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II know a completely healthy middle-
class person who just spent $1,000 
getting a battery of tests done to 
measure various systems in his body: 
saliva to measure cortisol levels, 
bloodwork to measure everything from 
testosterone to iron, as well as various 
other tests you probably don’t want 
to know about. He discovered that he 
had almost nothing wrong with him — 
almost nothing; he was not absorbing 
all the protein he was eating and thus 
was wasting a lot of money on organic 
steak and possibly stressing his kidneys. 

Based on these tests, he’s scaled back 
on his formerly absurd meat intake and 
is substituting local vegetables fried in 

coconut oil. He claims he feels better 
than ever and wants everyone he meets 
to get this battery of tests done. 

That’s more or less how you’re 
supposed to approach business. Before 
anything ever goes wrong, you make 
sure your systems are robust and 
that you’re not wasting money on 
something that you really should scale 
back on for the sake of your own 
health. It’s like preventative medicine 
for businesses. This is all the more 
important when it’s a highly regulated 
sector with little to no room for error, 
such as life sciences. 

Of course, you need to have the 
discipline and the know-how to change 

your diet if you discover something is 
off. This can be difficult when you’re 
talking about food, and it can be just 
as difficult when you’re talking about 
entrenched business habits. My friend 
even knew he might be eating too 
much meat, but he didn’t want to give 
it up because he’d gained 15 pounds of 
muscle by adding that much meat to 
his diet in the first place. Sometimes, it 
takes someone else telling you what you 
already suspect to give you the impetus 
to act — and sometimes it even means 
changing up something that’s worked 
wonderfully for you in the past.

In this issue’s focus, Rebecca Ray, 
Gráinne Maycock and Brian Chandler all 
touch on the topic of changing things 
up for more robust life science practices. 
Ray discusses localization maturity, 
Maycock has suggestions for evolving 
the translation processes and Chandler 
addresses things you can do to break the 
cycle of price reduction requests from life 
sciences clients. Philippe Mercier continues 
the focus by describing his methods for 
creating a kind of health database, and 
Libor Safar showcases examples and 
changing regulations of current and future 
medical device translation. 

Additionally, we have the results of 
two surveys, one in our Perspectives 
dealing with the Russian market, and 
another as our Takeaway looking at 
freelance translator practices. We have 
a review of Plunet BusinessManager 
6.0 and we have a step-by-step guide 
to xml:tm. We have columns on 
stereotypes, community moderators and 
plagiarism. In short, we’ve got business 
advice for localization companies every 
which way, no matter which angle 
you’re approaching it from. W

Process
Level

99

Next 
Project

Plunet BusinessManager 
The Management Solution for the Translation Industry

www.plunet.net

BusinessManagement 
makes the Difference 

Preventative medicine

Katie Botkin               Post Editing
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Begun in November 2012 and 
published four times per year by 
the University of Huddersfield in 
the UK, language magazine Babel 
put out its eighth issue in August 
2014 and is now available in 
digital form. The first issue may be 
downloaded free of charge from 
the website. 

Babel’s goal is to bring academic 
research and passion for language 
to a popular audience. It is pub-
lished in English and often covers 
facets of English linguistics, but 
also regularly features such offer-
ings as “Languages of the World,” 

which gives a snapshot of a lesser-known 
or minority language, such as Manx from 
the Isle of Mann or Dholuo from Kenya. 
Recent articles include an anthropologi-
cal study on linguistic exogamy, practiced 
by Amazonian tribes whose societal rules 
dictate that one must marry a speaker of 
a different language. 

The magazine has also recently cov-
ered subjects such as the possibility of 
talking animals and English’s seemingly 
infinite capacity for lexical borrow-
ing. The latter was a contribution from 
the Oxford English Dictionary’s deputy 
chief editor. Every issue also reports on 
“Language in the News” and features 

currently hot linguists such as David 
J. Peterson, the inventor of Game of 
Thrones’ Dothraki language.

Babel magazine on eighth issue
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Just over 600 professionals from around 
the world attended the Society for Techni-
cal Communication 2014 Annual Summit 
in Phoenix, Arizona, May 18-21, 2014. The 
conference showcased many different as-
pects of technical communication, which 
included translation and localization.

Jonathon Colman, content strategist for 
Facebook, led the conference with his key-
note “Wicked Ambiguity.” He talked about 
how writers can solve complex problems 
with clear communication. For example, 
how can technical communicators fight 

ambiguity and write a message that could 
be interpreted in many forms? He shared 

two problems that present a dilemma for 
technical communicators: extraterrestrial-
life communication and nuclear semiotics. 
How can professionals write for an audience 
that may not know the meaning, whether it 
is from another universe or humans in the 
future? His questions were mind-bending, 
but he said technical communicators 
bring that ambiguity to certainty through 
communication. Lastly, Colman said those 
“wicked” problems ignite creativity and in-
novation, and we run toward that ambigu-
ity to try and solve them.

During the summit, a few presentations 
focused on localization and translation. 
John Collins, senior user experience content 
strategist for Rosetta Stone, presented 
“Strategies for Friendly English and Suc-
cessful Localization.” He shared an overview 
of the process for localization. Trends show 
that content is moving away from technical 
jargon to friendlier and more natural lan-
guage. However, the challenge for writers 
is to write in a natural form that translates 
well. Collins suggests writing and adding 
comments for translators to understand, 
and then write a simplified version as well 
as a natural version, which is almost its 
own localization. Lastly, he suggested that 
creating quality content is the strategy for 
eliminating translation problems.

Adding to successful localization, Dorothy 
van Lingren, director of Net-Translators, 
presented “Introduction to Terminology 
Management for Localization.” She suggested 
that creating a terminology database helps 
translators understand how to translate terms 
and localize content. She also explained how 
different terms or words can be synonyms, or 

Localization and translation at the Society for Technical Communication 2014 Annual Summit

mailto:news@multilingual.com
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wholly different concepts, but translators 
might not know whether the term meant 
the same thing. To help fix this, van Lingren 
suggested that writers should first come up 
with the concept, find a word for it, and 
then connect the concept to an object. 
However, sometimes there is an imbalance 
between designations and concepts when 

there is one concept for several designa-
tions, or one designation and several 
concepts. However, standardizing the ter-
minology makes translation easier, faster 
and more affordable.

Along with writing clearly and managing 
the terminology, Gina Wadley, information 
developer and localization coordinator for 

BMC Software, and David Sommer, director 
of strategic operations of Net-Translators, 
presented “Unraveling the Mysteries of 
Localization Kits for Translation Projects.” 
They showed how a translation kit is easy 
to create and maintain in order to manage 
projects and avoid translation delays.

— Roger Renteria, technical communicator

Two forward-looking translation events 
took place in London in July. The first con-
ference was entitled “Future-proofing the 
profession: Equipping the next generation 
of translators,” and took place Friday July 
11, 2014. The European Commission’s Repre-
sentation in the United Kingdom hosted the 
day’s discussions at Europe House. The event 
was organized by European Commission’s 
Directorate-General for Translation (DGT), 
the Chartered Institute of Linguists and the 
Institute of Translation and Interpreting. 

Speakers came from the DGT, profes-
sional institutions, academia and business. 
Together they addressed three main ques-
tions. First, are translators being trained 
to meet the future expectations of work 
providers and users of translation services? 
Second, are they equipped with the skills 
they need to deal intelligently with tech-
nological change? Third, what part can 
academic institutions, professional bodies 
and international organizations play in 
preparing new and current practitioners 
for the challenges facing the profession? 
Follow-up events are due to take place in 
Brussels on  September 18 and at the Lon-
don Language Show on October 18, 2014.

The second event took place at London’s 
Metropolitan University and was entitled 
“Translation in the Digital Age: Pedagogy 
and Current Practices.” It was held Thursday 
July 17, and high-profile speakers beginning 
the event included Anthony Pym of Rovira i 
Virgili University in Tarragona, Spain; Minako 
O’Hagan of Dublin City University, Ireland; 
Reinhard Schäler of the University of Limer-
ick, Dublin; and Jost Zetzsche, translator and 
localization consultant.

The aim of the conference was to explore 
the use of digital technology in translator 
training and current IT requirements in the 
translation industry. The focus was on how 
to keep training in line with a changing 
profession.

Pym ably demonstrated that the transla-
tor’s challenges today had parallels in the past. 
He emphasized the complementary skills of-
fered by teamwork and the freedoms of each 

new technological advance. In the face of a 
now highly technologized industry, O’Hagan 
outlined her approach to put “serious fun” 
back into translator training. Schäler focused 
on Translation Commons and innovative 
approaches to localization. Zetzsche urged 
translators to engage in lifelong learning and 
take an active role in technological progress.

The second half of the day started with 

technology presentations from the European 
Union, SDL and Zoo Digital. Daniela Ford 
and Kari Koonin, two experienced freelance 
translators, presented on how their produc-
tivity had benefited from advances in tech-
nology. A panel of current and past London 
Metropolitan University students gave their 
views to round off the day’s discussions.

— Karen Netto, translator and consultant

London looks to the future with two July conferences

Future-proofiing panel discussion July 11

http://www.multilingual.com
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New localized website for Eriksen
Eriksen Translations Inc., a language ser-

vices provider, has launched its new web-
site. In addition to presenting information 
in a cleaner format, the website has been 
localized into French, German, Norwegian, 
Portuguese, Simplified Chinese, Spanish 
and Swedish.
Eriksen Translations Inc. www.eriksen.com

1-Stop Translation rebrands
1-Stop Translation USA, LLC, a provider of 

Asian language services, has rebranded. The 
new company name is 1-StopAsia. The com-
pany has offices in the US, China and Korea.
1-StopAsia www.1stopasia.com

Elia Synergy, new website
The European Language Industry Asso-

ciation Ltd. (ELIA) has launched Elia Syn-
ergy, its member intranet, together with 
the release of its new website.
European Language Industry Association Ltd. 
www.elia-association.org

TransPerfect opens  
Luxembourg office

TransPerfect Translations, Inc., has opened 
an office in Luxembourg. The new office 
will provide a full suite of global business 
services.
TransPerfect Translations, Inc.  
www.transperfect.com

Websites for Translators relaunches
Websites for Translators has relaunched 

its website after a complete redesign and 
rebranding. The company has also reworked 
its internal systems and processes.
Websites for Translators  
http://websitesfortranslators.co.uk/webdesign

Resources

China Academy of Translation
The China International Publishing Group 

(CIPG) has founded the China Academy of 
Translation in Beijing, China. Zhou Mingwei, 
the president of the CIPG, was appointed 
the first president of the academy. Zhou said 
the academy aims to become China’s top 

research platform for translation scholars 
and practitioners both at home and abroad, 
focusing on opening Chinese culture to the 
world through translation.
China International Publishing Group  
www.cipg.com.cn

Localization and corporate buyers, 
study of language services market

Common Sense Advisory, Inc., an inde-
pendent market research firm specializing 
in the language service industry, polled 
400 companies across ten non-English-
speaking countries about their online 
buying behaviors and their attitude toward 
localized websites and products. The results 
are organized into seven sections in the 
report “Localization Matters for Global 
Procurement.”

Common Sense Advisory has also re-
leased its study of the market for transla-
tion, localization, interpreting and other 
language services in 2014. The report 
includes information on underlying market 
growth, key trends, fastest-growing ser-
vices and average revenue per employee.

Other recent briefs include “The Top 20 
On-Site Interpreting Companies: 2014” and 
“The Top 10 Telephone Interpreting Compa-
nies: 2014.”
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

Translation plugin website
Globalization Partners International, a 

language service provider, has launched a 
new website that provides access to live 
and on-demand demos of the company’s 
translation connectors and information on 
best practices for deploying web content 
management systems to publish multilan-
guage websites.
Globalization Partners International  
www.globalizationpartners.com

Corpus additions to ELRA catalogue 
The European Language Resources As-

sociation (ELRA) has added four speech 
resources to its catalogue. The Nepali Spoken 
Corpus contains audio recordings from dif-
ferent social activities within their natural 
settings, with phonologically transcribed 
and annotated texts, and information about 
the participants.  The LECTRA (LECture TRAn-
scriptions in European Portuguese) corpus is 
composed of the audio and the manual tran-
scriptions from seven 1-semester university 
courses in Portuguese. The CORAL Corpus is 
a collection of spoken dialogues in European 
Portuguese. The MoveOn Speech and Noise 

www.lexman.biz | localization@lexman.biz
Czech Republic | Slovak Republic
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Corpus is a corpus recorded under the condi-
tions of the motorcycle environment within 
the MoveOn project.
European Language Resources Association  
www.elra.info

People

Recent industry hires
 ■ SpeakLatam, a provider of solutions 

for language translation and software/
website localization in English, Spanish and 
Brazilian Portuguese, has hired Ivana Lopez 
to its management team.

 ■ OmniaText, Inc., a company of Omnia 
Group, a language services provider, has 
hired Bryan Osborn as sales director for USA.

 ■ Plunet GmbH, a provider of business 
management software for translation 
services and agencies, has hired new staff. 
Sophie Halbeisen will join the New York 
City sales team as business development 
manager. Patrick Marchitto will join the 
Berlin team as technical editor. Andrej 
Scheunberg will join the Würzburg team as 

IT specialist/application development. 
 ■ VistaTEC, a provider of localization, 

process management and global release 
strategies, has hired Simon Hodgkins as 
chief marketing officer.

 ■ SDL, a provider of global customer ex-
perience management, has hired Vince Cor-
tese as general manager for the Americas.

 ■ LinguaSys, Inc., a provider of mul-
tilingual human language technologies, 
has hired Rocio Valderrama as senior sales 
executive and Laura Tellez as senior sales 
associate for the West Coast.

 ■ Vasont Systems, a provider of con-
tent management solutions, has hired 
Julio Vazquez as a senior content analyst.

 ■ Multilingual Connections, a language 
service provider, has hired Mariela Golan 
and Shannon Curth as transcription proj-
ect managers, Sasha Carillo as a business 
development manager and Ezekiel Flannery 
as language training manager.

 ■ Conversis, a provider of language ser-
vices, has appointment Roberto Silva to head 
the development of its technology platforms.

SpeakLatam www.speaklatam.com
Omnia Group www.omnia-group.com
Plunet GmbH www.plunet.com
VistaTEC www.vistatec.ie
SDL www.sdl.com
LinguaSys, Inc. www.linguasys.com
Vasont Systems www.vasont.com
Multilingual Connections  
www.multilingualconnections.com
Conversis www.conversisglobal.com

Products and Services

Lionbridge onDemand API
Lionbridge, a provider of translation, 

development and testing solutions, has de-
veloped a translation-specific onDemand 
API, designed to enable technology plat-
forms to write to a single API (application 
programming interface) from one provider.
Lionbridge, www.lionbridge.com

Across Language Server v6
Across Systems GmbH, a manufacturer of 

corporate translation management systems, 

http://www.elra.info
http://www.speaklatam.com
http://www.omnia-group.com
http://www.plunet.com
http://www.vistatec.ie
http://www.sdl.com
http://www.linguasys.com
http://www.vasont.com
http://www.multilingualconnections.com
http://www.conversisglobal.com
http://www.lionbridge.com
http://www.multilingual.com
http://www.kilgray.com
http://www.kilgray.com/memoq2014
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How to Use Content to Create
Exceptional Customer Experiences
www.InformationDevelopmentWorld.com

Information Development World 
The Conference For Technical, Marketing, 
and Product Information Developers
Oct. 22–24, 2014 in San Jose, CA

has released version 6 of the Across Language 
Server with a redesigned user interface. New 
features include the Across Dashboard, cross-
Web Review Mode, Across Data Cube and 
Project Management Cockpit.
Across Systems GmbH & Inc www.across.net

TYWI-Hospital
Translate Your World, developer of the 

TYWI series of linguistic and mobile market-
ing technologies, has launched TYWI-Hos-
pital, an online speech translation software 
specifically designed for hospitals, medical 
offices, caregivers and institutions for the 
aged. The software creates real-time voice 
translation as people speak, plus text trans-
lation in 78 languages, and offers support 
for the hearing- and vision-impaired.
Translate Your World  
http://translateyourworld.com

New features on Crowdin
Crowdin, a translation and localization 

management platform, has added new fea-
tures. The platform now offers more transla-

tion vendors to choose from, semi-automatic 
screenshot tagging and a batch translations 
upload function.
Crowdin http://crowdin.net

Campaign Manager
Cloudwords, Inc., an online translation 

management platform, has developed some 
new features. Campaign Manager enables 
global marketers to strategically manage 
the entire localization process of all assets 
and channels concurrently across all de-
partments and regions.
Cloudwords, Inc. www.cloudwords.com

In Every Language adds  
television app localization services

In Every Language, a provider of trans-
lating, interpreting and localization solu-
tions, has added television app localization 
to its company offerings. The company was 
trained by Amazon to handle the transla-
tion challenges of 3-D phones such as Fire 
TV and Fire Phone.
In Every Language www.ineverylanguage.com

Financial

Transifex receives seed funding
Transifex, an online localization platform, 

has announced a $2.5 million investment 
round led by New Enterprise Associates. 
Other investors include Toba Capital, Ara-
fura Ventures and several individual angel 
investors. 
Transifex, Inc. www.transifex.com

Clients and Partners

MadTranslations chosen by  
Avtec, K2 Mobile, Miro Technologies 

Avtec, a provider of mission-critical 
dispatch center technology, has chosen 
MadTranslations, a subsidiary of MadCap 
Software, to translate the company’s online 
Help, product documentation and software 
user interfaces into Spanish, Brazilian Por-
tuguese and French.

MadTranslations was also selected to 
translate documentation for mobile work-
flow management application K2 Mobile 

http://www.across.net
http://translateyourworld.com
http://crowdin.net
http://www.cloudwords.com
http://www.ineverylanguage.com
http://www.transifex.com
http://www.InformationDevelopmentWorld.com
mailto:news@multilingual.com
http://InformationDevelopmentWorld.com
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into German, French and Chinese.
Miro Technologies, a supplier of software 

for the aerospace and defense sector, has 
chosen MadTranslations to translate the 
GOLDesp software and transportation man-
agement system into Arabic.
MadTranslations, Inc.  
http://MadTranslations.com

thebigword interprets for 
UK Ministry of Defence

thebigword, a language services com-
pany, will deliver interpreting for the train-
ing of the Libyan military by The Ministry 
of Defence (UK). thebigword will provide 
up to 55 interpreters a day who will work 
alongside the UK and Libyan troops cover-
ing everything from classroom learning to 
military exercises.
thebigword www.thebigword.com

Translators without Borders  
selects XTRF

Translators without Borders, a not-for-
profit focused on spreading knowledge 
through humanitarian translations, has 
selected the XTRF Translation Management 
System as the project management system 
for its Health Translators’ Training Center in 
Nairobi, Kenya.
Translators without Borders  
www.translatorswithoutborders.org
XTRF Translation Management  
Systems sp. z o.o. www.xtrf.eu

AppTek ‘aqui-hired’ by eBay 
eBay has ‘aqui-hired’ — a strategy in 

which a business buys a company, or its 
intellectual property, with the intent of 
hiring its technology development talent 
— AppTek, a developer of human language 
technology. According to the agreement, 
almost half of Apptek’s employees will join 
eBay’s translation team in addition to the 
acquisition of Apptek’s machine translation 
technology.
AppTek www.apptek.com
eBay Inc. www.ebay.com

Certifications

MultiLing achieves  
ISO 9001:2008 certification

MultiLing, a provider of translation ser-
vices for the patent, IT, chemical, medical 
technology, biotechnology and automotive 
industries, has achieved ISO 9001:2008 cer-
tification, the internationally recognized 
set of quality management standards.
MultiLing www.multiling.com

www.multilingual.com 

http://MadTranslations.com
http://www.thebigword.com
http://www.translatorswithoutborders.org
http://www.xtrf.eu
http://www.apptek.com
http://www.ebay.com
http://www.multiling.com
http://www.multilingual.com
http://www.lionbridge.com
http://www.lionbridge.com
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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/ 
multilingualmagazine

September

Content Marketing World 2014
September 8-11, 2014, Cleveland, Ohio USA.

Content Marketing Institute, http://contentmarketingworld.com

Conference on Community Translation
September 11-13, 2014, Parramatta, Australia.

University of Western Sydney 
www.uws.edu.au/communitytranslation/home

Technical Communication UK
September 16-18, 2014, Brighton, UK.

Institute of Scientific and Technical Communicators  
www.technicalcommunicationuk.com

Lee Collins on Unicode
September 18, 2014, San Jose, California USA.

The International Multilingual User Group 
www.meetup.com/IMUG-Silicon-Valley/events/167727332

Language Industry Showcase
September 18-19, 2014, Montreal, Quebec, Canada.

AILIA, www.ailia.ca/showcase2014

Translating Europe Forum
September 18-19, 2014, Brussels, Belgium.

DG Translation, http://bit.ly/UiY4UK

Translator and Interpreter Training
September 25-26, 2014, Novi Sad, Serbia.

International Association for Translation  
and Intercultural Studies, http://bit.ly/TbzwfB

ATC Annual Conference
September 25-26, 2014, Brighton, UK.

Association of Translation Companies  
http://atc.org.uk/conference

Translation Forum Russia
September 26-28, 2014, Ekaterinburg, Russia.

Business Bureau of the Association of Interpreters  
http://tconf.com

October

Brand2Global
October 1-2, 2014, London, UK.

The Localization Institute, http://brand2global.com

IV International Conference  
Translating Voices, Translating Regions

October 2-4, 2014, Durham City, UK.
Centre for Intercultural Mediation, Durham University 
https://www.dur.ac.uk/cim/events/tvtr

MedTranslate 2014
October 3-5, 2014, Freiburg im Breisgau, Germany.

GxP Language Services, http://medical-translators-conference.com

Elia Networking Days Tuscany
October 5-7, 2014, Tuscany, Italy.

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

Loc Kit Software Localization Conference
October 10, 2014, Moscow, Russia.

All Correct Localization, http://lockitconf.com

Connecting your vision, 
technologies and 

customers.

www.star-group.net

http://www.multilingualblog.com
http://www.multilingual.com/industryResources
https://twitter.com/multilingual.com
https://www.facebook.com/multilingualmagazine
mailto:news@multilingual.com
http://contentmarketingworld.com
http://www.uws.edu.au/communitytranslation/home
http://www.technicalcommunicationuk.com
http://www.meetup.com/IMUG-Silicon-Valley/events/167727332
http://www.ailia.ca/showcase2014
http://bit.ly/UiY4UK
http://bit.ly/TbzwfB
http://atc.org.uk/conference
http://tconf.com
http://brand2global.com
https://www.dur.ac.uk/cim/events/tvtr
http://medical-translators-conference.com
http://www.elia-association.org/index.php?id=ndtuscany
http://lockitconf.com
http://www.star-group.net
http://star-group.net
https://twitter.com/multilingual.com
https://www.facebook.com/multilingualmagazine
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LavaCon Conference on  
Content Strategy and User Experience

October 12-15, 2014, Portland, Oregon USA.
LavaCon, http://lavacon.org/2014

KATS International Conference
October 17-18, 2014, Seoul, Korea.

