exposure would naturally require an increase in 
geocultural understanding, particularly among businesses. But has 
that been the case? From my observation, the answer isn’t distinct 
in either direction, but there are some hopeful signs.

One aspect that I find encouraging is an apparent reigniting 
of many consumers’ love of maps, and recognition of the great 
power of location. Much of this can be credited to two major 
technological influences: smartphones and online maps, and to 
be very specific, the Apple iPhone and Google Maps. Despite the 
falling out between the two companies over their competing 
mapping efforts, their combined influence has been monumen-
tal to the average consumer. While paper maps still have their 
place as reference material, smartphone users with GPS have 
tremendous geographic knowledge at their fingertips, with the 
quick ability to find their location, route themselves to another 
location (usually with accuracy but not always), view recent sat-
ellite imagery, real-time traffic data and a wide variety of points 
of interest (restaurants, businesses, entertainment and so on). 

This rediscovery of the power of maps over the past several years 
is not trivial, as it’s helped many people at least gain an implicit 
comprehension of spatial relationships, even if it’s in the context of 
everyday practical purposes. It has made more consumers “loca-
tion aware,” if not “location savvy,” and has given rise to a slightly 
improved grasp of geographic concepts and awareness of place. 
Interestingly, with the swift rise of user-generated content (even in 

About six years ago in this same column space, I 
highlighted an issue about which I’m very passion-
ate and very concerned: geographic and cultural 
literacy, or simply geocultural literacy for short. 
I thought it would be useful to revisit this theme 
once again and reflect on whether or not the past 
several years have revealed any significant move-
ment in a positive direction on this topic.

For the purpose of refreshing the topic a bit, when I use the 
term geocultural literacy, I’m referring to the overall awareness of 
place and orientation. This has to do with people’s observance of 
their surrounding environment and its composition, such as the 
flora, fauna, other people and so on. In academic circles, this is 
often referred to as having a “sense of place,” which also assumes 
a person’s ability to discern spatial, cause-effect relationships 
around himself or herself. That ability is built upon fundamental 
geographic skills such as locating places and understanding the 
cultural context of current events, developing a spatial perspective, 
thinking beyond one’s own cultural frame of reference and learn-
ing to use geographic tools (such as maps, compasses or GPS).

The decline of geocultural literacy is evidenced not only from 
anecdotal observations in classrooms, workplaces and in society at 
large, but from survey data that’s been collected by organizations 
such as the National Geographic Society and the Royal Geographi-
cal Society (UK). In 2006, the National Geographic-Roper Survey 
revealed troubling data: only 54% of the young adults (ages 18-24) 
surveyed in the United States answered all the geographic ques-
tions correctly. For example, 63% could not find Iraq on a world 
map. Another 46% could not identify the states of New York and 
Ohio on a US map. This survey’s results (along with others) confirm 
what’s been the brunt of numerous jokes for years: the geocultural 
literacy of US citizens is quite poor, and frankly embarrassing.

But poor geocultural literacy is certainly not just a US issue. A 
few years ago, another geographic literacy study performed by 
the spatial tools company ESRI in the United Kingdom showed 
that 65% of the populace erroneously believe that the United 
Kingdom is comprised of four regions, rather than the correct 
three (England, Scotland and Wales). Over half the respondents 

Kate Edwards is a geographer and the principal consultant 
of Geogrify, a Seattle-based consultancy for culturalization 
and content strategy. She is also the executive director of the 
International Game Developers Association (IGDA).  
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geocultural literacy
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mapping, such as via Google’s Map Maker 
program), everyday users of spatial infor-
mation have become sources of detailed, 
local “ground truth” to correct, revise and 
augment. In a way, programs like this are 
one reflection of a growing resurgence in 
at least spatial literacy. 

In the business world, locational 
knowledge has been revolutionary in 
changing the tasks of distribution, 
routing and demographic targeting. But 
beyond the spatial data aspects, I’ve 
noticed other signs that seem to indicate 
that companies are beginning to under-
stand the importance of the cultural 
awareness and how that’s infused in their 
products and content.

One interesting example comes from 
the video game industry, a segment 
that hasn’t been highlighted for being 
particularly geoculturally aware. Ubi-
soft, one of the more successful game 
development companies, released a 
critically-acclaimed title in 2007 called 
Assassin’s Creed, a game which takes 
place during Crusades-era Palestine and 
the region (Figure 1). Knowing that this 
could be a potentially volatile subject, 
the company opted to make a statement 
that displays when a player launches 
the game: “Inspired by historical events 
and characters, this work of fiction was 
designed, developed and produced by a 
multicultural team of various religious 
faiths and beliefs.” While this was obvi-
ously a form of disclaimer to stave off 
potential criticism of how the subject 
matter was handled, it also demonstrated 
the company’s awareness of the fact that 
their content was not only created by a 
multicultural team of various faiths and 
beliefs, but that it was to be viewed and 

played by multicultural gamers of various 
faiths and beliefs. This is an important 
ideological leap for a company to publi-
cally acknowledge, especially within an 
industry that’s been sometimes charac-
terized as being too focused on a narrow 
demographic (young Caucasian males, 
even though the demographic studies of 
actual gamers prove otherwise).

Beyond gaming, I’ve seen vari-
ous forms of evidence in companies’ 
products that show they are starting 
to comprehend the need for assum-
ing a global-facing position for all of 
their work. More corporate websites are 
providing translated versions or at least 
including a link to an auto-translation 
application programming interface — 
recognition that their visitors might 
not all speak English. More location 
lists seem to be avoiding the pitfalls of 
showing “Taiwan” and other noncountry 
entities as a “country.” The apparent 
need for culturalization services also 

seems to be rising, as there have been 
more cross-cultural consultants arising 
and more localization companies broad-
ening their offerings to emphasize more 
culturalization (even though it’s often 
not characterized as “culturalization”).

Does all this anecdotal observation 
mean that geocultural literacy is truly on 
the rise? On the broad level, no, I believe 
it remains a significant challenge, one 
that’s exacerbated by the ubiquitous 
veneer of technology many of us have 
adopted. The use of mobile technologies 
and all the other modern conveniences 
seems to lull many people into assum-
ing that common technology equals 
common culture. I’ve actually heard 
colleagues explain to me that because 
someone in China or Kenya, for example, 
uses an iPhone, then Chinese and Kenyan 
culture have much in common with their 
own. The commonality lies in our shared 
humanity, but the underlying geocul-
tural context in which we use these 
devices remains diverse and unique. 

Culture is dynamic and it does change, 
but many of the fundamental assumptions 
of a culture take decades or centuries to 
truly shift. The same can be said of the 
level of geocultural literacy in the general 
populace. Based on various forms of 
evidence, I think that the potential power 
of that literacy is being recognized and is 
improving — primarily enabled through 
key technologies. However, a more real-
ized, deeper level of geocultural literacy 
that comes through education and expo-
sure is still in jeopardy. The reality is that 
whether or not individuals and companies 
perceive it, in order to be successful in this 
globalized world the need for geocultural 
understanding remains absolute.  M

Figure 1: Scene from Assassin’s Creed, copyright Ubisoft.
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WWhen I joined the Peace Corps many years ago, 
little did I know that my first Caribbean trip, 
then to Puerto Rico for training, would be one of 
countless others to most of the other islands and 
Caribbean shores of other countries. For those of 
you thinking that all I did was lay by the beach 
sunning myself, most of my Caribbean trips, be 
they to Barbados, Trinidad, Jamaica, Dominican 
Republic, Haiti, Cuba, Aruba or St. Barts, were to 
sell lard, tallow, soybean oil, soybean meal, caus-
tic soda and also to deal with lawyers to escape 
US corporate taxes. But perhaps the most exotic 
trips were to sell wheat middlings (a byproduct of 
wheat milling) from Chile to Puerto Rico, and Hai-
tian soybean meal to Ireland. As you can imagine, 
I did some flying in those days.

To survive and make an impression, I not only needed to 
know the official language of the island but also the local 
creole to make a good impression. Perhaps I have taken the 
most trips to Jamaica (30, if I recall correctly) where I helped 
build a soybean processing plant. Jamaica was fought over 
by many peoples and countries, and even though the British 
(and the English language) won out, a lot of other linguistic 
elements from other countries remain. Perhaps the most fas-
cinating is the term Montego Bay, where undoubtedly many 
of you have vacationed. The legend goes that the Spanish 
would capture feral pigs in Jamaica and render them on the 
beach. One of the byproducts of the rendering was manteca, 
lard (or fat) in Spanish. This then got corrupted to Montego, 
which means that Montego Bay is really a lard bay and, 

judging by the looks of some of the more hefty sun-wor-
shipping tourists, the original meaning still has some merit.

In the era following Columbus’ discovery of the Americas, 
the Spaniards and other Europeans didn’t bring a lot of good 
to the islands. They brought diseases, which killed off most of 
the native population, then slavery to provide manpower to 
run plantations, and naturally they also brought their lan-
guages. Whichever European country claimed an island, its 
language stayed to a greater or lesser degree. No surprise there. 
The upper classes spoke that language, while their imported 
slaves developed their own creole from it, often with a simpli-
fied grammar and expressions from their places of origin. Put 
most simply, creole is a language born when different popula-
tions combine elements of their language to form a new one. 
According to linguist Ian Hancock, the world has 127 creole 
languages, of which 15 are French-based and 35 English-based. 
Haiti, Guadeloupe, Martinique and French Guiana are the big-
gest centers of French-based creole, while Jamaica and Suri-
nam are the two biggest centers of English patois. By the way, 
patois is itself a French word that originally referred to a local 
or regional dialect. 

The origins of French creole are particularly fascinating. Ac-
cording to Jean-BenoÎt Nadeau and Julie Barlow in The Story of 
French, “The Caribbean colonies’ main impact on the French lan-
guage was the creation, almost overnight, of French creole. The 
term créole came from the Portuguese crioulo, which referred to 
Brazilian-born mulattos. . . . The term traveled to the new world 
on slave ships leaving Senegal, which had been a Portuguese 
colony before the French occupied it. The Spanish, and later the 

John Freivalds is managing director of the marketing communications 
firm JFA and the marketing representative for his native country, Latvia. 
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French, used the term for anyone born 
in the colonies. It generally referred to 
whites, but became the name for the 
jargon that developed among slaves.”

No one knows exactly how these 
creoles evolved over time because slaves 
could rarely write, and thus there is little 
record of them. Yet amazingly, speakers 
of French-based creoles can still gener-
ally understand each other if they speak 
slowly enough. 

Nadeau and Barlow also point out that 
there are a number of Africanisms sprin-
kled throughout creole. In Martinique 
and Guadeloupe the native whites are 
called békés, an Africanism, but in Haiti 
they are called blan from the French 
blanc. The present meanings of particular 
words are often far removed from their 
meanings in African languages, by the 
way. Zombi, which originally meant god 
in the Bantu language, has an altogether 
different connotation today.

The Caribbean in the 1600s and 1700s 
was a linguistic melting pot — you could 
even find some Latvian. As the islands 
changed masters and commerce brought 
in new terms, the effect on language was 
immediate. The word sugar is derived 
from the Arabic sukkar, and neither the 
plant nor the word is native to the Carib-
bean at all. Columbus nabbed some on a 
stopover to the Canary Islands, and it was 
only later that Europeans discovered that 
the Carribean was perfectly designed for 
sugar plantations. The Spanish began 
setting up sugar mills there in the 1500s. 
Going back to language, the steps from 
one word to another rarely followed a 
straight line. Zebra entered via Spanish 
cebra, which meant wild donkey, and 
banana is a Bantu word that became 
French (and English) through Portuguese. 
Get all that?

Jamaican patois has a rich variety 
of swear words. I learned many of 
them to make a point with suppliers 
and merchants who tried to overprice 
things, and, particularly, cab drivers. 
When you tell a cabbie “I goin to bus ur 
mouf” if you charge me too much, he 
doesn’t know if you are joking or just 
a deranged expat who has been on the 
island too long.

In all my Caribbean travels I never 
encountered a Spanish creole, although 
there are certainly different Spanish dia-
lects from Cuba, the Dominican Republic, 
Venezuela, Colombia and Panama. The 
closest to a Spanish creole is probably 

Papiamentu, a creole language spoken 
north of Venezuela on Aruba, Curaçao, 
and Bonaire Island of the Leeward Neth-
erlands Antilles. Papiamentu derives two-
thirds of its words from Spanish, Portu-
guese and Galician — and sometimes it 
is hard to tell which — another quarter 

from Dutch and the rest from other 
languages including English, French and 
various African languages. Unlike some 
other creole languages found in the Ca-
ribbean, Papiamentu has survived well up 
to the present day and is spoken through 
all levels of society.  M

Papiamentu is a creole language originating from Portuguese,  
Spanish, Dutch, English and other languages.

English Papiamentu

Good Morning Bon Dia (bun-dee-a), Morro (mow-row)

Good Afternoon Bon Tardie (bun-tar-dee)

Good Evening or Good Night Bon Noche (bun-no-che)

How are you? Konta Bi? (Con-ta-bye)

Do you speak Papiamentu? Papia Papiamentu? (pa-pie-a-pa-pue-men-tu)

Welcome Bon Bini (bun-bi-nee)

Sweet or dear person Dushi (Du-shee)
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I grand. Overseen by master distillers, the process also evaporates 
water down out of the bourbon, making it stronger, alcohol 
content-wise. So in other words, craft and time make bourbon 
taste better and give you, the bourbon drinker, more bang for 
your alcoholic buck.

This is where the similarities to translation start. Meet 
Cleveland Whiskey. In the words of Inc. magazine, “It’s made in 
Cleveland [Ohio]. In a laboratory. In less than a week. And yes, 
it’s real bourbon. Deal with it, Kentucky.” In other words, meet 
the machine translation (MT) of the bourbon world.

As I touched on earlier, the key is that when the American 
Distilling Institute, the organization that drew up the defini-
tion of bourbon versus Tennessee whiskey versus Scotch and 
so on, said bourbon had to be aged in oak, it never said for 
how long. According to the June 2013 issue of Inc. magazine, 
Cleveland Whiskey’s bourbon is “distilled” in a 120-gallon, 
patented pressure tank with a few oakwood strips thrown in for 
flavor. With this process, hundreds of years of bourbon tradi-
tion is overthrown. Feel free to drink tequila or Jell-O shots if 
you want to get drunk cheap and easy, but bourbon culture 
has never been about getting drunk. Bourbon culture is sitting 
on long verandas while a soft Southern breeze floats up the 
driveway. Bourbon culture is the smell of cigars and the sound 
of your grandfather laughing. Bourbon culture is the practice, 
sweat and sun that drives a horse to win the Kentucky Derby. 
Bourbon’s branding is patience, bourbon’s branding is quality, 
bourbon’s branding is class.

