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II’m really into health these days. 

Ok, so I’ve always, sort of, kind of, 
really been into health. At 22, I was 
driven: gym three times a week, average 
of two alcoholic drinks per month, no 
dating — essentially, strict with myself 
in everything from study time to diet. 
I just was doing nearly everything 
wrong — eating low-fat meals, running 
on a treadmill, subsisting mostly on 
carbohydrates. Sounds super fun, right?

Now, having read neutral research on 
the topic and done some experiments, 
I have discovered that my body 
desperately needs good fats; that a 
rich variety of movement in natural 
environments makes me happy as well as 
healthy; and that too many carbs spike 
my insulin and wreak havoc on my blood 
sugar. I’ve progressed from “dieting” and 
“exercising” to actually enjoying the way 
I do things and the way I eat. Restriction 
is out, nourishment is in. Result: At 34, 
I feel (and let’s be honest, also look) 

exponentially better than I did at 22.

I’m also lucky enough to live in an 
outdoor mecca where nearly all the social 
events are active or actively revolve 
around eating good food, preferably 
fresh from the garden. I’m realizing that 
place, and community, are both huge 
parts of health. 

So perhaps it is fitting that this issue 
on health care introduces a new column, 
Community Lives, covering nonprofit 
endeavors in our industry in general 
and mentoring programs in this issue 
specifically. As author Jeannette Stewart 
points out, mentoring programs help 

create robust, healthy professionals. By 
extension, learning from the mistakes 
and successes of others in the industry 
can be helpful — particularly when it’s 
done with the spirit of collaboration, 
with the idea that cooperation, even 
among rivals, helps further the health 
and evolution of us all. 

Added to this, it’s just more fun to enjoy 
the company of your peers and swap ideas 
than it is to push yourself in solitude. 
So, as always, enjoy these tales and tips 
from the front lines of the health care 
localization industry — and remember that 
this enjoyment is good for you.  W

Nourishment, community and health care

Mineral Point, Lake Pend Oreille, perfect for year-round outdoor activities.

A thousand different workflows. One Solution.
The Business Management Solution for the Translation Industry 

www.plunet.com
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Around 20 language professionals 
gathered in Munich for the first local-
ization unconference held in Germany 
June 18-19, 2015. The participants were 
developers, tool consultants, translators 
and project managers.

On the first day, the participants were 
able to show their expertise either in trans-
lation (translatathon) or programming 
(hackathon). Two nonprofit initiatives 
stood in the spotlight. Martin Benjamin 
explained what the Kamusi project is about 
and vividly demonstrated how linguistic 
data can be collected through online 
games. Paulina Abzieher from the well-
known Rosetta Foundation described the 
most urgent translation and proofreading 
jobs. Programming tasks were explained to 
the interested coders as well. All partici-
pants decided which task to embark upon 
and a wiki page provided an overview of 
who was doing what. The main achieve-
ments of this first day were approximately 
12,500 words translated and development 
work for the two non-governmental orga-
nizations, such as the creation of an SQL 
script to improve thousands of job tags or 
a Wikipedia interface for Kamusi to find 
concordance matches. 

The visit to a typical Munich Wirtshaus 
in the evening was the icing on the cake, 
or rather the mustard on the sausages.

The second day stuck to the agile na-
ture of an unconference. It started with 
a moderated plenary session to facilitate 
brainstorming for collecting the items 
to be discussed, which were clustered 

into eight topics. They ranged from the 
role and outlook of open-source tools to 
career prospects in the localization indus-
try. The participants voted for the topics 
and eventually up to three parallel tracks 
formed. Some hot topics were kept for 
plenary sessions.

A lively discussion revolved around qual-
ity in localization. Mirko Plitt from Modulo 
Language provocatively asked “Why do we 
even care about quality?” thereby pointing 
at the multitude of different perspectives, 
linguist-defined and other, on what quality 
actually is, which may prevent us from un-
derstanding what really matters in transla-
tion. Several quality evaluation metrics 
such as Dynamic Quality Framework and 
Multidimensional Quality Metrics were 
cited, and the selection of appropriate 
key performance indicators (KPIs) was 
also covered. However, a key question was 
“Who has time for all that?” given the fact 
that only some KPIs can be satisfactorily 
covered by automatic checks. Given the 
tracking features provided by some tools, 
an interesting discussion ensued as to what 
extent quality assessment might actually 
be productivity control in sheep’s skin. 
The privacy implications and impact on 
the relationship between language service 
providers (LSPs) and freelancers have not 
yet been fully grasped, let alone analyzed.

In a track on localization in Germany and 
for German, there was a lively exchange of 
experiences on the differences between the 
markets in the United States and Germany 
and what German as a source language can 
mean for processes and tools.

A plenary session on machine translation 
(MT), with a clear focus on post-editing, 
gave the opportunity to look at the state 

of play of this modus operandi. 
Three core points emerged: training 
of post-editors, post-editing rates 
and integration of post-editing 
with translation memories. A post-
editor made a telling statement: “I 
want to provide feedback. But I am 
not asked,” expressing the still only 
partially-exploited potential for MT 
engine developers. Besides this, the 
pressure to provide post-editing 
quotes on the basis of small sam-
ples without a proper pilot phase 
for all languages was reported as a 
challenge. Ultimately, this creates a 
fragile basis for successful cooper-
ation between LSPs and customers 
running MT. This final session then 
gradually gave way to freely float-
ing conversations in smaller groups 
after the wine was brought out. 

The overall takeaway, reflected in the 
content of the tracks, was the crucial role 
played by technology in every nook and 
cranny of the sector. Lagging behind can 
quickly prove to be fatal for a business, 
except in some niche markets.

The participants’ feedback was very 
positive, and the unconference format, 
which was completely new to about half 
of the attendees, was well received. One 
attendee noted, “I love the unconference 
format — it led to the discussions that 
the participants are interested in. During 
each section I felt curious to learn more 
— and didn’t once wonder when it would 
be over.”

A big thank you goes out to censhare 
AG, which hosted the event at its Munich 
offices and to SAP for sponsoring the 
excellent catering.

First German localization 
unconference held in Munich

Left: Mirko Plitt facilitates agenda creation. Above: Focused discussion.

https://multilingual.com


News

|  MultiLingual  September 2015 news@multilingual.com10  

At the recent XLIFF Symposium, hosted in 
the beginning of June in Berlin, Microsoft 
announced its intention to release its XLIFF 
2.0 Object Model as open source. The Object 
Model is a set of .NET libraries that forms a 
major building block in creating tools that 
work with XLIFF 2.0. The Object Model makes 
it trivial to create and read XLIFF 2.0-compat-
ible documents and gives localization tool 
makers a shortcut in supporting the nascent 
localization standard.

When Microsoft joined the XLIFF Technical 
Committee, it was motivated to help develop 
a superior standard that would finally replace 
the myriad custom file formats used for local-
ization and deliver true interoperability. This 
became the driving goal behind XLIFF 2.0 and 
resulted in a well-designed standard capable 
of meeting the needs of simple or complex 
localization projects. 