Korean Association of Translation Studies, Ewha Womans University  
http://translationstudies.or.kr

Information Development World
October 22-24, 2014, San Jose, California USA.

The Content Wrangler, Content Rules 
www.eiseverywhere.com/ehome/86671

AMTA 2014
October 22-26, 2014, Vancouver, BC, Canada.

Association for Machine Translation in the Americas 
http://amta2014.amtaweb.org

Translation Technology Terminology Conference
October 23-24, 2014, Bled, Slovenia.

Iolar, www.ttt-conference.com

TAUS User Conference
October 27-28, 2014, Vancouver, BC, Canada.

TAUS, www.taus.net/taus-annual-conference-2014

Localization World Vancouver
October 29-31, 2014, Vancouver, BC, Canada.

Localization World Ltd., www.localizationworld.com

METM14
October 30-November 1, 2014, Madrid, Spain.

Mediterranean Editors and Translators, http://bit.ly/UxGPyz

TRANSLATA II
October 30-November 1, 2014, Innsbruck, Austria.

University of Innsbruck, www.translata.info

November

38th Internationalization & Unicode Conference
November 3-5, 2014, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

China Workshop on Machine Translation
November 4-6, 2014, Macau, China.

University of Macau 
www.cis.umac.mo/cwmt2014/en/index.html

Languages & The Media
November 5-7, 2014, Berlin, Germany.

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

55th ATA Conference
November 5-8, 2014, Chicago, Illinois USA.

American Translators Association, www.atanet.org/conf/2014

Help & Localization Conference
November 6, 2014, Helsingør, Denmark.

Write2Users, www.write2users.com/help-localization-conference-2014

tcworld 2014 - tekom
November 11-13, 2014, Stuttgart, Germany.

tekom, http://conferences.tekom.de/tcworld-conference-2014

think! India
November 21 2014, Bangalore, India.

Globalization and Localization Association, http://bit.ly/1pCKV3T

Translating and the Computer 36
November 27-28, 2014, London, UK.

Asling, www.translatingandthecomputer.com

Nordic Translation Industry Forum
November 27-28, 2014, Helsingør, Denmark.

Anne-Marie Colliander Lind, Cecilia Enbäck, http://ntif.se

Our Mission:
Translators without Borders 
facilitates access to knowledge
by translating information 
that would not otherwise be 
available in the language of 
the people who need it.

Thanks to Translators without Borders, 
doctors in Haiti have access to 
the latest neonatal information 
to save mothers and babies.
Join our global community of professional translators, 
volunteers and NGOs. Our mission is to increase access 
to knowledge through humanitarian translations.

Donate Now!

TranslatorsWithoutBorders.com

Designed by UNITpartners.com
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Our Mission:
Translators without Borders 
facilitates access to knowledge
by translating information 
that would not otherwise be 
available in the language of 
the people who need it.

Thanks to Translators without Borders, 
parents in Kenya know 
how to protect their children 
against malaria.
Join our global community of professional translators, 
volunteers and NGOs. Our mission is to increase access 
to knowledge through humanitarian translations.

Donate Now!
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II have been watching the develop-
ment of Plunet BusinessManager for 
several years and I like that Plunet con-
tinuously delivers a solid product with 
every release.

Plunet was founded in 2003 as an inde-
pendent, privately held tool provider for business and workflow 
management software. Plunet is now a leading software provider 
with clients in over 40 countries, headquartered in Germany with 
an office in New York. It specializes in the development of a work-
flow management solution for the translation industry. Plunet 
maintains relations with a number of technology partners, such as 
SDL Trados Technologies, Kilgray Translation Technologies, Across 
Systems, Memsource Technologies, ATRIL and others. Plunet 
BusinessManager is seamlessly integrated with solutions from the 
aforementioned partners to provide a powerful and cost effective 
end-to-end solution.

Plunet BusinessManager is a web-based tool that runs on a 
Tomcat web server with MySQL database, though it has also been 
implemented with MS-SQL. The tool is laid out in a very logical 
way, analogous to the natural flow of a project. The next tab 
over on most every screen is the natural next step in a project’s 
workflow, which allows users to feel at home very quickly. The 
Home screen features a customizable dashboard that helps to keep 
project managers organized and on task. Most everything is imme-
diately apparent from the dashboard and the details are a mere 
one-to-two clicks away. Via the main menu bar, the tool gives 
access to contacts, requests, quotes, orders and invoices, which are 
the primary functions used by project managers.

Requests, quotes and orders can all be directly generated by 
customers from the Customer Portal, or they can be created by 

the project manager. Customers can continue 
to work through e-mail or phone, or may opt 
to conduct business through the portal. This 
allows them to monitor projects at various 
stages, review pricing, monitor, receive and 
download invoices, upload project files and 
download deliverables, as well as access general 
documents such as contracts, terms and condi-

tions, general requirements and so on.
Similar to the Client Portal, resources can interact with the Resource 

Portal to review, accept or reject job requests, review an overview of 
new, pending and completed projects as well as generate invoices 
for the work that was completed and later approved by the project 
manager. The portal also allows resources to update their contact and 
payment information, review current agreed pricing for services and 
schedule any vacations or other planned events to ensure that project 
managers will not mistakenly assign work during those periods.

Plunet BusinessManager provides well-developed and robust 
resource management capabilities that help define anything from 
contact information, pricing and payment information to resource 
availability, job scheduling and capacity calendars. Project man-
agers can predefine project templates for recurring projects with 
defined teams and workflows to accelerate project setup. Jobs 
can be easily monitored to ensure job requests were accepted, job 
assets have been downloaded and deliveries were made. Project 
managers can quickly identify jobs that might be at risk of being 
late by reviewing job status and activity in conjunction with the 
dashboard, where all jobs due over the next three business days 
are quickly identified. Project budgets can easily be monitored for 
each individual job and project item, and a detailed gross profit 
report enables project managers and operations to review overall 
project performance based on projected and actual project costs.

Plunet BusinessManager does not merely provide excellent and 
robust project management capabilities for translation and interpre-
tation projects, it also helps operations and business management 
gain a better overview of the entire business. Operations manag-
ers can keep an eye on company-wide operations by monitoring 
their comprehensive dashboard for everything from project requests, 
quotes and pending orders as well as job status information for 
the entire operation. Business management or executives can view 
all operations and financial aspects, including a detailed view into 

Plunet BusinessManager 6.0

Reviewed by Tobias Scherf

A new modern look and great new features

Plunet BusinessManager 6.0
Operating system: All Microsoft 
Windows operating systems (x86 and 
x64). Recommended: Windows Server 
2012R2.
Browser: Optimized for Microsoft 
Internet Explorer 8 or higher.
Packages start from $4,000 for the 
TeamEdition. 

Tobias Scherf, COO at PTIGlobal, has 14 years 
of professional experience in the localization 
industry. He is responsible for sales and operations 
decisions at PTIGlobal, as well as the company’s 
product and service development.

mailto:editor@multilingual.com
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accounts payables and accounts receivables, 
as well as company-wide cash flow, quote-
to-order conversions, sales forecasts, year-
to-year sales comparisons by customer and 
a selective inventory control by customer.

Data exchange of accounts receivables 
and accounts payables is enabled via data 
export to Intuit QuickBooks. A dynamic 
integration with QuickBooks is also avail-
able to streamline data exchange and avoid 
unnecessary data entries and duplication 
in two systems. This provides operations 
with the necessary level of financial infor-
mation to conduct ongoing business with-
out the need to frequently ask accounting 
for financial reports.

Personal experience
At PTIGlobal, we previously operated 

with a custom proprietary solution that 
worked in conjunction with the Salesforce 
CRM. This solution was light years ahead of 
using a combination of Word documents, 
Excel spreadsheet, PowerPoint and Micro-
soft Project files, but it had to be frequently 

adjusted and fixed to ensure continued 
operability with the ever-changing Sales-
force platform. Plunet BusinessManager 
offered us a standardized platform and 
deeper integration with computer-aided 
translation tools we had already adopted. 
What we gained through our shift to Plunet 
was a higher degree of organization and an 
increase of productivity by 20-30% over our 
previous platform. The tool also helped us 
better support our ISO 9001:2008-certified 
quality management system, by making 
data more readily accessible that had to be 
tracked manually with our previous plat-
form. Further improvements were realized 
in the area of resource management, where 
we can more easily track ongoing quality, 
business, pricing and availability of the 
best-suited resources for the jobs at hand. 
Sure, I could think of a better solution for 
PTIGlobal, but it would be a custom design 
that would probably cost us triple or more 
than the investment we had to make.

So far, we are very happy with the level 
of support we have received. Everybody is 

extremely helpful and ready to answer ques-
tions. Plunet maintains a support ticket 
system, in which tickets can be issued and 
the priority level can be defined. Tickets that 
are critical are responded to very quickly. We 
have not had a debilitating situation or a 
system outage. Plunet BusinessManager 
has been a very stable system, which is not 
something I could say about other systems 
that I have worked with or tested in the past.

As I mentioned earlier, one of the things 
I like about Plunet is that it delivers on 
customer demands and the releases are 
solid. I was able to review the changes 
coming in the 6.0 release and I have to 
say, I really like what I see.

User interface changes: While the gen-
eral layout and idea of the user interface 
(UI) has not changed in 6.0, the UI has 
received a nice facelift (Figure 1). The UI 
generally feels more appealing and more 
modern. Some of the elements have an 
Apple-like look to them now and old-
school icons such as the floppy disk icon 
to save changes have finally been retired. 

Figure 1: Plunet BusinessManager dashboard featuring an updated UI for version 6.0.

http://www.multilingual.com
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Additionally, Plunet BusinessManager now 
has integrated Themes which can be selected 
under Home>Settings>Miscellaneous in the 
Style sheet dropdown. Every user, including 
portal users, has a choice of five predefined 
themes. Although my favorite choice is 
dark grey, which can be seen in screen cap-
tures of later sections, the dashboard on 
the previous page is in the standard theme, 
Plunet blue.

Quotations: A noteworthy feature addi-
tion is the fact that as of version 6.0, users 
will be able to generate quote variations 
in a single quote document. In the current 
version those variations have to be gener-
ated as single quotation documents, which 
leads to separate documents and more 
paper than is often necessary.

All quote variations that should be 
included can be selected via checkbox in 

the Quotes dropdown list of the Output 
section (Figure 2).

Text modules: Text modules are an easy 
way to add custom data fields that can be 
used in many sections of the application. 
It is a nice way to break the custom mold 
or standardization in Plunet to make sure 
the tool can fit some custom business needs 
in regard to data tracking. The field type 
is now selected via a dropdown list rather 
than radio buttons, and Plunet has added 
a Numeric field type that allows the control 
of input based on positive, negative and 
zero value inputs as well as the maximum 
number of digits before and after the deci-
mal (Figure 3). 

Plunet also added a second new field 
type referred to as Memo history field, 
which currently tracks information added 
in a log-based format, with the latest entry 
on top. I believe this is a fantastic addition 
as the origin and date of the information 
being tracked could previously not be as 
easily identified.

Automatic jobs: With the release of 
Plunet BusinessManager 6.0, Plunet is add-
ing the ability to automate certain jobs. 
The system now allows the definition of a 
job automating the delivery process to the 
client (Figure 4). Let’s assume you have an 
automated workflow set up in which you 
conduct a final quality review after a desk-
top publishing step. It is now possible to 
add a follow-up job to this workflow that 
will gather all required deliverables, move 
or copy them to the appropriate folder and 
make a delivery. The item status can also 
be automatically updated to Delivered and 
the final job status can be set as desired. 
Used with care, this feature should add a 
lot of value allowing prompt delivery of 
completed projects especially where team 
members are internationally distributed.

 Capacity utilization: A new and wel-
come addition is the Capacity utilization 
feature. While the Resource calendar helps 
to see an overview of projects assigned to 

Figure 2: New quote variations feature showing the selection of 
quote variants for output within a single document.

Figure 4: Settings for automatic job dialog showing settings for automatic delivery.

Figure 3: Numeric field module 
with common settings.

mailto:editor@multilingual.com
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resources, it really does not give a quick 
overview of the current workload for a spe-
cific resource. The newly added Capacity 
utilization screen (Figure 5) shows a quick 
overview for the next seven calendar days 
by resource and the load can be expressed 
in units such as words, hours, pages, seg-
ments and so on. It is easy to discern if a 
specific resource is at capacity or if there 
is still available bandwidth, and it can also 
be seen if a resource has fallen behind. The 
screen also offers quick access to a detailed 
list of assigned jobs per resource by clicking 
on a magnifying glass.

Thoughts on future features
Technology changes rapidly and cus-

tomer demands come along with it. I will 
depart for a brief moment from all the 
praise I have given to note a few things 
that I would love to see in future editions. 
First and foremost, I would really love to 
see Plunet revise both the resource and 
client portals. There are just a few things 
that are not very intuitive when it comes 
to the interface. Clients generally want to 
see progress so they can easily check in 
on their pending projects and get peace 
of mind that things are happening. New 
requests are triggered from the quote sec-
tion in the dashboard and most clients go 
looking under Requests and expect to cre-
ate a new one there. The resource portal 
gives some resources trouble when there 
are work instructions to check off, as the 
delivery buttons won’t appear until those 
have been properly registered in Plunet 
BusinessManager. The performance of 

Plunet can be affected when working on 
projects with many languages or items. To 
overcome this, the view can be switched 
to Display one item at a time, though 
the navigation between the items then 
becomes a bit more difficult. The solu-
tion is asynchronous JavaScript and XML, 
to allow asynchronous data exchange in 
order to avoid reloading the entire screen 
on every change. I know Plunet is already 
working on this and it will be a very wel-
come change. The final improvement I 

would like to see is mobile access. Most 
technologies are migrating to mobile plat-
forms, or offer use or access on a mobile 
platform. While I can engage with Plunet 
on my mobile device, it is not ideal and 
requires a lot of zooming in and out.

As I was writing this article, however, I 
came to the realization of just how much 
Plunet BusinessManager has to offer. I have 
only touched the surface of what this tool 
can do. What impresses me about the tool is 
that it does so much so extremely well.  M

Figure 5: Capacity utilization with load data expressed in words.
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I fiable customs and practices that maintain 
a strong, ancestral attachment to their 

specific regions, usually with their own 
unique language and a tradition of 
existing in a symbiotic relationship 
with the natural environment.

Because of their status as original 
inhabitants, their differentiation is 
often made explicit in the context 

of rampant colonialism that initiated 
during the Age of Exploration start-
ing in the late fifteenth century. Thus 
some would define being indigenous 
as all the original occupants in any 
territories controlled and colonized by 
foreign powers, from the advent of 
the colonial rule until the process 
of decolonization was complete. 

Without question, the contrast 
between indigenous peoples and 
the colonial powers (primarily 
European in origin) that displaced 

them remains a major theme of discourse in many countries, 
with governments slowly taking action toward preservation 
and restitution of these unique cultures that aren’t necessarily 
bound to the mainstream national identity.

The outcome of this historical process is that indigenous 
populations are often in a minority position compared to exist-
ing societies that primarily have their basis in the colonial his-
tory. And as such, like many other minority groups, their cultures 
are often misunderstood and misrepresented when it comes to 
content creation. The rampant use of derogatory or stereotypical 
references based on indigenous cultures has been pervasive for 
decades. 

In the world of content creation and distribu-
tion, a lot of attention is naturally given to the 
task of delivering content to specific locales; it’s 
basically an implicit aspect of what we do as 
localization and culturalization profes-
sionals. And most typically, these 
locales are defined by international 
boundaries and the governments 
that control the means of distribution within 
their borders, so that companies not only meet 
the expectations of local consumers but also 
comply with local laws and regulations. Even 
when we target broad regions, we’re usually 
still delineating those regions by the country 
boundaries.

But in the midst of this ongoing global business 
strategy, there is a large contingent of people who 
wouldn’t necessarily associate their fundamental identity and 
culture with that of the countries in which they happen to 
reside. Naturally, every country has subcultures and various 
aspects of what is considered “mainstream,” which itself grad-
ually changes over time. One particular group of people that 
is often well-defined and yet frequently overlooked or even 
marginalized by content design and adaptation are people who 
identify as being from an indigenous background.

The term indigenous is derived from a Latin origin that 
means born from within, or more colloquially, native. This latter 
term was readily used through the nineteenth and twentieth 
centuries, and is still found in some contexts such as Native 
American, but indigenous has prevailed as the more acceptable 
and widely-adopted term. As one might imagine, there are a 
lot of potential definitions that can be found to describe the 
nature of being indigenous, but more commonly the term rep-
resents the people who are the original, historical population of 
any given locale on the planet. Such people groups have identi-

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).

Off the Map Kate Edwards

Indigenous issues

Figure 1: Connor, the half-Mohawk  
protagonist from Assassin’s Creed 3.
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In the United States alone, there have 

been ongoing issues around terminol-
ogy relating to indigenous cultures that 
have unfortunately become integrated 
into mainstream culture. Terms such as 
Indian giver, scalping and fire water 
(a.k.a. alcohol) are often used without 
people being mindful of the original 
source. While the media often highlights 
issues in the United States, it’s certainly 
not alone in this problem. Canada often 
must deal with the portrayal of the Inuit 
people as stereotyped “Eskimos” and in 
Australia the aboriginal peoples are con-
stantly fighting against their portrayal 
as dark-skinned, uneducated wanderers 
in the sparse outback. And the list goes 
on — from the Saami people of northern 
Sweden and Finland to the pygmies of 
central Africa to the Yanomami of Ven-
ezuela to the Ainu in northern Japan. 

Popular media has been the forum 
for most of the portrayals of indigenous 
peoples, unfortunately most of them 
perceived on the negative side, such 
as the Tonto character from The Lone 
Ranger or any number of depictions of 
Native Americans in the cowboy films 
of the 1940s or 1950s. Even in video 
games where stereotypes have often 
been more actively leveraged, there have 
been a number of problematic issues 
around indigenous themes. Awhile back 
I worked on a game title that involved 
using a totem pole as the primary char-
acter in the game, with the primary goal 
of the totem pole character to stop the 
destruction of a forest by using fireballs 
to fight off beavers and other potential 
threats. For the uninitiated, a totem pole 
is a cultural artifact of many northwest 
North America indigenous groups, and 
it often carries with it a strong religious 
significance. In essence, to utilize a 
totem pole in the game in this way is 
akin to using a Star of David as the main 
character. Needless to say, the game idea 
was scuttled in preproduction because 
of its many flaws. The irony is that the 
game creators had intended the con-
cept to appeal to players of indigenous 
origins.

More recently, the popular mobile 
game Pocket God released in 2009 also 
evoked antiquated stereotypes of specific 
ethnicities. In Pocket God, the player 
is effectively the “god” over a small 
fictitious island and has the ability to 
torment small indigenous people through 
activities such as feeding them to sharks, 

dropping them from great heights, get-
ting a volcano to spew hot lava on them, 
having killer ants devour them and so 
on. The game’s developer clarified that 
the game was not intended to depict any 
specific nationality. However, with the 
various trappings on the island (including 
a moai head statue from Easter Island), 
the indigenous outfits and their darker 
skin color, it was enough for Pacific 
Islander advocates to complain and 
protest the game as a blatant use of the 
“primitive” ethnic stereotype.

In contrast, the 2013 title Assas-
sin’s Creed 3 set in the late eighteenth 
century during the American Revolution 
strove to create a faithful representa-
tion of a Native American character. The 
game’s creator, Ubisoft, realized that 
they risked making faux pas and cultural 
errors in the development of Connor, 
the half-Mohawk, half-British protago-
nist (see Figure 1). So the studio hired a 
Mohawk consultant from the Mohawk 
community near Montreal to help the 
developers, and they also hired some of 
that same community to help translate 
the language as well as provide voice 
talent for the game. The response from 
the indigenous community was mostly 
very positive, as the company showed 
real care to strive for accuracy in their 
representation. 

This trend in respecting indigenous 
cultures is thankfully becoming more 
prevalent in many media circles. We’ve 
seen similar incremental progress occur 
in other areas but challenges certainly 
still remain. In the realm of professional 
sports, the debate has raged for years in 
the United States about the use of anti-
quated symbols and names associated 

with indigenous people. The Cleveland 
Indians baseball team has repeatedly 
received backlash for its logo; a cartoon-
ish caricature of a smiling, red-faced 
Indian, which they’ve dubbed “Chief 
Wahoo.” The team considered changing 
the mascot in 1993 but ultimately opted 
to keep the figure due to its histori-
cal popularity. Similarly, the American 
football team the Washington Redskins 
has been criticized for its ongoing use of 
this name as a derogatory term. Various 
actions such as lawsuits have been taken 
to encourage the team to change its 
name, but to no avail. In June 2014, the 
US Patent and Trademark Office canceled 
the team’s trademark license, deeming 
that the name is “disparaging to Native 
Americans.” While the team is appeal-
ing the decision, some mainstream news 
media stated that they’ll no longer use 
the name Redskins when referring to the 
team in their reports. 

While progress is being made as the 
mainstream becomes more attuned to the 
many cultures that comprise a society, 
it seems that indigenous cultures have 
sometimes been victim to exclusion in 
the definition of diversity, at least in 
actual practice if not in intent. Virtually 
every location on earth has an indigenous 
peoples group, and we must strive to be 
inclusive of these cultures, even if such 
indigenous groups remain apart from a 
locale’s mainstream society, whether by 
circumstance or by choice. Thus in the 
creation of content, we have a responsi-
bility to look beyond the typical consumer 
of our content and remember that there 
are additional voices that, long marginal-
ized, are anxious for respectful inclusion 
in any media being produced.  M
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T elsewhere. Small US exporters, for example, are often afraid 
to export to China because of the stereotype that the 
Chinese will knock off every product they have. This stereo-
type is so prevalent in the United States that one December 
2008 online IndustryWeek article by Dan Martin joked that 
“Trademark Theft Remains a Chinese Trademark.” The article 
discusses a fake Tamiflu ring in China run by what it calls 
“trademark pirates” and shares that “US companies alone lost 
at least $2.6 billion in potential sales in 2005 due to Chinese 
piracy involving business and entertainment software, music, 
movies and books.”

Clearly, not only do copyright laws vary from country to 
country, but even within the United States, copyright and 
trademark violation is very difficult for the wounded party 
to pursue unless the plagiarizer made money from the theft. 
As a writer — and even more so, as a thinker — financial gain 
is the part that is least important to me. To me, when you 
steal my idea, you steal a part of myself, and I will never 
trust you again.