But at Cleveland Whiskey, bourbon’s branding is a laboratory. 
Instead of considering itself a commodity drink — as one might 
automatically assume — and therefore targeting a lower-price 
paying clientele, Cleveland Whiskey is marketing itself as a 
premium drink, charging $35 a bottle, a higher price point than 
that of Maker’s Mark or Knob Creek, two of the finest bourbons 
around. It takes less time to make but it costs more. Since time 
is how bourbon gains its quality, based on the quality-price 
x-curve, you would think Cleveland Whiskey would be the cheap-
est stuff on the planet. But Tom Lix, Cleveland Whiskey’s CEO, 
claims his bourbon is actually a better product than the stuff it 

In Kentucky, there are more barrels of bour-
bon than there are people — 4.7 million bourbon 
barrels versus 4.3 million people, to be exact. The 
Commonwealth of Kentucky produces 95% of the 
world’s bourbon, exporting 28.7 million gallons to 
126 different countries in 2010 alone. Bourbon is 
big business and we Kentuckians take it quite seri-
ously. If you don’t believe me, just hit up the bar 
at an industry conference at the same time I do. 
Watch me order the house bourbon. Then watch 
me grow very, very angry when the bartender 
gives me Jack.

That’s because Jack Daniel’s is not bourbon; it’s Tennessee 
whiskey. As a Kentuckian, I’ll start by claiming the difference is 
both ethical and profound. But in all actuality, there’s a science 
behind what separates bourbon from its brother whiskeys. While 
bourbon does not have to be made in Kentucky, it does have to 
be made with at least 51% corn mash. Also, bourbon must be 
distilled in an oak barrel.

The “distilled in an oak barrel” part is what brings us to trans-
lation. The American Distilling Institute has never said how long 
the bourbon must be distilled. Four Roses Small Batch, what I’m 
drinking as I write this, soaks in the barrel for ten years. Pappy 
Van Winkle — unarguably the most premium bourbon around — 
distills for 15. It’s this aging that allows the bourbon, over time, 
to take on flavors from the oak as Kentucky’s cycle of hot-then-
cold weather pushes the soaking bourbon through the wood 
and back out again. The corn mash may give it its sweetness, but 
the oak barrel gives it the honey and vanilla tones that make it 

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

Macro/Micro        Terena Bell

Craft and time in
bourbon and translation
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takes us years to make here in Kentucky. 
As quoted to Inc., Lix says, “Our story is 
that we really don’t have a big story. It’s 
simple. We use technology to make our 
whiskey faster, which makes for a great 
entrepreneurial business and a product 
that actually tastes better.”

“We use technology to make our whis-
key faster.” Huh. See what I mean now 
when I say Cleveland Whiskey is the bour-
bon industry’s own MT? It makes a similar 
product faster — so much faster that 
traditional stakeholders in the industry 
find the speed unbelievable — and it has 
the audacity to claim the quality’s fine.

Personally I can’t say anything one way 
or the other on that. I’ve never tried it. 
But Inc. cites two taste tests. In the first, 
the testers tried Cleveland, Old Forester, 
Wild Turkey and Knob Creek, tasting each 
bourbon the way bourbon is meant to be 
drunk, sip by glorious sip. Cleveland came 
in dead last. In a second test, though, 
conducted by a Cleveland, Ohio, televi-
sion station, Cleveland Whiskey went 
head to head with Knob Creek and won. 
But in this instance, the testers drank the 
bourbon in a way traditional bourbon 
drinkers never would: they downed it 
quickly in a shot. In other words, the two 
groups were looking for two entirely dif-
ferent things.

Seems like Cleveland Whiskey is start-
ing to look more and more like MT with 
every paragraph I write.

So here’s the rub: not everyone is able 
to wait 15 years for a glass of bourbon. 
Maker’s Mark itself, the bourbon with the 
largest non-US market share, recently 
reached the point of bourbon sacri-
lege, where they warned drinkers they 
would start watering down their product 
in order to meet a current consumer 
demand much higher than that antici-
pated when they first began distilling the 
2013 batch years ago. In the company’s 
own words, “Demand for our bourbon is 
exceeding our ability to make it, which 
means we’re running very low on supply. 
We never imagined that the entire bour-
bon category would explode as it has 
over the past few years.” Gee, no, none 
of this sounds like translation at all. Our 
industry is perfectly capable of meeting 
rising demands, right?

Even were there plenty of bourbon 
— er, um, I mean translation — to go 
around, the fact remains that not every-
one even wants to wait that long, even 
if they are able to pay, premium price. I 

know bourbon drinkers everywhere are 
cringing as I write this, but I don’t like 
Pappy Van Winkle! It doesn’t matter if it’s 
what’s aged the longest, it’s just oh-so-
heavy and doesn’t suit my tastes.

But you could say the same about MT. 
Not every project needs the traditional 
translate-edit-proof (TEP) cycle. In some 
cases, TEP is actually the worst thing you 
could do, as human editors and proofread-
ers allow egos and personal preferences to 
get in their way. In fact, I’d even contend 
that if you’re still stuck in the trap of 
thinking TEP ensures the highest-level 
quality translation, then you need to come 
out from your cave. Another troglodyte 
would like to use your rock. That’s not to 
say traditional TEP doesn’t have its place. 
Some legal and life science transla-
tions are required to have it, and even 
my own company relies on it when the 
case may fit. However, we live in a world 
where there are now many, many ways to 
produce translations and the fact of the 
matter is, MT is now one of them. It may 

be the cheap and easy way, but sometimes 
cheap and easy can still be the best.

So maybe Cleveland Whiskey is on to 
something. As a Kentuckian I cringe — in 
fact, something inside me weeps — when 
I think about bourbon being “aged” in 
a laboratory within a week. But what I 
get from my bourbon is not the high. I 
get peace. I get home away from home, 
a little piece of Kentucky that follows 
me as I hop from conference to client 
visit all around the world. So if quality 
truly is in the eye of the beholder, then 
what I behold is entirely different from 
the next man, who may be drinking for 
alcohol and alcohol alone. For that man, 
MT is fine enough, for it is the content 
and only the content that he needs. The 
finesse and the flavor we shall leave to 
the human translators of the world, to 
those who are willing to wait for bour-
bon to age to its finest, who are willing 
to take a sip from all four corners of the 
world and taste the 4.7 million barrels 
that are home.  M
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F a variety of companies, large and small, and notic-
ing common trends and issues around content. Over 
the years I came to realize that content is a strate-
gic asset and its development and management is as 
important as any other activity a company under-
takes. To highlight that fact, the book puts forward 
the case for organizations to have a CCO, a Chief 
Content Officer.

Thicke: What’s the most important message you 
wanted to transmit in your book?

Porter: Content is a huge asset to any company. 
It’s where all the organization’s intellectual property 
resides, and well conceived, developed and managed 
content can provide a distinct competitive advantage.

Thicke: What is a content strategy? Why would content even 
need a strategy?

Porter: If you do a search for the definition of content strat-
egy you’ll find many different versions. Every content strate-
gist and consultant seems to have his or her own take on what 
exactly content strategy is. I’m no different, but I believe that 
all the other definitions can be boiled down into the one that I 
use. For me, content strategy is about achieving business goals 
by maximizing the impact of content.

The key to why content needs a strategy is that phrase busi-
ness goals. All too often, content is produced without thought 
to the overall needs of the business as a whole. Content 
strategy is about moving content from a tactical department 
level activity to an enterprise level, where each piece of content 
helps drive the overall aims of the business.

Thicke: How does content give Caterpillar — already ranked 
as one of the top 100 global brands — a competitive edge?

Founded at the beginning of the 
twentieth century to sell tractors, 
Caterpillar today is the world’s leading 
manufacturer of construction and min-
ing equipment, diesel and natural gas 
engines, industrial gas turbines and  
diesel-electric locomotives. Alan J. Porter 
oversees marketing content for Caterpil-
lar’s products, which last year generated 
$65 billion in revenues. Originally from 
England, Porter is currently located in 
Peoria, Illinois, which is Caterpillar’s home town.

Thicke: What is your title at Caterpillar? How long have you 
been in that role? 

Porter: I joined Caterpillar full time in January 2013 as 
content marketing manager, with an initial remit to develop an 
enterprise-wide strategy for marketing content.

Thicke: What is your background? How did you come to be 
doing this work?

Porter: I’ve been in the content business for over 20 years 
now; I started in the technical documentation world, but within 
a few years ended up playing in the marketing world too, and 
have balanced the two ever since. At the end of the day it’s all 
about the content creation, delivery and the value it delivers to 
the business and the customer, no matter what functional label 
it carries.

Thicke: You’ve written a book (available at Amazon) titled 
The Content Pool: Leveraging Your Company’s Largest Hidden 
Asset. What inspired you to write it?

Porter: The book came from my 20-plus years of being in the 
content business. It started out as a collection of stories, con-
cepts and ideas that I’ve developed over the years working with 

Lori Thicke is cofounder and general manager of LexWorks, 
cofounder of Translators without Borders and a member  
of the MultiLingual editorial board.
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Porter: Great content that deliv-
ers value to your customers is vital in 
delivering on the promise inherent in a 
top brand. Top brands develop content 
that projects their brand promise in a 
consistent way, with a single editorial 
voice and message. Our aim is to provide 
content that is engaging, relevant to the 
customers’ needs, actionable and above 
all delivers something of value that helps 
our customers succeed in their business.

Thicke: What’s wrong with the way 
most companies manage their content?

Porter: When content is not viewed as 
a strategic enterprise asset it becomes 
very tactical, and the focus, where there 
is any, tends to be toward developing 
specific deliverables that are a reflec-
tion of a company’s internal operational 
structure rather than the needs of the 
customer or the business. Content silos 
then quickly develop along opera-
tional or functional lines, which lead to 
inconsistency, duplicated effort, wasted 
resources and most importantly, a dis-
jointed experience for the customer.

Thicke: How do your customers influ-
ence your content strategy?

Porter: Customers are key to devel-
oping an effective content strategy. 
At Caterpillar, we do a lot of research 
around both the voice of the customer 
and the voice of our dealers. Our content 
should be developed in the context of 
the customer’s story and driven by what 
we need to provide to enable those dealers 

and customers to meet their business 
objectives.

Thicke: How does localization fit into 
your content strategy?

Porter:  With customers in 181 
countries we need to think globally and 
deliver content locally; therefore, having 
a  globalization strategy that aligns with 
the overall content strategy is key.

Thicke: How do you determine what 
content gets translated?

Porter: To my mind, translation is just 
one part of the overall content strategy, 
and like any good content, it should be 
driven by business needs.

Thicke: Is translation an activity that 
takes place only when the content is 
created, or should it be integrated into 
the process of content creation?

Porter: Translation should be considered 
as early as possible, at the content plan-
ning stage. It should be a consideration 
all the way through the content creation 
process and on throughout the content 
life cycle. When you know that a set of 
content is going to be — or most likely will 
be — translated, then I’d advocate training 
the content creators to write the source 
material using techniques that will enable 
better downstream translations.

Thicke: In an ideal world, what would 
be the role of translation in the content 
life cycle?

Porter: Ideally, translation needs and 
their impact should be considered at 
every stage of the content life cycle. 

It’s not just what languages you should 
translate into, it’s also about how that 
content will be delivered in different 
markets, when translations are needed 
to tie in to product launches, go-to-
market campaigns and so on, as well as 
considerations about keeping translated 
material in sync with the source as that 
changes, plus decisions around when 
translations may no longer be needed.

Thicke: How is developing a content 
strategy new, and how does it differ 
from the way marketing collateral was 
handled in the past?

Porter: I would say that many of 
the ideas and concepts behind content 
strategy are not necessarily new. I’ve 
been playing around with some of the 
concepts for over 20 years. What is new 
is the increasing realization that when 
content works across the enterprise it 
can add tremendous value to the busi-
ness. This is where the change is hap-
pening. Marketing collateral is a prime 
example of the traditional approach 
of creating a specific set of content 
for one purpose within one area of 
the organization. Within an enter-
prise content strategy, the marketing 
becomes just one potential use of the 
content, and the marketing team has 
visibility to the value that other parts 
of the organization can add to their 
campaigns.

Thicke: How does technology help in 
the conception, creation and delivery of 
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content to the customer?
Porter: Technology has allowed us 

to move the focus away from creating 
specific content deliverables, such as 
a printed brochure, to instead devel-
oping globalized intelligent content 
assets that are separate from the deliv-
ery format. These can then be stored in 
central content management systems, 
shared and accessed across the enter-
prise. Such assets are created once and 
then assembled and reused to create 
multiple different deliverables across 
multiple channels, allowing you to 
deliver just the content your custom-
ers need, at the time they need it, on 
the device they want and in their own 
language.

Thicke: You’re not just a content 
strategist, but you’re also a writer on 
pop culture. Can you tell us about that?

Porter: Sure. I write pop culture 
reference books on a variety of sub-
jects, from The Beatles, to Batman and 
Bond, by way of Star Trek and more. 
I also write high-adventure fiction 
and comic books, where I’m probably 
best known as the writer of the Disney 
Pixar Cars comic book series that ran 
between the two Cars movies.

Thicke: How many books have you 
written?

Porter: There are about 11 books 
with my name on the cover and 
another ten where I’ve contributed 
to the content in one way or another 
from essays to short stories. Plus 
numerous magazine and online arti-
cles, reviews and so on over the years. 

My current projects include The 
James Bond Lexicon, an encyclopedia 
of all things 007 in the movies, novels 
and comics; a Sherlock Holmes short 
story; and a new ongoing comic book 
series called Forgotten City that will 
debut later this year.

Thicke: How do you find the time?
Porter: Writers write. When some-

thing’s a passion, you make the time. 
I try to write something every day 
by getting up a little earlier to write 
before I head to the office, and by 
having a very supportive and under-
standing wife who is happy for me to 
head into my home office on a fairly 
regular basis. Writing is not just about 
hands on the keyboard, it’s about 
observing, getting experience, read-
ing and a lot of thinking — writers are 
always writing!  M
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Project management in 
the life sciences industry 

Idalina Gomes-Taylor

TThe life sciences industry is both complex 
and challenging, and project management (PM) 
in this sector is appealing to those who wish to 
work in an area that demands the highest stan-
dards of efficiency, quality and linguistic exper-
tise. Providing high quality material is of critical 
importance in an industry where the stakes are 
high and errors are particularly costly. This is 
the industry for project managers who thrive on 
the challenges of balancing high quality deliver-
ables, complex workflows, tight timelines, even 
tighter budgets and customers with a multitude 
of expectations. 
Professionals might say that these limitations are the same in 

any area of the translation industry and that, for instance, PM for 
software or marketing clients poses similar challenges. However, 
project managers with experience in all these sectors will disagree 
and highlight the budget, timelines and, above all, workflow chal-
lenges created by the fundamental need for high quality deliver-
ables, which are not present at the same level in other industries. 