XLIFF 2.0 is the latest version of the stan-
dardized localization file format. It’s not 
backwards compatible with the widely-used 
but inconsistently implemented 1.2 version. 
This is because XLIFF 2.0 was designed from 
the ground up — a core set of features that 
everybody must implement and various mod-
ules that are optional to implement. The net 
result is a streamlined file format that offers 
just one way to represent different types of 
localization data, including notes, terminol-
ogy, validation rules and formatting styles. 

The value of adopting XLIFF 2.0 is clear for 
tool makers and organizations. They can ben-
efit from having one format to interchange 
all of their data with partners and can avoid 
the tedious and expensive work to funnel 
data between incompatible systems. Unlike 
XLIFF 1.2, XLIFF 2.0 promises round-trip fidel-
ity — any data sent out in XLIFF 2.0 must be 
returned to you, a simple but crucial workflow 
guarantee. 

Releasing the Object Model as open 
source is a significant step for Microsoft. 
Microsoft’s motivation to share this with 
the community is to accelerate adoption of 
XLIFF 2.0 as the default, universal standard 
for exchanging localization data. We are 
aware of the cost and complexity involved 
in building tools support for XLIFF 2.0 and 
anticipate that more organizations will 
make the move to adopting XLIFF 2.0 when 
the overhead is diminished.

Microsoft has a long history in developing 
localization technology, but this is the first 
time we’ve decided to open source part of our 

core technology. Our XLIFF 2.0 Object Model 
will be hosted on GitHub and the localization 
community is invited to download and incor-
porate it into their own tooling. Over time, 
we look forward to source code contribu-
tions from interested developers. One of the 
attractions of using GitHub is in facilitating 
continuous expansion and improvement of 
the code for everyone’s benefit.

It is our hope that by releasing this Object 

Model as open source, the question of sup-
porting XLIFF 2.0 changes from “will you sup-
port it?” to “are you supporting it yet?” We are 
confident in the transformative impact XLIFF 
2.0 can have on our industry and eagerly 
await a rapid, broad increase in adoption by 
content publishers as well as toolmakers and 
service providers. 

-Kevin O’Donnell, senior program manager, 
Windows and Devices Group, Microsoft

Karen Loughrey, localization manager at 
Optimizely

Where do you live?
I live in Hilversum, in the Netherlands. I’m 
originally from South East London, and have 
been in the Netherlands for seven years 
now. I love living and working in the Neth-
erlands; it’s such an international environ-
ment and I get to work with people from all 
over the world.

How did you get started in this industry?
I originally worked in print media, and trained 
as a journalist when I was in London. Before 
I moved to the Netherlands I was working as 
a subeditor on a newspaper. When I arrived 
here seven years ago, I quickly found a job at 
a company that produced toys and games, 
Upper Deck International. It was my first 
introduction to localization, and I must admit 
I had never really heard or thought about it 
before! It was a really varied role, where I was 
using my writing skills to create the source 
copy for the toy components, trading cards 
and such, then arranging the localization into 
multiple languages. I learned so much and 
knew that localization/global content was 
where I belonged! After that I moved to an 
online gaming company, Spil Games, where I 
managed a team of writers in the localization 
department. When the opportunity arose to 
set up the localization function at Optimizely, 
I jumped at the chance!

 Whose industry social feeds (twitter, blog, 
LinkedIn, Facebook) do you follow? 
I don’t really use Twitter — I really need 
to start, actually, as I think it’s a great way 
to keep informed about what’s going on 
in the industry. I am a member of many 
LinkedIn groups related to localization, 
globalization and all things global content, 
and I find these to be a great source of 

Microsoft open sources its 
XLIFF 2.0 Object Model

Featured Reader Profile

information on industry developments. 
Anyone who’s met me will know that I love 
to talk, so I really enjoy networking, and 
then following the updates of industry peers 
on LinkedIn. I’d like to get better at carving 
out time to read and research, but it’s tricky. 
I would also like to get to a position soon 
where I can find the time to contribute to 
all the great discussions going on in our in-
dustry, and perhaps even write some articles 
myself.

Why do you read MultiLingual?
I love MultiLingual. I basically just fell into 
the localization industry, and have very much 
learned on the job the whole time. I’ve been 
very lucky to have some great mentors to 
help me in my career, but there is so much I 
don’t know, particularly on the technical side. 
MultiLingual helps me get to grips with top-
ics that I am unfamiliar with, as well as get 
invaluable insights into the way people are 
approaching problems that I face daily. It’s a 
fantastic resource, and I regularly search the 
archives for articles on topics that I’m tack-
ling. The magazine has been a constant com-
panion, particularly over the last year when I 
was setting up localization from scratch.

mailto:news@multilingual.com
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Thanks to the dedication and energy of 18 
volunteers, on June 27-28, 2015, Wellington, 
New Zealand hosted one of the finest NZSTI 
conferences ever held, according to feedback 
from the recent survey of attendees. 

Centered on the theme of  “Conflict 
and Communication,” to tie in with the 
100-year Gallipoli commemorations and 
the 175th anniversary of The Treaty of 
Waitangi (the founding document of New 

Zealand), the two-day conference took 
place at the beautiful National Library and 
comprised over 20 presentations given by 
speakers from New Zealand and overseas.  

The annual conference was enjoyed by a 
record-breaking 127 registrants, including 
an unprecedented number of first-time 
attendees. The conference maintained 
a strong practical flavor, with separate 
streams devoted to translation, interpreta-
tion and professional development, as well 
as regular opportunities to network.

The conference committee worked hard 
to incorporate a number of completely new 
or revamped initiatives that also proved im-

mensely popular with the delegates: “bud-
dies for newbies” to welcome newcomers; 
an open forum/presidents’ workshop pro-
moting dialogue; a dedicated website, logo 
and social media updates to advertise the 
conference; an impressive number of spon-
sors; and a generous prize drawing to keep 
attendees in the room. 

An initiative that resonated strongly with 
attendees was the presence of two Afghan 
interpreters who worked with the New 
Zealand army in the Afghanistan campaign, 
and who came at the express invitation of 
NZSTI to rejoin the translation and inter-
preting community.

New Zealand’s NZSTI  
looks to communication  

amid conflict 

Clockwise from upper left: the post-conference 
photo of NZSTI attendees outside the National 
Library; speaker Kelly Hodgins, national secre-
tary for SLIANZ; keynote speaker Stuart Prior 
delivering his presentation “Sleepwalking to-
wards conflict?”; Dave Deck of NAATI having a 
conversation with a group of delegates; NZSTI 
president Karl Wilson welcoming conference 
attendees on June 27.

https://multilingual.com
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Unicode 8.0 Character Database, 
Code Charts and Annexes

The Unicode Consortium has an-
nounced the Character Database, Code 
Charts and Annexes for version 8.0 of 
the Unicode Standard. Updates include a 
total of 7,716 characters, encompassing 
six new scripts and many new symbols, 
as well as character additions to several 
existing scripts.
The Unicode Consortium www.unicode.org

Managing team integration, annual 
global industry research report

Common Sense Advisory, Inc., an in-
dependent market research firm special-
izing in the language service industry, 
has released the brief “Are You Ready to 
Acquire a New Team or Be Acquired?” 
outlining how to manage the integration 
of a newly acquired localization team. 
It covers both sides of an acquisition 
and the process required to align inter-
national objectives, people, production 
models, automation architectures and 
vendor supply chains.