Perhaps this is because I was raised in a family of artists. 
My father draws and my maternal grandmother painted. My 
mother is a dancer. My paternal grandmother was a quilter 
and my brother does woodwork. I spent a significant part 
of my childhood in art stores and at art guild meetings 
and competitions. The creation of art is an outpouring, the 
proverbial birthing of a child. My maternal grandmother 
once told me she envied me for being a writer. She said 
that as a writer, I always got to keep a copy of what I had 
made — once given away, those words would still remain 
on my computer. As a painter, she said that once she had 
poured herself into each piece, that there could be only one 
of it and once she had sold that one, it was gone from her 
forever. One might even argue that the genre or discipline 
of art is not what makes art art. It is this outpouring of soul 

There’s a Pepsi commercial showing in the 
United States that really tickles me. It starts 
with a man buying one of Pepsi’s new 7.5 ounce 
mini-cans from a machine. After the can rolls 
out, he looks at its size and says, “Inconceiv-
able!” The can then makes its journey across a 
crowded Hollywood lot, passing by folks saying, 
“I’m the king of world!” “Hey, I’m walking here!” 
and “I am serious, but don’t call me Shirley.” 
And that’s just in the first 14 seconds. 

For those who might not be as big of movie buffs as me, 
these four pieces of dialogue are well-known lines from The 
Princess Bride, Titanic, Midnight Cowboy and Airplane! Over 
the next 32 seconds, the commercial goes on to quote The 
Wizard of Oz, Good Will Hunting, Caddyshack, When Harry 
Met Sally, The Terminator, Dirty Dancing, Apollo 13, Taxi 
Driver, Gone with the Wind and Old School, until it finally 
ends with Cuba Gooding Jr. stepping on set yelling “Show me 
the mini!” — an obvious play on his line from Jerry McGuire. 
Debuting Oscar night, this commercial is an intelligent and 
well-executed romp through American pop culture. But as it 
doesn’t cite the films it quotes, is it plagiarism?

How you define plagiarism can depend on what country 
you’re from. Certainly US copyright laws are not copyright 
laws everywhere, and what is protected here isn’t protected 

Terena Bell is CEO of In Every Language. She formerly served on the GALA 
board and currently serves on the White House Business Roundtable.
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that she spoke of, this giving of one’s 
self by creating life on a piece of paper 
or canvas. In other words, art is the act 
of creation itself and not the created.

To me, this is what makes me an art-
ist. I put my full self into these articles 
and into the other things I write. I may 
not strike genius every time, but I do 
strike my heart. To think that someone 
would steal part of my heart and claim 
it as their own makes them lower than 
low in my book.

But not everyone thinks this. As 
we’ve already discussed, there are 
many in China who have no problem 
crediting the ideas of others as their 
own. IndustryWeek goes on to say that 
after China, the world’s “next worst 
violator” is Russia. Evidently, copyright 
theft and plagiarism is such a given 
in these countries that the global 
economy has seen substantial financial 
loss as a result, with “worldwide losses 
at the hands of the Chinese in the 
hundreds of billions of dollars.”

The fact that money is involved in 
business plagiarism helps the majority 
of the world agree that it’s wrong. But 
if no money were involved, would it 
still be?

Between wrong and right, there 
is a world of gray. Surely we will all 
agree that to illegally steal the Tamiflu 
formula and use it to cook up your 
own knock-off for profit is wrong. But 
for Pepsi to make money off the words 
from scriptwriters throughout history 
is funny and clever. Where is the line?

Plagiarism, as the Merriam-Webster 
Dictionary defines it, comes in four 
breeds:

1) to steal and pass off (the ideas or 
words of another) as one’s own.

2) to use (another’s production) 
without crediting the source.

3) to commit literary theft.
4) to present as new and original an 

idea or product derived from an exist-
ing source.

All four of these make it clear why, 
in translating a book or poem, you 
continue to leave the original author’s 
name on all attributions. There abso-
lutely is nothing wrong with using the 
ideas of another. You just have to give 
them credit when you do so.

I’m not the only person in the history 
of man who’s been plagiarized. To go 
back to movies, there’s a scene in Work-
ing Girl where the underestimated Tess, 

played by Melanie Griffith, has to prove 
in an elevator that a business idea was 
originally hers. Because this is Holly-
wood, the person who stole the idea — 
her boss — was immediately fired after 
everyone learned Tess was right.

But it doesn’t work that way in 
the real world. Just two issues ago, I 
wrote on how Proctor & Gamble took 
an idea from Beam Technologies then 
improved it and explained how this 
improvement — or disruption — was 
just how business works. 

What I want for this industry, 
though, is a world of fresh ideas. Going 
back to conferences, for as long as 
I’ve been attending them the com-
mon complaint has been that there 
are no new ideas. There’s a yearning, a 
striving for invigoration. Coming from 
an agrarian society, I know that the 
only way to grow a fresh crop is if the 
ground is fertile. Farmers can’t create 
more land, so instead they rotate the 
type of crops. Moving what is grown 
in a certain area to a different area 
and planting new crops there allows 
certain minerals to return to the land, 
and the returning of these minerals is 
what allows farmers to grow crops as 
though the land itself were new.

When we plagiarize one another, 
when we take someone else’s ideas 
and claim them as our own, we are not 
returning minerals to the land. We are 
not growing a rich and fertile industry. 
Instead, we are stripping the land of 
what allows any crop to grow — inno-
vation, creativity and heart. 

As the fall conference season 
approaches, I encourage my colleagues 
to grow something new. And if you 
find that your idea isn’t new after all, 
that maybe someone else came up 
with it first or you forgot that you had 
originally heard it from them, well, go 
back to the land. Rotate your way of 
thinking. And create something new. 
That’s why Pepsi isn’t plagiarizing — 
because they built on existing quotes 
and turned them into something clever 
and new.

How can you make that presentation 
on in-country review different? What 
do you have to say about transcre-
ation that’s never been said before? 
How can you turn quality assurance 
into something interesting? Let’s take 
this ground that has been around for 
decades and grow art that’s new.  M
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ogy (Figure 2). According to the 108 responses we received, SDL 
translation memory tools dominate the market by far, probably 
in no small part thanks to having a specialized local company 
as a reseller. It’s a similar trend with the runners up. Vendors 
that localized sales and marketing into Russian had more clients 
among leading Russian LSPs. For instance Memsource, which 
has a Russian website, is the second most utilized tool among 
the companies in the survey, marginally more popular even than 
memoQ. The rule “can’t read, won’t buy” often cited by transla-
tion companies applies to them as well, as managers are more 
likely to purchase tools explained in their own language. M

I Is language business done differently in 
Russia? The answer is yes — to some extent. 
Translationrating.ru surveyed over 100 leading 
language service providers (LSPs) from Russia 
and Ukraine and released a report based on their 
yearlong 2013 results.

Ten translation companies with revenues of over $5 million 
to $10 million were identified, some of which do not appear on 
Common Sense Advisory’s global ranking. Together, the providers 
that took the survey made over $162 million in 2013, and the 
total size of the language services market was estimated at more 
than $627 million.

Growth was generally steady but slow in 2013. Top earners 
Janus Worldwide and EGO Translating increased their revenue 
by only 6%, which is half a percent under the inflation of the 
national currency. Some others developed at a faster pace — 
15%, 18% and even 43.5% — but the overall results show more 
and more signs of deceleration. None of the LSPs launched 
after 2008 have made it to the national top 30; plus there are 
increasing numbers of business owners interested in selling their 
companies.

Compared to their Western European and US counterparts, 
LSPs in Russia have lower revenue per employee, about $54,000, 
but maintain better profitability — almost 27% before taxes on 
average among the companies that agreed to share this infor-
mation. Moscow and Saint Petersburg-based providers typically 
had higher revenue per employee than competitors outside 
capital cities, but profits did not otherwise correlate with loca-
tion. Most probably this means that LSPs from towns sell services 
cheaper, but pay their translators less and try to have a smaller 
overhead to maintain margins.

The pricing poll of 102 companies showed that LSPs that sold 
translations at a little above the average price got the biggest 
amount of business. At the same time, those selling the cheapest 
services received ten times less business than the next group did 
(Figure 1). 

The survey yielded interesting findings in regard to technol-

Konstantin Dranch runs translationrating.ru, a ranking 
website for LSPs. Formerly a business journalist, he was one 
of the creators of Translation Forum Russia and the 
Ukrainian Translation Industry Conference.

Perspectives                                 Konstantin Dranch

Surveying Russian LSPs

Figure 1: Pricing and business volumes for Russian companies. 
Please note that prices have been converted from per-page 

pricing to per-word pricing using rounding up.
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Tool
Number of companies 

using the tool Tool Number of companies 
using the tool

SDL Trados 2009 37 Wordfast (various versions) 6

SDL Trados 2011 37 Across 5.5-5.7 5

SDL Trados 2007 28 SDL Idiom 4

SDL Trados (version not specified) 19 OmegaT 3

Memsource Cloud 18 Alchemy Catalyst 2

SDL Trados 2014 16 SDLX 2

MemoQ 16 SDL Studio GroupShare 2014 2

STAR Transit 10   ABBYY SmartCat 2

SDL Passolo 8 Trados 7 2

Translation Workspace/XLIFF Editor 8 XTM Cloud 1

Atril Déja vu 8 No tools 15

Figure 2: Which tools companies in Russia use. Please note that most companies use more than one tool.
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tion team is there to guide the conversation and make order of 
the chaos, and they do so in multiple languages.

There are few professions where it is more important to 
understand the necessity of a home-based workforce than it 
is with professional moderation teams. Time is marching on — 
indeed it has already marched on; there it is ahead of you! The 
people who make up international, multilingual teams are work-
ing from home now. Pajamas are the new business casual in this 
industry. That’s the deal. 

Are there one or two sizable online community programs that 
still think they are best serving their customers in English only 
or some other single language? If so, please send them my way 
so I can talk to them about expansion into additional territories. 
For the remaining vast majority of online community programs, 
multilingual skills (usually English +1) are a must. If you want 
to hire the right people who speak the right languages and are 
knowledgeable about the target cultures and products, if you 
want community coverage for activity on any website that 
doesn’t cease to exist after 5 pm weekdays in your time zone 
and isn’t closed on weekends, then you need to employ people 
who are working out of their own homes, scattered around the 
globe. Period.

Many of us got our experience managing teams in an office 
environment and are most comfortable using e-mail as our pri-
mary method of communication. I still believe that it’s absolutely 
essential to talk live occasionally with the people you manage. 
There is no substitute for this and any well-functioning commu-
nity team must have regular live meetings (preferably with video) 
from time to time. However, professional moderators make their 
livings navigating and deeply understanding the layered, text-
focused worlds of online forums and social media and therefore 
they function best when your regular written communication 

MManaging worldwide, home-based community 
teams can be a daunting task for those of us used 
to managing workers in the world of cubicles, 
board rooms and coffee breaks. But there is a 
highly-trained, educated and specialized work-
force full of willing and capable employees just 
ripe for the plucking if you can get yourself, and 
your company, into the mindset that this style of 
collaborating isn’t just an afterthought. 

This isn’t a workaround or just a way to save money some-
times. This isn’t an option which exists only for making special 
concessions for certain special people. This can be, and especially 
in the world of global community management already is, the 
ideal way to set up your community teams.

However, just setting someone up with a laptop and a login at 
home isn’t going to get the job done. What is required is a para-
digm shift in your management methodologies. You must shake 
yourself out of your office-based mindset and immerse yourself 
in the world that your moderators live and breathe in — online 
communities.

Community moderation teams, sometimes called mods, are 
the folks who oversee the activity in online forums and social 
media settings. They engage with users via public posts (topics 
and comments) as well as private messaging with the end goal of 
increasing the enjoyment of the individual users. Some of their 
main duties include policing (reporting and actioning inappropri-
ate content), engaging individual users in discussion, praising and 
calling out top users and acting as officially sanctioned thought 
leaders and subject matter experts within the community they are 
moderating. The community moderation teams (typically with a 
community manager at the helm) also play a key role in passing 
along information from the company that produces the product 
out to the community of product users, and vice versa. As each of 
us has experienced in anonymous online settings, very wonderful 
and very horrible exchanges can occur. The community modera-

Chloe Swain is a social media and community strategist at Lionbridge 
Technologies. She specializes in developing international community 
programs for Lionbridge Game Services as well as various entertainment 
and software clients.

Perspectives Chloe Swain 

Managing home-based
community teams

mailto:editor@multilingual.com


Column

www.multilingual.com September 2014  MultiLingual  | 27

with them mirrors that style and that 
environment.

Think of e-mail as two-dimensional 
and online community environments as 
three-dimensional. Remember the last 
time you checked your Facebook account 
and ended up many layers (and minutes) 
in, and found yourself checking out the 
Hawaiian vacation pictures of someone 
you once said “hi” to in second grade? 
Mods’ brains work in three dimensions, 
and they are very comfortable discovering, 
documenting and searching for informa-
tion in this multi-layered environment. 

The difference is that they are so 
used to working in this world that their 
meanderings are a healthy mix of random 
research of the space and a cataloging of 
big-picture goals and trends of the entire 
community ecosystem. That’s why more 
than anywhere else, restricted-access, 
enterprise-level platforms such as Yam-
mer are very well-received and actually 
used. The exchange and dissemination of 
project information using platforms such 
as these rather than straight e-mail is the 

most effective way to manage community 
moderation teams. Also, because of the 
robust search functions, information can 
also be called up when researching past 
topics that aren’t currently “hot” in the 
feed, which can help us out when more 
linear, targeted research is necessary.

The successful professional modera-
tors you will come across will have many 
different backgrounds and living situa-
tions. From the free-spirited wanderer 
who makes her way around the world 
with her laptop and the forethought to 
consistently set up a structured work 
environment wherever she lands, to the 
stay-at-home parent who is moderating 
and managing a community after drop-
ping the kids off at school and before 
soccer practice, to the freelance transla-
tor looking to supplement an inconsis-
tent monthly income, there are many 
ways to do it. 

One thing these people all have in 
common though, if they are successful in 
this field, is a curious mind and a desire 
to grow and support communities of 

people they will never actually encounter 
in real life. This is different from other 
employees you will manage whose jobs 
contain at least some aspect of face-to-
face or voice contact with clients and 
customers. 

Moderation professionals are the kind 
of people who enjoy writing things like 
“can you tell me the details of what is 
going on? We really want to help you 
out! So bummed that you are experienc-
ing this issue!” It makes their day to read 
the comments of someone who is really 
enjoying the product and having fun 
within the community environment they 
are moderating. They live for their chance 
to write “Awww…YOU guys are the best. 
So glad you are having fun here!” They 
smile when they post that!

People who enjoy treating others in 
this way generally enjoy receiving the 
same treatment as workers. Managing 
community teams, and especially those 
with workers native in diverse languages 
and cultures, requires expressing emo-
tion and care in the written word. How 
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many e-mails have you received where 
you thought, “Wow, what’s his deal? Why 
is he being such a jerk about that?” only 
to talk to said jerk in person, hear his 
intonation and realize, “Oh, that’s what 
he meant! He’s not a jerk at all.” 

When you are managing a population 
of remotely-based, nonnative English-
speaking community workers, you must 
take even more care to establish the 
relationship with those workers using 
the power of the (digital) pen. You must 
speak the language of community, a 
language which exists without the benefit 
of the spoken word. It’s no accident that 
emoticons and links to YouTube videos 
are prevalent in online forums and social 
media channels. Sometimes the difference 
between offensive and funny is a simple 
;-). Sometimes the difference between 
(the perception of) a dismissive mea culpa 
from management and a heartfelt apol-
ogy is a link to a YouTube video of Brenda 
Lee’s timeless classic “I’m Sorry.”

Mod your mods as you would  
 have them mod

By using platforms set up in the style 
of social media rather than e-mail for the 
purposes of communication, you have a 
natural way to model best practices for 
your team. Any interaction with your 
team in that space potentially demon-
strates to them how you would like them 
to interact with the community they are 
engaging in as moderators.

For example, oftentimes in the course 
of any project the mod team will be 
fielding questions about ongoing bugs 
or process issues which are beyond their 
control. They might be passing this infor-
mation up the chain to a development 
team, but they aren’t going to be getting 
the results as quickly as they would like 
in order to help their community mem-
bers, and as a result they will continue 
to be bombarded with complaints and 
dissatisfaction, which can eventually 
wear them down. It wears them down 
because they actually care, and this is a 
good thing.

But as a result, they might post 
something on the internal communica-
tion feed venting their frustrations. As 
a manager, this gives you the oppor-
tunity to step in and address their 
concerns in a way that is public to 
the entire mod team. You will thus be 
able to model through your response 
the type of attitude you would like 
to see in your employees’ interactions 
with the community you’ve hired them 
to support. Do you just dismiss the 
mod’s complaint as no big deal? Do 
you just jump on the bandwagon and 
talk about how [fill in the blank] sucks 
and that’s why the problem persists? 
Or do you react in the professional, 
positive, informed, caring manner that 
you’d like your team to react in when 
something similar comes up during the 
course of their duties? 

At the same time, as a manager you 
will come across specific examples of 
outstanding work by particular mods. 
Praise and thank these people publicly 
whenever you have the chance. The same 
kind of positive group dynamic that you 
would like the mod team to encourage 
within the community they serve is the 
kind of positive dynamic you can create 
by public acknowledgement of their suc-
cesses. People who like to give out gold 
stars like to get them too!

In the same vein, individual mistakes 
by mods should be dealt with privately. 
When necessary, a public general mes-
sage should be posted about the overall 
concept of the mistake so that everyone 
can learn from it. This is the same tact-
fulness and compassion you want your 
mod team members to employ when they 
interact with their community, and by 
showcasing this, you lead by example.

We are working in a multilingual, 
multicultural, 24/7 world of internet des-
tinations. Our mindset needs to catch up 
with the reality of the needs, desires and 
style of the workforce we are attempt-
ing to recruit and keep as long-term 
employees, as well as meet the needs of 
our customers. Our clients count on us 
to provide continuous, compassionate 
service to community members around 
the globe in multiple languages. The 
technology and the employees are there 
— we just need to embrace them fully 
with a ☺.  M
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How life sciences companies 
can benefit from the LMM

Rebecca Ray

MMany firms face scalability chal-
lenges related to the amount of con-
tent they’re processing, the number 
of languages and markets they’re 
supporting, and the timeframes in 
which they must deliver all of this. 
Those in the sectors that make up life 
sciences — such as pharmaceutical, 
medical devices and biomedical tech-
nologies — have additional pressure 
from governmental regulatory bodies 
around the world. These firms require 
a framework to help them avoid mak-
ing typical mistakes and to enable 
them to mature as quickly as possible 
when it comes to localization. 

The localization maturity model allows life sciences firms to 
reduce risk — it’s all about mitigating risk for translation and 
localization managers at life sciences firms. This focus leads them 
to concentrate on predictability, reliable processes and knowing 
what to expect at every turn. The goal of these managers is to 
translate this effort into achieving compliance in local markets as 
efficiently and cost-effectively as possible. 

The localization maturity model (LMM) from Common Sense 
Advisory provides the framework for these managers to under-
pin their risk reduction efforts. It enables companies to treat 
translation and localization as a normal corporate business 
process to be funded, measured, tracked and streamlined over 
time. It is rooted in the capability maturity model pioneered by 
Carnegie Mellon University and more than a decade of research 
and consulting engagements by Common Sense Advisory. The 
model outlines nine levels of localization maturity, beginning 
with unsuccessful practices and progressing through continu-
ally more sophisticated and effective levels of strategy, process, 
organizational structure and automation (see Figure 1).

Localization maturity occurs in phases. Let’s take a look at 
how businesses can apply the LMM to shorten their learning 
curve and achieve compliance more quickly in local markets. 
We outline below the characteristics of life sciences firms that 
fit into levels 1 to 4 (see Figure 2). We also include an example 
of one critical area on which they should focus in order to move 
more quickly to the next level of maturity.

Secure an executive sponsor 
Companies at the reactive level 1 stage respond to business 

demands for international or domestic multicultural opportunities 

Rebecca Ray is a senior analyst at the market 
research firm Common Sense Advisory. Her 
primary research focus includes enterprise 

globalization, social media, multilingual 
SEO and global product development.

Figure 1: Life sciences firms should focus on levels 1 to 5 of localization maturity.
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with ad hoc measures. There are few if any 
processes; roles and responsibilities are 
unclear; and technology support for local-
ization tasks is minimal at best. Firms at 
this level often experience pain caused by 
subpar linguistic quality, delayed schedules 
and cost overruns. At some point during 
this phase, the organization assigns 
(or sometimes hires from the outside) 
someone to be the “go to” person for 
translation.

However, that person will not be suc-
cessful as a one-person band. Going global 
smoothly requires an upper-level manager 
who watches out for translation by ensur-

ing stable funding and ongoing support 
from the C-suite. Without this sponsor, our 
research demonstrates that the translation 
team is reduced to constantly battling to 
maintain the appropriate level of resources 
over time. Colleagues in other areas will 
tend to treat their international commit-
ments as negotiable when they have to 
scale back. Therefore, one of the most 
important to-dos for the person newly in 
charge of translation is to identify and 
recruit an executive sponsor. That person 
can smooth the way for everything else 
that needs to get done for the translation 
and localization group to be successful.

Fill in and lock down 
processes
A sure sign that a life sciences firm is 

entering the repeatable phase of local-
ization maturity is when it begins to for-
malize its processes for core localization 
tasks and events and to identify roles 
and responsibilities. It also recognizes 
the importance of external providers and 
often repurposes mainstream productiv-
ity and project management solutions — 
for example, Microsoft Excel and Project 
— for localization and translation tasks. 
Products are now translated, but pres-
sure increases for local adaptations.

Figure 2: Characteristics of levels 1 to 5 of the localization maturity model.
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The challenge during this stage is to 
fill in missing or incomplete processes to 
scale for the amount and variety of mul-
tilingual content that must be delivered. 
Translation teams need to be careful not 
to allow other groups to inundate them 
with work beyond their capacity. It’s 
important to establish clear limits when 
extending translation and localization 
coverage to new groups within their 
organizations.

Create an automation roadmap
Once it progresses to the managed 

phase, an organization has documented 
a set of basic processes and started push-
ing their consistent use. In life sciences 
companies, there are likely to be multiple 
points of contact for localization around 
the company, sometimes in the same 
division. Increased demand for transla-
tion and localization can also lead to a 
growing number of external suppliers.

Most organizations at level 2 depend 
heavily on e-mail, Skype, phone, FTP 
and a combination of Word documents 
and Excel spreadsheets to track projects, 
budgets and terminology. Suppliers may 
use proprietary software to manage their 
workflow, and some will recommend that 
life sciences firms adopt their technology 
and processes. The challenge in level 3 
is to move beyond short-term fixes and 
establish an automation roadmap for the 
medium to long term.

Life sciences companies should resist 
the temptation to race to apply technol-
ogy to automate inefficient processes — a 
scenario referred to in the IT sector as 
“paving cow paths.” Rather, they need 
to take a step back before proceeding 
and determine which core processes are 
ready for automation and how candidate 
solutions will serve them over time. The 
companies that Common Sense Advisory 
works with typically apply translation 
technology in the following order: trans-
lation memory, translation management 
systems, terminology management, inte-
gration with content management sys-
tems, integration with authoring systems 
and machine translation (MT).