Project managers have the challenging task of working 
with material where accuracy is crucial. They bear the ultimate 
responsibility for the quality of the content and must ensure 
that it is presented and delivered in compliance with the vast 
array of regulatory standards. This is in fact at the heart of 
the complexity of project management in life sciences. A 
strong understanding of how regulatory standards are applied 
is expected from all those involved, from initial conception 
through to the release of a medical product on the international 
market. It is essential that the client and the project manager 
work together cohesively, ensuring a shared understanding of 
what is being undertaken, as well as an awareness of the dif-
ficulties faced by each party in seeing the project through to 
its completion. The process involved in developing a product 
can be intense, especially as life sciences regulations are con-

siderably strict. For this reason it is challenging for a language 
service provider (LSP) to maintain a reputation for the highest 
quality and timely deliverables while still offering competitive 
pricing. Ultimately, to be successful within this industry, LSPs 
must have a strong quality management structure. 

LSP perspective 
In an industry of continued research, development and 

change, it is vital that LSPs keep up to date with life sciences 
regulations. Despite the utmost care being put into a deliver-
able, project managers will expect their work to be thoroughly 
reviewed by the client, and are painfully aware that anyone, 
despite their expertise, can make a crucial mistake. 

Past experience of quality issues and resulting implications 
can often lead to project managers being overly vigilant in 
assessing if instructions have been precisely followed. Despite 
being aware of previous quality checks, project managers often 
develop a sense of paranoia that leads them to have the product 
output rechecked prior to delivery. 

The expectations on quality deliverables are so high that the 
review of work by the client can sometimes be onerous. This 
results from the fact that the life sciences industry is one of specific 
regulations and terminology that apply to a range of documenta-
tion. It places significant demands on project managers who must 
thoroughly understand not only the expectations of the business 
and the requirements of the client but of the industry itself. 

When negative feedback is encountered, establishing the per-
son responsible for the error is of secondary importance to return-
ing the reviewed work in an appropriate time period and with 
the expected quality. Discarding a specific resource or removing 
staff from future projects with a client is not unusual. While this 

Idalina Gomes-Taylor, PhD, is an experienced 
team leader, project manager and lecturer in 

the life sciences and technology sectors of 
the localization and translation industries.
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decision can be costly with regard to time, 
effort and money, it is of greater value in 
the long term in order to maintain the cli-
ent. The smallest errors can cause delays in 
product submissions or releases, with seri-

ous consequences to the client’s budgets 
and timelines, as well as creating mayhem 
in sales to salvage the client relationship. 

Project managers have to deal with a 
number of situations that forces them to 

develop and excel in a variety of skills. One 
of them is the ability to keep the collabora-
tion of freelancers who are knowledgeable 
enough to work on highly technical mate-
rial. They have to use all their negotiation 
skills to maintain the relationship, particu-
larly in an industry where it is frequently 
required to work with poor source mate-
rial, as is the case of documentation being 
provided in low resolution scanned PDF 
files, as shown in Figure 1.

Freelancers not only have to provide 
the translation in a format close to that 
of the source but, above all, they must 
ensure complete accuracy with the ter-
minology used and the numerical data 
where room for deviation is not allowed. 
An added difficulty is that project man-
agers usually do not provide freelancers 
with prepared files. The automatic con-
version of documents such as the above 
would produce mainly gibberish due to 
poor resolution. Hence, it is faster to 
translate these from scratch, which also 
prevents missing data errors introduced 
during file conversion.  

Another typical demanding task is the 
translation of handwritten medical text. As 
shown in Figure 2, legibility of the hand-
written source is one of the many difficul-
ties in life sciences work. Project managers 
have the tough task of negotiating rates 
to meet markup, all while maintaining 
the reliability and continued involvement 
of high quality freelancers. They are also 
required to work with difficult source mate-
rial where at times translation tools cannot 
be applied. In the case of scrawled hand-
writing, knowledge of the terminology is 
key to understanding the handwritten text. 
This type of task is particularly inefficient, 
and at times LSPs additionally are asked 
to provide the translation in a handwrit-
ten format written as closely as possible 
to the source sentence. Given the current 
technological landscape, this seems a Stone 
Age reality. Nevertheless, this is often what 
clients need for clinical trials. 

An alternative to this is also another 
time consuming and costly task, which 
involves the scanning of thousands of 
pages and the training of freelancers to 
discern which sections require transla-
tion. The translation is then directly 
inserted into the PDF file using text 
boxes. It is easy to guess that these are 
tasks linguists do not enjoy, while proj-
ect managers prefer not to outsource 
them but instead to keep them in-house 
to manage costs and time. 

Figure 2: Handwritten lab notes can also be tricky to read. 

Figure 1: Scanned medical reports can be difficult to decipher. 
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The examples mentioned previously 
represent some of the multitude of differ-
ent deliverables required by life sciences 
clients. From an LSP perspective, the output 
is time consuming, prices are low and qual-
ity needs to be high nonetheless. However, 
the benefit is that the life sciences market 
is ever expanding and the possibilities of 
increased revenue are very high. 

Client perspective 
Clients need to work with LSPs who 

understand the industry and who are 
au fait with current life sciences regula-
tions — in other words, LSPs that do not 
require training and are familiar with 
expectations in terms of quality and 
submission approval, as well as being 
aware of the costly impact of noncom-
pliance. Clients consequently prefer LSPs 
that are International Organization for 
Standardization (ISO) certified and oper-
ate under a strong and transparent qual-
ity assurance process. Being ISO 9001 
or EN15038 certified is a strong selling 
point for attracting business, given that 
life sciences companies appreciate LSPs 
with a regulated internal structure. The 
same applies to LSPs that follow the 
International Society for Pharmacoeco-
nomics and Outcomes Research’s lin-
guistic validation methodologies, which 
is seen as a strong endorsement for the 
quality of the services provided. 

Clients themselves will regularly 
audit LSPs, where every aspect of a pro- 
ject will be investigated and assessed: the 
tracking of documentation, the imple-
mentation of corrective actions due to 
negative feedback, the follow-up process 
on reviewed material, version control of 
documentation, the qualification stan-
dards of project managers and resources, 
storage of certificates on reviewed and 
final products, how confidential material 
is handled and so on. However, life sci-
ences clients do not easily change LSPs 
given the time consuming process it 
requires to establish a new relationship 
and clarify operational processes, as well 
as gain confidence in the new vendor. 

In this environment, translation tech-
nology can often seem of lesser impor-
tance. It is a basic requirement that LSPs 
provide translation technology tools 
that assist a client in reducing costs, 
turnaround time and, more importantly, 
that it will improve the quality of the 
deliverable. However, current translation 
tools do not fully support all the review 

and update requirements from life sci-
ences clients, and the use of tools such as 
machine translation (MT) are not widely 
accepted and even point blank refused. 
Although clients may be aware of the 
cost benefits MT could offer in the short 
term, its use would be more costly in 
the long term due to the level of review 
required. Quality is a factor that must be 
applied in every step of the localization 
process of a medical product and short-
cuts are not necessarily welcomed.

Project managers from the client side 
have the complex job of working with 
many agencies, such as: the European 
Medicines Agency, Pharmaceutical and 
Medical Devices Agency (Japan), China 
Food and Drug Administration or the 
Food and Drug Administration (United 
States), often concurrently. Despite the 
increasing global alignment between 
these organizations, each works under 
its own set of procedures. Timelines, 
quality and budgets are three areas 
of concern that most significantly 
impact the work of project managers, 
and these are essentially a question of 

risk management. A successful product 
submission will require a combination 
of procedures in risk assessment, con-
frontation, intervention and manage-
ment evolution. These aim to facilitate 
the understanding, communication and 
management of a project, tackling such 
issues as foreign currency risk, patient 
safety, epidemiological studies or prod-
uct liability, among many others. Limita-
tions are imposed in any area of research 
and development, be it in the research, 
technical, safety, medical, regulatory 
and commercial sectors, and all of these 
limitations relate to budgets, quality and 
schedule. Here project managers can be 
considered efficiency experts who need 
to make the best compromise through 
risk analysis and decision making. 

These are exacerbated by the long 
project life cycles typical of the life sci-
ences industry, with new technologies 
and areas of application constantly being 
developed in response to the evolving 
nature of clinical research. There is a 
scarcity of available capital, timelines 
are increasingly pressurized and there is 

Figure 3: A typical localization workflow for labeling work. 

• Translation

• Proofreading

• Quality assurance

• File preparation
     format the target for 
     backtranslation

• Back translation
• Reconciliation
     check backtranslation
     against source for mistakes

• Feedback 
   implementation

• Proofreading

• Quality assurance

• Project manager
   check

implement in the target and 
back translation the changes 
recommended by the  
reconciliation report

S
ta

g
e 

1

S
ta

g
e 

2

S
ta

g
e 

3

Share a Free Issue of MultiLingual
If you find information in  

this issue that you know could 
benefit someone else, let us  
send them a copy from you.

Just e-mail the person’s name, address  
and the date of the issue you’d like to  

share to freecopy@multilingual.com.
 

We will ship a magazine anywhere in the world  
with a note to let them know you thought of them.

the la
test ne

ws

33-36 Gomes #138.indd   35 8/7/13   2:15 PM

mailto:freecopy@multilingual.com
http://www.multilingual.com
http://www.multilingual.com


Industry Focus

|  MultiLingual  September 2013 editor@multilingual.com36

a greater demand for outsourcing, which 
is divided among multiple LSPs due to 
the level of market expansion. 

Projects must remain within budget, 
given the demands on available capital. 
Only what is within the original scope of 
work should be performed, and always 
within the requirements of quality and 
safety. The projects are needed on time 

— not necessarily earlier. Clients value 
reliability above all else, which is to 
some extent opposite to the standard 
LSP practice of fast turnaround times. In 
today’s challenging economic environ-
ment, being within budget can at times 
require a Herculean effort due to the ever 
decreasing budgets available from global 
manufacturers. Nevertheless, adherence 
to strict quality guidelines, as determined 
by the international bodies, must be kept.

 
Product internationalization 
Products in life sciences require 

localization across a diverse range of 
application areas, including diagnostic 
products, medical devices, pharmaceuti-
cals, biotechnology and consumer health 
information. What determines whether 
a product requires localization can be 
related to epidemiology — the patterns 
of health and disease in a particular 
population — and the need to increase 
international market share. 

When a product is approved for inter-
national release, issues will arise such 
as consumer safety, liability protection 
and regulatory compliance. Consider, for 
example, Europe, which has the Medical 
Device Directive, the In Vitro Diagnostic 
Directive and the European Medicines 
Agency, and each has its own set of 
regulations. Furthermore, Europe cov-
ers over 20 languages, including Braille, 
which has variations between countries, 
implying that the Braille cell needs to be 
standardized to accommodate interna-
tional release. 

Consequently, for products to be 
internationalized, there needs to be acute 
understanding of the safety regulatory 
requirements, of the market differences 
in advertising standards and of web and 
software functionality, for example. Stake-
holders should realize that documentation 
needs to follow specific template designs 
and layout requirements, or that graphics 
have to follow a specific layout and text 
layering. It is an all-encompassing product 
release that inherently requires accuracy 
and utmost quality, driven primarily by 
the nature of the product. 

Localization workflow 
As in any other localization project, 

files are assessed and prepared for local-
ization, and leveraged against translation 
memories. However, life sciences content 
can go through a heavy workflow in 
which the standard translate-edit-proof 

cycle is not enough to guarantee regu-
latory compliance. Backtranslation and 
reconciliation steps are fundamental 
to ensure the expected quality. As an 
example, a typical workflow for a 100 
word label would easily involve the steps 
illustrated in Figure 3. 

This workflow is followed by an in-
country review and it is likely that there 
will be a further request to implement 
the resultant feedback, which will in turn 
imply a similar though shortened work-
flow to be applied. As in this example, 
these ten steps multiplied by the 20 and 
more languages handled by the Euro-
pean Medicines Agency, followed by the 
in-country review, provide a snapshot of 
the complex world of project manage-
ment in the life sciences industry. 

It is easy to appreciate why this may 
seem like an overly onerous process, 
but the delivery of quality material in a 
timely manner is critical to maintaining 
a positive and continued client relation-
ship. After all, this level of quality con-
trol is not excessive in an industry that 
requires such a high level of documenta-
tion tracking, and where errors can be 
particularly costly. 

Verification testing is also required on 
documents and labels for print fidelity. 
Software and web applications need to 
go through the standard bug tracking or 
regression testing. On consumer device 
software, the consistency across com-
ponents needs to be tested (device and 
software user interface, online help, user 
guides or marketing materials), including 
testing on native operating systems, all of 
which need to be tracked and documented. 

In the midst of these complex work-
flows comes the need for strict confi-
dentiality that must always be supported 
by nondisclosure agreements and cer-
tificates of accuracy. Freelancers often 
request to be paid for providing certifi-
cates and while it can be considered an 
entitlement, LSPs generally do not get 
paid by clients to provide this. Instead, 
it is part of an LSP customer service, and 
for clients it is of the utmost importance 
to have these certifications for regula-
tory compliance. 

Life sciences is a vast industry diffi-
cult to capture succinctly. It is an indus-
try where to be successful and retain 
client satisfaction, one can only accept 
the best from all those involved in the 
product development process. Quality in 
life sciences is nonnegotiable.  M
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Interpreting culture 
in health care

Izabel S. Arocha and Lola Bendana

LLanguage and culture have always been inter-
twined. Researchers have long studied the role 
of culture in perceiving and translating real-
ity and how this perception is communicated 
through language. 

In the field of medical interpreting, interpreters find them-
selves not only interpreting for individuals who do not share 
the same language, but who also do not share the same culture 
or the same perception of the etiology of health care. At the 
technical level, communication is explicit and the negotiation 
of meaning is minimal. However, at the semantic level, cross-
cultural communication in health care is not explicit and nego-
tiation of meaning is left to interpretation.