Common Sense Advisory has also con-
ducted its annual global industry research 
study and found that the demand for lan-
guage services and supporting technolo-
gies continues and is growing at an annual 
rate of 6.46%. As part of “The Language 

Services Market: 2015,” the firm surveyed 
providers from every continent to collect 
actual reported revenue for 2013, 2014, 
and expected revenue for 2015. Included 
in the report are the largest language pro-
viders globally, as well as by region.
Common Sense Advisory, Inc.  
www.commonsenseadvisory.com

People

Recent industry hires
 ■ Plunet GmbH, a provider of busi-

ness management software for transla-
tion services and agencies, has hired 
new staff. Marco Göbel has joined the 
Würzburg-based product management 
team. Rosa López has joined Berlin’s 
business unit implementation team.
Plunet GmbH www.plunet.com

 ■ BTI Studios, a provider of subtitling 
and dubbing services, has hired Elodie 
Brulere-Powers as senior VP of opera-
tions and client services. 
BTI Studios www.btistudios.com

 ■ Localization Care, a translation and 
localization agency specializing in the 
languages of the CEE and FIGS regions, 
has hired Asya Gershkovich for its quality 
assurance team. 
Localization Care http://localizationcare.com

 ■ Lido-Lang Technical Translations, a 
provider of language services, has hired 
Maciej Kadula as head of the sales and 
marketing departments, and Anna Wrona 

as part of its German-speaking market’s 
sales team.
LIDO-LANG Technical Translations
www.lidolang.com

 ■ Skrivanek Group, a provider of lo-
calization solutions, has announced that 
Lenka Trojanov· has joined the global mar-
keting team.
Skrivanek Group www.skrivanek.com

 ■ CETRA Language Solutions has re-
located project manager Kim Groff to its 
Seoul, Korea, office.
CETRA Language Solutions www.cetra.com

 ■ LinguaLinx, Inc., a translation and 
communications company, has hired Joy 
Shapley as project manager. 
LinguaLinx, Inc. www.lingualinx.com

Business

New location, look for Lingua Greca
Lingua Greca Translations, a provider 

of Greek technical translations, has re-
named its blog in addition to relocating 
and launching a new website designed 
to be an online portal of information 
for people involved in the translation 
business.
Lingua Greca Translations  
http://linguagreca.com

Morningside acquires AC 
Translations, opens London office

Morningside Translations has acquired 
UK-based AC Translations, and opened a 
new office in London. Both companies 
specialize in patent, legal, medical, phar-
maceutical and corporate translation 
services.
Morningside Translations  
www.morningtrans.com

New multimedia services website
Andovar Pte Ltd, a provider of lan-

guage-related services, has launched a 
new website dedicated to its multimedia 
services, including transcription, subti-
tling, recording of voiceover and IVRS 
audio, casting and multilingual videos.
Andovar Pte Ltd www.andovar.com

Products and Services

CrossLang XTM connector
XTM International, a developer of 

XML authoring and translation tools, 
and CrossLang NV, have released the 
CrossLang XTM Connector for Adobe 
Experience Manager (AEM) 6.1, enabling 
the automated exchange of content and 
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assets between AEM and XTM.
XTM International www.xtm-intl.com
CrossLang NV www.crosslang.com

Pairaphrase
Language Arts & Science, LLC, a pro-

vider of translation services to the entire 
automotive industry supply chain, has 
created Pairaphrase, a cloud-based auto-
mated translation application designed 
for business translation.
Language Arts & Science, LLC  
http://languageartsandscience.com

IBM Watson integrated with STVHub
MediaWen, a provider of online man-

agement for closed captioning,  subti-
tling and automatic dubbing solutions, 
has begun an integration of the IBM 
Watson translation API with STVHub, its 
cloud-based subtitling platform.
MediaWen http://mediawen.com

Translation Quality  
Assessment Service

Net-Translators Ltd., a language solu-
tions provider, has launched its Transla-
tion Quality Assessment Service, covering 
any translated assets and available in 
more than 30 languages. The assessment 
checklist includes over 40 bug types and 
covers each category where problem 
types can occur.
Net-Translators Ltd.  
www.net-translators.com

Translation Connector
Smartling, Inc., provider of a cloud-

based software platform, has developed 
Translation Connector, designed to assist 
Adobe Experience Manager 6.1 system 
users in submitting content for transla-
tion and localization to be fulfilled by 
preferred language service providers.
Smartling, Inc. www.smartling.com

Plunet BusinessManager 6.2
Plunet GmbH, a provider of business 

management software for translation 
services and agencies, has released Plu-
net BusinessManager 6.2. The latest re-
lease features include an improved user 
interface and navigation, and a Work in 
Progress report function.
Plunet GmbH www.plunet.com

SDL Trados Studio 2015
SDL, a provider of global customer 

experience management, has released 
SDL Trados Studio 2015. Updates include 

a new translation quality assessment 
feature, more flexible use of translation 
memories with AnyTM, and the ability to 
isolate and extract columns of a Micro-
soft Excel file to be translated.
SDL www.sdl.com

memoQ 2015 build 50
Kilgray Translation Technologies, a de-

veloper of translation productivity tools, 
has released build 50 for memoQ 2015. 
Users can now opt-in to have automatic 
error reporting. Automated export tasks 
from online projects lets project man-
agers create an automated task in a 
workflow. The API has been extended so 
that it can work with project templates. 
Support has been extended to include all 
Microsoft Office formats.
Kilgray Translation Technologies  
www.kilgray.com

Clients and Partners

LinguaLinx awarded GSA contract
LinguaLinx Language Solutions, Inc., 

a translation and communications 
company, has been awarded a General 
Services Administration (GSA) Language 
Services Schedule 738 II contract. GSA 
contracts expand the options available to 
federal agencies with a need for language 
translation and interpretation services.
LinguaLinx, Inc. www.lingualinx.com

US Forest Service pilot contract
The Pacific Northwest Region of the 

US Forest Service has created a pilot 
on-demand phone interpretation service 
to enhance public service to nonnative 
English speakers. The pilot contract is 
held with TransPerfect Translations, Inc.
TransPerfect Translations, Inc.  
www.transperfect.com

Lingotek partners with Polylang
Lingotek, a developer of collaborative 

translation technology, and Polylang, 
developers of a multilingual plugin for 
WordPress, have announced a technol-
ogy partnership to enable translation 
within WordPress.
Lingotek www.lingotek.com