Centralize to achieve 
global excellence
Core processes are in place and regu-

larly followed for standard tasks during 
the optimized phase of localization matu-
rity. Efforts to extend the application of 
these procedures across the enterprise 

get underway. Operational roles trend 
toward centralization in recognition of 
the importance of localization to the 
entire enterprise. As part of this transi-
tion, shared technology services appear 
and specialized applications such as 
translation management systems become 
a major part of the automation strategy.

Optimized localization maturity is 
about transforming the translation and 
localization group into a center for 
shared excellence for globalization, as 
well as shared services. In this expanded 
role, the team supplies leadership, educa-
tion, best practices and support to other 
groups for how to globalize their pro-
grams and processes. The anchor for the 
center is the application of the group’s 
expertise throughout the organization.

How do life sciences companies 
accomplish this transformation? Our 
research confirms that organizations 
that have undergone this makeover 
ensure that all translation and localiza-
tion offerings are stable and optimized 

before moving ahead to the final fifth 
level. They take an inventory of what 
they need to do to ensure that shared 
services function smoothly. They sur-
vey their internal customers to find out 
where they need to improve. Then they 
match that list against the current roles 
and responsibilities of the translation 
and localization team. Doing this allows 
them to fill any holes through training 
or engaging the necessary talent — with 
full-time employees or contracted staff.

Without a roadmap to clearly define 
what is required in terms of strategy, 
process, organizational structure and 
automation at each level of localization 
maturity, translation and localization 
teams at life sciences find it extremely 
hard to stay on track. As their companies 
are required to conform to more and 
more local regulations, these teams need 
a framework such as the localization 
maturity model to enable them to scale 
appropriately to comply as quickly as 
possible.  M
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Evolving the translation 
process for life sciences

Gráinne Maycock

IIt’s a pretty safe assumption that if 
your global presence is expanding, 
the way you approach transla-
tion of your global content must 
evolve. But for pharmaceuticals, 
biotech and other subsectors of the 
life sciences, there tends to be 
a degree of hesitancy when the 
word evolve is uttered. Change 
can be scary, especially in an 
industry that constantly faces loom-
ing liability potential.

From a translation services provider perspective, we hear the 
argument now and again that any translation process change, 
even for the better, takes time — which is something that execu-
tives aren’t too keen to expend. Any deviation from the status 
quo seems to present a disruption. 

Then again, the cost of not changing a process that isn’t 
working well can be even more significant. This is abundantly 
clear from the unsettling anecdotes from clients' long-spanning 
careers in the life sciences. 

There’s the story of how one vendor assigned a linguist who 
supposedly had expertise in medical devices to a client’s project. 
This linguist mistranslated the term canula (a narrow tube that 
moves fluid from one part of the body to another) into plumb-
ing pipe. As it turned out, the linguist was not a subject matter 

expert, which the client learned only after the 
translation hit the desk. That unfortunate lan-

guage slipup led to a last-minute correction 
in-house before the medical device and its 
accompanying documentation went to 
market. While the outcome could have 

been much worse — after all, the embarrass-
ing translation mistake never made it into the 

end users’ hands — the corrective efforts 
still ate up valuable time for the client. 

This is time that deadline-driven life 
sciences companies can ill afford, which is 

why making improvements to streamline and 
strengthen the translation quality assurance 

process is so critical. 
True, change takes time. But it’s time that goes toward 

increasing efficiency and accuracy in the long run. A major 
part of a translation services provider role is educating clients 
about how their translation process needs to evolve in order to 
support continued global growth. 

Source content consistency
Commonalities from product to product are hugely important, 

and this includes translated product content for new markets. 
One way to help safeguard consistency has to do with document 
authorship at the very beginning of the global content life cycle. 
Each person creating documents needs to follow guidelines 
around messaging consistency, in effect writing for translation. 

If there are certain phrases or words that should always 
remain the same, such as medical device product and company 
names, it’s helpful to make a note of these. The same goes for 
terms and phrases that departments frequently use that could 
be standardized. Style and tone are also important factors, and 
these should be set down in a style guide and glossary. It’s much 
simpler to work with already-approved content from the begin-
ning, across all authors and business units, and it helps ensure 
optimal translation quality.

As senior manager, document control and global labeling 
at Endologix, Dawn Fowler says the process for language 

Gráinne Maycock is vice president of sales at Sajan. 
She has spent over 17 years in the language 
translation industry. She recently launched the 
Ireland chapter of Women in Localization 
and sits on the advisory board of Brand2Global.

mailto:editor@multilingual.com


33www.multilingual.com September 2014  MultiLingual  |  

Industry Focus

translation has been much smoother 
and more predictable within her orga-
nization ever since management put 
into place source document authoring 
guidelines.

“We follow development processes for 
how our documents are written,” says 
Fowler. “We maintain a clear, concise 
English master version that has been 
vetted in all areas in the company that 
have input on safety and the data that 
goes into it. This way, we can ensure that 
everything is as it needs to be once we 
have these documents translated.”

While the various groups at Endologix 
have centralized and standardized their 
content authoring and language transla-
tion efforts, trying to get all involved 
departments in sync this way isn’t always 
easy. This can be a challenge for a com-
pany looking to go global or expand its 
international presence. We often work with 
the teams that handle translation and then 
learn that they aren’t in communication 
with the people who create documents 
or the regulatory affairs or legal depart-
ment. For that latter group, any regulation 
changes not communicated immediately 
to the content creators and translation 
managers can have a near-disastrous effect 
downstream, such as necessitating feverish 
and inefficient catch-up to meet deadlines.

For these reasons, all appropriate 
groups should synchronize their efforts, 
nail down preferred terminology and 
discuss ways to insert translation earlier 
into the global content development 
process. Having a translation services 
partner that can guide you and manage 
centralization and cleansing of assets 
on your behalf across content types is 
key. Oftentimes your translation services 
provider will work across groups in your 
organization and can bring valuable 
guidance to help you optimize and align.

An important reason why consis-
tent source content is so crucial is that 
it helps foster a stronger translation 
memory (TM). For life sciences com-
panies, a stronger TM resource means 
higher translation quality, faster time to 
market and keeping to strict deadlines 
for product releases, clinical trials and 
other projects. A great place to start is 
with stock product content, from labels 
to instructions for use, and making sure 
the segments from those pillar content 
projects feed into the TM.

Since the overriding goal in this 
industry is safety — and thus to bring 

translation quality to consistently high 
levels — it makes sense to seek out the 
best TM technology dedicated to that 
purpose. When talking with prospective 
life sciences clients, we explain that a 
highly beneficial way to manage TM is 
through a translation management sys-
tem that centrally manages and centrally 
stores the data. Both the sophistication 
of the TM technology and the way it is 
accessed within the system are key.

It is important to choose a TM tool 
that is composed of several “buckets” — 
individual translation memories specific 
to the company’s various departments, 
divisions and even translation proj-
ects. Any project requestor can specify 
that his or her department’s translation 
memory be searched first, followed by 
the organization’s general TM or any 
other order that makes sense. 

Another critical aspect of TM to look 
for is the sophistication of the content 
matching engine. The software should 
comb through all previously translated 

content and look at the context of each 
segment in order to produce a greater 
number of highly accurate matches. Not 
every translation provider’s TM tool oper-
ates the same way, and software sophisti-
cation differs greatly, so it pays to ask for 
case studies, product reviews, referrals 
from peers and so forth when shopping 
around for a translation partner.

Structured labeling and 
faster linguist reviews
While it is nearly impossible in the 

medical devices world to standardize 
packaging sizes because of the plenti-
ful variations with packaging, it makes 
sense to aim for size consistency when 
possible to ease the multilingual desktop 
publishing stage. Consistent layout with 
labeling is also important.

This makes the task easier for multilin-
gual desktop publishing specialists since 
they will have to navigate regulations dic-
tating things such as minimum font size. 
The more standardization there is with 
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layout, the less effort needs to go into the 
project. If any errors were to occur later 
in the process, such as failing to include 
enough space for a German translation to 
allow for text swell on something such 
as a product label or instructions for use 
manual, a company could face design 
rework, possibly threatening planned 
launch dates. From a liability perspec-
tive, every change you can make toward 
increasing consistency and standardiza-
tion decreases the unknowns and risks.

As an extra safety measure, life sci-
ences companies often have their own 
internal review process in place for lan-
guage translation. For many individuals 
acting in this capacity, reviewing trans-
lations is not a codified part of their job. 
Every hour spent on review takes time 
away from their dedicated roles, so it’s 
vital to streamline this process step. 

Sometimes a life sciences company 
wants to complete the multilingual desktop 
publishing step in advance of the review, 
so the reviewers can see how everything 
would look in visual context. The problem 
with this arrangement is that when minor 
alterations to the translation need to occur, 
the multilingual desktop publishing step 
has to happen all over again. Clearly, this 
results in wasted effort, time and money.

For a faster review process that also 
helps avoid potential design rework costs, 
we encourage clients to perform the 
review online first using technology, get 
the translation finalized and then proceed 
with multilingual desktop publishing. 

Education leads to 
an easier evolution
Despite this industry’s extreme risk 

aversion — or perhaps because of it — 
life sciences clients are often receptive 
to process change once we discuss the 
practicalities and benefits with them. Of 
course, showing examples of successful 
implementation go a long way to assuage 
concerns as well. The stakes simply are 
too high for these companies not to make 
process improvements where needed. 

Just like with any culture shift, educa-
tion and data play a crucial role in paving 
the way for a more evolved, streamlined 
and effective process for life sciences con-
tent language translation. The companies 
that are on the forefront of localization 
are leading the charge and serving as suc-
cess stories to be learned from. In the end, 
process evolution can indeed be painless 
with the right approach and partner.  M
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Responding to translation
price reduction requests

Brian Chandler

IIn the medical field, high-quality translation 
isn’t just preferred, it is mandatory for safety, 
compliance and regulatory requirements, and 
ultimately someone’s life could be in danger 
over a mistranslation. There is no room for error. 
This would seem to indicate that companies in 
this industry would be willing to pay more for 
this type of translation than for something such 
as a computer installation manual.

However, how often do you experience the unexpected 
phone call or e-mail from clients telling you that their company 
is cutting costs, and translation is one of the areas they have 
identified where they believe they can most easily cut back? I 
know my first thought is, “But our vice president of sales said 
that pricing is not one of our company’s value propositions 
and therefore shouldn’t be a primary part of the negotiation.” 
In the ideal world, pricing would always take a backseat to 
other values offered, such as error-free medical translation. 
Unfortunately, the reality is that cost is often at the center of 
discussions when a company selects or re-evaluates a transla-
tion provider regardless of the level of quality provided.

When this phone call or e-mail comes through, what usu-
ally happens next is the “pricing dance,” which typically looks 
similar to the following:

■■ You begin the negotiation by telling your client it will be 
difficult to provide them with the same service and quality they 

expect if pricing is reduced. However, you commit to discussing 
the situation with senior management.

■■ You then discuss the situation with senior management, 
and a few changes are made to the pricing for no legitimate rea-
son other than to give the client additional savings — although 
you may find a reason for your ability to reduce the pricing to 
justify the change to your customer.

■■ You go back and offer the client some sort of savings 
in order to keep them engaged, which in turn reduces your 
already-slim margins.

Does this story sound familiar? Why does this happen so 
regularly? Why does translation so often turn into a pricing 
discussion?

Translation has unfortunately made its home as an unwanted 
stepchild in the content development process. A common rea-
son for this is that frequently within an organization there is 
no one who is truly responsible for translation. The task of 
managing translation is thrown on the shoulders of a technical 
writer, a project manager or someone else who doesn’t have 
the understanding, time or desire to deal with it, and is gener-
ally not compensated for this additional responsibility. Even in 
companies that have an internal translation manager or group 
dedicated specifically to overseeing translation, the company is 
generally too large or too decentralized to control this effort. 
This in turn creates multiple pockets within the organization 
that operate independently in regard to translation. When you 
examine most large organizations, you will find multiple trans-
lation vendors claiming to do work for them. A percentage of 
this is because these companies are trying to be risk averse by 
employing multiple vendors. However, the main reason is that 
the various groups or divisions within the company are simply 
working with different translation vendors. As an example, 
doing a quick internet search, I found more than 15 translation 
vendors claiming to work for or partner with either IBM or 
Microsoft, with both of these companies also having internal 
translation groups as well.

To add to this problem, rumors about what translation really 
is have spread rampantly across the internet. The trendy new 
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way to look at translation is for it to be 
some sort of low or no cost automatic 
process that takes place almost magically 
because of machine translation (MT), 
crowd sourcing or otherwise. You can 
look no further than the hype Google, 
Microsoft and others are receiving. In a 
May 28, 2014, article on ExtremeTech's 
website discussing the Microsoft-Skype 
partnership on Skype Translator, Seba-
tian Anthony states, “Skype Translator 
isn’t perfect, but it’s tantalizingly close to 
the creation of a Star Trek-like universal 
translator — or Babel fish if you prefer 
— that allows everyone in the world to 
communicate, even if they don’t share a 
common language.” Anthony later goes 
on to say, “Just by downloading a new 
version of Skype, Western companies 
could start doing business with com-
panies in China and other huge growth 
markets.”

Although I fully agree that transla-
tion has evolved significantly with the 
assistance of technology and automa-
tion, and I have used MT successfully on 
many occasions for different purposes, I 
am afraid that these advancements have 
set up false expectations for uneducated 
customers and have contributed to 
unreasonable pricing expectations.

In addition to this, if you continue 
to wonder why translation is one of the 
regular targets for cost cutting, it helps to 
take a step back and examine the entire 
content development process. There are 
some common threads in the habits of 
procurement groups and decision makers 
with regard to cost-cutting measures in 
the content creation process.

Procurement decisions
First, procurement departments tend 

to target processes they believe can 
be automated. As I mentioned previ-
ously, translation nearly always falls 
into this category because of how the 
general population views translation. 
With the entire content creation process 
representing a much larger market than 
translation by itself, this idea is quickly 
validated by the sheer number of content 
management system (CMS) providers in 
the market. CMS Matrix lists over 1,200 
systems on their website, and this does 
not include any of the translation man-
agement systems (TMS). On a somewhat 
related note, while cost savings can be 
achieved through a successful CMS/TMS 
implementation, generally the biggest 

benefit to a successful CMS/TMS imple-
mentation is company control over the 
content and not cost savings.

Related to the first point, since pro-
curement departments may not have an 
in-depth knowledge of what they are 
analyzing, they look for popular trends, 
which, in this case, would include items 
such as machine translation, CMS/TMS 
and so on. 

Additionally, procurement prefers 
to target items with no “face” associ-
ated with them. Why? First, it is human 
nature to initially deal with issues where 
you have no personal connection — 
quick word of advice: If you currently 
do not personally know the key deci-
sion maker or someone in procurement, 
you need to get to know him or her as 
quickly as possible. Second, CEOs and 
human resource departments every-
where constantly remind their procure-
ment groups that their “people are the 
most valuable asset,” which implies that 
even if the procurement group recom-
mends the reduction or termination of 
an internal team, they often do not have 
the authority or ability to make these 
changes without additional approval. 
This means that costs generated by 
software purchases or external suppliers 
are typically scrutinized in more detail 
and are reduced or terminated first. This 
also tends to mitigate the repercussions 
caused by changes within the company.

Finally, procurement goes after 
uncommon, unfamiliar or unbudgeted 
line items. With translation’s low visibil-
ity and priority within an organization, 
many times it is an afterthought or not 
even considered at all when yearly bud-
gets are created. Translation may also 
have no process owner and unfamiliar 
costs associated with it, such as different 
types of per-word costs.

This is not to point a finger at procure-
ment departments, as they are simply 
doing what has been asked of them. It 
merely demonstrates the obstacles that 
must be overcome as a translation ven-
dor. Decision makers follow this pattern 
when one of the real issues may be star-
ing them in the face — literally. In the case 
of content creation, most companies still 
employ some level of in-house authors. 
These writers, in terms of tenure in a com-
pany, may predate the systems, software 
or material used to produce the content. 
The procurement team might even associ-
ate with these writers on a regular basis. 

This can make the situation tenuous. In 
contrast, translation is generally out-
sourced, often with no face associated 
with it. There is no need to justify the 
changes to the same degree as would be 
required for recommending the termina-
tion of a writer, which could become very 
complicated due to additional approvals, 
paperwork or other reasons. The easier 
target is outside of the company.

The in-house authoring staff is also 
salaried and isn’t paid by production as 
would be the case with outsourced work. 
Technical writers are paid a full-time sal-
ary regardless of how effective they are 
or whether they are busy or not. Where 
metrics are frequently put in place for 
translation costs, productivity, quality 
and so on, and translation vendors have 
to perform to get paid, similar metrics 
are not put in place for authoring.

In no way do I mean to target tech-
nical writers specifically, as this is a 
common problem with other types of in-
house departments as well. Furthermore, 
high-quality documentation makes all 
the difference toward creating a trusted 
brand and product. Well written and 
well organized source documentation 
also makes the translation process much 
easier and smoother. Similar principles 
could be applied for localized software 
as well. However, the translation services 
industry is again primarily an outsourced 
service and is part of the much larger 
business of content development, and 
therefore faces additional obstacles that 
other groups or industries do not face.

What is the solution to overcoming 
these obstacles that constantly require 
translation providers to adjust their pric-
ing? Procurement departments and deci-
sion makers need to be educated in how 
translation fits into the document cre-
ation process and therefore how it should 
be considered when reviewing processes 
and costs. By doing this, procurement 
departments and decision makers will be 
able to more objectively evaluate where 
cost savings can be achieved in the over-
all content development process. 

Changing the conversation
The first suggestion regarding how 

this can be done has to do with listening. 
As is the case with any sales opportunity, 
instead of fighting a pricing battle with 
the procurement team, listen carefully to 
the client to ensure you have a thorough 
understanding of the client’s needs and 
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make sure the client understands exactly 
how you are going to satisfy them. 
Make certain that quality expectations 
between you and the client are under-
stood and agreed upon, as there is not a 
“one-size fits all” in terms of customer 
expectations or for different content 
types. Try to examine why customers 
are doing what they are doing, even in 
terms of their procurement strategy. For 
example, if they are using a CMS, discuss 
with them why they are using it. Is it for 
cost savings, consistency or control of 
the authoring? Being educated in their 
strategy around other key decisions they 
have made in regard to content devel-
opment can be used to create a bridge 
for similar discussions about translation 
— is the primary goal for translation to 
achieve cost savings, quality, to avoid 
the hassle of managing the translation 
or a combination of things? Assist them 
in understanding what the real “cost” is 
to achieve these goals. Then, when cost 
cutting is requested, these decision mak-
ers will be armed with the proper infor-
mation to effectively evaluate whether 
additional cost savings can be achieved 
without compromising their goals.

Help clients understand the need to 
review and fix other processes first to 
increase the effectiveness of the transla-
tion and potentially bring down transla-
tion costs. I recently spoke with people 

at an organization about their content 
development process. Within a short 
period of time before even discussing the 
topic of translation, it was easy to identify 
how broken their other processes were. 
Even though nearly all of their authors 
were in-house employees, the authoring 
department was divided between differ-
ent groups spanning several continents. 
They had multiple CMS tools in place that 
didn’t communicate with each other. They 
also had a small group of outsourced 
authors that basically functioned as its 
own writing group. I’m certain that from 
a quality and cost perspective, this com-
pany would benefit significantly more by 
revamping and centralizing the content 
creation process than it would from low-
ering translation costs.

Along similar lines, if the initial 
source document quality is poor, the 
translation difficulty will be high, turn-
ing slim translation profit margins into 
zero-profit margins or even losses, mak-
ing additional cost reductions almost 
impossible. As the saying goes, “garbage 
in, garbage out.” Help your client also 
understand that quality translation is a 
meticulous process as is the case with 
authoring, and can sometimes be nearly 
as difficult.

Assist your clients in understanding 
the value of fully engaging someone, 
or a group, to manage translation and 

translation vendors within their orga-
nization if they have not already done 
so. This will not represent an immediate 
fix due to the problems I have stated 
above, but will be a step in the right 
direction and will save them time and 
costs in the long run. Furthermore, with 
weak economies in many regions of the 
world, it is also one of the best ways to 
confidently expand business to produce 
a strong global product. Fortunately, 
several companies have already done 
this with success, including Dell, Adobe, 
Cisco and many others, and most of 
these companies are also happy to share 
their experiences.

Finally, help clients quantify their 
translation costs and yearly spending. 
This can be done using some basic cost 
of goods sold (COGS) calculations, taking 
into account only the costs associated 
with producing the localized portions 
of the product — documentation, soft-
ware strings and so on. For example, 
let’s assume that XYZ Company has a 
group of three technical writers that 
produce source English material, and 
their total COGS to produce this mate-
rial is $200,000. Now let’s say the COGS 
to translate the equivalent material into 
German using an outside translation 
provider is $20,000. Let’s assume XYZ 
company’s English-speaking market 
brings in revenues of $10 million per 
year. If their German-speaking market 
brings in revenues of at least $1 mil-
lion, you could make the argument that 
the current translation costs are already 
justified. If they are starting in a new 
market, the same argument could be 
used for potential sales to that market. 
Seeing the numbers may also encourage 
them to expand into other markets and 
languages as well.

This isn’t to say that additional cost 
savings can’t and shouldn’t be realized 
if your favorite customer’s procurement 
group comes knocking. Translators, 
translation companies and in-house 
translation groups should continually 
be striving for improvement. Technol-
ogy, automation and processes should 
be regularly examined, evaluated and 
employed to the greatest extent possible. 
Resource managers should constantly be 
adding and testing new resources to add 
to their pool. For, if nothing else, the 
competition in the translation industry 
is fierce and will otherwise leave you 
behind.  Mhealthy
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Wordscope: creating 
a kind of 'Google Health'

Philippe Mercier

OOften, translation is limited to just that: 
translation. However, translation databases and 
memories don’t have to be used for translation 
purposes only. We overlook the fact that they 
contain an inexhaustible quantity of information 
on a plethora of subjects. But how do we make 
the most of them?

We all know that if we want quality translations, we have 
to work with translators specialized in particular areas. Is that 
enough to satisfy our clients? Surely not! The richness of lan-
guage allows things to be expressed in different ways, and each 
client has his or her preferences, though even large organiza-
tions rarely have strict rules and a unique style.

So much the better! It would be sad if we all had to speak 
a language that was limited and highly structured. But how, 
then, can a translator and translation company make sure that 
the services they provide live up to their clients’ expectations? 
This is the challenge that we faced when providing translation 
services to a large international health organization.