Quality health care services depend on accurate commu-
nication between a patient or a caregiver and a health care 
provider. Most health care encounters involve communicative 
events between two people. Providers depend on communica-
tion to understand the symptoms that will lead to an eventual 
diagnosis. Without it, a doctor might not clearly understand the 
symptoms that will be used to diagnose the patient, and the 
patient might not clearly understand the best treatment option 
to select or the risks of a particular procedure. Studies such as 
“Errors in Medical Interpretation and Their Potential Clinical 
Consequences in Pediatric Encounters” have shown that errors 
in communication can therefore lead to negative health care 
outcomes and a degree of liability to the health care provider 
and organization. 

When a health care provider and a patient do not share the 
same language, then a third party might be requested. When 

a patient and provider communicate with the assistance of a 
third party, this is called a triadic communicative event. While 
many bilingual individuals are called on to attempt to facilitate 
communication, professional interpreters are the individuals 
who are trained to undertake this intellectually challenging and 
highly technical task. They listen in one language what the pro-
vider or patient are stating and then interpret the meaning of 
the message, without omitting, adding or distorting the message 
into the other speaker’s language. Because different languages 
utilize different terms or expressions, these are not word-for-
word translations, as one might suppose. If a concept does not 
exist in the other language, how will a medical interpreter inter-
pret or explain it to the other party? There are two standards 
of practice on the subject, and there has been some confusion 
and misinformation in the field as to what these standards say.

IMIA Standards 
The International Medical Interpreters Association (IMIA) 

Medical Interpreting Standards of Practice are founded on the 
premise that an interpreter’s primary task is interpretation, 
that is, the transformation of a message expressed in a source 
language into its equivalent in a target language, so that the 
interpreted message has the potential for eliciting the same 
response in the listener as the original message.

The IMIA standards were developed in 1992 by the Massa-
chusetts Medical Interpreting Association and The Development 
Center, using the DACUM process, a well-known and validated 
method of occupational analysis for professional and technical 
jobs. It was developed with the intention of being the grounding 
work needed for medical interpreter certification. It was adopted 
on a national level in the United States at the 4th National Work-

ing Group conference in Seattle, Washington, 
May 17-19, 1998. The IMIA standards have 
since been translated and used internation-
ally in Spanish, Italian, Hebrew, Japanese 
and Portuguese. The IMIA Medical Interpret-
ing Standards of Practice are organized into 
three major task areas: interpretation, cultural 
interface and ethical behavior. 

Izabel S. Arocha is a nationally certified medical 
interpreter and the executive director of the 
International Medical Interpreters Association.

Lola Bendana is the director of Multi-Languages 
Corporation. Presently, she serves as the president of 

the International Medical Interpreter Association. 
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To quote from the standards, “If all that 
the provider and patient need to achieve 
the goals of the clinical encounter is this 
linguistic conversion, then simply provid-
ing such a conversion fulfills the inter-
preter's role. The standards, however, go 
beyond the skills of conversion and rec-
ognize the complexities of interpretation 
and the clinical interview. The medical 
encounter is a highly interactive process 
in which the provider uses language (the 
provider's and the patient's) as a powerful 
tool to understand, evaluate, and diag-
nose symptoms (Woloshin et al., 1995) 
and to mutually inform and instruct. The 
interpreter, therefore, cannot simply be 
a ‘black box converter' but must know 
how to engage both provider and patient 
effectively and efficiently in accessing 
the nuances and hidden socio-cultural 
assumptions embedded in each other's 
language, which could lead to dangerous 
consequences if left unexplored” (pg. 12).

The IMIA standards explore the cul-
tural interface component of the medical 

or health care interpreter’s work in detail. 
Based on the fact that meaning is rooted in 
culturally based beliefs, it proposes that the 
interpreter needs to understand the cultur-
ally based meanings in order to interpret 
accurately. It also proposes that the inter-
preter understand beliefs that affect the 
presentation of illness, which varies from 
culture to culture. Perceptions of illness, 
wellness or treatment can vary greatly in 
different cultures and can be the cause of 
miscommunication between a health care 
provider and a patient who do not share 
the same culture and perceptions. In these 
situations literal interpretations do not 
convey the meaning and therefore are 
inaccurate. In such cases the interpreter 
may have to articulate hidden assump-
tions or unstated propositions contained 
in the discourse. IMIA proposes that the 
role of the interpreter is not to explain 
culture as a cultural anthropologist might, 
but to assist both parties to uncover these 
hidden assumptions in order to enable 
understanding.

The IMIA standards address the com-
mon dilemma of the interpreter when a 
speaker uses “untranslatable” terms or 
expressions. These are words or expres-
sions that describe words, expressions 
or even concepts that do not exist in the 
target language. To get the concept across, 
the interpreter may have to work with the 
parties to find ways to transmit the essen-
tial meaning of the concept.

The IMIA standards pronounce that the 
task of the interpreter is to identify these 
occasions, and while they should not “give 
the answer,” they should help the parties 
investigate the cultural issue that is creat-
ing the challenge in interpretation.

The IMIA standards make an important 
observation: that with every situation 
and person interacting, interpreters can-
not assume or predict what an individual 
believes or practices. They should hypoth-
esize possibilities, and not offer statements 
before they are verified.

The cultural interface component 
requires interpreters to observe standard 

Transcription | Voiceover | Subtitling | Integration | Flash | Articulate | Lectora | Captivate | HTML5

Why do so many leading 
organizations turn to EQHO for 
audio & multimedia localization?                                                                       
For almost 10 years, media companies, eLearning developers and
MLVs have been placing their trust in EQHO for audio and multimedia
localization. Perhaps it’s because of our level of quality, speed of
delivery and our flexibility. However, feedback from delivery and our flexibility. However, feedback from EQHO’s many 
satisfied customers would suggest it’s for all of these reasons plus so 
much more.

Audio and multimedia localization isn’t such a dark art. Why not find 
out what EQHO can offer and see why so many top companies swear 
by our services?

Contact EQHO at +66 (0)2 637 8060, or email info@EQHO.com 
    
www.EQHO.com

38-43 Bendana #138.indd   39 8/7/13   2:16 PM

mailto:info@EQHO.com
http://www.EQHO.com
http://www.multilingual.com


Industry Focus

|  MultiLingual  September 2013 editor@multilingual.com40

B-1, which is to use “culturally appro-
priate behavior” with each party. This 
requires the interpreter to observe the 
rules of etiquette and/or institutional 
norms, and adjust his or her behavior to 
observe such rules of cultural etiquette. 
There are other responsibilities that the 
medical interpreter needs to recognize. 
Standard B-2 requires the interpreter 
to recognize and address instances that 
require intercultural inquiry to ensure 
accurate and complete understanding. 
Interpreters should pay “attention to ver-
bal and nonverbal cues that may indicate 
implicit cultural content or culturally 
based miscommunication,” meaning 
responses that may not fit with the mes-
sage being relayed. Interpreters should 
watch for displays of discomfort or 
distress when certain topics are brought 
up. They should also assess “the urgency/
centrality of the issue, at that point in 
time in that particular exchange, to the 
goals and outcomes of the encounter,” as 
well as the best method to raise the issue. 
Standard B-2 outlines that an interpreter 
“interjects and makes explicit to both 
parties what the problem might be,” and 
“prompts the provider and patient to 
search for clarity.” Additionally, an inter-
preter should share cultural information 
with both parties that may be relevant 
and may help clarify the problem, for 
example by saying “It’s possible this is 

what is happening, because often people 
from . . . believe that . . .” Where untrans-
lateable terms come up, the interpreter 
should assist the speaker “in developing 
an explanation that can be understood 
by the listener.”

As described, while the IMIA standards 
of practice give ample information about 
the specifics of a medical interpreter's 
work where it relates to cultural issues, 
they never state that medical interpreters 
are to act as cultural brokers or media-
tors. It seems that in these standards, the 
key issue is accurate communication, 
which requires complete understanding. 
When and only when implicit cultural 
content may cause miscommunication, 
is the interpreter directed to ensure that 
a literal interpretation, or language alone 
is not the cause for misunderstanding. 
However, it is important to note that 
some in the field will argue that patients 
and providers who share a language 
and not a culture might not benefit 
from having an interpreter to act as a 
culture interface. Nevertheless, when an 
interpreter is present, he or she has an 
ethical obligation to interpret everything 
accurately, and this simply cannot be 
accomplished without an occasional 
intervention to clarify a cultural concept 
that is being communicated in words 
that are not going to be understood by 
the other party.

The NSGCIS standards
The National Standard Guide for Com-

munity Interpreting Services (NSGCIS) 
in Canada takes a somewhat different 
approach on interpreting culture. The 
NSGCIS was created by the Healthcare 
Interpretation Network (HIN) in 2007 in 
collaboration with Critical Link Canada, 
the Language Industry Association of 
Canada (AILIA) and the Association of 
Canadian Corporations in Translation and 
Interpretation. 

The creation of the Canadian National 
Standard was guided by joint efforts from 
multiple stakeholders across Canada; the 
committee was composed by 24 members 
who represented governmental institu-
tions, academia, interpreters, professional 
orders, nonprofit and private sector 
organizations.

In early 2010, AILIA announced a 
new certification program developed for 
interpreting service providers under the 
NSGCIS. The NSGCIS is also used as the 
core document for provider certification 
in Europe through the Language Industry 
Certification System. 

The goals of the standard are to promote 
the highest quality of interpreting when 
adopted for assessment, training, hiring, 
performance monitoring and possible 
future professional recognition; to provide 
clear and consistent definitions of the char-
acteristics and competencies of a qualified 
community interpreter; and to provide an 
educational tool or common base of under-
standing among interpreting parties.

According to Canada’s NSGCIS stan-
dard, community interpreting is defined as 
bidirectional interpreting that takes place 
in the course of communication among 
speakers of different languages. The con-
text is the provision of public services such 
as health care or community services and 
in settings such as government agencies, 
community centers, legal settings, educa-
tional institutions and social services. It 
also recognizes that community interpret-
ers work in other settings such as business 
and industry.

The document encompasses defini-
tions of interpreting terminology, human 
resources requirements including inter-
preter’s skills and competencies (inter-
preting, linguistic, research and technical 
competence) and how these competencies 
would be met and demonstrated. It also 
covers the responsibilities of interpret-
ing parties (clients, interpreting service 
providers and interpreters), professional 
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standards of practice, core ethical prin-
ciples and so on. The content of this 
standard is broader and does not focus 
on the tasks of the interpreter, and is not 
specific to medical interpreting. How-
ever, since community interpreting does 
include health care interpreting, it should 
be addressed. 

This standard takes a more rigid stance 
on interpreting culture as a community 
interpreter, as seen in the following 
text from the standard: “Historically 
interpreters were identified as ‘cultural 
interpreters’ with a role to bridge ‘cultural 
misunderstandings’ between service pro-
viders and non/limited English speakers. 
Determining how and when an interpreter 
should intervene created conflicts for all 
parties for a variety of reasons. Although 
cultural differences can exist between 
individuals who do not share a common 
language, cultural differences can also 
exist between individuals who do share a 
common language. Given the complexity 
of factors that impact and influence an 
individual’s culture, acting as a ‘cultural 
broker/bridge’ goes beyond the scope of 
an interpreter’s duty, from the perspective 
of the Language Interpreting Training 
Program (LITP) Curriculum Development 
Team. Expecting an interpreter to perform 
that function, in and of itself, contravenes 
the ethical principle and standard of prac-
tice to remain impartial, and furthermore 

begs the question of the demonstrated 
competence of the interpreter to perform 
that function. Therefore, it should be 
noted that the LITP Curriculum Develop-
ment Team recommends that the role of 
the interpreter focus on the delivery of 
messages between individuals who do 
not share a common language rather than 
‘cultural differences/nuance’ of the speak-
ers” (NSGCIS, Annex 1, pg. 20).

On the other hand, the same standards, 
under the section of Role and Responsi-
bilities of Interpreters, states the following 
responsibility: “The interpreter must be 
able to understand and convey cultural 
nuances without assuming the role of 
advocate or cultural broker” (pg. 18). 

Under the principle of accuracy and 
fidelity which states that “interpreters 
strive to render all messages in their 
entirety accurately, as faithfully as 
possible and to the best of their ability 
without addition, distortion, omission or 
embellishment of the meaning,” the stan-
dard states in regard to untranslatable 
terms that the interpreter should retain 
“English words mixed into the other 
language, as well as culturally bound 
terms which have no direct equivalent 
in English, or which may have more 
than one meaning. Whenever possible, 
the interpreter will attempt a transla-
tion of that word to provide the listener 
with an idea of what the word means.” 

The interpreter should also ask “for 
repetition, rephrasing, or explanation, if 
anything is unclear. Upon recognizing 
that the interpreter has misunderstood 
the communication, he/she identifies the 
misunderstanding and requests direction 
from the parties involved" (page 22).

From a practical perspective, some 
reasons to move away from the “cultural 
interpreter” role in Canada include safety 
for the limited English/French proficiency 
population (LEP/LFP) while accessing 
public services. There has also been limited 
training on the subject — training pro-
grams have been limited in time and scope 
and may not include proper training on 
cultural interventions, because historically, 
the average programs varied from 60-100 
hours of instruction. Ontario introduced in 
2006 a 180-hour training program. 

There is also the question of equal 
access to public services. If the inter-
preter provides advocacy service to the 
LEP/LFP, who would provide this service 
to those immigrants who speak one of 
the official languages and are navigating 
the system without interpreters? Finally, 
culture encompasses several factors, 
language being only one of them, and 
sharing the language does not necessar-
ily mean sharing the culture.

Both standards have a different 
approach as to the issue of interpret-
ing culture. The terms culture broker 
and cultural mediator are utilized in 
some studies and trainings, but not in 
professional standards. There is much 
controversy in the field as to whether 
medical interpreters should or should not 
engage in these expanded roles of cul-
ture broker or cultural mediator. There 
are countries such as Spain, with distinct 
educational programs for the profession 
of intercultural mediators. These pro-
fessionals are trained to moderate and 
bridge cultural norms in various settings, 
which is distinct from the primary role of 
interpreting.

Other approaches
Since the development of the IMIA 

Medical Interpreting Standards of 
Practice and National Standard Guide 
for Community Interpreting Services 
in Canada, other standards have been 
developed: notably the American Soci-
ety for Testing and Materials Standards 
in 2001, the California Healthcare Inter-
preters Association Standards in 2002, 
and the National Council for Interpreting 
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in Health Care Standards in 2005, each 
with a different perspective and approach 
that has enriched the understanding of 
the practice of this profession. We hope 
that future articles can expound on what 
the other standards have to say on this 
topic. There is also a need for further 
studies that explore the training, advan-
tages, disadvantages, types of cultural 
interventions and current practices that 
practitioners are engaging in with regard 
to interpreting culture in health care.