Announcements

Call for entries: Localisation 
Research Centre Best Thesis Award

The Localisation Research Centre (LRC) 
is accepting entries for its LRC Best 
Thesis Award, sponsored by Microsoft 
Ireland. The award is intended to find 
the best research publication in an area 
relevant to global content development, 
internationalization and localization. The 
closing date for submission of entries is 
October 5, 2015.
Localisation Research Centre  
www.localisation.ie

www.janusww.com 
e�mail: info@janusww.com

+1 (855) 526�8799
ISO 9001:2008 and 

EN 15038:2006�05 certified

Translation • Quality Management   
 Language Technology • Testing

Art of localization 
Mastering it for 20 years

http://www.xtm-intl.com
http://www.crosslang.com
http://languageartsandscience.com
http://mediawen.com
http://www.net-translators.com
http://www.smartling.com
http://www.plunet.com
http://www.sdl.com
http://www.kilgray.com
http://www.lingualinx.com
http://www.transperfect.com
http://www.lingotek.com
http://www.localisation.ie
http://www.janusww.com
mailto:info@janusww.com
http://www.multilingual.com
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August

Internationalizatio n at Startups
August 20, 2015, Los Altos, California USA.

International Multilingual User Group, www.meetup.com/ 
IMUG-Silicon-Valley/events/220143889

Localizing Digital Marketing Round Table
August 25, 2015, Washington DC USA.

Rockant Localization Training & Consulting 
The Localization Institute, http://bit.ly/1IneocC

Integrating Multimodality in the  
Study of Dialogue Interpreting

August 31-September 1, 2015, Surrey, UK.
Institute of Advanced Studies, University of Surrey 
www.ias.surrey.ac.uk/workshops/interpreting/index.php

September

IAPTI 2015 International Conference
September 5-6, 2015, Bordeaux, France.

International Association of Professional  
Translators and Interpreters, www.iapti.org

Interspeech 2015
September 6-10, 2015, Dresden, Germany.

International Speech Communication Association 
http://interspeech2015.org

Content Marketing World
September 8-11, 2015, Cleveland, Ohio USA.

Content Marketing Institute, http://contentmarketingworld.com

Media for All
September 16-18, 2015, Sydney, Australia.

TransMedia Research Group, University of Western Sydney 
www.uws.edu.au/mediaforall

What Recruiters Want & Applicants  
Need to Succeed in Localization Careers

September 17, 2015, San Jose, California USA.
International Multilingual User Group, www.meetup.com/ 
IMUG-Silicon-Valley/events/220143966

ATC Annual Conference
September 24-25, 2015, Manchester, UK.

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

DRONGO Language Festival
September 25-26, 2015, Utrecht, Netherlands.

DRONGO, www.drongofestival.nl/?lang=en

European Day of Languages
September 26, 2015, Worldwide.

Council of Europe, European Union 
http://edl.ecml.at/Home/tabid/1455/language/en-GB/Default.aspx

Technical Communication UK
September 29-October 1, 2015, Glasgow, Scotland.

Institute of Scientific and Technical Communicators  
www.technicalcommunicationuk.com

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

e-mails are fun again
MindReader® for Outlook
Quick and consistent e-mail communication.

Get your free trial license!

»star-group.net«
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http://www.iapti.org
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Brand2Global
September 30-October 1, 2015, London, UK.

The Localization Institute, http://brand2global.com

Information Development World
September 30-October 2, 2015, San Jose, California USA.

The Content Wrangler, Content Rules 
www.etouches.com/ehome/113382October

October

Elia Networking Days Krakow
October 1-3, 2015, Krakow, Poland.

European Language Industry Association, www.elia-association.
org/Networking_Days/Networking_Days_Krakow

Course: Introduction to Localization
October 5-December 7, 2015, Seattle, Washington USA.

UW Professional & Continuing Education, www.pce.uw.edu/ 
courses/localization-intro/downtown-seattle-autumn-2015

TriKonf 2015
October 9-11, 2015, Freiburg im Breisgau, Germany.

The Alexandria Library, http://trikonf.com

TAUS Annual Conference
October 12-13, 2015, San Jose, California USA.

TAUS, https://events.taus.net/events/conferences/ 
taus-annual-conference-2015

LocWorld29 Silicon Valley
October 14-16, 2015, Santa Clara, California USA.

Localization World, Ltd., www.locworld.com

LavaCon Conference
October 18-21, 2015, New Orleans, Louisiana USA.

LavaCon, http://lavacon.org/2015

How to Become the Ultimate Salesperson
October 26-27, 2015, Brussels, Belgium.

Common Sense Advisory, Inc.  
www.commonsenseadvisory.com/ProductDetails.aspx?pid=37

39th Internationalization & Unicode Conference (IUC39)
October 26-28, 2015, Santa Clara, California USA.

Object Management Group, www.unicodeconference.org

Translating Europe Forum
October 29-30, 2015, Brussels, Belgium.

European Commission, DGT, http://ec.europa.eu/dgs/ 
translation/programmes/translating_europe/index_en.htm

Translation Technology Terminology Conference
October 29-30, 2015, Ljubljana, Slovenia.

Iolar, www.ttt-conference.com

METM15
October 29-31, 2015, Coimbra, Portugal.

Mediterranean Editors and Translators 
www.metmeetings.org

MT Summit XV
October 30-November 3, 2015, Miami, Florida USA.

Association for Machine Translation in the Americas 
www.amtaweb.org/mt-summit-xv

November

56th ATA Conference
November 4-7, 2015, Miami, Florida USA.

American Translators Association 
www.atanet.org/conf/2015

Help & Localization Conference
November 5, 2015, Helsingor, Denmark.

Write2Users, http://write2users.com/help-localization- 
conference-2015

1st Croatian Translation Forum
November 5, 2015, Zagreb, Croatia.

Croatian Association of Translation Agencies 
http://ctf2015.cata.hr/en

tcworld 2015 - tekom
November 10-12, 2015, Stuttgart, Germany.

tekom, http://conferences.tekom.de/tcworld15/tcworld15

Hellenic Language and Terminology
November 12-14, 2015, Athens, Greece.

Hellenic Society for Terminology 
www.eleto.gr/en/Conference10.html

The Global Content Experience
November 19, 2015, San Jose, California USA.

International Multilingual User Group, www.meetup.com/ 
IMUG-Silicon-Valley/events/220144091

Nordic Translation Industry Forum
November 19-20, 2015, Reykjavik, Iceland.

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

Gameacon
November 19-22, 2015, Atlantic City, New Jersey USA.

Fox Marketing LLC , http://gameacon.com

EXPOLINGUA Berlin
November 20-21, 2015, Berlin, Germany.

ICWE GmbH, www.expolingua.com/expolingua_berlin

InDialog
November 20-21, 2015, Berlin, Germany.

ICWE GmbH, www.indialog-conference.com

LT-Accelerate
November 23-24, 2015, Brussels, Belgium.