When you’re dealing with massive international organiza-
tions, it is almost impossible to work on the basis of a central-
ized system of terminology because these companies regularly 
collaborate with other organizations on various reports, confer-
ences and studies, and the terminology used would have to be 
the same for all participants in these projects, which is a very 
complicated or even hopeless task. Who would be “right” if there 
was disagreement about a term? Is there a supreme authority in 
matters of terminology? Obviously not, nor can we ask authors, 
who are high-level professionals in their field, to constantly 
consult style guides, as this would eliminate creativity and 
would most certainly disrupt the document writing process. 

So in 2010, during meetings with our client on the subject 
of terminology, we asked, “How can our translators know your 
terminology preferences?” It was suggested that we take the 
documents previously published by the organization as our 
basis. We then asked if these documents were available and if 
someone could provide them to us.

This question is both a simple and complex one. Yet again, 
the size of the organization and the vast number of participants 
complicated this task. Not only were previous reports needed, 
but also the translations of treaties or conventions referenced in 
the documents, as the latter have legal value and so forth. It was 
of course impossible for such a large volume of data to be sent 
to us on any medium. Moreover, these documents would have 
had to be organized, sorted by language, subject matter and so 
on. We were back to square one.

That was when one person at the meeting made a brilliant 
suggestion: “Why don’t you download our entire website and 
all of the documents on it?” The structure of the site allows 
users to identify the language of the documents, and the lan-
guage buttons of one page link to the same page in different 
languages, so it was possible to locate the different language 
versions and match them up. These documents could then be 
divided into sentences, aligned and indexed.

We looked into this suggestion. Such a system could act as a 
search engine, allowing the user to research terms; it would list 
all sentences containing the desired terms and their equivalent 
sentences in the chosen language. Our team of engineers then 
developed a software application to carry out this task automat-
ically, given the large quantity of documents to be analyzed. It 
was put into service for translation projects as an internal tool 
called Wordscope. 

We found the idea to be quite interesting because, in addition 
to past translations, Wordscope showed translators on which 
pages the selected sentences had been found, giving them con-
text. This provided a real added value, since the meanings of 
words are influenced by their context. The results were so posi-
tive that we thought it would be a good idea to index other web-
sites in the health care field, and the database rapidly expanded 
to several hundred million words. 

Philippe Mercier is CEO of Locordia. Prior to his 
work at Locordia, he was managing director of 
Telelingua Software. He is also the author of ten 
computer programming books.



Industry Focus

|  MultiLingual  September 2014 editor@multilingual.com40

However, as we added more web-
sites to Wordscope, our engineers’ lives 
became increasingly complicated. This 
seemingly simple idea conceals a daunt-
ing complexity because some websites 
are badly structured, meaning they don’t 
follow the same rules even within differ-
ent pages of the same site. Additionally, 

the language links don’t always direct the 
reader to the right pages — or worse, they 
lead to the website’s home page.

Furthermore, experience has shown 
us that it is technically relatively easy to 
build efficient systems with data limited 
to a few thousand or million words, 
but once we try upgrading to gigantic 

databases, the technological chal-
lenges become infinite. These insidious 
problems only appear as the databases 
increase in size, depending on the vary-
ing structures of the websites indexed, 
errors encountered, different charac-
ter sets and so on. According to “The 
Anatomy of a Large-Scale Hypertextual 
Web Search Engine” by Sergey Brin and 
Lawrence Page of Stanford University, 
“Running a web crawler is a challenging 
task. There are tricky performance and 
reliability issues and even more impor-
tantly, there are social issues. Crawling 
is the most fragile application since it 
involves interacting with hundreds of 
thousands of web servers and various 
name servers which are all beyond the 
control of the system.” It should also be 
said that the indexing process is more 
complex than a classic search engine 
because the multilingual phase imposes 
additional, complex steps: first, match-
ing up pages according to language, and 
second, division of pages and alignment 
of sentences.

Thence, this small project begun in 
2010 progressed so much that it has 
required several thousand hours of work 
on the part of the engineers as well as 
large hardware investments. Wordscope 
is now a mature software application 
used for a large number of translation 
projects at Locordia Communications.

Figure 1: A monolingual search with Wordscope. Information on available translations is displayed for each sentence.
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An e-health search engine
But that’s not the whole story! We 

noticed that Wordscope was being used 
outside of the scope of translation proj-
ects. What were our users looking for? 
Health information, quite simply. We had 
effectively built a translation database, but 
in addition to that and perhaps above all, 
we had created a database offering quality 
health content and information (Figure 1).

Thus, we discovered that Wordscope is 
not just for translators. Almost everyone 
needs quality health information: indi-
viduals, families, health care profession-
als who can use Wordscope’s content to 
keep abreast of various new techniques, 
researchers in one country who can quickly 
and easily consult the research done in 
another, students and the list goes on. 

How many websites containing essen-
tial, quality information are unknown or 
underused? Does a health care profes-
sional have the time to skim through 
several sites to find the information he or 
she is seeking? Of course not, and that’s 
the great advantage of themed search 
engines such as Wordscope.

We all know that search engines such 
as Google and Bing, whose purpose is to 
index everything on the web, are very 
useful, but they also have many disad-
vantages. We see the evidence of this 
every day. We have to repeat or reword 
our queries to try to find what we seek 
within the jungle of high- and low-
quality websites. These internet giants 
are aware of this problem, and many 
changes have been announced during 
the last few years to improve quality and, 
above all, to identify quality websites. 

Now, is it really necessary to index all 
websites on the planet that mention health 
in order to build a health search engine? 
The information is repeated on many 
websites, so broad coverage of the subject 
can certainly be done if a judicious choice 
is made. The question of choice naturally 
arises — why choose one site over another?

In its current version, Wordscope only 
indexes multilingual content because this 
is also a qualitative selection criterion: 
websites translated into several languages 
generally have higher-quality content 
(Figure 2). This is certainly not true across 
the board, but on the other hand, it is a 
fact that websites with limited content or 
discussion groups are never translated. 
This selection criterion therefore prevents 
them from being indexed. This is a choice 
of quality over quantity. 

It should be noted that specialized 
search engines providing health content 
do exist. However, these are mostly paid 
sites reserved for important customers, 
since the subscriptions are very expensive.

Google and Bing have both announced 
that they intend to redirect their focus to 
semantic content. But this will not solve 

the problems that come up in simple que-
ries. Just as in translation searches, we 
think that subject indexing is the key to 
quality results. Indeed, when searching for 
a simple word having several meanings, 
such as cancer, no search engine with 
only one large database can ever deter-
mine with certainty if the user is looking 

Figure 2: Health information on a linked French language site.
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for medical information, information on 
the Tropic of Cancer, or the horoscope 
for Cancer. In French, for example, the 
same term is used for all three meanings. 
And what about acronyms? Is a user who 
types FCTC looking for information on 
the Framework Convention on Tobacco 

Control, the First Coast Technical Col-
lege, the Farmers Cooperative Telephone 
Company or something else altogether? 
The search engine can of course favor 
one option over the other, but is it the 
right one? Or it may list all of the results, 
but then it’s up to the user to select what 

he or she wants. Conversely, when users 
search for cancer or FCTC in the Word-
scope Health database, we know by defi-
nition that they are looking for medical 
information (Figure 3).

Whatever the quality of its algorithm, 
in certain cases a search engine with only 
one database will be incapable of really 
knowing what the user is looking for. 
So which one should we choose? Should 
we even choose between them? Prob-
ably not. It all depends on the needs of 
users. Search engine giants can perhaps 
be compared to huge department stores 
where people can find everything, and 
targeted search engines are more like 
specialized boutiques offering focused, 
quality service. Surely there is room for 
both approaches.

Ranking and big data
To date, Wordscope has indexed about 

600 million words, and even though we 
are adding websites every day and are 
only at the beginning, this is still very 
limited compared to Google or a similar 
site. However, even with this kind of 
limit, and a particular field classifica-
tion (health), another question comes to 
mind: how do we calculate rankings? 
A ranking determines which results the 
search engine will display first. How can 
it guess what the user wants?

Figure 3: Google's search results for FCTC compared to health-specific results for the same query. 
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If we search for cancer and Word-
scope returns 10 million results, but only 
displays the top 20 on the first page, is 
it choosing the right 20 results? Studies 
have shown that 90% of Google users 
never look at the second page of results.

To understand this, let’s look at 
another case that was pointed out to us. 
When a search for the term nausea was 
performed, Wordscope first displayed all 
of the leaflets of the many medicines for 
which this term appeared in the list of 
side effects. This is fine if you’re looking 
for the translation of the word, but it’s 
probably the wrong choice if the user is 
looking for information about nausea. 
We had thought at the beginning of the 
project that adding medicine leaflets 
would bring value and content — but 
this adversely affected the quality of our 
results, which again shows that quantity 
does not necessarily equal quality.

We subsequently changed the ranking 
to give inserts a penalty so that other doc-
uments with more relevant content appear 
first, since we found this to be an interest-
ing point. But obviously, it’s a choice. 

This example illustrates the many 
decisions that must be made in order for 
a system managing a large data set, or big 
data as it’s sometimes called, to perform 
an optimized service for its users. As good 
as it may be, a ranking that indexes single 
words no longer makes sense today given 
the quantities of data that are indexed 
and available.

Big data involves systems that bring 
together large quantities of information. 
These databases open new horizons for 
researchers, who can use them to cre-
ate statistical and relational models 
with endless possibilities. In “Google, le 
nouvel Einstein,” an article published in 
the French Science & Vie in June 2012, 
it was noted that “All the evidence sug-
gests that the greatest discoveries of the 
future will be made not from brilliant 
human intuition but from the scrutiny of 
data stored on obscure disk drives.” 

Experiments have already been car-
ried out in this field. The same article 
cites the example of two researchers, 
Jessica and Bradley Voytek of the Uni-
versity of California-San Diego, and their 
document analysis project. The results 
were published in the June 2012 issue 
of the Journal of Neuroscience Methods. 
This project revealed great statistical 
proximity between the words serotonin 
and migraine as well as between sero-

tonin and striatum. And yet, serotonin 
and striatum only appear together in 16 
articles. This does not mean that there 
is a link between migraines and that 
part of the brain, but perhaps this type 
of conclusion may one day help define 
new hypotheses and direct researchers’ 
future work.

For several years, there has been 
fierce competition between Bing and 
Google to improve search algorithms. 
There was Google’s purchase of Metaweb 
(which was incorporated into the Knowl-
edge Graph algorithm), Bing’s purchase 
of Powerset a few years ago and so on.

In a March 15, 2012 article in The 
Wall Street Journal, Amit Singhal, head 
of Google Search, explained that seman-
tic search would allow Google to better 
directly answer web surfers’ questions 
in its results pages. 10% to 20% of all 
queries would be affected, a sign that a 
major change is underway. 

Ramez Naam of Microsoft also men-
tions this problem in the July 9, 2008 
article “Le Net incollable” in Le Figaro: 
“Search engines force the user to think 
about the exact words likely to be found 
on the page containing the desired infor-
mation. This makes things more compli-
cated than they need to be.” 

Semantic search or not, when the user 
types a single word, there’s no semantic 
algorithm in the world that allows the 
engine to know what he or she wants. 
This is all the more true if this word has 
several meanings and the information is 
not classified by subject. And even when 
a word only has one meaning (such as 
nausea), how can the engine guess what 
the user is looking for? Should the search 
return a medicine leaflet, information on 
what nausea is, the user’s symptoms or 
how to cure nausea?

Is a semantic search the answer? 
Shouldn’t we instead offer the user the 
choice of limiting the search field, such 
as a sort of search-refining funnel? In 
our case, we’ve chosen to structure the 
data on the basis of filters, subject index-
ing being one of them. Users can then 
refine their searches by limiting them to 
a certain country, website or group of 
sites, such as government sites or com-
mercial sites, all with a few simple clicks, 
and always in a specific field. The filters 
may vary depending on the needs of the 
users, companies or other international 
or governmental organizations. Other 
options will surely arise — the future will 

tell us if they are the right strategies or if 
there is another miracle method. 

Meanwhile, other players are jostling 
to dominate internet searches, such as 
Facebook, Apple and so on. On its part, 
Wordscope has expanded its reach from 
solely health care to the legal and finance 
fields, and will soon be available for free to 
everybody, with no content restriction.  M
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Translating medical 
devices of the future

Libor Safar

TTraditionally, medical device industry trans-
lations are considered exceptional compared 
with the best practices of industries such as IT, 
and for good reason. This is a highly regulated 
industry, and the quality of translation is not 
just a matter of customer satisfaction. 

However, these differences are starting to blur for two rea-
sons. First, the world of medical devices is going digital. Content 
related to medical devices is appearing online, such as instruc-
tions for use (IFUs), support content, user-generated content 
or even instructional and promo videos. Medical devices also 
include complementary mobile apps or standalone software, or 
may themselves be medical apps. In addition, reporting of post-
market medical device adverse events such as medical device 
reports is more common, as are electronic ways to register new 
medical devices with regulators.

The second reason is that high-tech companies have discov-
ered health care as a market with high growth potential. Using 
skills in IT, user experience and “go-to-market," startups and 
tech leaders alike are launching products from simple wearable 
devices to sophisticated mobile apps that complement or even 
substitute for medical devices.

Google, for instance, broke new ground and struck the first 
alliance between big technology and pharmaceutical compa-
nies by joining forces with Novartis to develop “smart” contact 
lenses. The prototype lenses, embedded with electronics thinner 
than a human hair, measure glucose levels in tears and commu-
nicate the data to a mobile device, a strategy that the company 
hopes could help with diabetes management (Figure 1).

While the joint Google-Novartis project may take five years to 
commercialize, other high-tech giants have ventures that will hit 
the market much faster. Apple announced at the 2014 Worldwide 
Developers Conference the rollout of their own HealthKit as part 
of iOS8, with the aim to store, retrieve and present the personal 
health and fitness data of its Apple iOS users coming from a 
variety of apps and devices and even medical records. Apple was 
also granted a US patent on a means to embed a heartbeat sensor 
into its devices, as a way of replacing passwords with biometric 
methods, in this case an ECG, to authenticate users.

Likewise, Samsung announced that it would invest $50 
million in the Samsung Digital Health Challenge, designed to 
accelerate the development of advanced sensors, algorithms 
and data collection and analysis in the health tech space.

Digital health is a ripe field for smaller companies, too. The 
mobile health (or m-health) industry is exploding, with com-
panies producing apps and wearable devices that monitor the 
wearer’s physical fitness, as well as apps and devices that link 
patients with a specific medical condition to a health care sys-
tem. Such technologies are used as much by health care profes-
sionals as their patients.

Libor Safar is marketing manager 
at Moravia. He has over 20 years' 
experience in the localization  industry.

Figure 1: This glucose-measuring lens is set to be the first product 
alliance between big technology and pharmaceutical companies.
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Hence, a shift is underway from 
traditional cures as delivered by medi-
cal devices to data-driven prevention of 
health issues and ongoing management 
of chronic diseases. In fact, according to 
the market research company research-
2guidance, 500 million smartphone 
users worldwide will be using a health 
care application by 2015, and by 2018, 
50% of the more than 3.4 billion smart-
phone and tablet users will have down-
loaded mobile health applications. These 
users include health care professionals, 
consumers and patients, so no wonder 
high-tech startups and giants alike are 
moving into position to capture digital 
health. 

Regulating new technology
While the technological developments 

in health care are exciting, there are a 
few major issues at hand. One is pri-
vacy — the storage and access to highly 
personal health data and records that 
get collected. The other is cyber security, 
and prevention of hacking of medical 
devices. If you’re caught up on Homeland 
Season 2, you’ll appreciate the threat of 
hackable devices implanted in bodies. To 
date, there are no known instances of 
medical devices like pacemakers misused 
this way, but these dangers clearly exist.

Regulatory agencies in the United 
States and Europe are playing catch-up 
on these issues and trying to assess how 
well newly developed medical devices 
address them. Patient safety and data 
security lead regulatory reforms that aim 
to keep government abreast of health 
technology developments. Regulators 
are actively redefining and reclassify-
ing medical devices that overlap with 
high-level technology, especially when it 
comes to medical apps and medical soft-
ware (Figures 2 and 3).

Once an app, software or device is 
classified as medical, it must comply 
with existing regulations, which includes 
requirements for CE marking approval in 
the European Union (EU) or clearance 
by the FDA, and of course also with the 
requirements for translations.

In the EU, the language and transla-
tion requirements for medical devices 
are driven by three council directives 
on active implantable medical devices 
(AIMDD), medical devices (MDD) and in 
vitro diagnostic medical devices (IVDD). 
All of these were drafted in the 1990s, and 
although they have been amended several 
times since then, they are approaching the 
end of their shelf life. Not surprisingly, 
they contain few provisions that would 
clearly and directly apply to the new gen-
eration of digital medical apps and devices 
and the risks that come with them. 

As things stand, all three current 
directives provide member states with the 
option of having medical device labeling 
in the official languages of their states. 
And although optional, 22 of the cur-
rent 28 EU member states have enacted 
legislation that requires medical device 
labeling in their official languages, 
whether that content is for laypersons or 
professionals. The remaining countries 
— Ireland, the United Kingdom, Cyprus, 
Luxembourg, Malta and Poland — will 
accept medical device labeling in English 
if the device is for professional use only.

It’s worth noting that medical 
device content is called labeling in the 
industry. So medical device labeling 
includes affixed labels but may also 
cover packaging, IFU, software, display 
screens, marketing collateral, patient 
information, and safety and technical 
information.

This means that a typical medical 
device marketed in the EU may need 
to include labeling in 20+ languages, 
which is more than the usual number of 

Figure 2: The Welch Allyn iExaminer System with iExaminer 
App provides rapid capture of fundus images using an iPhone.

Figure 3: Cellscope Oto uses a special app 
to visualize the ear by converting your 

phone into a connected digital otoscope. 
It is classified as a Class I device 

and thus is exempt from FDA approval. 
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languages apps and devices targeted in 
nonregulated industries. 

From directives to regulations
Will the new European legislation for 

medical devices mean a radical change? 
While the legislation process is still 
in place, it seems certain the current 
three directives will be reduced to two 
regulations — one on in vitro diagnostic 
medical devices and another on all other 
medical devices. This change is signifi-
cant: while EU directives normally leave 
member states with a certain amount of 
leeway as to the exact rules on topics 
like translation requirements, EU regula-
tions are immediately enforceable as law 
in all member states, all at once.

The new regulations are still a work 
in progress, and they focus on chang-
ing the way medical devices in the EU 
are regulated and classified, but so far 
there is little detail on any new transla-
tion requirements. Specifically, the draft 
regulations propose that:

■■ For technical documentation, the 
manufacturer needs to supply a complete 
set of the label(s) on the device and on its 
packaging, as well as the IFUs and a list 
of the language variants for the member 
states where the device will be marketed.

■■ Manufacturers shall ensure that the 
device is accompanied by the required 
information in an official EU language 

that is easily understood by the intended 
user (or patient, for medical devices). 
The language(s) of the information to 
be supplied by the manufacturer may 
be determined by the law of the member 
state where the device is made available 
to the user or patient. 

The proposed reforms will likely be 
adopted in 2014 and 2015 and gradu-
ally come into effect from 2015 to 2019, 
so while they’re hardly final, there are 
presently no discussions about radically 
changing the parts related to translations.

One critique of the current proposed 
regulations is that they continue to 
focus on regulating “traditional" medical 
devices rather than addressing new tech-
nological developments. Among other 
things, the proposals do not cover hot-
button high-tech issues such as compat-
ibility, interfacing standards or security.

Medical software or not?
Since medical apps represent one of 

the fastest growing segments, they’re the 
focal point of recent guidelines issued by 
regulatory agencies. As recently as 2011 
we saw the world’s recall of an m-health 
mobile app: Pfizer's “Rheumatology 
Calculator." Apple iPhone and Google 
Android users were alerted that the app 
had to be removed from the respective 
app stores for incorrect calculations, 
since an error in the application caused 

it to give 10-50% higher or lower disease 
scores than was accurate. Withdrawing 
faulty apps from app stores is an every-
day occurrence, but as a medical app, 
Pfizer was obliged to issue an official 
withdrawal letter to doctors, advising 
them to delete the app from their devices.

The EU provides guidance on medical 
device standalone software, including 
apps. Software applications are medi-
cal devices when they have a medical 
purpose and are standalone, or in other 
words are not embedded in a physical 
medical device, and they are therefore 
regulated as medical devices on their 
own. If so, they must undergo a con-
formity assessment by notified bodies. 
These apps may include decision support 
or decision-making software that carries 
out calculations, so that, for example, 
clinicians do not need to review raw 
data. They may include apps acting as 
accessories to medical devices, such as in 
the measurement of temperature, heart 
rate, blood pressure and blood sugars. Or 
they may include software that monitors 
a patient and collects information if the 
output affects an individual’s treatment.

Meanwhile, the FDA issued its “Guid-
ance on Mobile Medical Applications” to 
claim its role in reviewing and enforcing 
medical claims in the mobile app space. 
This guidance defines a subset of mobile 
apps under the FDA’s oversight based on 
their potential risks. With other apps, the 
FDA intends to exercise “enforcement 
discretion.” The guidance also makes it 
clear that app store operators (Google, 
Apple, Microsoft) are not considered 
mobile medical app manufacturers.

In the FDA's case, mobile apps are 
regarded as medical devices when they:

■■ Connect to an existing device for 
purposes of controlling its operation, 
function or energy source.

■■ Transform a mobile platform into a 
regulated medical device.

■■ Display, transfer, store or convert 
patient-specific medical device data 
from a connected device.

If such software is classified as a 
regular medical device, then it is subject 
to labeling requirements, premarket sub-
mission for approval or clearance (unless 
exempt) and the subsequent require-
ments for medical device reporting.

Beyond the extra time required for 
regulatory approval once the device is 
classified as medical, the obvious con-
cern is the cost. A typical premarket 
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application may cost some $258,000, 
whereas a Premarket Notification 510(k)  
will cost you $5,000. Plus, how do you 
know if an app update requires a new 
regulatory application? In the words 
of the FDA, it would not for “minor, 
iterative product changes," but such a 
definition is subject to interpretations. 

It’s worth mentioning that mobile 
apps intended for use as a digital version 
of medical device labeling or IFUs are 
not considered medical devices on their 
own and therefore are not considered 
mobile medical apps. Instead, they are 
considered part of the medical device 
labeling and are subject to the regula-
tory labeling requirements relevant to 
that particular product.

But how different is it really to trans-
late or localize the new wave of medical 
devices that come in the form of apps or 
other software? On the one hand, some 
of the core elements of a typical transla-
tion process in life sciences are the same, 
with the same focus on quality, accuracy 
and terminology adherence, and with 
well-defined quality assurance steps. But 
there are more technical steps in the pro-
cess, including software and app testing, 
which are functional as well as linguistic, 
and in-context review. Translators also 
need to take into account the aspects of 
usability and end-user experience. This 
is where high-tech companies excel, and 

where traditional medical device manu-
facturers are catching up. 