Medical interpreting is a profession 
in development. Cultural competency in 
health care is also a field that has devel-
oped in its own right, and is affecting 
the profession, especially the specializa-
tion of medical interpreters, who see 
themselves as health care professionals 
who are part of the health care team. The 
multiple standards of practice in the field 
represent what needs to be an ongoing, 
developmental process. There will be 
variations that are based on country of 
practice, employment status (contrac-
tor vs. hospital employee) and even 
specialization (generalist or community 
interpreter who practices occasionally 
in health care vs. a specialized medical 
interpreter who only practices in health 
care). These two standards of practice 
that apply to medical interpreters show-
case some of the variations of approach. 
Plurality of approaches is expected and 
is healthy in any profession as it matures.

By setting clear, high standards of 
performance and practice, a marked 
increase in the quality of interpreting in 
the health care arena will follow. This 
increase in quality will in turn lead to 
a full recognition of competent, profes-
sional and certified medical interpreters, 
who will be accorded the status and com-
pensation commensurate with the critical 
nature of their work. This will also create 
the demand for higher-level training and 
academic programs that can address the 
difficult area of interpreting culture.  M
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Translation requirements 
for generics in the EU

Libor Safar

AAs pharmaceutical innovations become 
increasingly difficult and expensive to achieve, 
and as patents expire on blockbuster drugs, 
generic drug manufacturers have become one of 
the bright spots in the pharmaceutical industry. By 
developing “bioequivalent" medicines of original 
medicines for which patents have expired, these 
companies bypass many of the costs to bring 
original innovations to market, shaving 20-90% 
off the retail price of the drugs they resemble.

Given the strained health care budgets across most of Europe, 
it’s no wonder that producers of generic medicines see a bright 
future. At the moment, generic medicines in Europe represent 
just under 50% of the whole pharmaceutical market by volume, 
but only about 18% of the total cost.

Generic medicines are developed to be the same as the original 
innovative medicines, also called originators or originator medi-
cines. They share the same active substances (the actual element 
with the desired therapeutic impact) as their reference medicines, 
and are used at the same doses to treat the same diseases. Gener-
ics often differ in their inactive ingredients, also called excipients, 
such as colorings, name, appearance and packaging.

Although generics are subject to the same rigorous autho-
rization requirements as the original patented drugs, it’s a 
standard practice to borrow from the original drugs’ translated 

product information — requiring somewhat different workflows 
for authorization and translation than patented drugs.

Centralized vs. decentralized product authorization
Like their reference medicines, generics need to follow a 

process of authorization in individual countries before they can 
be brought to market.

Generic drug makers may apply for the centralized authori-
zation process managed by the London-based European Medi-
cines Agency (EMA), which will result in one single marketing 
authorization valid in all European Union (EU) countries as well 
as Iceland, Liechtenstein and Norway (EEA-EFTA states). Or they 
can use the decentralized procedure (DCP), where authorization is 
sought simultaneously in multiple EU countries, with one serving 
as the reference member state, selected to prepare draft assessment 
documents and submit them to all other concerned member states. 
Generic producers may also choose the mutual recognition proce-
dure (MRP), whereby an assessment and marketing authorization 
of one member state should be mutually recognized by other states.

In practice, most generics in Europe are authorized via the 
DCP and MRP procedures. The EMA will automatically provide 
access to their centralized procedure for generics, only if the 
reference medicine was also authorized centrally via the agency. 
One other case is if the generic medicine provides a significant 
innovation, in which case the EMA will accept applications also 
for generic versions of medicines originally authorized via the 
national, MRP or DCP procedures.

In fact, 82% of all authorization applications finalized via 
the decentralized procedure during 2012 were related to gener-
ics. In the case of all finalized mutual recognition applications 
it was 64%, compared to only some 30% of applications in 
the centralized procedure that were related to generic medicines 
during 2010-2012. See Figure 1 for more details.

The pharmaceutical industry in Europe experienced a water-
shed moment in June 2013 when the EMA approved the first bio-
similars — the generic versions of complex biological medicines 
— after concluding they are of equal quality, safety and efficacy 
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to the original medicine. This comes at the 
time when the first original biotherapeu-
tics — biological medicines made by or 
derived from a biological source, such as a 
bacterium or yeast — have seen their data 
protection and patents expire.

This decision has opened up the huge 
market for monoclonal antibodies to 
generic producers, after a long period 
during which drug companies argued that 
biosimilars are not identical and carry 
higher risks for patients. Which is also 
why no biosimilars have so far gained 
a regulatory approval by the Food and 
Drug Administration in the United States.

Marketing authorization process
While the product authorization 

process is roughly the same for generics 
and original drugs, generic manufactur-
ers enjoy a somewhat simplified process 
for marketing authorization of their 
medicines (Figure 2). Since the reference 
medicines are already authorized, generic 
manufacturers don’t need to prove the 
efficiency and safety of the active sub-

stances their versions contain. Instead, 
they must prove the generic medicine is 
comparable to the reference medicine. As 
a result, generic manufacturers bypass the 
expense of conducting preclinical tests or 
clinical trials and translating their results.

A critical component of any market-
ing authorization is the product informa-
tion, or in other words the summary of 
product characteristics (SmPC), advising 
health care professionals and patients on 

safe and effective uses, and serving as 
the basis for package leaflets.

Along with the product packaging, 
these SmPC-based materials always need 
translating. If the manufacturer is pursu-
ing the centralized authorization process, 
the product information must be submit-
ted in all EU languages plus Icelandic 
and Norwegian. Decentralized or mutual 
recognition procedures only require lan-
guages of the selected target countries.
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Figure 1: MRP and DCP — finalized procedure for new applications by type in 2012. 
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Generally speaking, the generic's 
SmPC should be in “all relevant aspects 
consistent with that of the reference 
medicinal product except for indications 
or dosage forms still covered by patent," 
to quote the EMA’s published require-
ments on the subject. In practice, this 

means the original drug's SmPC, labels 
and packaging are taken as the source 
and updated with the generic drug's spe-
cifics, for the original English content as 
well as the translations.

Normally, the generic’s updated SmPC 
would describe differences in excipients 

used. Any additional precautions, which 
would be a result of the specific excipients 
used, must be described on the label and 
in the package leaflet of the generic medi-
cine. Similarly, if the reference medicine is 
still enjoying patent protection for some 
of its indications, these cannot appear in 
the product information of the generic.

These process variations often apply 
in the case of hybrid medicines, meaning 
generic medicines that are presented with 
a different strength or with a different 
route of administration compared with the 
reference medicine. Hybrids also include 
versions with a slightly different purpose, 
such as a limited indication that will allow 
the medicine to be used without a pre-
scription. While the authorization process 
is similar to generics, hybrid medicines 
sometimes need additional tests before 
authorization in the EU, such as clinical 
trials that would test their actual efficacy.

In many ways, translating product 
information for generic medicines is 
no different from translating patented 
medicines. But there are a few practical 
considerations.

SmPC consistency
As a general rule, the SmPC and other 

product information relating to the med-
icine should closely follow the reference 
medicinal product previously authorized in 
the EU. The translated product information 

Day Activity

1 Start of the procedure; the first version of the product information will be in English.

120 Committee for Medicinal Products for Human Use opinion and adoption of a timetable for the provision of translations 
(CHMP).

121 Submission of the responses, including revised summary of product characteristics (SmPC), labeling and package leaflet texts 
in English (second version of the product information). A review focused on linguistic, stylistic and template-related issues 
designed to verify if the proposed English text is suitable for translation.

180 CHMP opinion and adoption of a timetable for the provision of translations. Third version of product information in English.

By day 210 Adoption of final CHMP opinion and CHMP assessment report. Adoption of a timetable for the provision of translations. Fourth 
version of product information in English. 

+ 5 days after 
adoption of 
opinion

Applicant provides the European Medicines Agency (EMA) with SmPC, Annex II, labeling, package leaflet and Annex A in all 
EU languages (including translations into Icelandic and Norwegian). EMA circulates draft translations to member states for 
review.

+ 22 days 
after adoption 
of opinion

Applicant provides the EMA with final translations of SmPC, Annex II, labeling and package leaflet (revised Annex A is required 
only if any changes occured during the linguistic review), taking into account comments received from member states by +19 
days after adoption of the opinion. The final translations are provided with tracked changes, incorporating the member states’ 
comments in Word format, as well as in final PDF format.

+ 27 days 
after adoption 
of opinion

Transmission of opinion and annexes in all EU languages to applicant, Commission and members of the Standing Committee, 
and Norway and Iceland.

Figure 2: Timeline for marketing authorization of generic drugs via the centralized procedure.
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for already authorized medicines is nor-
mally freely available online for all the 
languages.

Using these preexisting translations 
as reference material is a must, with 
a focus on consistency between the 
generic and patented versions. Sections 
of the product information which are 
identical between the originator and the 
generic drug must use the corresponding 
translations from the reference medicine, 
correcting for any obvious translation 
errors. When submitting, drug makers 
provide the source English and all the 
translated SmPCs for linguistic review, 
with changes tracked in the English 
version highlighting specific deviations 
from the reference product information.

The main point of reusing the original 
drug’s product information is to build on 
existing knowledge of the drug for the 
market. There is little sense confusing 
patients and health care profession-
als alike by describing the drug and its 
usage in slightly different terms, only 
because the manufacturer of the drug 
is different, when active substances are 

the same. This rule is also designed to 
make the process of linguistic review 
of the translations, conducted by the 
agency, more efficient. This simply helps 
avoid any unnecessary linguistic review 
exercise.

Using QRD templates
Quality Review of Documents (QRD) 

templates are Microsoft Word documents 
that provide the official wording of the 
SmPC, labeling and package leaflet in all 
official European Union languages plus 
Icelandic and Norwegian. These templates 
are developed and periodically updated 
by the EMA's Working Group on Quality 
Review of Documents for the centralized 
procedure as well as the mutual-recog-
nition and decentralized procedures. The 
centralized procedure’s QRD template is 
currently on its ninth version, while the 
MRP and DCP template has been updated 
to version 3. All of these templates may 
be downloaded at http://bit.ly/Aru5tK in 
Word and PDF form, as seen in Figure 
3. The most recent update, for instance, 
included recommendations of the new 

European pharmacovigilance regulation 
and incorporated new sections on report-
ing side effects or suspected adverse 
reactions.

The translated SmPC should use the 
current versions of the local-language 
QRD templates, if the relevant informa-
tion is available. That is, while the ref-
erence medicine may use an older QRD 
template — even the latest version filed 
with the EMA during its patented period 
on the European market — the new 
generic’s product information should 
follow the current template. This process 
of “harmonization" will involve careful 
word-by-word review of the existing 
translated product information of the 
patented medicines, and comparison 
with the latest QRD template for the 
given language.

While this may sound like a daunting 
task, the English source will normally have 
undergone the same process, enabling a 
comparison of the extent of changes made 
to the source QRD version by the generic 
drug manufacturer. If, however, the rel-
evant information from the reference 
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medicine's SmPC is not available, this 
part of the SmPC should not be updated 
to the latest QRD template for the generic, 
as the content of the SmPC must remain 
consistent throughout.

Generic manufacturer specifics
While generics contain the same active 

substances as their reference medicines, 

and are used at the same dose to treat the 
same condition, they are not exact repli-
cas. As a result, it’s crucial to track every 
single difference between the original and 
generic SmPCs, such as the excipients, 
the name of the medicine, its appearance, 
description and its packaging.

Tracking such details can be challeng-
ing in the case of MRP or DCP procedures, 

especially when a generic is based on a 
reference medicine that was previously 
authorized on a national basis. SmPCs 
for such a reference medicine may, for 
example, describe different indications 
in individual EU states, referred to as 
“non-harmonized originators." Generic 
manufacturers must submit the same 
application file with the same SmPC in 
all concerned member states. This forces 
some hard calls on harmonization of the 
product information to ensure identity 
of SmPCs between the generic and refer-
ence medicines for individual countries.

Since so much about the generic 
medicines is modeled on their reference 
drugs, it is easy to get lost in the process, 
and be too focused on spotting, ana-
lyzing or reading into any differences. 
While consistency is critical, it is impor-
tant not to lose sight of the core objec-
tive: providing accurately translated 
product information that complies with 
the current European legislation, and 
uses the approved templates, language 
and terminology.

Timelines and naming
Patents for medicines in the Euro-

pean Union are granted for a period of 
20 years, and can be increased by up to 
five additional years through a supple-
mentary protection certificate (SPC) 
designed to encourage innovation by 
compensating originator companies for 
the time and expense required to obtain 
regulatory approval. 

Companies are also covered by data 
exclusivity, which runs parallel to actual 
patent protection. There can be no generic 
drug application and no disclosure of 
regulatory data to a competitor during 
the period of data exclusivity. In the EU, 
there is currently an 8+2+1 formula in 
place for data and marketing exclusivity. 
This means eight years of data exclu-
sivity since the initial authorization of 
the reference medicinal product, during 
which no generic applications may be 
filed. This is followed by two additional 
years of marketing exclusivity, during 
which generic applications  cannot be 
yet approved. There is then one extra 
year of protection if there are new 
therapeutic indications with a significant 
clinical benefit. This means that generics 
can only be placed on the market ten or 
11 years after the authorization of the 
reference medicinal product, depending 
on the applicable exclusivity period.
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Innovative drug manufacturers work 
hard to maximize the length of patent 
protection and to keep cheaper generic 
versions off the market. In a practice 
called “ever-greening," they try to obtain 
new patents for old compounds, on the 
strength of new uses, indications, dos-
ages and changes in formulation, color 
or markings — relatively small modifica-
tions or incremental innovations rather 
than major boosts in the efficacy of the 
existing medicine.

Meanwhile, generic makers start 
working in earnest on preparing the 
generic version many years before the 
original drug’s patent is due to expire. 
The marketing authorization phase is 
a relatively fast process, and similar 
in steps and duration to the process 
required for innovative drugs. 

As with innovative medicines, there 
is a short window of five days between 
the final Committee for Medicinal Prod-
ucts for Human Use opinion and the 
requirement to provide the SmPC trans-
lations into all the required languages. 
Therefore, the translation process should 
begin well in advance of the opinion, 
typically around day 165.