LT-Innovate, Alta Plana Corporation 
www.lt-innovate.eu/lt-accelerate

25th JTF Translation Festival
November 24, 2015, Tokyo, Japan.

Japan Translation Federation, www.jtf.jp/jp/festival/festival_top.html

http://brand2global.com
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http://www.ttt-conference.com
http://www.metmeetings.org
http://www.amtaweb.org/mt-summit-xv
http://www.atanet.org/conf/2015
http://write2users.com/help-localization-conference-2015
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http://ctf2015.cata.hr/en
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http://www.meetup.com/IMUG-Silicon-Valley/events/220144091/
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G solutions for better digital marketing, she and her team spent 
too much time on cutting, pasting and sending content to 
and from translators — often jeopardizing global and regional 
campaigns.

Manual labor in digital marketing was killing productivity and 
creativity in her team. But Jul would not allow global content to 
take the sunlight out of her day, like kudzu that kills everything 
below its shade. She developed a plan.

Step 1: Automate cut and paste
Jul knew that it would be hard to get the funds for a full 

solution that fit all of her requirements. So she started with a 
small automation project.

She used a middleware to get content out of her CMS, upload 
and download content onto an FTP site, and put translated 
content right back where it belonged into her CMS. Her team’s 
workload dropped to about 50% within a few weeks.

Step 2: Connect to a translation management   
   system

This solution would still require the same manual processes 
in translation. The web team got immediate relief, but 
the translation vendor still required a project manager to 
download and upload content from and to the FTP site, 
manually analyze content, produce quotes and send translation 
work to translators.

To reduce cost for managing products on the vendor side, Jul 
used the middleware’s existing integrations with a translation 
management system (TMS). The full automation increased the 
speed with which she could launch global campaigns.

Step 3: Drive technology adoption
Jul learned early that some translators are often averse 

to using the latest translation technology, while some are 
thrilled with the prospect of a more efficient process.

“Global web content is like kudzu, the Japanese 
weed that climbs over trees or shrubs and grows 
so rapidly that it kills them.” That’s how Debra Jul 
described her frustration with global expansion. As 
web content manager of Online Computer Library 
Center (OCLC), she saw the organization’s website 
grow from English-only in 1995 to nine languages 
in 2008. By 2010, it was suffocating her team.

She went from publishing web pages in English-only to hard-
coding single pages for Spanish, French and Simplified Chinese. 
In 2004 she used an open-source content management system 
that would allow her to establish regional sites based on defined 
markets. 

When OCLC merged with a European service partner in late 
2007, she inherited four more languages. This merger also 
increased OCLC’s product portfolio, and some offerings were 
only available in certain markets. In addition to managing 
language versions of certain web pages, the organization now 
needed to manage marketing campaigns that were specific to 
individual countries and regions.

 Global web content began to grow around Jul like kudzu. 
Manual cutting and pasting between translation agency and 
the web content management system (CMS) began to climb 
and coil around her fast and steadily. Instead of implementing 

Andrew Lawless is the president and founder of Rockant, which 
focuses on localization training and consulting. He is focused on 
inspiring and priming localization professionals for success. 

Localization Business School  Andrew Lawless

Three steps to tame 
global content

Manual cutting and pasting, file transfers, sending of 
instructions, quoting and billing are the main productivity  

killers for global web managers.

mailto:editor@multilingual.com
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Some vendors may resist automa-
tion, because it potentially reduces 
their income. Automation allows for 
savings by enabling reuse of previ-
ously translated content; shorten-
ing review processes and reducing 
project management time. A number 
of negotiations and training sessions 
were required before these benefits 
materialized. 

The analogy to kudzu still survives. 
After destroying or removing the 
kudzu root crown it may require up 
to ten years of supervision to make 
sure the plant does not return. If any 
portion of a root crown remains after 
attempted removal, the kudzu plant 
may grow back.

So it goes with global web content. 
Without content governance that 
defines who can update and publish 
content — and which of this content 
needs translation — it will once again 
climb out of control.

Key findings when going global
 ■ Every additional language will 

amplify even the smallest flaw in your 
workflow.

 ■ Getting source content out is 
easy — putting translated content back 
is not.

 ■ Quick wins are possible with work-
flow review and automation.

 ■ You can easily automate transla-
tion between a TMS and a CMS.

 ■ Automating localization of media 
requires manual labor.

 ■ Neither CMS nor TMS fully support 
you in managing all aspects of localiza-
tion. You will need additional tools to 
manage all aspects of localization.

 ■ If you need to connect multiple 
systems your best option might be 
middleware.

 ■ Hiring a web localization consul-
tant is not a luxury, it’s a necessity. Work 
with a consultant to find your best 
return on investment.  M

Translation automation helps launch global campaigns faster. Here is an actual 
example of how translation for web content was reduced from 33 to 12 days.

The right setup will automate translation based on more complex business rules, such 
as by asset type, language, region or campaign.

www.across.net

 » Efficient translation management
 » Consistent corporate terminology
 » Third-party system integration
 » Workflow control and project 

management

The Fast Lane 
to Success

Across 
Language Server:

http://www.across.net
http://www.multilingual.com
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T Europe. Teacher/disciple relationships are common to many dis-
ciplines, religions and philosophies in which the transmission of 
wisdom is involved. Instances are found in Hinduism, Buddhism 
and Judaism, and are still in use to this day.

In the present era, from the 1960s onward, corporate busi-
ness has made extensive use of mentoring programs to a variety 
of ends, from nurturing raw talent to developing potential to 
knowledge transfer. Whatever the application, mentoring has 
been an integral part of creating effective leaders in all manner 
of pursuits.

It is no surprise that the scope of these programs has 
extended to other business areas and, in this instance, to 
translation and localization. Young professional linguists wish-
ing to join this exciting venture will unquestionably benefit 
from being mentored by experienced individuals, allowing 
for more effective multilingual communication and increased 
monetization.

There are many mentoring initiatives in our industry, mainly 
spearheaded by associations for translators and interpreters 
and usually are language or country specific. 

The ATA mentoring program
Perhaps the best known such mentoring program is designed 

as a member benefit of the American Translators Association 
(ATA). Any ATA member can apply to become a mentee and 
there are numerous talented translators and interpreters who 
are experts in a wide variety of fields, including literature and 
opera. The ATA Mentoring Committee matches mentors and 
mentees with the main objective of conveying the business side 
of the translation and interpreting profession to the mentees. 
The pairing is not according to language or location and mentor 
and mentee will decide jointly on the modus operandi of the 
mentoring year, which begins and ends in April. It is the men-
tee’s responsibility to drive the mentoring relationship — to set 
goals, stay in touch with their mentor, and establish milestones 
for themselves. It is the mentor’s responsibility to be there with 
advice and encouragement.  