At the same time, the process is 
much more streamlined compared with 
localization of embedded medical device 
systems, which until recently comprised 
practically all medical software. These 
have been characterized by relatively 
low levels of internationalization built 
in, and often featured a wide range of 
custom user interfaces. As a result, 
their localization and testing have been 
unnecessarily complicated and time-
consuming. In comparison, medical apps 
running on any current platform — iOS, 
Android or Windows Phone — can enjoy 
highly advanced internationalization 
support and sophisticated tools and 
environments for localization, making 
the process much more effective.

Electronic labeling is on the rise
Digitizing medical devices is not just 

the trend pursued by IT companies. The 
medical device industry has enacted leg-
islation that allows providing labeling in 
electronic form instead of in paper form. 
EU Commission Regulation No. 207/2012 
established rules regarding electronic or 
e-labeling that apply to medical devices 
and accessories intended only for use by 
professionals. This means that e-label-
ing, as a replacement of printed IFUs, 
is allowed for devices where use by lay 

people is not reasonably foreseeable by 
the manufacturer of the device.

Electronic provision of IFUs means that 
they are displayed in electronic form by 
the device, contained in portable electronic 
storage media supplied by the manufac-
turer together with the device, or that IFUs 
are available through a website, which is 
the most practical option because it easily 
allows for IFU updates. Since this is an EU 
regulation in force since March 1, 2013, 
it is directly applicable in member states 
law and doesn't need to be transposed into 
domestic medical devices regulations to 
take effect.

The good news is that the new Euro-
pean medical device regulation, in its 
current draft wording, does not change 
this provision. IFUs may continue to 
be shared with users in electronic form 
to the extent and under the conditions 
set out in the Commission Regulation 
207/2012.

In practice, this regulation, which 
applies also to standalone software, 
requires manufacturers to conduct a 
specific risk assessment related to the 
provision of IFUs electronically, and to 
clearly identify which parts of the cus-
tomer information are considered to be 
part of the IFUs, or in other words, which 
information is required for its safe and 
proper use.

The manufacturer needs to have a 
system in place to provide IFUs in printed 
paper form at no additional cost to users 
within seven calendar days of request — 
a tall order since it means printing and 
delivering the printed version of IFUs to 
any user across the European Union in 
this short window. The regulation also 
calls for any website distribution of 
e-labeling to designate the languages in 
which it is available.

Trying to anticipate the wording of 
forthcoming regulations always brings 
Niels Bohr's famous quote to mind: 
“Prediction is very difficult, especially 
about the future.” But it is safe to assume 
we’ll see a wave of medical devices and 
their accessories arriving in the shape of 
apps, software and wearables, as health 
care companies turn digital and IT and 
consumer companies focus on health 
care. We may expect a certain clash of 
approaches, under or outside the regula-
tory framework for medical devices. But 
the ultimate beneficiaries will be us — 
consumers, patients and users — along 
with our health.  M
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XXML has become one of the defining tech-
nologies that is helping to reshape the face of 
both computing and publishing. It is helping 
to drive down costs and dramatically increase 
interoperability between diverse computer 
systems. 
From a localization point of view XML offers many advan-

tages: a well-defined, rigorous syntax backed up by a rich tool 
set that allows documents to be validated and proven; a well-
defined character encoding system that includes support for 
Unicode; and the separation of form and content, which allows 
both multi-target publishing (PDF, Postscript, WAP, HTML, 
XHTML, online help) from one source.

Companies that have adopted XML-based publishing have 
seen significant cost savings compared with proprietary sys-
tems. The localization industry has also enthusiastically used 
XML as the basis of exchange standards such as the ETSI 
LIS (previously LISA OSCAR) standards: Translation Memory 
eXchange (TMX), TermBase Exchange (TBX) and Segmentation 
Rules eXchange (SRX), as well as Global Information Manage-
ment Metrics eXchange - Volume (GMX-V).  OASIS has also 
contributed in this field with XML Localization Interchange 
File Format (XLIFF) and Translation Web Services (TransWS). 
In addition, there is the W3C Internationalization Tag Set (ITS).

Another significant development affecting XML and local-
ization has been the OASIS Darwin Information Technology 
Architecture (DITA) standard. DITA provides a comprehensive 
architecture for the authoring, production and delivery of tech-
nical documentation. DITA was originally developed within 
IBM and then donated to OASIS. The essence of DITA is the 
concept of topic-based publication, construction and develop-
ment that allows for the modular reuse of specific sections. Each 
section is authored independently and then each publication is 
constructed from the section modules. This means that indi-

xml:tm — a new approach 
to translating XML

Andrzej Zydroń

vidual sections only need to be authored and translated once, 
and may be reused many times over in different publications.

A core concept of DITA is that of reuse at a given level 
of granularity. Actual publications are achieved through the 
means of a map that pulls together all of the required constitu-
ent components. DITA represents an intelligent approach to the 
process of publishing technical documentation. At the core of 
DITA is the concept of the topic. A topic is a unit of informa-
tion that describes a single task, concept or reference item. 
DITA uses an object-orientated approach to the concept of top-
ics encompassing the standard object-oriented characteristics 
of polymorphism, encapsulation and message passing.

The main features of DITA are:
 ■ Topic centric level of granularity
 ■ Substantial reuse of existing assets
 ■ Specialization at the topic and domain level
 ■ Meta data property based processing
 ■ Leveraging existing popular element names and attri-

butes from XHTML
The basic message behind DITA is reuse: write once, trans-

late once, reuse many times.

xml:tm
xml:tm is a radical approach to the problem of translating 

XML documents. In essence, it takes the DITA concept of reuse 
and implements it at the sentence level. It does this by leverag-
ing the power of XML to embed additional information within 
the XML document itself. xml:tm has additional benefits which 
emanate from its use. The main way it does this is through 

Andrzej Zydroń  has been working in IT for 35 
years, 22 of which have been in localization-
related systems at Xerox, Ford and Oxford 
University  Press. He is now the CTO of XTM 
International.
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the use of the XML namespace syntax. Originally developed 
as a standard under the auspices of LISA OSCAR, xml:tm is 
now an ETSI LIS standard. The xml:tm standard is a perfect 
companion to DITA — the two fit together hand in glove in 
terms of interoperability and localization.

xml:tm was designed from the outset to integrate closely 
with and leverage the potential of other relevant XML based 
localization industry standards. 

 ■ As previously mentioned, xml:tm is a perfect match for 
DITA, taking the DITA reuse principle down to sentence level.

 ■ xml:tm mandates the use of SRX for text segmentation of 
paragraphs into text units.

 ■ xml:tm mandates the use of Unicode Standard Annex #29 
for tokenization of text into words.

 ■ xml:tm mandates the use of XLIFF for the actual transla-
tion process. xml:tm is designed to facilitate the automated cre-
ation of XLIFF files from xml:tm enabled documents, and after 
translation to easily create the target versions of the documents.

 ■ xml:tm mandates the use of GMX-V for all metrics con-
cerning authoring and translation.

 ■ xml:tm facilitates the easy creation of TMX documents, 
aligned at the sentence level.

 ■ The Open Architecture for XML Authoring and Localiza-
tion (OAXAL) is an OASIS service-oriented architecture tech-
nical committee standard that shows how xml:tm integrates 
with other localization industry standards to form one elegant 
system.

At the core of xml:tm is the concept of text memory. Text 
memory comprises two components: author memory and trans-
lation memory.

XML namespace is used to map a text memory view onto a 
document. This process is called segmentation. The text memory 
view works at the sentence level of granularity — the text unit. 
Each individual xml:tm text unit is allocated a unique identifier. 
This unique identifier is immutable for the life of the document. 
As a document goes through its life cycle, the unique identifiers 
are maintained and new ones are allocated as required. This 
aspect of text memory is called author memory. It can be used 
to build author memory systems which can be used to simplify 
and improve the consistency of authoring.

 Figure 1 shows a simplified example of how xml:tm is 
implemented in an XML document. The xml:tm elements are 
highlighted in blue to show how xml:tm maps onto an existing 
XML document. The original text reads as follows:

xml:tm is a revolutionary technology for dealing with the 
problems of translation memory for XML documents by using 
XML techniques to embed memory directly into the XML docu-
ments themselves. It makes extensive use of XML namespace.

The “tm” stands for “text memory.” There are two aspects to 
text memory:

1. Author memory
2. Text memory

When an xml:tm namespace document is ready for trans-
lation, the namespace itself specifies the text that is to be 
translated. The tm namespace can be used to create an XLIFF 
document for translation. 

XLIFF is another XML format that is optimized for trans-
lation. Using XLIFF, you can protect the original document 
syntax from accidental corruption during the translation pro-
cess. In addition, you can supply other relevant information 
to the translator such as translation memory and preferred 
terminology.

Figure 2 is an example of part of an XLIFF document based 
on the previous example of Figure 1. The magenta-colored text 
signifies where the translated text will replace the source lan-
guage text, as shown in Figure 3.

<?xml version="1.0" encoding="UTF-8" ?> 
<office:document-content 

   xmlns:text="http://openoffice.org/2000/text" 
   xmlns:tm="urn:xmlintl-tm-tags" 

xmlns:xlink="http://www.w3.org/1999/xlink"> 
   <tm:tm> 
     <text:p text:style-name="Text body"> 
       <tm:te id="e1" tuval="2"> 
          <tm:tu id="u1.1"> xml:tm is a  

revolutionary technology for dealing with the 
problems of translation memory for XML documents 
by using XML techniques to embed memory directly 
into the XML documents themselves. </tm:tu> 

           <tm:tu id="u1.2"> It makes extensive 
use of XML namespace. </tm:tu> 

          </tm:te> 
          </text:p> 
          <text:p text:style-name="Text body"> 
          <tm:te id="e2"> 
           <tm:tu id="u2.1"> The “tm” stands for 

“text memory.” </tm:tu> 
           <tm:tu id="u2.2"> There are two 

aspects to text memory: </tm:tu> 
       </tm:te> 
     </text:p> 
     <text:ordered-list text:continue-

numbering="false" text:style-name="L1"> 
       <text:list-item> 
         <text:p text:style-name="P3"> 
           <tm:te id="e3"> 
                <tm:tu id="u3.1"> Author memory</

tm:tu> 
           </tm:te> 
         </text:p> 
       </text:list-item> 
       <text:list-item> 
         <text:p text:style-name="P3"> 
           <tm:te id="e4"> 
                <tm:tu id="u4.1"> Translation 

memory</tm:tu> 
           </tm:te> 
         </text:p> 
       </text:list-item> 
     </text:ordered-list> 
   </tm:tm> 
</office:document-content> 

Figure 1: How xml:tm is implemented in an XML document.
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When the translation has been completed, the target lan-
guage text can be merged with the original document to create 
a new target language version of that document. The net result 
is a perfectly aligned source and target language document. 
Figure 4 is the translated xml:tm document in Spanish. The 
translated text will be as follows:

xml:tm es un técnica revolucionaria que trata los problemas 
de memoria de traducción en documentos XML usando técnicas 
XML e incluyendo la memoria en el documento mismo.

“tm” significa “memoria de texto.” Hay dos aspectos de 
memoria de texto:

1. Memoria de autor
2. Memoria de traducción

The source and target text is linked at the sentence level by 
the unique xml:tm identifiers. When the document is revised 
new identifiers are allocated to the modified or new text units. 
When extracting text for translation of the updated source 
document the text units that have not changed can be auto-
matically replaced with the target language text. The resultant 
XLIFF file will look like Figure 5.

<?xml version="1.0" encoding="UTF-8" ?> 
<!DOCTYPE xliff PUBLIC "-//XML-INTL XLIFF-XML    
1.0//EN" "file:xliff.dtd"> 
<xliff version="1.0"> 
<file datatype="xml" source-language="en-USA" 
target-language="es-ESP"> 

   <header> 
    <count-group name="Totals"> 
     <count count-type="TextUnits" 

unit="transUnits">40</count> 
      <count count-type="TotalWordCount" 

unit="words">416</count> 
    </count-group> 
   </header> 
   <body> 
     <trans-unit id="t1"> 
        <source> xml:tm</source> 
        <target> xml:tm </target> 
     </trans-unit> 
     <trans-unit id="t2"> 
<source> xml:tm is a revolutionary technique for 

dealing with the problems of translation memory for 
XML documents by using XML techniques and embedding 
memory directly into the XML documents themselves. 

        </source> 
<target> xml:tm is a revolutionary technique for 

dealing with the problems of translation memory for 
XML documents by using XML techniques and embedding 
memory directly into the XML documents themselves. 

        </target> 
     </trans-unit>    
<xliff version="1.0"> 
  

<xliff version="1.0">
<file datatype="xml" source-language="en-USA" 

target-language="es-ESP"> 
   <header> 
    <count-group name="Totals"> 
     <count count-type="TextUnits" 

unit="transUnits">40</count> 
     <count count-type="TotalWordCount" 

unit="words">416</count> 
    </count-group> 
   </header> 
   <body> 
     <trans-unit id="t1"> 
        <source> xml:tm</source> 
        <target> xml:tm </target> 
     </trans-unit> 
     <trans-unit id="t2"> 
<source> xml:tm is a revolutionary technique for 

dealing with the problems of translation memory for 
XML documents by using XML techniques and embedding 
memory directly into the XML documents themselves. 

        </source> 
<target> xml:tm es un técnica revolucionaria que 

trata los problemas de memoria de traducción en 
documentos XML usando técnicas XML e incluyendo la 
memoria en el documento mismo. </target> 

     </trans-unit> 
     <trans-unit id="t3"> 
        <source> It makes extensive use of XML 

namespace. </source> 
        <target> E sta técnica hace extensor uso 

de XML namespace. </target> 
     </trans-unit> 
     <trans-unit id="t4"> 
        <source> The “tm” stands for “text 

memory.” </source> 
        <target> “tm” significa “memoria de 

texto.” </target> 
     </trans-unit> 
     <trans-unit id="t5"> 
        <source> There are two aspects to text 

memory: </source> 
        <target> Hay dos aspectos de memoria de 

texto: </target> 
     </trans-unit> 
     <trans-unit id="t6"> 
        <source> Author memory </source> 
        <target> Memoria de autor </target> 
     </trans-unit> 
     <trans-unit id="t7"> 
        <source> Translation memory </source> 
        <target> Memoria de traducción </target> 
     </trans-unit> 
    </body> 
  </file> 
</xliff>  

Figure 3: Source and translated texts in an XLIFF document

Figure 2: Part of an XLIFF document.
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<?xml version="1.0" encoding="UTF-8" ?> 
<office:document-content 
   xmlns:text="http://openoffice.org/2000/text" 
   xmlns:tm="urn:xmlintl-tm-tags" 

xmlns:xlink="http://www.w3.org/1999/xlink"> 
   <tm:tm> 
     <text:p text:style-name="Text body"> 
       <tm:te id="e1" tuval="2"> 
           <tm:tu id="u1.1"> xml:tm es un
          técnica revolucionaria que trata los 

problemas de memoria de traducción en documentos 
XML usando técnicas XML e incluyendo la memoria en 
el documento mismo. </tm:tu> 

 <tm:tu id="u1.2"> E sta técnica hace extensor 
uso de XML namespace. </tm:tu> 

       </tm:te> 
     </text:p> 
     <text:p text:style-name="Text body"> 
       <tm:te id="e2"> 
           <tm:tu id="u2.1"> “tm” significa 

“memoria de texto.” </tm:tu> 
           <tm:tu id="u2.2"> Hay dos aspectos de 

memoria de texto: </tm:tu> 
       </tm:te> 
     </text:p> 
     <text:ordered-list text:continue-

numbering="false" text:style-name="L1"> 
       <text:list-item> 
         <text:p text:style-name="P3"> 
           <tm:te id="e3"> 
                <tm:tu id="u3.1"> Memoria de 

autor</tm:tu> 
           </tm:te> 
         </text:p> 
       </text:list-item> 
       <text:list-item> 
         <text:p text:style-name="P3"> 
           <tm:te id="e4"> 
                <tm:tu id="u4.1"> Memoria de 

traducción</tm:tu> 
           </tm:te> 
         </text:p> 
       </text:list-item> 
     </text:ordered-list> 
   </tm:tm> 
</office:document-content> 

Figure 4: The translated xml:tm file in Spanish.

<?xml version="1.0" encoding="UTF-8" ?> 
<!DOCTYPE xliff PUBLIC "-//XML-INTL XLIFF-XML 

1.0//EN" "file:xliff.dtd"> 
<xliff version="1.0"> 
  <file datatype="xml" source-language="en-USA" 

target-language="es-ESP"> 
   <header> 

    
<count-group name="Totals"> 
     <count count-type="TextUnits" 

unit="transUnits">40</count> 
     <count count-type="TotalWordCount" 

unit="words">416</count> 
    </count-group> 
   </header> 
   <body> 
     <trans-unit translate="no" id="t1"> 
        <source> xml:tm</source> 
        <target state-qualifier="exact-matched"> 

xml:tm </target> 
     </trans-unit> 
  <trans-unit translate="no" id="t2"> 
<source> xml:tm is a revolutionary technique for 

dealing with the problems of translation memory for 
XML documents by using XML techniques and embedding 
memory directly into the XML documents themselves. 

        </source> 
<target state-qualifier="exact-matched"> xml:tm es 

un técnica revolucionaria que trata los problemas de 
memoria de traducción en documentos XML usando técni-
cas XML e incluyendo la memoria en el documento mismo. 

        </target> 
     </trans-unit> 
     <trans-unit translate="no" id="t3"> 
        <source> It makes extensive use of XML 

namespace. </source> 
        <target state-qualifier="exact-matched"> 

E sta técnica hace extensor uso de XML namespace. 
        </target> 
     </trans-unit> 
     <trans-unit translate="no" id="t4"> 
        <source> The “tm” stands for “text 

memory.” </source> 
        <target state-qualifier="exact-matched"> 

“tm” significa “memoria de texto." </target> 
     </trans-unit> 
     <trans-unit translate="no" id="t5"> 
        <source> There are two aspects to text 

memory: </source> 
        <target state-qualifier="exact-matched"> 

Hay dos aspectos de memoria de texto: </target> 
     </trans-unit> 
     <trans-unit translate="no" id="t6"> 
        <source> Author memory </source> 
        <target state-qualifier="exact-matched"> 

Memoria de autor </target> 
     </trans-unit> 
     <trans-unit translate="no" id="t7"> 
        <source> Translation memory </source> 
        <target state-qualifier="exact-matched"> 

Memoria de traducción </target> 
     </trans-unit> 
    </body> 
  </file> 
</xliff> 

Figure 5: Resultant XLIFF file of the Spanish translation.
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Matching
The matching described in the previ-

ous section is called “exact” matching. 
Because xml:tm memories are embedded 
within an XML document, they have 
all the contextual information that is 
required to precisely identify text units 
that have not changed from the previ-
ous revision of the document. Unlike 
leveraged matches, perfect matches do 
not require translator intervention, thus 
reducing translation costs.

xml:tm provides much more focused 
types of matching than traditional 
translation memory systems. The first is 
exact matching, where author memory 
provides exact details of any changes 
to a document. Where text units have 
not been changed for a previously trans-
lated document we can say that we have 
an exact match. The concept of exact 
matching is an important one. With 
traditional translation memory systems 
a translator still has to proof each 
match, as there is no way to ascertain 
the appropriateness of the match. Proof-
ing has to be paid for — and is typically 
about 60% of the standard translation 
cost. With exact matching there is no 
need to proofread, thereby saving on the 
cost of translation.

xml:tm can also be used to find in-
document leveraged matches, which will 
be more appropriate to a given document 
than normal translation memory lever-
aged matches. Additionally, when an 
xml:tm document is translated, the trans-
lation process provides perfectly aligned 
source and target language text units. 
These can be used to create traditional 

translation memories, but in a consistent 
and automatic fashion.

For in-document fuzzy match-
ing, during the maintenance of author 
memory a note can be made of text units 
that have only changed slightly. If a 
corresponding translation exists for the 
previous version of the source text unit, 
then the previous source and target ver-
sions can be offered to the translator as 
a type of close fuzzy match.

The text units contained in the lever-
aged memory database can also be used to 

provide fuzzy matches of similar previously 
translated text. In practice fuzzy matching 
is of little use to translators except for 
instances where the text units are fairly 
long and the differences between the origi-
nal and current sentence are very small.

Additionally, in technical documents 
you can often find a large number of text 
units that are made up solely of numeric, 
alphanumeric, punctuation or measurement 
items. With xml:tm these can be identified 
during authoring and flagged as nontrans-
latable, thus reducing the word counts. For 
numeric and measurement only text units 
it is also possible to automatically convert 
the decimal and thousands designators as 
required by the target language.

Process automation
You can use xml:tm to create an inte-

grated and totally automated translation 
environment. The presence of xml:tm 
allows for the automation of what would 
otherwise be labor-intensive processes. 
The previously translated target version 
of the document serves as the basis for 
the exact matching of unchanged text. In 
addition, xml:tm allows for the identifica-
tion of text that does not require transla-
tion (such as text units comprising solely 
punctuation, or numeric or alphanumeric 
only text) as well as providing for in-
document leveraged and fuzzy matching.

Figure 6: Traditional translation scenario.
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In essence, xml:tm has already pre-
prepared a document for translation 
and provided all of the facilities to 
produce much more focused matching. 
After exhausting all of the in-document 
matching possibilities any unmatched 
xml:tm text units can be searched for 

in the traditional leveraged and fuzzy 
search manner.

The presence of xml:tm can be used to 
totally automate the extraction and match-
ing process. This means that the customer is 
in control of all of the translation memory 
matching and word count processes, all 

based on open standards. This not only 
substantially reduces the cost of preparing 
the document for translation, but is also 
much more efficient and cost effective. A 
traditional translation scenario can be seen 
in Figure 6, whereas in the xml:tm trans-
lation scenario, all processing takes place 
within the customer's environment, as seen 
in Figure 7.

Because xml:tm mandates the use of 
XLIFF as the exchange format for trans-
lation, the XLIFF format can be used to 
create dynamic web pages for translation. 
A translator can access these pages via a 
browser and undertake the whole of the 
translation process over the internet. This 
has many potential benefits. The problems 
of running filters and the delays inherent 
in sending data out for translation such as 
inadvertent corruption of character encod-
ing, document syntax or simple human 
work flow problems can be totally avoided. 
Using XML technology it is now possible to 
both reduce and control the cost of transla-
tion as well as reduce the time it takes for 
translation and improve reliability.  M

Figure 7: xml:tm translation scenario.
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Omnia Group
 USA • UK • Italy • Germany • France • Norway

info@omnia-group.com • www.omnia-group.com

Technical Publications
Full Content Life Cycle 

 At Omniatext we manage every step of the 
content life cycle, from technical writing using 
controlled English, to translation, DTP and 
multi-channel publishing. We draw on a tight 
integration of best-of-breed technologies, service, 
and premium language professionals who know 
their industry domain inside out and can clearly 
communicate complex, technical concepts, 
allowing our customers to deploy technically 
accurate and culturally sensitive content in the 
global marketplace.   