Coming up with a new name for 
the generic is one of the most exciting, 
and trickiest, language aspects of the 
authorization process. Each innovative 
drug will have its own official generic 
name in addition to the invented trade 
brand name, under which it is sold. 

After years on the market, the original 
medicines have established brand value 
for the trade name, and they typically 
continue to promote their branded prod-
ucts after the patent expiry, even if now 
at discounted prices. Generics may not 
use the patented product’s trade name, 

but they may use its generic name, or 
develop their own trade name.

Generic names are often a shorthand 
version of the medicine's chemical name, 
structure, or formula. The World Health 
Organization administers these generic 
names via the so-called International 
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Figure 3: QRD templates are available online.
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Nonproprietary Names (INN). Medicines 
from the same therapeutic or chemical class 
are normally given names with the same 
stem. Trade names, on the other hand, are 
designed to be memorable and often serve 
to outline the drug's characteristics or 
purpose. Sometimes they are a shortened 
version of the drug's generic name.

It is of course necessary that generic 
and trade names are unique in order to 
prevent one drug from being confused 
with another. To that end, the EMA has 
developed a process whereby it reviews 
and approves, or rejects, all proposed 
new names, via their Name Review 
Group (NRG). This is a thorough process, 
and applicants are encouraged to submit 
up to four names to the agency prefer-
ably four to six months prior to the 
planned submission date of the actual 
authorization application. The NRG is 
chaired by an EMA representative and is 
composed of representatives from mem-
ber states of Southern, Central, Northern 
and Eastern Europe to allow for the 
various language groups.

The generic medicines must use a 
single name, regardless of the process 
of authorization. This may be either an 
invented name not liable to confusion 
with the common generic name, or a 
common name or scientific name (nor-
mally INN) accompanied by a trademark 
or the name of the marketing authoriza-
tion holder.

For instance, the generic name of 
the blockbuster brand medicine Plavix, 
marketed by Bristol-Myers Squibb and 
Sanofi, is clopidogrel, and that is also 
its INN name. The EMA has approved 
multiple generic versions of the drug, 
such as Clopidogrel Teva Pharma B.V., 
Clopidogrel Mylan or Clopidogrel Krka. 
But it is also marketed by Krka under the 
brand names of Zylagren or Zyllt.

Generics are one of the most excit-
ing and fastest-growing segments of 
the EU’s pharmaceuticals industry. 
Although generics can bypass the years 
of research, clinical trials, product infor-
mation development and, let’s face it, 
waiting times that innovators undertake, 
they are still beholden to the EU’s high 
standards for product authorization 
and clarity across all target countries. 
Although they can certainly enjoy effi-
ciency benefits in reusing the reference 
medicine’s SmPC, generic manufactur-
ers must not expect to rush through the 
translation process.  M
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Translation performance metrics are 
extremely important for regulated industries 
such as health care. Over the last few years, 
this sector has come under increasing  
scrutiny from regulatory and certification 
bodies such as the Food and Drug 
Administration in the United States, 
Notified Bodies under the European Union’s 
Medical Device Directive in Europe, the 
Pharmaceutical and Medical Device Agency 
in Japan and the State Food and Drug 
Administration in China. This means that 
localized versions of clinical trial content, 
labeling, packaging, patient instructions, 
software, technician training materials and 
compliance documentation are reviewed 
even more carefully by all stakeholders 
for multilingual content workflow. Health 
care companies need a variety of materials 
in foreign languages to support their 
domestic and international operations. 
Documentation and software translation 
constitute the majority of the effort and 
account for 52% of documents translated.  

Health care buyers need metrics to 
evaluate the performance of that translation 
effort. The data supports how to prioritize 
their localization investment, return on 
investment (ROI) calculation, and expansion 
plans to new markets. Mainstream metrics 
are also critical for translation buyers to 
measure their language service process in 
the same way as other business functions. 
Buyers are interested in four main types of 
metrics relating to cost, volume, efficiency 
and quality. 

The cost of projects can be drilled down 
by criteria such as language, project type 
or translation memory (TM) utilization. 
Another filter to apply to the cost analysis 
may be the translation method used — 
standard human translation, machine 
translation with post-editing or even 
crowdsourcing. In addition, more thorough 
analysis can be provided on cost control 
(such as TM savings) or premium services 
(such as rush fees). A dashboard that shows 
the evolution over time can be helpful for 
buyers to see how their spend evolves. 

Volume-based metrics go beyond 
the word, which is the principal unit in 
translation and one that can easily be 
further explored based on similar criteria 
such as cost-based metrics. Language 
service providers (LSPs) can also show 
data on translation memory use such as 
the number of segments banked and their 
usage levels. Finally, other project elements 
can be interesting to clients, such

as the number of graphics or pages that are 
processed. Efficiency-based metrics deal 
with the all-important on-time delivery 
score. Cycle times by types of projects 
can be very helpful to buyers for planning 
purposes. LSPs need to consider the entire 
process — including portions of the process 
handled by the customer — and offer 
metrics that provide average review times 
by languages for client language reviews or 
delays encountered on projects due to slow 
responses to linguist questions. Quality-
based metrics need to consider the source 
documents, to start with. LSPs can provide 
the number of errors found in the source 
document, breaking it down by language 
and formatting issues. Secondly, they can 
share average quality scores obtained during 
their internal inspections. Finally, they can 
provide quality assessment based on client 
language reviews. It may be the proportion 
of segment changes, an edit distance 
analysis to quantify the degree of changes 
between the LSP translation and what the 
reviewer corrected, or detailed metrics on 
the type and frequency of valid issues found 
by the client. The latter is easiest when the 
translation inspections are performed via 
web-based portals where the reviewer can 
code the errors by type and severity. This 
list of metrics is not exhaustive. Translation 
providers can start by identifying the top 
three areas in which they can differentiate 

their services by measuring and reporting on 
processes that are not currently monitored.  

LSPs can also help their clients prepare 
to acquire or to be acquired. With so much 
consolidation going on throughout the 
health care sector in general, combined 
with expanding markets for both clinical 
trials and product adoption, suppliers 
should always be prepared to handle 
the next merger or acquisition. They 
should support current language service 
teams, whether at the department or the 
corporate level, to maintain up-to-date 
and easily accessible metrics for such an 
event. In the meantime, clients should 
make sure that they have the right data to 
show how they can ramp up to deal with 
expanded product lineups, along with the 
ability to keep localized products rolling 
out the door, even as buyers make internal 
teams redundant. 

With average investment of less than 1% 
of total revenue, language services remain a 
bargain for health care buyers. Whether you 
buy or provide translation and localization, 
you should have metrics at your fingertips 
that shift the focus away from translation 
cost and back to revenue enablement and 
the ongoing ROI for language services. Start 
designing those metrics dashboards today.

— Hélène Pielmeier, 
Common Sense Advisory

Translation metrics for health care companies
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agile. In this context, agile methods break tasks into small 
iterations with minimal planning. Each iteration involves a 
team working through a full software development cycle, 
for example, which speeds up release of the product. 

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

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

conference interpreting. The interpretation of a mul-
tilingual conference or meeting, either simultaneously or 
consecutively. International institutions such as the Euro-
pean Union and the United Nations hold multilingual meet-
ings that often need to be interpreted into several foreign 
languages, usually done via headset by behind-the-scenes 
conference interpreters. 

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.

controlled languages. Subsets of natural languages 
whose grammars and dictionaries have been restricted 
in order to reduce or eliminate both ambiguity and com-
plexity. Also, stylistic rules — such as not using certain verb 
tenses or the passive voice — can be created, depending 
upon the group or organization and its language usage 
goals. 

creole language. A stable language that originates from 
a mixture of various languages. The majority of creole lan-
guages are based on English, Portuguese, French, Spanish 
and other languages — their superstrate language — with 
local or immigrant languages as substrate languages. The 

lexicon of a creole usually consists of words clearly bor-
rowed from a superstrate language, except for phonetic 
and semantic shifts; on the other hand, the grammar often 
has original features and may differ substantially from 
those of the superstrate language.

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

EEA-EFTA states. The European Economic Area (EEA) 
comprises the member states of the European Union (EU), 
except Croatia, plus Iceland and Norway. It was established 
on January 1, 1994 following an agreement between the 
member states of the European Free Trade Association 
(EFTA) and the European Community, which later became 
the EU). It allows the EFTA-EEA states to participate in the 
EU’s internal market without being members of the EU.

ETSI. European Telecommunications Standards Institute, 
one of the world’s most influential producers of telecom-
munications standards.

ETSI ISG LIS. An industry specification group that was 
formed in the spring of 2011 within ETSI to take over the 
Localization Industry Standards Association (LISA) stan-
dards portfolio, including related LISA intellectual property, 
after LISA was declared insolvent on February 28, 2011. 
ETSI ISG LIS now owns such standards as TBX and TMX.

European Union (EU). An economic and political union 
currently comprising 28 member states in Europe. The EU 
operates through a system of intergovernmental decisions 
by the member states. Many members share the euro cur-
rency, but not all. The current members are Austria, Belgium, 
Bulgaria, Croatia, Cyprus, the Czech Republic, Denmark, 
Estonia, Finland, France, Germany, Greece, Hungary, Ireland, 
Italy, Latvia, Lithuania, Luxembourg, Malta, the Netherlands, 
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Poland, Portugal, Romania, Slova-
kia, Slovenia, Spain, Sweden and the 
United Kingdom. 

eXtensible Markup Language 
(XML). A programming language/
specification pared down from SGML, 
an international standard for the 
publication and delivery of electronic 
information, designed especially for 
web documents.

gross domestic product (GDP). One 
of the measures of national income 
and output for a given country’s econ-
omy. The most common approach to 
measuring and quantifying GDP is the 
expenditure method: GDP = consump-
tion + gross investment + government 
spending + (exports – imports).

Internationalization Tag Set (ITS). 
A set of attributes and elements 
designed to provide internationaliza-
tion and localization support to XML 
documents. ITS 2.0 bears many com-
monalities with is predecessor, ITS 1.0, 
but provides additional concepts that 
are designed to foster the automated 
creation and processing of multilingual 
web content. ITS 2.0 focuses on HTML, 
XML-based formats in general and can 
leverage processing based on the XML 
Localization Interchange File Format 
(XLIFF), as well as the Natural Language 
Processing Interchange Format (NIF).

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

International Organization for 
Standardization (ISO). A network of 
national standards institutes from 145 
countries working in partnership with 
international organizations, govern-
ments, industry, business and consumer 
representatives. ISO acts as a bridge 
between public and private sectors. 

localization (l10n). In this context, 
the process of adap ting a product or 
software to a specific international 
language or culture so that it seems 

natural to that particular region. True 
localization considers language, cul-
ture, customs and the characteristics 
of the target locale.

machine translation (MT). A tech-
nology that translates text from one 
human language to another, using 
terminology glossaries and advanced 

grammatical, syntactic and semantic 
analysis techniques.

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

project management (PM). The 
systematic planning, organizing and 
controlling of allocated resources to 
accomplish project cost, time and 
performance objectives. PM is nor-
mally reserved for focused, nonrepeti-
tive, time-limited activities with some 
degree of risk.

quality assurance (QA). The activ-
ity of providing evidence needed to 
establish confidence among all con-
cerned that quality-related activities 
are being performed effectively. All 
those planned or systematic actions 
necessary to provide adequate confi-
dence 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 com-
puter that learned how to translate 
from vast amounts of translated text.

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

TBX. TermBase eXchange standard. 
A standard for terminology and term 
exchange.

TMX. Translation Memory eXchange. 
An open XML standard for the 
exchange of translation memory data 
created by computer-aided transla-
tion and localization tools.

technical committee (TC). Stan-
dardization bodies usually own, cre-
ate, maintain and update technical 
standards through purpose-specific 
technical committees. In organiza-
tional structures such as OASIS, Uni-
code and ISO, they are called technical 
committees, while in others such as 
W3C they are not. They may also be 
referred to as an Industry Specifica-
tion Group, Working Group, Special 
Interest Group and so on.

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 glo-
balization management system, a TMS 
automates localization workflow to 
reduce the time and money employed 
by manpower. It typically includes pro-
cess management technology to auto-
mate 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.

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 characters, it now has encod-
ing forms to support more than one 
million characters. 

World Wide Web Consortium 
(W3C). W3C owns many standards, 
including XML and HTML.

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.

OrganizatiOns

American Translators Association (ATA): 
www.atanet.org 

Project Management Institute:  
www.pmi.org

TAUS: http://taus.net

Publications

Ethnologue: Languages of the World  
M. Paul Lewis: www.ethnologue.com

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

Translation: Getting It Right, published 
by the ATA: www.atanet.org/ 
publications/getting_it_right_trans.php

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

RefeRences

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

Omniglot — Writing Systems & Lan-
guages of the World: www.omniglot.
com

Unicode, Inc.: www.unicode.org

Resources
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AssociAtions

 
ELIA 
Description ELIA, the European Language Industry Asso- 
ciation, brings together translation, localization and inter-
preting companies that do business in Europe. The association 
provides its members with tools and opportunities to 
improve their businesses such as training and networking 
events, resources for business development and joint mar-
keting efforts. Above all, ELIA is a community of peers. It is 
a place for language companies to learn, grow, socialize and 
share. Join us. Discover ELIA. Share the enthusiasm.
ELIA Cubic Business Centre, 533 Stanningley Road,  
Leeds LS13 4EN, UK, +393458307084, 
E-mail: info@elia-association.org, Web: www.elia-association.org

  
Globalization and Localization Association 
Description The Globalization and Localization Association 
is a fully representative, nonprofit, international industry 
association for the translation, internationalization, local-
ization and globalization industry. The association gives 
members a common forum to discuss issues, create innova-
tive solutions, promote the industry and offer clients unique, 
collaborative value.
Globalization and Localization Association 23 Main Street,  
Andover, MA 01810, 206-329-2596, Fax: 815-346-2361,  
E-mail: info@gala-global.org, Web: www.gala-global.org  
See ad on page 48

TAUS 
Description TAUS is an innovation think tank and platform 
for industry-shared services, resources and research for the 
translation sector globally. We envision translation as a stan-
dard feature, a ubiquitous service. Like the internet, electric-
ity and water, translation is one of the basic needs of human 
civilization. Our mission is to increase the size and signifi-
cance of the translation industry to help the world com-
municate better. We support entrepreneurs and principals 
in the translation industry to share and define new strategies 
through a comprehensive range of events, publications and 
knowledge tools.
TAUS Keizersgracht 74, 1015CT Amsterdam, The Netherlands,  
31-299-672028, E-mail: info@taus.net, Web: www.taus.net  