Caitilin Walsh, the ATA president for 2013-2015, stated that 
“our program is structured to provide mentees a chance to 
delve into the business aspects of our language enterprise. And 

The idea of an experienced, older individual 
counseling a younger charge is an ancient one 
reaching back to classical Greek mythology. Men-
toring has been practiced through the ages and 
has now found vogue in corporate culture as a 
means of growing and refining the skills that mod-
ern business requires.

The word mentoring derives from the character Mentor, a 
friend of the Greek hero Odysseus. Mentor was given the task of 
educating Telemachus, son of Odysseus, at the time of the Trojan 
War. The relationship between teacher and student developed 
further in ancient Athens resulting in the Socratic method of 
educational inquiry focusing on teacher-student discussion. One 
of Socrates’ pupils, Xenophon, went on to write the Cyropae-
dia, which translates as The Education of Cyrus. This document, 
describing the training of an ideal ruler and written around 370 
BCE, exerted an influence far beyond its time — into the medi-
eval and Renaissance eras when Machiavelli famously authored 
The Prince.

The arts, science and academia have also profited from such 
nurturing arrangements. During the Renaissance, Leonardo da 
Vinci honed his genius in the workshop of the Florentine master 
Verrocchio. Mathematician Bernhard Riemann was advised by 
Carl Friedrich Gauss and went on to profoundly influence the 
development of a number of important branches of science 
and technology. More complicated but still-productive relation-
ships were formed between, for example, philosophers Sigmund 
Freud and Carl Gustav Jung, as well as Charles Babbage and Ada 
Lovelace, who wrote theories on computers and programming in 
the mid-1800s. 

Such mentoring ventures were, however, not confined to 

Jeannette Stewart is the former CEO of CommuniCare, a translation 
company for life sciences. An advocate for the language industry, she 
founded Translation Commons, a nonprofit online platform facilitating 
community collaboration. 

Community Lives      Jeannette Stewart

Mentoring initiatives

mailto:editor@multilingual.com
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because it’s predicated on the learner 
articulating his or her goals and driving 
the learning, it reinforces these same 
skills, which are vital to success.”  

The ATA mentoring program existed 
in a less structured form for a number 
of years and in 2010, Susanne van Eyl, 
an ATA-certified translator from English 
into German, was invited to become its 
new chair. “I was given complete free-
dom to make any changes I wanted, and 
together with my newly-formed com-
mittee we recreated the program in a 
different format and changed the focus 
to what it is today,” van Eyl shared. “We 
initially interviewed previous mentors 
and found that all of them felt over-
whelmed. We unanimously concluded 
that the agreed-upon time commitment 
of one hour per month could hardly 
meet the language-specific enquiries 
from the mentees. Taking their experi-
ence into consideration, we decided that 
in order to make a volunteer program 
like this sustainable, we needed to make 
sure that all parties, especially the men-
tors, had a positive experience.” 

This meant focusing on the business 
side of things and matching people not 
by language but by fields of expertise, 
mentee goals or even, in some cases, 
particular interests. However, the com-
mittee did work to match mentees 
in languages of lesser diffusion with 
mentors who work under similar condi-
tions, such as Albanian with Czech, and 
Hebrew with Finnish, as they deal with 
similar issues. Mentors and mentees now 
spend about two hours per month com-
municating, and the goals mentees set 
are generally being reached. 

The revised ATA program has been 
active for four years with over 200 
mentor-mentee pairs. The success of 
the program is further validated by the 
many former mentees who are now 
active and successful mentors and by 
managing to attract volunteer confer-
ence interpreters from the growing 
number of mentors.

The issue of sustainability has also 
been resolved. The ATA has over 70 
mentors in its database, and as mentees 
come in with very specific goals, new 
mentors who can help with those goals 
are invited to join the program each 
year. “This way, not every mentor is 
needed each year,” said van Eyl. “While 
we handpicked each one in the begin-
ning and still do when an uncommon 

goal is listed, we now have quite a few 
volunteers each year who bring wonder-
ful skills to the table. With that, we feel 
that the program is sustainable.”

ProZ.com mentoring program 
Another nonprofit mentoring initia-

tive is the ProZ.com mentoring program, 
which is language and specialization spe-
cific. The program was first conceived by 
site staff in 2007, but didn’t fully take off 
until May of 2011. Since then, there have 
been over 160 pairings of mentors and 
apprentices, with about 65 experienced 
language professionals currently acting 
as site mentors.

Some typical discussion topics within 
a mentoring pairing include ways to 
get established in the industry, special-
izing, marketing tips, business issues and 
software use, to name a few. Mentors are 
also encouraged to provide commercial 
work to their apprentices at an agreed 
rate, as well as check, edit and provide 
feedback on any projects delivered by 

their apprentices. Both parties agree on 
the amount of time and commitment 
involved in the pairing and report to the 
ProZ.com support team to provide feed-
back on their experiences. 

The program’s mission statement is 
to provide “less-experienced members 
of the profession with the opportunity 
to meet and work one-on-one with an 
established professional translator or 
interpreter.” 

Positive feedback on the program has 
been received from both mentors and 
apprentices. Samuel Sebastian Holden 
Bramah, one of the site’s most active 
mentors, said he thought it was “an 
excellent initiative, helping budding 
translators dive into the complex, rich 
and exciting world of being a self-
employed linguist.”

The ADT initiative 
Translator and interpreting programs 

are designed toward newcomers in 
our industry, but there are many more 

http://www.multilingual.com
http://www.tetras.de
http://www.tetras.de
mailto:tetras@tetras.de
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aspects to mentoring that we need to 
address. During the planning of the 
Bangkok LocWorld Conference in 2014, 
Rain Lau, language services manager at 
Google and a member of the program 
committee, suggested that the prob-
lem with professional development was 
derived from the lack of incoming talent 
in the industry. Lau, a ten-plus-year 
veteran in localization, is passionate 
about localization quality and is involved 
in Google’s roll out of “readability” as 
a quality category. She is also an active 
member of Women at Google, a group 
that aims to support women within and 
outside Google, and a key mentor in 
one of the group’s mentoring programs 
in Taiwan addressed to female univer-
sity students. It was only natural that 
she wanted to extend her activities to 
include aspects that are not traditionally 
handled by mentoring programs, such as 
evangelizing and attracting new, talented 
professionals.

During the LocWorld conference and 
thanks to the extensive connections of 
Ulrich Henes of The Localization Institute, 
an initial advisory committee was gradu-
ally formed. 

The basic ideas and concepts discussed 
during the initial brainstorming sessions 
of the advisory committee were whether 
our industry is adequately known and 
whether people know what translation 
and localization are. Most importantly, 
the biggest question is whether our 

industry is attractive enough to pull in 
new, high-quality people.

Thus, Attracting and Developing Tal-
ent (ADT) was formed. Its main func-
tions are better defining what talent we 
need; bridging the gap between industry 
and education; creating an ecosystem 
allowing better career development; 
and evangelizing. The ADT Initiative, led 
by Ulrich Henes, is working on putting 
together a new advisory board for 2016. 
Current activities include planning an 
internship summit to be held at LocWorld 
Silicon Valley in October, and looking at 
creating a portal for all matters relating 
to attracting and developing talent for 
the localization industry.