Your Polish  
Competence Center

Since 2000, Ryszard Jarża Translations has 
been providing specialized Polish translation, 
localization, marketing copy adaptation, 
and DTP services. We focus primarily on life 
sciences, IT, automotive, refrigeration and 
other technology sectors. 

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

Ryszard Jarża Translations
Wrocław, Poland

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

EuroGreek Translations Limited
London, UK • Athens, Greece 

production@eurogreek.gr • www.eurogreek.com

Europe’s No. 1 
Greek Localizer

Since 1986, EuroGreek has been providing high-
quality, turnkey solutions, encompassing a whole 
range of client needs, for the following language 
combinations:
•	English	into	Greek
•	Greek	into	English
•	German	into	Greek
•	French	into	Greek
All EuroGreek’s work is produced in our Athens 

production center and covers most subjects:
•	Technical
•	Medical/Pharmaceutical
•	IT/Telecommunications
•	Economics/Legal
All EuroGreek’s work is fully guaranteed for 

quality and on-time delivery.

MediLingua BV
Leiden, The Netherlands

simon.andriesen@medilingua.com
www.medilingua.com

Medical Translations
MediLingua	is	one	of	Europe’s	few	companies	

specializing in medical translation. We provide 
all European languages and the major languages 
of Asia and Africa as well as the usual translation- 
related services.

Our 450-plus translators have a combined 
medical and language background. 

We work for manufacturers of medical 
devices, instruments, in-vitro diagnostics and 
software; pharmaceutical companies; medical 
publishers; national and international medical 
organizations; and medical journals.

Call or e-mail Simon Andriesen or visit our 
website for more information.

Translation Services  
Provider in SEE 

CIKLOPEA	is	one	of	the	leading	translation	and	
localization services providers in the region of South 
East Europe (SEE) specialized in translation projects, 
interpreting and localization into the languages of 
the region (Croatian, Slovenian, Serbian, Bosnian, 
Macedonian,	Montenegrin,	Albanian,	Bulgarian	 
and Romanian). Our fields of specialization are:
•	Manufacturing,	consumer	products,	 

engineering, industry, technology, IT
•	Medical,	pharmaceutical,	health	services,	 

life sciences, law
•	Economics,	business,	finance,	insurance
•	Marketing,	PR,	communication,	tourism
CIKLOPEA	is	certified	in	accordance	with	 

|ISO 9001:2008, EN 15038:2006 and  
ISO 27001:2005.  

CIKLOPEA d.o.o.
Zagreb/Rijeka, Croatia • Belgrade, Serbia
info@ciklopea.com • www.ciklopea.com

How to Be  
World Savvy

International	Marketing	Communications	
Market	Research
Marketing

JFA Marketing
Minneapolis, Minnesota USA

john@jfamarketing.com
www.jfamarkets.com
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the Wicklow Mountains to plant their company flags on top of Leinster’s second 
highest mountain, Djouce. Led by KantanMT and Localization World, the group 
was guided through some of Ireland’s most beautiful moorlands and mountain 
landscapes.  

The Djouce Mountain Flag Challenge raised more than $10,000 to support the 
care of Pádraig Schäler, son of Reinhard Schäler. Pádraig was severely injured in  
a cycling accident. Learn more at caringforpadraig.org.

 

Thanks to the sponsoring companies:

Alchemy Software Development CNGL 

KantanMT  Kilgray Translation Techlologies 

Localization World, Ltd. Medialocate 

Sajan VistaTEC 

Welocalize  Word Perfect Translations

http://caringforpadraig.org


www.multilingual.com September 2014  MultiLingual  |

This section offers terminology, abbreviations, acronyms and other 
resources, especially as related to the content of this issue. For more  
definitions, see the Glossary section of MultiLingual’s annual Resource 
Directory and Index (www.multilingual.com/resourceDirectory).
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application programming interface (API). A software 
interface that enables applications to communicate with 
each other. An API is the set of programming language 
constructs or statements that can be coded in an appli-
cation program to obtain the specific functions and ser-
vices provided 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.

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

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

The Darwin Information Typing Architecture (DITA). 
A topic-oriented XML-based document architecture man-
aged by the DITA Technical Committee at the Organization 
for the Advancement of Structured Information Standards 
(OASIS).

eXtensible HyperText Markup Language (XHTML). A 
family of XML markup languages that mirror or extend 
versions of the widely used Hypertext Markup Language 
(HTML), the language in which web pages are written.

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

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

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

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

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

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

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

Organization for Advancement of Structured Infor-
mation Standards (OASIS). Formerly called SGML Open. 
An IT standardization consortium based in the state of 
Massachusetts. Its foundational sponsors include IBM and 
Microsoft. Localization buy-side, toolmakers and service 
providers are also well represented.

http://www.multilingual.com/resourceDirectory
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OSCAR. LISA’s technical committee (special interest 
group) for actual standardization work. Explanation of the 
acronym is somewhat strained, meaning Open Standards 
for Container/Content Allowing Reuse. OSCAR was dis-
solved along with LISA in February 2011.

project management (PM). The systematic plan-
ning, organizing and controlling of allocated resources to 
accomplish project cost, time and performance objectives. 
PM is normally reserved for focused, nonrepetitive, time-
limited activities with some degree of risk.

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

Resource Description Framework (RDF). RDF is a stan-
dard World Wide Web Consortium model for data inter-
change on the web. RDF extends the linking structure of 
the web to use uniform resource identifiers to name the 
relationship between things as well as the two ends of the 
link (this is usually referred to as a “triple”). Using this sim-
ple model, it allows structured and semi-structured data to 
be mixed, exposed and shared across different applications.

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

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

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

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

SRX (Segmentation Rules eXchange). An XML-based 
standard used to describe how to segment text for transla-
tion and other language-related processes. It was created 
to enhance the leverage of the TMX standard. 

statistical machine translation (SMT). A machine 
translation paradigm where translations are generated 
on the basis of statistical models whose parameters are 

derived from the analysis of bilingual text corpora. SMT 
is the translation of text from one human language to 
another by a computer that learned how to translate from 
vast amounts of translated text.

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

TBX (TermBase eXchange standard). A standard for ter-
minology and term exchange.

TMX (Translation Memory eXchange). An open XML 
standard for the exchange of translation memory data cre-
ated by computer-aided translation and localization tools.

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

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

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

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

Web Ontology Language (OWL). A family of knowl-
edge representation languages or ontology languages for 
authoring ontologies or knowledge bases. The languages 
are characterized by formal semantics and RDF/XML-based 
serializations for the Semantic Web. OWL is endorsed by 
the World Wide Web Consortium (W3C) and has attracted 
academic, medical and commercial interest. 

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. Stan-
dardized by OASIS in April 2002 and aimed at the local-
ization industry, XLIFF specifies elements and attributes to 
aid in localization. XLIFF could be used to exchange data 
between companies, such as a software publisher and a 
localization vendor, or between localization tools, such 
as translation memory systems and machine translation 
systems. 

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

mailto:editor@multilingual.com
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ELIA 
ELIA, the European Language Industry Association, brings 
together translation, localization and interpreting compa-
nies 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 marketing 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 Leeds, United Kingdom, +393458307084 
E-mail: info@elia-association.org 
Web: www.elia-association.org  Ad on page 21

   

  
Globalization and Localization Association 
The Globalization and Localization Association is a fully 
representative, nonprofit, international industry associa-
tion for the translation, internationalization, localization 
and globalization industry. The association gives members 
a common forum to discuss issues, create innovative solu-
tions, promote the industry and offer clients unique, col-
laborative value.
Globalization and Localization Association Andover, MA USA 
206-329-2596, E-mail: info@gala-global.org 
Web: www.gala-global.org  

       

TAUS 
TAUS is a resource center for the global language and trans-
lation industries. Our mission is to increase the size and 
significance of the translation industry to help the world 
communicate better.  We envision translation as a stan-
dard feature, a utility, similar to the internet, electricity 
and water.   We support buyers and providers of language 
services and technologies with a comprehensive suite of 
online services, software and knowledge that help them to 
grow and innovate their businesses. We extend the reach and 
growth of the translation industry through our vision of the 
Human Language Project and our execution with sharing 
translation memory data and quality evaluation metrics.
TAUS Amsterdam, The Netherlands, 31-299-672028 
E-mail: info@taus.net, Web: www.taus.net

           

conferences

 
The 38th Internationalization  
& Unicode Conference 
The Internationalization & Unicode Conference (IUC) is the 
premier technical conference focusing on multilingual global 
software and web internationalization. Each IUC covers cur-
rent topics related to web and software internationalization, 
globalization and Unicode. Internationalization and Unicode 
experts, implementers, clients and vendors are invited to at-
tend. 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 Mountain View, CA, USA 
781-444-0404, E-mail: info@unicodeconference.org 
Web: www.unicodeconference.org/ml-bg Ad on page 5

  
Localization World 
Localization World conferences are dedicated to the lang-
uage and localization industries. Our constituents are the 
people responsible for communicating across the bound-
aries of language and culture in the global marketplace. 
International product and marketing managers participate 
in Localization World from all sectors and all g eographies to 
meet language service and technology providers and to net-
work with their peers. Hands-on practitioners come to share 
their knowledge and experience and to learn from others. See 
our website for details on upcoming and past conferences. 
Localization World, Ltd. Sandpoint, ID USA, 208-263-8178 
E-mail: info@localizationworld.com 
Web: www.localizationworld.com Ad on page 6

   

consulting services

 
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving buyers and 
providers of language services. We help companies that buy 
language services to identify and deploy optimal localiza-
tion solutions to fit their needs. We offer veteran expertise 
as our clients navigate the many personnel, process and 
technology decisions involved in running effective local-
ization operations, whether in-house or through external 
localization vendors. LocalizationGuy also helps language 
service providers formulate business goals, develop and 
implement sound business strategies and launch strate-
gic marketing efforts. LocalizationGuy is led by a 20-year 
localization industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC Dallas, TX, USA, 612-986-3108 
E-mail: sales@localizationguy.com, Web: www.localizationguy.com

 
Rockant Training & Consulting
Rockant provides training and consulting to managers of 
international programs, products and services. Rockant 
consultants represent the buyer community. Programs and 
services constantly evolve with the needs of buyers of lo-
calization services and the capabilities of the marketplace. 
Rockant's in-depth knowledge of the vendor community 
stems from experience with actual implementation proj-
ects. Rockant provides online training and consulting 
where managers of international programs, products and 
services need it most: From managing your subject mat-
ter experts to automating translation and improving time 
to enter new geographies, Rockant prepares your global 
workforce to beat expectations. 
Rockant Training & Consulting Rockville, MD USA, 301-825-5418 
E-mail: info@rockant.com, Web: https://rockant.com  
Ad on page 19

   

Desktop publishing 

  
Global DTP
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 multilin-
gual desktop publishing and Flash, video and HTML 
engineering. 
Global DTP Brno, Czech Republic, +420 603 574 709 
E-mail: info@global-dtp.com, Web: www.global-dtp.com 

 enterprise solutions 

 
Across Systems
Multiple Platforms
Across Language Server is a market-leading software plat-
form 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 work-
flow control tools. It allows end-to-end processing for a 
seamless collaboration of clients, LSPs and translators. 
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. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425 
E-mail: international@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677 
E-mail: americas@across.net, Web: www.across.net Ad on page 27

   

AssociAtions 59

conferences 59

consulting services 59

Desktop publishing 59

enterprise solutions 59

locAlizAtion services 60

nonprofit orgAnizAtions 61

terminology mgmt 61

trAnslAtion mgmt systems 62

trAnslAtion services 62

trAnslAtion tools 63  

 B
uyer’s G

uide

59www.multilingual.com September 2014  MultiLingual  |  
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http://www.linkedin.com/groups/ELIA-European-Language-Industry-Association-1306477/about
https://twitter.com/eliaorg
http://www.linkedin.com/groups?gid=64313&mostPopular=&trk=tyah
https://www.facebook.com/GALAGlobal
https://twitter.com/gala_global
http://www.linkedin.com/groups/Translation-Automation-2866905?trk=myg_ugrp_ovr
https://www.facebook.com/T21Century
https://plus.google.com/+TausNet/posts
https://twitter.com/T21Century
https://www.facebook.com/localizationworld?ref=ts
https://twitter.com/LocWorld
https://twitter.com/localizationguy
https://www.facebook.com/lawlessandrew
https://twitter.com/Rockant_Inc
http://www.linkedin.com/company/across-systems-gmbh
https://twitter.com/Across_Systems
mailto:info@elia-association.org
http://www.elia-association.org
mailto:info@gala-global.org
http://www.gala-global.org
mailto:info@taus.net
http://www.taus.net
mailto:info@unicodeconference.org
http://www.unicodeconference.org/ml-bg
mailto:info@localizationworld.com
http://www.localizationworld.com
mailto:sales@localizationguy.com
http://www.localizationguy.com
mailto:info@rockant.com
https://rockant.com
mailto:info@global-dtp.com
http://www.global-dtp.com
mailto:international@across.net
mailto:americas@across.net
http://www.across.net
http://www.multilingual.com/news
http://www.multilingual.com


60 |  MultiLingual September 2014 advertising@multilingual.com

  
STAR Group
Multiple Platforms
STAR Group was founded in Switzerland 30 years ago with 
the exclusive focus of facilitating 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 46 of-
fices in 31 countries. Its advanced technology developments 
have propelled STAR to its current market position. Core 
services: information management, translation, localization, 
publishing, on-demand printing and consulting. Core tech-
nologies: Transit (translation memory), TermStar/WebTerm 
(terminology management), GRIPS (product information 
management), MindReader (context-sensitive authoring 
assistance), STAR CLM (corporate language management), 
STAR CPM (corporate process management), i-KNOW 
(competence management) and SPIDER (Interactive Elec-
tronic Technical Manual). Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200 
216-691-7827, E-mail: info@star-group.net  
Web: www.star-group.net 
Ad on page14

locAlizAtion services

 
ADAPT Localization Services 
ADAPT Localization Services offers the full range of services 
that enables clients to be successful in international markets, 
from documentation design through translation, linguistic 
and technical localization services, prepress and publication 
management. Serving both Fortune 500 and small compa-
nies, ADAPT has gained a reputation for quality, reliability, 
technological competence and a commitment to customer 
service. Fields of specialization include diagnostic and med-
ical devices, IT/telecom and web content. With offices in 
Bonn, Germany; Stockholm, Sweden; and Barcelona, Spain, 
and a number of certified partner companies, ADAPT is 
well suited to help clients achieve their goals in any market. 
Languages More than 50 
ADAPT Localization Services Bonn, Germany 
49-228-98-22-60, E-mail: adapt@adapt-localization.com 
Web: www.adapt-localization.com Ad on page 33

      

 

Alliance Localization China (ALC)
ALC offers document, website and software translation 
and localization, desktop publishing and interpreter ser-
vices. 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 spe-
cialists, a large knowledge base and advanced method-
ologies. We always provide service beyond our customers’ 
expectations at a low cost and with high quality, speed, 
dependability and flexibility. Languages Major Asian and 
European languages 
Alliance Localization China Beijing, P.R. China 
86-10-8368-2169, E-mail: customer_care@allocalization.com 
Web: www.allocalization.com 

 
Total Solutions for Your Business
Established in 1995, E4NET has successfully accomplished 
many major projects for customers such as Microsoft, 
Hewlett-Packard, Oracle, IBM, Google, Facebook, 3Com, 
Sony, LG Electronics, Panasonic, IKEA and more. We special-
ize in the fields of IT such as ERP/CRM/DBMS, consumer 
software, hardware/equipment, OS, server application, man-
agement, storage and multimedia. In addition, our service 
expands to other industries such as games, medical/health-
care, travel, fashion, financial, automation and automotive. 
E4NET can provide all types of localization, including the 
full scope of linguistic testing services in Windows, Macintosh 
and Linux as well as MTPE, DTP, audio recording and video 
translation services. Languages Major Asian languages 
including Korean, Japanese, S-Chinese, T-Chinese, Thai
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500 
E-mail: l10n@e4net.net, Web: www.e4net.net 

High Quality Asian Localization,  
Voiceover and Multimedia 
EQHO Communications — one of Southeast Asia’s larg-
est independent localization firms, has over 70 in-house 
staff. Building on a well-educated and inexpensive labor 
base in Thailand, EQHO has created an internation-
ally 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 
service and rapid turnaround. EQHO also has facilities in  
Vientiane, Lao PDR and Brno, Czech Republic. In 2012, 
EQHO was ranked as a Top 20 Asia-based LSP by CSA. 
Languages Translation: All commercial languages, special-
izing in Asian pairs. Voiceover/multimedia: All languages
EQHO Communications Bangkok, Thailand, +66 (0)2 637 8060 
E-mail: info@eqho.com, Web: www.eqho.com Ad on page 66

       

 
EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited is 
Europe’s number one Greek localizer, specializing in tech-
nical and medical translations from English into Greek 
and Greek into English. EuroGreek’s aim is to provide high 
quality, turnkey solutions, encompassing a whole range of 
client needs, from plain translation to desktop/web publish-
ing to localization development and testing. Over the years, 
EuroGreek’s services have been extended to cover most sub-
ject areas, including German and French into Greek localiza-
tion services. All of EuroGreek’s work is produced in-house 
by a team of 25 highly qualified specialists and is fully guar-
anteed for quality and on-time delivery. Language Greek 
EuroGreek Translations Limited London, United Kingdom  
Athens, Greece, 30-210-9605-244, E-mail: production@eurogreek.gr 
Web: www.eurogreek.com, Ad on page 55

      

 

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and EN 15038 
certified language and software company based in Barce-
lona with branches and teams in Argentina, Mexico, Brazil, 
Bolivia and Guatemala. We have dedicated teams for web 
content, software localization and translation of technical, 

business, automotive, biomedical and marketing documents. 
Our software development engineers and translation teams 
provide high-quality and on-time production solutions that 
are cost-efficient, flexible and scalable. Languages Spanish 
(all variants), Portuguese (all variants), Catalan, Basque, 
Galician, Valencian, K’iche’, Quechua, Aymara, Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00, E-mail: info@idisc.es, Web: www.idisc.es

            

New markets for your
products and solutions

  
Janus Worldwide Inc.
Janus is a leading provider of language solutions to the 
world’s most global companies. Our flexible, scalable and 
proven approach enables our team to deliver services with 
top-quality results both on time and on budget. Industries 
we serve include IT, telecom, life sciences, energy, financial 
and automotive. Some of the services we offer are: functional 
and linguistic testing; software, website and multimedia 
localization; and technical, e-learning and marketing transla-
tion. Our processes are backed by the ISO 9001:2008 and EN 
15038:2006-05 quality certification and our clients include 
Microsoft, IBM, Siemens and Volkswagen. We have nine 
offices in Asia, Europe and the US to facilitate communica-
tion globally. Languages 80 and growing 
Janus Worldwide Inc. Moscow, Russia, +7-495-913-66-53 
US 855-526-8799, E-mail: info@janusww.com 
Web: www.janusww.com Ad on page 18

      

Moravia
Moravia is a leading globalization solution provider, enabling 
companies in the information technology, e-learning, life sci-
ences, consumer electronics and telecommunications indus-
tries to enter global markets with high quality multilingual 
products. Moravia’s solutions include localization, product 
testing, multilingual publishing, technical translation, con-
tent creation, machine translation and workflow consulting. 
Adobe®, IBM, Microsoft, Oracle and Toshiba are among 
some of the leading companies that depend on Moravia for 
accurate, on-time and economical localization. With global 
headquarters in Brno, Czech Republic, Moravia has local 
offices in Europe, the United States, Japan, China and Latin 
America. To learn more, please visit us at www.moravia.com. 
Languages All 
Moravia 
USA Newbury Park, CA, USA, 805-262-0055 
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 
Ad on page 68

Your Vision. Worldwide.