AutomAted trAnslAtion

 
KantanMT  
Description KantanMT is a cloud-based statistical machine 
translation platform that offers members an intuitive, easy- 
to-navigate platform for managing machine translations. 
It is a subscription-based service targeted at small to mid-
sized language service providers that are keen to grow their 
business. KantanMT allows members to build domain 
specific engines for each of their clients and ensures that 
all data is fully encrypted and hosted on a secure Amazon 
server. Members can use stock engines and training data 
provided by KantanMT in addition to their own bilingual 
and monolingual data files to build their engines.
KantanMT INVENT Building, DCU Campus, Glasnevin,  
Dublin 9 Ireland, +353-1-7007874, 
E-mail: info@kantanmt.com, Web: http://kantanmt.com     

conferences

 
The 37th Internationalization  
& Unicode Conference 
Description The Internationalization & Unicode Confer-
ence (IUC) is the premier technical conference focusing on 
multilingual global software and web internationalization. 
Each IUC covers current topics related to web and software 
internationalization, globalization and Unicode. Interna-
tionalization and Unicode experts, implementers, clients 
and vendors are invited to attend. Meet and exchange ideas 
with leading experts, find out about the needs of potential 
clients, or get information about new and existing Unicode-
enabled products. 
The Unicode Consortium P.O. Box 391476, Mountain View, CA 
94039-1476, 781-444-0404, Fax: 781-444-0320  
E-mail: info@unicodeconference.org,  
Web: www.unicodeconference.org/ml-bg See ad on page 8 

  
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 6

consulting services

 
Dig-IT Localization Consulting
Description You need to be global. We give you the tools and 
tips. Dig-IT is the go-to consulting firm for strategic and 
tactical guidance for localization: develop processes for bet-
ter content quality, international branding and global mes-
saging; connect multilingual content practices to corporate 
goals; automate and scale with the right technology solu-
tions; reduce total cost of ownership for your multilingual 
projects and programs; implement workflows that work and 
flow; and eliminate bottlenecks in SME review.  
Dig-IT Localization Consulting P2275 Research Boulevard,  
Suite 500, Rockville, MD 20850, 240-271-3512,  
E-mail: info@dig-it.us, Web: www.dig-it.us See ad on page 40
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Global DTP
Description Global DTP s.r.o., based in the Czech Republic, 
offers professional multilingual desktop publishing and 
media engineering solutions to the localization industry. 
For the past ten years, Global DTP has become one of the 
leading DTP companies. We have been delivering high 
quality and cost-effective services for at least eight of the 
top 20 LSPs and many other companies/agencies. Given 
our extensive experience in localization and knowledge of 
the prepress, media and publishing industries, our team of 
20 in-house professionals handles more than 400 projects 
every year. Our core services are multilingual desktop pub-
lishing and Flash, video and HTML engineering.  
Global DTP Videnska 125a, Brno 61900, Czech Republic, 
+420 603 574 709, E-mail: info@global-dtp.com, 
Web: www.global-dtp.com 

 enterprise solutions    

 
Across Systems
Multiple Platforms
Languages All Description Across Language Server is a 
market-leading software platform for all corporate language 
resources and translation processes. Within a very short 
time, the use of Across can increase the translation quality 
and transparency, while reducing the workload and process 
costs. The Across translation management software includes 
a translation memory, a terminology system, a powerful PM 
and workflow control tools. It allows end-to-end processing 
for a seamless collaboration of clients, LSPs and transla-
tors. Open interfaces enable the direct integration of third-
party solutions like CMS, ERP or others. Customers include 
Allianz Versicherungs AG, HypoVereinsbank, SMA Solar 
Technology, ThyssenKrupp 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 22

  
STAR Group
Multiple Platforms
Languages All Description STAR Group was founded in 
Switzerland 27 years ago with the exclusive focus of facilitat-
ing cross-cultural technical communications in all languages. 
The company has grown to be the largest privately held 
multilingual information technology and services company 
in the world with 42 offices in 32 countries. Its advanced 
technology developments have propelled STAR to its current 
market position. Core services: information management, 
translation, localization, publishing, on-demand print-
ing and consulting. Core technologies: Transit (translation 
memory), TermStar/WebTerm (terminology management), 
GRIPS (product information management), MindReader 
(context-sensitive authoring assistance), STAR CLM (corpo-
rate language management), STAR CPM (corporate process 
management), i-KNOW (competence management) and 
SPIDER (Interactive Electronic Technical Manual). 
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland,  
41-52-742-9200, 216-691-7827,  
E-mail: info@star-group.net, Web: www.star-group.net  
See ad on page 16

locAlizAtion services

  
7Brands Global Content
Multiple Platforms
Languages All Description 7Brands Global Content offers 
solutions that are tailored to your business while providing 
results that are on time, on point and on budget. With offices 
around the world, our experienced management team en-
sures that your business becomes our business and all of our 
solutions are handled as part of your team. 7Brands’ services 
include translation, desktop publishing, localization, SEO 
and web development. Our expertise in this industry allows 
us to stand out in the crowd, so your business also can while 
achieving its global goals.
7Brands Global Content 262 W. 38th Street, Suite 1705,  
New York, NY 10018, 212-380-7958, 800-725-6498, 
E-mail: sales@7brands.com, Web: www.7brands.com 
See ad on page 12 

 
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 cli-
ents achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18,  
53115 Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, 
E-mail: adapt@adapt-localization.com,  
Web: www.adapt-localization.com See ad on page 29

 

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 

  
Bahasa Bagoes Translation Services
Languages English, German and Japanese into Indonesian 
Description Established in 1999 and based in Indonesia, 
Bahasa Bagoes manages all projects exclusively in-house 
with a dedicated team of experienced linguists and applies 
strict QA procedures. Experts in life sciences, IT, telecom-
munication, legal, HRD, games, automotive, tourism and  
hospitality, e-learning, marketing, machinery, consumer 
products and many more.  
Bahasa Bagoes Translation Services Jalan Jamir Indah No. 43 
RT04/RW06, Pondok Cina, Depok, Indonesia, +6221 78883228, 
E-mail: latifah@centrin.net.id, Web: www.bahasabagoes.com

   
Binari Sonori
Description Binari Sonori has been a leading provider of 
international media localization services since 1994, with 
a unique team of project managers, studios, engineers and 
selected linguists spread over 30 countries worldwide. Solid 
procedures and transparent relationships with clients guar-
antee high quality of text, audio and video, timeliness and 
flexibility. We are accustomed to working for global compa-
nies that need to reach a broad range of markets with their 
media and entertainment products. Specialized support 
available for any media localization activity, from effective 
audio localization to international content creation. Highly 
professionalized one-stop shop supporting today’s media 
localization projects. 
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo, 
Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313,  
E-mail: translate@binarisonori.com, Web: www.binarisonori.com 
See ad on page 20

 
E-C Translation Ltd. is now EC Innovations, Inc.
Languages All Description E-C Translation Ltd., the  
technology-driven language service company with a mission 
to provide high quality localization solutions, is pleased to 
announce the rebranding of its business to EC Innovations, 
Inc. Since 1997, EC Innovations, an ISO 9001:2008 certified 
organization, has grown to nearly 350 full-time employees, 
providing multilingual and interdisciplinary services world-
wide. The new name and image are a reflection of our com-
pleteness as a full-fledged localization solutions provider. 
Hereafter, EC Innovations will continue to focus on provid-
ing our customers with the highest quality of language and 
technology solutions while maintaining our reputation for 
being a customer-centric organization.
EC Innovations, Inc. 501 Silverside Road, Suite 105,  
Wilmington, DE 19809, 312-863-1966, Fax: 312-361-3802, 
E-mail: info@ecinnovations.com, Web: www.ecinnovations.com  
See ad on page 46

High quality Asian Localization,  
Voiceover and Multimedia 
Languages Translation: All commercial languages, special-
izing in Asian pairs. Voiceover/multimedia: All languages 
Description EQHO Communications — one of South-
east Asia’s largest independent localization firms, has over 
70 in-house staff. Building on a well-educated and in-
expensive labor base in Thailand, EQHO has created an  
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internationally recognized localization firm specializing 
in the rarer Southeast Asian languages, as well as Chinese, 
Japanese and Korean. EQHO operates from a 1,000-square-
meter office in central Bangkok. With in-house linguists, 
DTP operators, localization and multimedia engineers, and 
on-site recording studios, we offer an unrivaled level of ser-
vice and rapid turnaround. EQHO also has facilities in Vien-
tiane, Lao PDR and Brno, Czech Republic. In 2012, EQHO 
was ranked as a Top 20 Asia-based LSP by CSA.
EQHO Communications 152 North Sathorn Road, Bangkok, 
Thailand, 10500, +66 (0)2 637 8060, Fax: +66 (0)2 637 8422, 
E-mail: info@eqho.com, Web: www.eqho.com  
See ad on page 39

  
EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek 
Translations Limited is Europe’s number one Greek localizer, 
specializing in technical and medical translations from English 
into Greek and Greek into English. EuroGreek’s aim is to pro-
vide high quality, turnkey solutions, encompassing a whole 
range of client needs, from plain translation to desktop/web 
publishing to localization development and testing. Over the 
years, EuroGreek’s services have been extended to cover most 
subject areas, including German and French into Greek local-
ization services. All of EuroGreek’s work is produced in-house 
by a team of 25 highly qualified specialists and is fully guaran-
teed 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 43

  
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 (all variants), 
Catalan, Basque, Galician, Valencian, K’iche’, Quechua, 
Aymara, Guarani  Description iDISC, established in 1987, is 
an ISO-9001 and EN-15038 certified language and software 
company based in Barcelona with branches and teams in  
Argentina, Mexico, Brazil, Bolivia and Guatemala special-
izing in web content, software localization, technical docu-
mentation, business, automotive and marketing. We utilize 
standard and custom developed tools to reduce management 
costs and increase quality, consistency and on-time deliver-
ies. Our content management systems software development 
team is capable of designing, implementing and streamlining 
the dissemination of localized information. Flexibility and 
continuous support for our clients lead to the best project 
results and honest, long-term 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 

 
LEXMAN Translation and Localization 
Languages All European languages Description LEXMAN,  
a well-established MLV, has been providing translation 
and localization services since 2007. Since establishment, 
we have been building a stable position on the European 

market as a reliable language service provider serving both 
Fortune 500 and small companies. We provide services in 
more than 50 languages with a focus on CEE languages. 
Our powerful management and great IT potential enable 
us to provide our clients high quality linguistic services 
delivered on time and in compliance with the European 
Standard EN 15038:2006. LEXMAN is an ISO 9001:2008 
certified language service provider and a proud member 
of ELIA and GALA. LEXMAN – your partner in the world 
of languages.
LEXMAN Translation and Localization  
Škultétyho 1, 83103 Bratislava, Slovak Republic, 
00421-2-45528041, Fax: 00421-2-43330194,  
E-mail: localization@lexman.biz, Web: www.lexman.biz  
See ad on page 31

Moravia
Languages All Description Moravia is a leading globalization 
solution provider, enabling companies in the information 
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 economi-
cal 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 64

Your Vision. Worldwide.

 
Full-service Translation, Localization  
and Multilingual Testing
Languages Over 60 Description Net-Translators pro-
vides turnkey translation, localization and multilingual 
testing services and customized strategy-to-deployment 
localization solutions. For over ten years, it has helped 
technology companies and medical device manufacturers 
prepare their products and services for global markets. 
For software applications (GUI, online help and docu-
mentation), marketing materials, websites and more, 
Net-Translators’ customer-focused, professional teams 
deliver consistent, accurate results in compliance to inter-
national regulations. Their one-of-a-kind Multilingual 
Testing Center is specially equipped and staffed to offer 
the ultimate testing environment for localized prod-
ucts. ISO 9001:2008 and ISO 13485:2003 certifications 
and a long-standing reputation for quality have earned 
Net-Translators the trust of industry leaders worldwide. 
Net-Translators 
USA Cupertino, CA, 800-320-1020,  
E-mail: salesusca@net-translators.com 
USA Marlborough, MA, 617-275-8128,  
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385,  
E-mail: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633,  
E-mail: salesil@net-translators.com 
South America Posadas - Misiones, Argentina, +54-376-487029, 
E-mail: salessoutham@net-translators.com, 
Web: www.net-translators.com See ad on page 63

    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.
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Greek Localization Experts Since 1983
Language Greek Description Founded in 1983, this year 
ORCO celebrates its 30th anniversary! A leading transla-
tion and localization provider, the company specializes in 
software localization and technical translation (IT, telecom-
munications, medical, automotive, engineering, marketing, 
financial, EU). ORCO deals primarily with Greek projects, 
although translation from other languages can be taken 
aboard. With its experienced in-house personnel, ORCO 
offers high quality services including localization, testing, 
engineering, DTP and more. Our client list includes long-
term collaborations with companies such as Abbott, Canon,  
Cummins, Ford, General Electric, Google, IBM, Microsoft, 
Oracle, Sony and important international institutions such 
as the EU (CdT, DGT, European Parliament) and UNHCR.
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

 
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 encompass 
translation, localization, DTP, MT post-editing, planning and 
writing of technical manuals. We have extensive experience 
in medical and pharmaceutical products and equipment, IT, 
software, electrical, automotive and technical industry, and 
so on. With 32 years of 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

 
TOIN Corporation 
Languages Japanese, Traditional and Simplified Chinese, 
Korean, Malay, Thai, Vietnamese and European languages 
Description TOIN has achieved a 50-year track record of excel-
lence by, as our clients say, being consistently “present” to meet 
their needs. TOIN offers a spectrum of translation, localization 
and consulting solutions to Global 1000 companies across a 
range of industries including automotive, IT, telecommuni-
cations, life  sciences, e-learning, software, gaming, semicon-
ductors and consumer products. TOIN provides exceptional 
strength in Asia as well as a global reach, with offices in Japan, 
China, Korea, the United States and the United Kingdom. 
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 Dallas, TX, 1-612-986-3108,  
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) Descrip-
tion Ushuaia Solutions is a fast-growing Latin American com-
pany providing solutions for translation, localization and 

globalization needs. Ushuaia Solutions is focused on being 
creative and proactive to meet tight time frames with a high 
level of quality and a cost-effective budget. Customizing its 
processes, Ushuaia assures project consistency and 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 creat-
ing 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 15

 

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 clients’ 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 14