The Translation Commons 
   Mentoring Think Tank 

Translation Commons is a newly 
formed nonprofit online language 
community, formed in 2015. Its objec-
tive is to allow members to collaborate 
through an open-source platform of 
translation and localization tools and 
engage in language-related activi-
ties stemming from within the com-
munity. While creating the platform, a 
LinkedIn group was formed and it has 
already attracted over 1,600 members. 
Throughout the various discussions 
that have taken place in LinkedIn, 
the important concept of mentoring 
inspired a small team to create a sub-
group, the Mentoring Think Tank, with 

the purpose of creating a standardized 
framework for mentoring internships 
of students, graduates or new language 
professionals with freelance translators 
and interpreters. The group is cur-
rently working on a questionnaire to be 
released over the summer of 2015 and 
is gathering information from as large 
a section of our industry as possible. 
The ultimate objective of the group is 
to create a standard or guideline with a 
list of all competencies that the mentee 
needs to have before the onset of men-
toring, a list of objectives for the period 
of mentoring and a list of tools to help 
document them. Following the same 
principle, the team is creating guide-
lines for the mentors so both parties 
can track themselves. The generation of 
these guidelines is stemming from the 
experience of the members of the Think 
Tank. Here are some of the members’ 
descriptions of their motivation for 
volunteering.

Nancy Matis has been involved in the 
translation business for around 20 years, 
working as a translator, reviser, tech-
nical specialist, project manager and 
teacher, among other roles. She cur-
rently manages her own company based 
in Belgium and also teaches translation 
project management at Université Lille 3 
(France), KU Leuven (Belgium), Hoges-
chool Gent (Belgium) as well as at Haute 
Ecole de Bruxelles ISTI (Belgium) and is 
the author of the ebook How to manage 
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your translation projects.  
As a result of the work she performs 

through her agency, Matis collaborates 
with a variety of freelance professionals 
on a daily basis. These range from trans-
lators and revisers to desktop publishers 
and other technical experts, and include 
translation project managers. Although 
several of them welcome interns every 
year, mentoring by freelancers is still 
far from becoming a common prac-
tice in the industry. “I believe that a 
standard would help inspire trust and 
confidence,” said Matis. “Not only would 
freelancers feel more secure about their 
ability to mentor translation students, 
or even colleagues wishing to improve 
their skills or develop new ones, but 
translation schools and universities 
would also feel more at ease entrusting 
freelancers with this task.”

Another member, Birgit Böttner, has 
been a sworn translator for over 20 
years. Originally from Germany, she 
lives in South Africa with her family 
and writes novels under the pen name 
Evadeen Brickwood. “The transla-
tion industry in South Africa is not as 
regulated as perhaps in other countries,” 
said Böttner. “Not every translator is 
skilled or qualified. When I lectured at 
WITS University in Johannesburg, I was, 
on occasion, asked to informally mentor 
translation students. I was mentored 
during my studies in Germany. However, 
the realities and pressures of being a 
freelance translator in the economic 
hub of Africa do not allow for the time 
and expense of mentoring. A possible 
loss of reputation if the student doesn’t 
live up to expectations is also a con-
cern. Our mutual cross-continent effort 
through the Translation Commons will 
go a long way toward making standards 
for prerequisites and follow-ups of 
the mentoring process more accessible 
everywhere.”

Barbara Werderitsch, a German free-
lance translator and interpreter living in 
Madrid, believes that for the translation 
industry to excel “it must regulate itself, 
with initiatives and best practices as 
well as new talent growing from within. 
To do this, it depends on its indepen-
dent professionals.” She also believes 
in “helping all the young profession-
als learn from us so they don’t have to 
reinvent the wheel every time… they are 
the backbone of our industry, yet there 
is no standard in place to rely on.” The 

idea is that standards will be tools “for 
democratization, in helping to place the 
freelance translators back at the center 
of the translation workflow processes, 
open source initiatives,” and so on. 

Diana Nisterenková-Chester, another 
member-volunteer of the Mentoring 
Think Tank, is questioning the essen-
tial concepts of our profession and the 
lack of a uniform global approach to 
qualifications, evaluation and regard 
of our profession. The lack of general 
understanding of the linguistic process 
is at the core of her desire to elevate the 
profession and therefore mentor new-
comers in an effective manner. “Every-
body seems to be an expert and have an 
opinion and advice — even the audac-
ity to masquerade as an interpreter or 
translator! There is so much talk about 
interpretation and translation but there 
is still an unprofessional approach 
toward the interpreters and translators,” 
due to the misconception surrounding 
these “ambiguous but nevertheless very 
important” social roles. 

The Translation Commons Mentoring 
Think Tank is open to contributions to 
ensure that everyone in the community 
is included.

The way forward 
The benefits of the structured educa-

tion and guidance provided by mentor-
ing programs are indisputable. Sir Isaac 
Newton, appointed Lucasian Professor 
of Mathematics at Cambridge Univer-
sity in 1669 at the age of 27, famously 
remarked “If I have seen further than 
others, it is by standing upon the 
shoulders of giants.” This generous 
acknowledgement of his debt to those 
who nurtured him does, however, con-
tain yet another tacit nugget of wis-
dom. Newton struck out on his myriad 
scientific and intellectual investigations 
by harnessing his own talents. 

We can’t all be geniuses like Newton 
but the same lesson applies across the 
board. Instead of simply remaining 
under the shadow of the mentoring 
they have received and acting like a 
mere copyist, mentees who strike out 
on their own and build upon what they 
have learned from their mentor will be 
achievers. Innovation and originality 
have been prized qualities through-
out the modern era. If mentoring can 
stimulate their spread, we will all be 
much better off.  M
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I rated at 4.4 and 4.5 respectively. And just to prove that com-
panies in the localization space can also have happy employ-
ees, Redmond-based adaQuest has an employee satisfaction 
rating of 4.4.

Now, I am sure that no executive suite would survive long if 
their company’s customer or client satisfaction averaged 2.6 
on a five-point scale. If client satisfaction dropped this low 
there would be action plans drawn up and implemented to 
reverse the trend. So why do these companies think it’s okay 
for employee satisfaction to be so low?

It is due to a failure to recognize that employee satisfaction 
can actually be a leading indicator to client satisfaction and 
company profitability. It is also due to a belief that employees 
are a cost, not a resource.

This is in stark contrast to leading companies such as 
Southwest Airlines, the most profitable airline in history. 
Southwest Airlines has always operated under the mantra that 
employee satisfaction is their most important priority, from 
which customer happiness and company profitability will be 
derived.

In the localization industry I have witnessed countless 
occasions of losing talented team members to the competition 
or occupational burnout simply because the organization 
was unwilling to provide seemingly basic things such as 
a comfortable work environment, career development 
opportunities or competitive compensation packages.