 
Full-service Translation, Localization  
and Multilingual Testing
Net-Translators provides 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 
documentation), marketing materials, websites and more, 
Net-Translators’ customer-focused, professional teams deliver 
consistent, accurate results in compliance to international 
regulations. Their one-of-a-kind Multilingual Testing Center 
is specially equipped and staffed to offer the ultimate test-
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ing environment for localized products. EN 15038:2006, ISO 
9001:2008 and ISO 13485:2003 certifications and a long-stand-
ing reputation for quality have earned Net-Translators the trust 
of industry leaders worldwide. Languages More than 60 
Net-Translators 
USA Cupertino, CA, USA, 800-320-1020 
E-mail: salesusca@net-translators.com 
USA Marlborough, MA, USA, 617-275-8128 
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385 
E-mail: saleseu@net-translators.com 
Middle East Or Yehuda, Israel +972-3-5338633 
E-mail: salesil@net-translators.com 
South America Posadas-Misiones, Argentina, +54-3764-487029 
E-mail: salessoutham@net-translators.com
Web: www.net-translators.com Ad on page 67

             

 
Greek Localization Experts Since 1983
Founded in 1983, ORCO S.A. is a leading translation and lo-
calization provider, specializing in software localization and 
technical translations (IT, telecommunication, medical, auto-
motive, engineering, marketing, financial, EU). ORCO deals 
primarily with English into Greek projects, although trans-
lation from several other European languages can be taken 
aboard. With its experienced in-house personnel, ORCO 
offers high quality services, including localization, product 
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 institu-
tions such as the EU (CdT, DGT, European Parlia ment) and 
UNHCR. Language Greek
ORCO S.A. Athens, Greece, +30-210-723-6001 
E-mail: info@orco.gr, Web: www.orco.gr

   

 
Localization and Globalization Partner
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. Languages Korean, Traditional and Sim-
plified Chinese, Japanese and other Asian languages, Euro-
pean languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444 
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

 
Saudisoft Co. Ltd
With 30 years in the language industry, Saudisoft knows how 
to support your business growth by localizing your content. 
Specializing in the Middle Eastern, African and Asian lan-
guages, the company has five offices around the region in 
Egypt, Saudi Arabia and Dubai. Saudisoft provides multilin-
gual software localization, documentation, website localiza-
tion, multimedia localization, DTP, engineering and testing 
services. Linguistic and engineering capability combined 
with unrivaled levels of service and attention to detail have 
earned Saudisoft awards from leading companies worldwide. 
Languages More than 100
Saudisoft Co. Ltd Egypt, 20-2-3303-2037 
E-mail: bdm@saudisoft.com, Web: www.saudisoft.com

       

 
TOIN Corporation 
TOIN has achieved a 50-year track record of excellence 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, telecom-
munications, life sciences, e-learning, software, gaming, 
semiconductors 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. Languages Japanese, Traditional and 
Simplified Chinese, Korean, Malay, Thai, Vietnamese and 
European languages 
TOIN Corporation 
Japan Tokyo, Japan, 81-3-5759-4353 
E-mail: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Dallas, TX USA, 1-612-986-3108 
E-mail: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-7890-290123 
E-mail: mark-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 
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 techni-
cal and linguistic accuracy, thus reducing clients’ time-to-
market. Ushuaia combines state-of-the-art technology with 
top-notch experienced native translators, editors and soft-
ware engineers. Our mission is to work together with our 
clients, thereby creating a flexible, reliable and open rela-
tionship for success. 
Languages Spanish (all varieties), Portuguese (Brazil) 
Ushuaia Solutions Rosario, Argentina, 54-341-4493064 
E-mail: info@ushuaia solutions.com  
Web: www.ushuaiasolutions.com Ad on page 41

 
VistaTEC
VistaTEC is a leading provider of globalization services 
and specializes in the localization and testing of enter-
prise, mobile and desktop applications. VistaTEC provides 
translation, technical consulting, engineering and testing, 
language review, transcreation and brand integrity services 
during the design, development and marketing cycles of cli-
ents’ products. Languages All 
VistaTEC 
Europe Dublin, Ireland, 353-1-416-8000 
USA East Silver Spring, MD, USA, 301-649-3012
USA West Mountain View, CA, USA, 408-898-2364 
E-mail: info@vistatec.com, Web: www.vistatec.com 
Ad on page 48

         

 
Xlated Ltd.
Xlated is a young and dynamic localization service provider, 
founded and managed by translators with 16+ years of 
specialization in software localization. Thanks to a proven 

knowledge of internationalization and localization pro-
cesses, a team of highly skilled and motivated professionals, 
and an intelligent use of the most recent translation tech-
nologies, 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 assurance, engineering, multiplatform DTP and 
consulting. Languages Greek, French, Italian, German, 
Spanish, Portuguese, Russian
Xlated Ltd. Kells, County Meath, Ireland, +353-(0)46-925-0005 
E-mail: info@xlated.com, Web: www.xlated.com 

nonprofit orgAnizAtions

 
The Rosetta Foundation
Access to information is a fundamental right. We want to 
relieve poverty, support health care, develop education and 
promote justice through access to information and knowl-
edge across the languages of the world. The Rosetta Founda-
tion supports the not-for-profit activities of the localization 
and translation communities. It works internationally with 
those who want to provide equal access to information across 
languages, independent of economic or market consider-
ations, including localization and translation companies, 
technology developers, not-for-profit and non-governmental 
organizations. Languages All
The Rosetta Foundation Dublin, Ireland, +353-87-6736414, E-mail: 
info@therosettafoundation.org, Web: www.therosettafoundation. com

      

 
Translators without Borders
Translators without Borders is an independent registered 
nonprofit association based in France that assists non-gov-
ernmental organizations (NGOs) by providing free, profes-
sional 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. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09  
E-mail: twb@translatorswithoutborders.org  
Web: www.translatorswithoutborders.org Ad on page 15

terminology mAnAgement

Kaleidoscope
quickTerm manages 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 quickTerm, 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 terminology adherence. Additionally, quickTerm enables 
enterprise-wide participation in terminology discovery, ap-
proval and revision processes, which further ties in colleagues 
in the terminology process. Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0 
E-mail: info@kaleidoscope.at, Web: www.kaleidoscope.at   
Ad on page 46
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mAnAgement systems 

Plunet BusinessManager
Multiple Platforms
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 transla-
tion software, financial accounting and quality manage-
ment 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 Berlin, Germany, +49-(0)30-322-971-340 
E-mail: info@plunet.com, Web: www.plunet.com Ad on page 4

         

  
Wordbee Translator 
Web-based
Wordbee is the leading choice for enterprises and transla-
tion professionals who need to save money and make their 
company run more efficiently. Wordbee has the most com-
plete feature set of any cloud solution: a CAT editor includ-
ing linguistic resource management, QA, spellchecking and 
machine translation combined with project management 
capabilities such as automated workflows, crowdsourcing, 
business analytics and API connectivity with third party 
applications. Project setup effort is significantly reduced. 
Project manager tasks such as translation assignment, dead-
line calculation, project phase kick-offs, mid-cycle source 
document changes, delivery, cost management and invoicing 
can be automated in the collaborative translation platform. 
Languages All
Wordbee Soleuvre, Luxembourg 
+352 2877 1204, +1 503 287 0023 
E-mail: info@wordbee.com, Web: www.wordbee.com 

         

XTM: Better Translation Technology
Multiple Platforms
XTM is a fully featured online CAT tool and translation man-
agement system available as a pay-as-you-go SaaS or for in-
stallation 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. 
Rapidly create new projects from all common file types using 
the templates provided and allocate your resources to the au-
tomated 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. Languages 
All Unicode languages
XTM International Bucks, United Kingdom, +44-1753-480-469 
E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com  
Ad on page 23

      

  
XTRF Translation Management Systems 
Multiple Platforms
XTRF is a global management system for translation agen-
cies. 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 customers. It’s 
designed to help translation companies to streamline all of 
their daily activities, and it guarantees smooth management 
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 Kraków, Poland, 48-12-255-14-80, E-mail: info@xtrf.eu 
Web: www.xtrf.eu  Ad on page 9

         

trAnslAtion services

  
Translation Services Provider in SEE
CIKLOPEA is one of the leading translation and localization 
services providers in the region of South East Europe (SEE) 
specialized in translation projects, interpreting and localiza-
tion into the languages of the South region (Croatian, Slove-
nian, Serbian, Bosnian, Macedonian, Montenegrin, Albanian, 
Bulgarian and Romanian). Our fields of specialization are 
manufacturing, consumer products, engineering, industry, 
technology, IT, medical, pharmaceutical, health services, life 
sciences, law, economics, business, finance, insurance, mar-
keting, PR, communication and tourism. CIKLOPEA is certi-
fied in accordance with ISO 9001:2008, EN 15038:2006 and 
ISO 27001:2005. Languages More than 25 languages
CIKLOPEA Croatia +385-1-3751736, E-mail: info@ciklopea.com 
Web: www.ciklopea.com Ad on page 55

            

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

      

 
Localization? Asianlization with HansemEUG 
HansemEUG is a leading localization provider specializing in 
Korean, Chinese, Japanese and other Asian and Middle East-
ern languages including Vietnamese, Thai, Malay and Arabic. 
We have over 150 in-house staff who are all professionally 
trained and experienced in developing content for a variety 

of audiences. Our professionalism and experience ensure that 
your software or mobile device localization, or medical trans-
lation projects are accurate, clear, and of the highest quality.  
HansemEUG provides a single solution for all your documen-
tation projects, including manual development, in-house DTP 
and graphic design, language audits and consulting services 
for Chinese GB compliance. Our headquarters are located in  
Korea. Languages Asian and Middle Eastern languages
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea 
+82-(31)-226-5042, E-mail: info@ezuserguide.com 
Web: www.ezuserguide.com Ad on page 8

      

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global content and lan-
guage intelligence to organizations around the world. The 
content experts at LinguaLinx help manage and localize mes-
saging to enhance efficiency and provide consistency across 
all forms of communication. With offices around the world, 
LinguaLinx provides organizations with localization solu-
tions that fit their needs including: translation and interpre-
tation, marketing communications and website localization, 
translation memory deployment, multilingual SEO, transla-
tion 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. Languages All
LinguaLinx Language Solutions, Inc. Troy, NY USA, 518-388-9000 
E-mail: info@lingualinx.com, Web: www.lingualinx.com

Lionbridge
Lionbridge enables more than 800 world-leading brands to 
increase international market share, speed adoption of prod-
ucts and effectively engage their customers in local markets 
worldwide. We provide translation, online marketing, global 
content management and application testing solutions that 
ensure global brand consistency, local relevancy and techni-
cal usability across all touch points of the global customer 
life cycle.  Using our innovative cloud technologies, global 
program management expertise and our worldwide crowd 
of more than 100,000 professional cloud workers, we provide 
integrated solutions that enable clients to successfully mar-
ket, sell and support their products and services in global 
markets. Languages All
Lionbridge Waltham, MA, USA, 781-434-6000 
E-mail: marketing@lionbridge.com, Web: www.lionbridge.com 
Ad on page 13

            

Localization Care, Because We Care
Localization Care offers a full range of services from docu-
mentation design through translation, linguistic and tech-
nical localization services. Our experienced team is able to 
handle projects of any complexity. We guarantee a profes-
sional and personal approach to our clients' needs, including 
on-time delivery, competitive rates and flexibility. We have 
extensive expertise in the following industries: automotive, 
electronics, finance, medicine, pharmacology, medical equip-
ment, IT, software, hardware, legislation and more. Our cli-
ent list includes long-term collaborations with companies 
such as Nikon, Sony, St. Jude Medical, Nike, Adidas, Google, 
Microsoft and Apple. Give us a try! We are sure you won't be 
disappointed! Languages All
Localization Care Limited Partnership Kraków, Poland 
+48 12 418 41 83, E-mail: contact@localizationcare.com 
Web: www.localizationcare.com  
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Medical Translations Only
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. Languages 45, 
including all EU languages 
MediLingua Medical Translations BV Leiden, The Netherlands 
+31-71-5680862, E-mail: simon.andriesen@medilingua.com 
Web: www.medilingua.com Ads on pages 37, 55

Omnia S.r.l.
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 documentation translation; marketing collateral 
transcreation; website and software localization; multilin-
gual desktop design and publishing; content authoring and 
controlled English; and content and term management. 
Languages 150 language combinations including rare and 
obscure languages
Omnia Group Sassuolo, Italy, +39 0536 881375,  
E-mail: info@omnia-group.com 
Web: www.omnia-group.com Ad on page 55

Rheinschrift Übersetzungen, Ursula Steigerwald
Outstanding localization requires world-class experience. 
Rheinschrift gives your business a native voice in the Ger-
man-speaking world. We offer more than 20 years’ experi-
ence 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. Languages German to/from major Euro-
pean languages 
Rheinschrift Übersetzungen, Ursula Steigerwald  
Cologne, Germany, +49-(0)221-80-19-28-0 
E-mail: contact@rheinschrift.de Web: www.rheinschrift.de  
Ad on page 28

 
Translation and Localization Into Polish 
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, unpar-
alleled responsiveness and reliability. Our services are certi-
fied to EN 15038:2006. Language Polish
Ryszard Jarża Translations Wrocław, Poland, 48-601-228332  
E-mail: info@jarza.com.pl, Web: www.jarza.com.pl Ad on page 55

Skrivanek s.r.o.
Skrivanek has been delivering outstanding language solu-
tions for 20 years, affirming its position as a world leader 
in the translation industry. Our network of 50 offices in 15 
countries throughout Europe, Asia and the United States 
enables the provision of quality translations and product 
localization services in over 100 languages. Supported by 
3,000 linguists, 350 in-house native reviewers, teams of 
experienced project managers, software engineers and DTP 
specialists, our cutting-edge technologies facilitate cus-
tomer-driven solutions to meet the most exacting require-
ments. Our reputation is guaranteed by ISO 9001:2008 and 
EN 15038:2006 quality assurance certification and a clien-
tele that includes global corporations and major interna-
tional organizations. Languages All, with a focus on Central 
and Eastern Europe
Skrivanek s.r.o. Prague, Czech Republic, 420-233-320-560, E-mail: 
info@skrivanek.com, Web: www.skrivanek.com Ad on page 40

            

SpanSource
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 partners. 
Our domain focus is on health care and life sciences, soft-
ware and IT, heavy machinery and automotive, legal and 
financial, oil and gas, corporate training and educational 
materials. Our comprehensive service portfolio also in-
cludes unparalleled desktop publishing and multimedia 
localization engineering support for e-learning materi-
als. Our in-house staff of 25 includes project managers, 
senior linguists, desktop publishers, software engineers 
and graphic designers, which prove to be fundamental 
in SpanSource’s centralized, customer-centric approach. 
Languages Focus on Spanish and Portuguese, other lan-
guage combinations through partners
SpanSource SRL Rosario, Argentina 54-341-527-5233 
E-mail: info@spansource.com, Web: www.spansource.com 

STEPPING STONE
Technical and Life Science Solutions
Stepping Stone leverages almost 15 years of experience 
and scalability whilst maintaining a refined, hands-on,  
responsive service synonymous with a boutique-style 
agency. Your single-stop for translation, localization, DTP 
and testing requirements, we tailor environments to handle 
all CAT/design tools and are specialists with structured  
documentation and multichannel distribution. Our  
medical team supports medical device companies, CROs 
and pharmaceuticals. We use small, experienced and adept 
teams rather than adopting a 1000-resource selection  
lottery, thus building solid relationships with all involved 
— perhaps it’s time we build one with you. In a world 
changing from quality to quantity — we’re standing firm. 
Languages 70+ including all European, Middle Eastern 
and major Asian languages.
Stepping Stone Riga, Latvia, +371 6728 1110  
E-mail: global@steppingstone.ws, Web: www.steppingstone.ws  
Ad on page 37

  
TripleInk Multilingual Communications
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. Languages All major commercial 
languages 
TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388 
E-mail: info@tripleink.com, Web: www.tripleink.com 

trAnslAtion tools 

 
Kilgray Translation Technologies
Windows
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 translation process and environment. Rated #1 by 
Common Sense Advisory among translation-centric TMS 
systems, and used by thousands of translators, language  
service providers and enterprises throughout the world, 
memoQ and other Kilgray tools are accepted and appreciated 
as premiere translation technologies. Languages All 
Kilgray Translation Technologies Béke sugárút, Hungary 
+36-30-383-9435, E-mail: sales@kilgray.com  
Web: www.kilgray.com Ad on page 11

         

MadCap Lingo
Windows
The leaders in technical communication bring you MadCap 
Lingo, an XML-based translation management solution 
used by large multinational corporations, technical writ-
ers 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. Languages All 
MadCap Software, Inc. La Jolla, CA USA, 858-320-0387 
888-623-2271, E-mail: sales@madcapsoftware.com 
Web: www.madcapsoftware.com Ad on page 25
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SDL Language Technologies
Windows 
SDL Language Technologies is the leading provider of trans-
lation 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 environment including 
translation memory, terminology and powerful project man-
agement 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. Languages All 
SDL Language Technologies Maidenhead, United Kingdom 
+44-1628-417227, E-mail: info@sdllangtech.com 
Web: www.translationzone.com Ad on page 2 

Sovee 
Multiple Platforms 
The Sovee Smart Engine is equipping today's language 
service providers with the intelligent innovation they need 
to succeed in a rapidly changing industry. The Smart En-
gine is designed to do the heavy lifting and significantly 
reduce post-editing time. The Engine learns translation 
preferences for industry terms and uses them to translate 
more efficiently across all media, including moving tar-
gets such as dynamic website content, video and live chat 
text, as well as more traditional document translation. 
Languages All
Sovee Chattanooga, TN USA, 855-997-6833 
E-mail: info@sovee.com, Web: www.sovee.com  
Ad on page 34

          

SYSTRAN 
Multiple Platforms 
SYSTRAN is the market leading provider of machine transla-
tion (MT) solutions for the desktop, enterprise and internet. Our 
solutions facilitate multilingual communications in 52+ language 
pairs and in 20 domains. SYSTRAN Enterprise Server 7, our lat-
est 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 sup-
port international business operations. For more information, visit 
www.systransoft.com. Languages 52 language combinations
SYSTRAN Software, Inc.
North America San Diego, CA USA, 858-457-1900 
Europe Paris, France, +33 (0)1-44-82-49-00  
E-mail: info@systransoft.com, Web: www.systransoft.com  
Ad on page 42
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 ADvertiser inDex   
ACP 38
Across Systems GmbH 27
ADAPT Localization Services 33
Angira 37
Aspena 31
Ciklopea d.o.o. 55
ELIA 21
EQHO Communications 66
EuroGreek Translations Limited 55
HansemEUG, Inc. 8
Information Development World 12
intercom 43
Int'l Medical Interpreters Association 37
JFA Marketing 55
Janus 18
Kaleidoscope GmbH 46

Kilgray Translation Technologies 11
Latin Link 37
LavaCon 54
Lexman 10
Lionbridge 13
Localization World, Ltd. 6
MadCap Software, Inc. 25
MediLingua Medical Translations BV  37, 55
Moravia 68
mt-g 47
Net-Translators 67
Ocean Translations 37
Omnia Group 55
One Planet 64
Plunet GmbH 4
Rheinschrift Übersetzungen 28

Rockant Training & Consulting 19
Ryszard Jarża Translations 55
SDL Language Technologies 2
Skrivanek s.r.o. 40
Sovee 34
STAR Group 14
Stepping Stone  37
SYSTRAN Software, Inc. 42
tekom 53
Translators without Borders 15
The Unicode Consortium 5
Ushuaia Solutions 41
VistaTEC 48
XTM International 23
XTRF 9

One Planet — a rapidly growing multilingual Translation and 
Localization Company with global reach has two openings in its 
Pittsburgh, Pennsylvania, USA headquarters.

LocaLization Project Manager

The responsibilities of Project Manager consist of assign- 
ing work to translators and editors, setting guidelines 
and supervising work in progress. 

Highly effective verbal and written communication skills 
cannot be overemphasized. Qualified candidate must 
relocate to Pittsburgh, PA. You will receive extensive on- 
the-job training.

Send your resume and cover letter to: pm@one-planet.net

SaLeS and Market deveLoPMent executive

The ideal candidate will have the ability to close sales 
and to identify new markets for profitable growth.  
Excellent writing ability is a must. The growth potential 
is unlimited. Generous compensation package (actually 
it’s even better than that).

This position is for a rainmaker who is ready for the 
next step in his/her career. The rewards are higher 
here! Only leaders with solid experience in the GILT 
Industry need to apply. This is not a virtual position. 
You would have to relocate.

Apply to: gz@one-planet.net

cAreer opportunities   

http://www.linkedin.com/company/sovee-com?trk=tabs_biz_home
https://www.facebook.com/Soveetranslation
https://plus.google.com/+SoveeTechnology/posts
https://twitter.com/SoveeTranslate
mailto:info@sdllangtech.com
http://www.translationzone.com
mailto:info@sovee.com
http://www.sovee.com
http://www.systransoft.com
mailto:info@systransoft.com
http://www.systransoft.com
mailto:pm@one-planet.net
mailto:gz@one-planet.net
mailto:advertising@multilingual.com
mailto:pm@one-planet.net


Takeaw
ay

 

www.multilingual.com September 2014  MultiLingual  |  65

WWe recently commissioned a survey that 
paints an interesting picture of the global 
translator community. Among the few hundred 
respondents, a majority was female, with more 
than 40% being 26 to 35 years old, and nearly 
38% being between 36 and 55 years old.
The majority of respondents were located in Europe, which 

may have something to do with the methods our European 
company used to apply the survey. This in turn may have 
affected the number of languages spoken by respondents 
(Figure 1). Of these languages, English was the most popular, 
spoken by over 43% of those polled. A set of other popular 
European languages was next — over 15% spoke French, fol-
lowed by German and Spanish. Arabic and Russian tied for 
eighth place with 1.66% of the language fluency distribution.

The questions regarding translators’ work, which a number 
of researchers compiled jointly, are quite telling. An aston-
ishing 42% of all respondents work as freelancers only and 
do not work for language service providers at all. There-
fore their projects are relatively compact. Fully 87% of all 
respondents answer that they can finish an average project 
in a week or less. 

When it comes to career choices, nearly 40% of respon-
dents state that they couldn’t imagine themselves doing 
anything else (Figure 2). About a quarter say that they get 

Helmut Juskewycz is CEO of Lingohub. He studied business and com-
puter science at JKU Linz and Arizona State. He previously worked at 
Siemens, Jumio and Runtastic.

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

Helmut Juskewycz

Understanding the global
translator community 

Figure 1: More than half of all respondents spoke two  
languages fluently.

Figure 2:  The majority of translators either want to be in their 
field or find that it relates to another of their disciplines. 

n	I can’t imagine myself  
 doing anything else

n	It is related to something  
 else I do or did

n	Other

n	It is a hobby or side job

n	It is paid well

n	I can’t find any job
 in my field

mailto:editor@multilingual.com
http://www.multilingual.com
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Takeaway
translation jobs through recommenda-
tions, and about 20% say they find 
work because of online self-marketing 
(Figure 3). 

Billing, a thorny topic, is still done the 
traditional way, with 72% of all trans-
lators replying that they send manual 
invoices upon project completion. Sadly, 
only little more than 30% of respon-
dents have never encountered any prob-
lems with payment for their work. 

Surprisingly, though, only 62% say 
that they own and use computer-aided 
traslation tools for their work, and only 
33% consider those tools easy to use! 
Over 86% sometimes or often run into 
problems with formatting when doing 
their work. 

In future surveys, we certainly want 
to dig a bit deeper into understanding 
some of these issues (some of which 
are rather complex) and welcome re-
search partners. The full survey can be 
downloaded free of charge at http://
lingo.io.  M

Figure 3: Respondents seem to acquire new clients mainly through recommendations, 
online self-marketing and by direct customer requests. However, these varying methods 

may be interrelated and build on each other. Further research showed that LinkedIn is the 
most widespread online self-marketing tool used by translators, followed by Facebook, 

ProZ.com, Twitter and, lastly, having a website. Interestingly, only about 7% of all 
respondents had a personal blog.

n	Through recommendations
n	Via online self-marketing
n	They approach me
n	Through job listings
n	Via LSPs or other companies
n	By approaching them personally
n	Other

http://lingo.io
http://lingo.io
mailto:editor@multilingual.com
mailto:info@EQHQ.com
http://www.EQHQ.com
http://www.EQHQ.com


“Quality means doing it right 
when no one is looking.”
Henry Ford

www.net-translators.com

http://www.net-translators.com
http://www.net-translators.com


moravia.com

Flexible thinking. Reliable delivery.

Content curation 
will blur the lines 
between content 
authoring and 
translation.  

“The future is already here 
– it’s just not evenly distributed.”

William Gibson

Lara S. Daly  
Director of Sales, North America 
Moravia 

Between the Internet’s abundant content and the 
shrinking consumer attention span, social media 
are increasingly influential in purchase decisions. 
Successful global companies will need to provide 
content that’s carefully selected and organized 
—or curated—for each local community. More 
than translation or even transcreation, content 
curation will become the most impactful way 
to capture attention and demonstrate thought 
leadership in target local markets.

http://www.moravia.com
http://www.moravia.com

	Contents
	Up Front
	www.multilingual.com
	Post Editing

	News
	News
	Calendar

	Review
	Plunet BusinessManager 6.0

	Columns and Commentary
	Indigenous issues
	Innovation, creativity and heart
	Surveying Russian LSPs
	Managing home-based community teams
	Understanding the global translator community

	Industry Focus
	How life sciences companies can benefit from the LMM
	Evolving the translation process for life sciences
	Responding to translation price reduction requests
	Wordscope:creating a kind of 'Google Health'
	Translating medical devices of the future

	Technology
	xml:tm — a new approach to translating XML

	Basics
	Buyers Guide
	Advertiser Index