 
Xlated Ltd.
Languages French, Italian, German, Spanish, Portuguese, 
Russian Description Xlated is a young and dynamic localiza-
tion service provider, founded and managed by translators with 
16+ 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 translation technolo-
gies, we offer a wide range of multilingual services for small 
to large and complex software localization projects. Services 
include terminology management, translation of GUI and 
user documentation, linguistic and functional quality assur-
ance, engineering,  multiplatform DTP and consulting.
Xlated Ltd.
Riverbank, Kells Business Park, Kells, County Meath, Ireland,
+353-(0)46-925-0005
E-mail: info@xlated.com, Web: www.xlated.com 

nonprofit orgAnizAtions

  
The Rosetta Foundation
Languages All Description Access to information is a fun-
damental right. We want to relieve poverty, support health 
care, develop education and promote justice through access 
to information and knowledge across the languages of the 
world. The Rosetta Foundation supports the not-for-profit 
activities of the localization and translation communities. It 
works internationally with those who want to provide equal 
access to information across languages, independent of eco-
nomic or market considerations, including localization and 
translation companies, technology developers, not-for-profit 
and non-governmental organizations. 
The Rosetta Foundation Unit 13 Classon House,       
Dundrum Business Park, Dublin 14, Ireland, +353-87-6736414,  
E-mail: info@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 independent 
registered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing free, 
professional translations. Founded by Lexcelera in 1993, 
Translators without Borders has provided over two million 
dollars worth of free translations. Thanks to the funds saved, 
NGOs are able to extend their humanitarian work.
Translators without Borders Passage du Cheval Blanc,  
2 rue de la Roquette, 75011 Paris, France,  
33-1-55-28-88-09, Fax: 33-1-55-28-88-09,  
E-mail: twb@translatorswithoutborders.org,  
Web: www.translatorswithoutborders.com  

terminology mAnAgement

Kaleidoscope
Languages German, English Description quickTerm man-
ages the entire terminology life cycle. If you would like to 
see your SDL MultiTerm terminology used enterprise-wide,  
Kaleidoscope has the ideal add-on: quickTerm. With quick-
Term, individuals do not need to be terminology-savvy 
power users or have their own MultiTerm license to quickly 
and easily access terminology. Users can simply search 
for terminology from within any application or via a web 
browser. This alone significantly raises the level of terminol-
ogy adherence. Additionally, quickTerm enables enterprise-
wide participation in terminology discovery, approval and 
revision processes, which further ties in colleagues in the 
terminology process.
Kaleidoscope GmbH Stojanstr. 26a, 2344 Maria Enzersdorf, Austria, 
0043223643498-0,  
E-mail: info@kaleidoscope.at, Web: www.kaleidoscope.at  
See ad on page 13

trAnslAtion  
mAnAgement systems 

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 Skalitzer Strasse 104, D-10997 Berlin, Germany,  
+49-(0)30-322-971-340, Fax: +49-(0)30-322-971-359,  
E-mail: info@plunet.com, Web: www.plunet.com   
See ad on page 10
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Smartling, Inc.
Languages Over 100 languages Description Smartling pro-
vides an innovative, cloud-based translation management 
platform that lets companies build a consistent, up-to-date, 
global presence across any number of websites, web and 
mobile applications and languages. By streamlining the entire 
translation management process, Smartling ensures confi-
dence with high quality translations every time and reduces 
time-to-value on globalization and localization efforts.
Smartling, Inc. 475 Park Avenue South, Floor 23,  
New York, NY 10016, 1-866-707-6278, 
E-mail: hi@smartling.com, Web: www.smartling.com  
See ad on page 50

XTM: Better Translation Technology
Multiple Platforms
Languages All Unicode languages Description XTM is a 
fully featured online CAT tool and translation management 
system available as a pay-as-you-go SaaS or for installation 
on your server. Built for collaboration and ease of use, XTM 
provides a complete, secure and scalable translation solution. 
Implementation of XTM Cloud is quick and easy, with no 
installation, hardware costs or maintenance required. Rap-
idly create new projects from all common file types using the 
templates provided and allocate your resources to the auto-
mated 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 51

  
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

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 25

 
Diskusija – Translation and Localization
Languages Central and Eastern European languages  
Description Founded in 1993, Diskusija specializes in 
technical translation and localization services from West-
ern European languages into all Central and Eastern Eu-
ropean languages with a strong focus on Baltic languages  
(Lithuanian, Latvian, Estonian). Our experienced team is 
able to handle projects of any complexity. We guarantee a 
professional and personal approach to our clients’ needs, 
the use of state-of-the-art industrial technology, quality 
management at all stages of a project, on-time delivery, 
competitive rates and flexibility. We have extensive expertise 
in the following industries: IT, software, hardware, telecom-
munications, medical equipment, medicine, pharmacology, 
accounting, finance, automotive industry, electronics, legis-
lation and EU documents.
Diskusija 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 24 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 and local-
izers, 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, medicine and marketing. Follow-Up’s main 

partner and founder, Luciana Lavôr, is a certified localiza-
tion professional by California State University. Another 
partner at the company, Ana Beatriz Fernandes, is an offi-
cial public sworn translator and runs our legal translations 
department.
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,  
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223,  
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br 

InText Translation Company
Languages From major European languages into Russian 
and Ukrainian Description InText is one of the leading SLVs 
in Ukraine with ten years of experience and long-term part-
nerships with the world’s top 100 MLVs. We offer a full range 
of services including translation, software localization, DTP 
and voiceover. You can rely on us to help your clients reach 
the Russian and CIS markets in industries such as automo-
tive, IT, telecommunications, life sciences, computer software 
and consumer goods. Our workflow combines tailored TMS, 
state-of-the-art technologies and measurable translation 
quality in proven compliance with ISO 9001 and EN 15038 
standards to ensure your projects are delivered by your dead-
line and to your quality expectations.
InText Translation Company PO Box 1041, 49006 Dnipropetrovsk, 
Ukraine, +380 505 66 70 42 , Fax: +380 562 36 64 08,
E-mail: crm@intext.ru, Web: www.intext.ru

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 the 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. Záhradnícka 36, 821 08 Bratislava, Slovakia, 
421-2-5010-6700, Fax: 421-2-5292-5965, 
E-mail: info@lexika.sk, Web: www.lexikasro.com 
See ad on page 42
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LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a leading pro-
vider 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, multilin-
gual 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 specialists 
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 organiza-
tions; and other customers in the medical sector. Projects 
include the translation of documentation for medical 
devices, surgical instruments, hospital equipment and 
medical software; medical information for patients, medi-
cal 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 ads on pages 43, 47

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 documen-
tation translation; marketing collateral transcreation; web-
site  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 43

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, Lux-
embourgish, Romanian, Urdu, Ukrainian, Nepali, Latin, 
Latvian, Slovak, Slovenian, Bengali, Hindi, Pashto, Tamil, 
Punjabi, Singhalese, Marathi, Hmong, Khmer, Lao, Burmese, 
Mongolian, Somali Afrikaans, Armenian Description For 
over 45 years, PTSGI remains the largest language ser- 
vice provider in Taiwan providing multilingual transla- 
tion, website and software localization, interpretation,  
desktop publishing, 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, Photo-
shop, Adobe Acrobat, CorelDraw, Illustrator, Freehand and 
Dreamweaver. We view our projects from the customers’ 
perspective and in turn gain the trust of our clients, steer-
ing our commitment to provide not just translation 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 49

 
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 Jarża 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 43

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 cov-
ering 14 countries. Its well-stocked staff of professional  
translators, experienced project managers and dedicated soft-
ware 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 21

SpanSource
Languages Focus on Spanish and Portuguese, other 
language combinations through partners Description 
SpanSource provides translation, localization and re-
lated services from Western European languages into 
all regional varieties of Spanish as well as other language 
combinations through our network of select SLV part-
ners. Our domain focus is on health care and life sci-
ences, software and IT, heavy machinery and automotive, 
legal and financial, oil and gas, corporate training and 
educational materials. Our comprehensive service port-
folio 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 of translations, innovations and trust
Languages Eastern European and CIS Description  
Synergium provides TEP, website and software localiza-
tion, terminology management and linguistic evaluation 
services in the Eastern European and CIS languages. Due 
to high quality performance and a thoughtful approach,  
Synergium has been recognized as the Baltic language 
expert by world-renowned companies such as Google,  
Microsoft, Philips Healthcare, GlaxoSmithKline and more. 
Our Lithuanian, Latvian and Estonian in-house teams of 
expert project managers, translators, editors and software 
engineers have vast experience in handling translation pro-
jects under tight deadlines from major technical industries, 
such as automotive, electronics, IT, life sciences, machinery,  
telecommunications and tourism. 
Synergium Verkių Str. 25c, 7th Floor, LT 08223, Vilnius Lithuania, 
+370-5-275-29-57, E-mail: translation@synergium.eu,  
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 services for 
audio-visual, online and print media since 1991. Our expe-
rience in adapting technical documentation and marketing 
communication materials covers a wide range of indus-
tries, 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 professionals 
delivers the highest quality translations in a cost-effective and 
time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402, 
612-342-9800, 800-632-1388, Fax: 612-342-9745,  
E-mail: info@tripleink.com, Web: www.tripleink.com 

TRSB Inc. Translation Solutions
Language 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 targeted for Quebec, copywriting, interpreta-
tion, voiceover/subtitling, linguistic consulting and audit-
ing, terminology management and desktop publishing. 
No job is too big or too complex. Our expert teams of 
native-speaking 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 

 
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 
teamwork. All of Kilgray’s products — memoQ, the memoQ 
server, memoQWebTrans, qTerm and Language Terminal 
— optimize productivity and control of the entire transla-
tion 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 H-5700 Gyula, Béke sugárút 72., 
Hungary, +36-30-383-9435, Fax: +36-1-312-6019,   
E-mail: sales@kilgray.com, Web: www.kilgray.com See ad on page 5

MadCap Lingo
Windows
Languages All Description The leaders in technical commu-
nication bring you MadCap Lingo, an XML-based translation 
management solution used by large multi national corpora-
tions, technical writers and freelance translators. MadCap 
Lingo offers support for a wide range of file formats, works 
with major industry TM systems and is fully integrated 
with the leading content authoring application MadCap 
Flare.  Through its strategic partner Microsoft Corporation,  
MadCap Software delivers solutions optimized for Microsoft 
Windows, Visual Studio and the .NET environment. A free 30- 
day trial download is 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 4

 
SDL Language Technologies
Windows 
Languages All Description SDL Language Technologies is 
the leading provider of translation software to the translation 
industry and recognized globally as the preferred computer-
assisted translation tool of government, enterprise, language 
service providers and freelance translators. Its product 
portfolio includes the market-leading translation tool, SDL 
Trados Studio 2011, which offers a complete translation en-
vironment including translation memory, terminology and 
powerful project management tools. With support for the 
largest number of file formats, an open API and growing app 
marketplace, Studio 2011 is the right choice for professionals 
serious about the business of translation.
SDL Language Technologies Globe House, Clivemont Road, 
Maidenhead SL6 7DY, United Kingdom, +44-1628-417227,  
E-mail: info@sdllangtech.com, Web: www.translationzone.com 
See ad on page 2 

SYSTRAN 
Multiple Platforms 
Languages 52 language combinations Description SYSTRAN 
is the market leading provider of machine translation (MT) 
solutions for the desktop, enterprise and internet. Our solu-
tions 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 19
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T
the global supply chain while simultaneously taking on board 
some risks.

Likewise, 70% of the world’s penicillin and two-thirds of the 
world’s aspirin are manufactured in China. This leaves many 
critics concerned that in the event of a global pandemic, China 
would be likely to prioritize its vast population ahead of all 
others. When you effectively own the medical supply chain, 
you exercise a great deal of control not just in the medical sec-
tor, but in global public health.

As a result, many stakeholders in the medical sector are 
considering the importance of diversifying their supply chains 
while balancing the need for low-cost goods. Meanwhile, as 
the cost of living continues to increase in many of the same 
markets that were once regarded as “emerging” and therefore 
offered the best production prices, companies are looking at 
switching to suppliers based in other up-and-coming, but less 
expensive countries.

As supply chains diversify in the health care sector, global-
ization (the macro kind) marches onward, just down a slightly 
different path. At the same time, opportunities for globaliza-
tion (the micro kind) will continue to expand as well. In the 
language services sector, the demand for globalization-related 
services has always tracked closely to globalization of the 
broader kind. And it probably always will. For that reason, it’s 
important for those of us working in the translation indus-
try to keep one eye on what’s happening at the level of our 
industry when it comes to the globalization of health care. We 
must keep the other eye on what goes on at the broader global 
level. Globalization with a capital G affects us all — as practi-
tioners, as businesspeople — but more importantly, as human 
beings who are directly affected by the state of global public 
health. M

Those of us who work in the fields of trans-
lation and localization already know that the 
word globalization carries two similar but dis-
tinct meanings. In our industry, we usually use 
this term at a tactical level to refer to bringing 
a product, campaign or website to a worldwide 
scale. We typically view this type of globalization 
activity as a positive thing — after all, it gener-
ates more business for translation suppliers.

However, in the broader world, the term globalization tends 
to have a more sweeping definition, one that is not always so 
positive, related to the widening and speeding up of global in-
terconnectedness. Often, it’s employed to refer to the increas-
ingly global nature of cultural and social phenomena, entire 
industries and the economy. It’s this type of globalization that, 
while supported by many so-called “globalists,” is also capable 
of bringing protesters into the streets. 

When we pause to consider the current state of health care, 
it’s clear that both definitions of globalization apply. Transla-
tion and localization projects that fall under the umbrella 
of health care abound and are growing steadily, fueled by 
impressive global growth of many subsectors, ranging from the 
manufacturing of pharmaceutical products to medical tourism.

From a purely financial point of view, there is no doubt that 
the multitrillion-dollar health care sector benefits significantly 
from globalization. For-profit companies can develop prod-
ucts more quickly and bring them to broader customer bases 
thanks to production, marketing and distribution channels 
that become more global each day. That said, critics of health 
care’s increasingly global nature raise a number of economic 
and public health issues worth considering when we think 
about the globalization of health care at large. For example, 
the vast majority of medical products purchased by hospitals 
in the United States, such as exam gloves, facemasks and so 
on, are manufactured overseas. In the event of a public health 
outbreak, would the United States be unable to source its own 
medical supplies? Countries have become more dependent on 

Nataly Kelly is vice president of market development at Smartling, the 
cloud-based translation management company. She is the coauthor of 
Found in Translation: How Language Shapes Our Lives and Trans-
forms the World (Penguin, 2012).

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