This Spartan treatment of staff is typically justified by senior 
management as a way to manage costs and improve the bot-
tom line. Unfortunately, nobody takes the time to measure the 
cost involved with recruiting and training new staff. Likewise, 
nobody wants to measure costs related to underperformance 
of an inexperienced operations staff, or the damage caused to 
client relationships when mistakes are made and the point of 
contact at the vendor is continually changing.

Having worked in a variety of senior roles in the localization 
industry, I believe that it’s always better to have an experienced, 
motivated and high-performing project manager, recruiter or 

In the last few years several new technologies 
and business models have been introduced into 
the market that promise more efficient processes 
and greater financial returns. At the same time, 
the demand for translation and localization 
services continues to skyrocket all around the 
planet.
So why is it that companies haven’t been able to increase 

margins? Why is it that there is continual downward pressure 
on linguist and project management compensation? Why is 
it that the multiple for mergers and acquisitions continues 
to be in the neighborhood of one times revenue — what the 
company makes in only a single year?

A big part of the problem stems from how translation 
companies view their staff and the pool of linguists that 
they work with. In many companies both staff and external 
linguists are viewed as commoditized expenses that can be 
easily replaced and interchanged. This is unfortunate, as it 
does a disservice to the people working in those roles and 
serves as an obstacle to building more capable, professional 
and profitable operations. 

First off, let’s start with a somewhat objective review and 
comparison of employee satisfaction in the localization 
industry. According to the site www.glassdoor.com, the aver-
age rating for employee satisfaction among the eight largest 
localization companies globally is 2.9 on a five-point scale. If 
we were to remove the top two scoring companies from the 
list, Moravia (3.9) and SDL (3.7), the average for the remaining 
companies drops to an abysmal 2.6. Google and LinkedIn are 

Mark Shriner has held senior executive positions in the 
localization industry, including CEO of Asia Pacific for CLS 
Communication, managing director of Asia for thebigword 
and VP of global sales for Gengo.
.  

Satisfaction and  
business success 
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translator in a role even if the cost is 
substantially higher than a new recruit.

The extra value in terms of prob-
lem solving expertise, time savings, 
improved quality and smoother 
client and linguist communications 
far outweighs the savings that come 
from hiring inexperienced operations 
staff. A lot of the perceived savings 
are eaten up in recruiting and training 
costs and potential damage to client 
relationships from errors in lack of 
continuity in account management.

Another related area where 
localization companies are failing is in 
their treatment of external linguists. A 
quick look at the rankings and comments 
left by linguists on sites such as www.
proz.com show that there are a lot of 
unhappy campers out there who are tired 
of being treated as a commodity with 
continual requests to lower their rates. 
Company executives may believe that 
margins will improve by reducing linguist 
compensation but often these are only 
short-term gains diluted by quality or 
relationship problems.

What is the cost when favorite 
linguists no longer make themselves 
available for important projects? 
What is the cost to recruit, test and 
evaluate new linguists? What is the 
cost when a new untested linguist 
is used and either fails to meet the 
project deadline or returns poor 
quality work?

The problem is that these costs and 
those related to losing operations staff 
aren’t as simple and easy to measure as 
a simple comparison of year-on-year 
salary expenses or average word rates. 
And thus, executive teams stick with 
the simple and obvious and cut the 
things they can most easily measure.

Executives in our industry should 
focus on three metrics: employee 
satisfaction, linguist satisfaction and 
client satisfaction. Employees, linguists 
and clients who are satisfied don’t leave. 
These are leading indicators of how 
healthy your business will be tomorrow.

Trust, loyalty and high-performing 
employees are the trump cards that 
leading companies are able to play. 
This is where our focus should be as 
individual companies and as an indus-
try. With a little work and a slightly 
changed paradigm we can improve the 
loyalty, satisfaction and profitability in 
our industry.  M
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OOf all knowledge workers one could possibly 
think of, interpreters are among the few that, 
due to the very nature of their task, cannot take 
full advantage of new technologies that have the 
potential to completely revolutionize their work. 
Translators, lawyers, doctors and journalists, while 
still being paid for their specialized, creative and 
knowledgeable work, can make valuable use of 
the vast amount of information available, out of 
which special bits can be retrieved in just a few 
seconds using search functions. 
In both consecutive and simultaneous interpreting, how-

ever, the act of retrieving information is still hampered by the 
fact that interpreting requires quite a big portion of — if not 
all — the interpreter’s attention. Looking up a term is not as 
trivial as it is when translating, writing proceedings or talking 
to a patient. So the profession of interpretation has probably 
not been affected as profoundly as others by digitization, at 
least not in its core activity. With an ever-increasing special-
ization of the events or meetings to be interpreted (anything 
less technical than the substances used for pest-protection in 
Indonesian rice production can nowadays easily be sorted out 
relying on everybody's school English), interpreters, to a great 
extent, are still forced to rely on their memory. The prepa-
ratory work of a conference interpreter, however — which 
accounts for about half the working time — has changed 
dramatically. 

With all that in mind, I am all the more intrigued by the 
concept of "digital dementia," coined by the German neu-
rologist Manfred Spitzer in his 2012 book, Digitale Demenz. 
I really enjoyed reading his The Mind within the Net back 

in 1999, so I was all the more keen on reading about digital 
dementia. Was it really true that, thanks to digitalization, 
not only are we forced to accumulate ever more specialized 
knowledge in ever-shorter timespans, but we concurrently 
suffer from shorter memory spans and decreasing memory 
capacity due to the constant distractions of the digital world?

A common criticism about digitalization is that people are 
becoming antisocial in the real world due to constantly being 
immersed in the virtual one. However, the same complaint 
has arisen for a long time against people being hidden behind 
their newspapers during breakfast. And now, with people 
reading the newspaper on a tablet computer or mobile phone, 
at least their faces remain visible. The same goes for inter-
preters in the booth staring at their mobile phones or tablets, 
apparently disconnecting from the world they are working in. 
In reality, they could be busy looking up a certain regulation 
relevant to the conference. 

And what is more, the effect of seeing or perceiving 
something in real life can hardly be imitated in writing, but 
a well-made video or animation in many cases comes much 
closer than a written text. For example, the abstract character 
of a written text describing the functioning of a waste sorting 
facility is nothing like visiting the plant you have been read-
ing so much about — and virtual tours are almost as good. 

The downside of all this is the sheer amount of data made 
available every day and the impossibility of reading it all 
increases the possibility of distraction and addiction. But 
while the dangers of digital media seem to be higher than 
those of paper media, the potential opportunities of digital 

Anja Rütten is a freelance conference interpreter (German, Spanish, 
English) in Düsseldorf, Germany. She has specialized in knowledge 
management since the mid-1990s. 

Digital dementia and 
conference interpreters
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media are all the higher if being used 
the right way. In Spitzer’s 2012 book, 
there is some evidence as to how we as 
conference interpreters may possibly 
make optimum use of the potential of 
digital media.

In Digitale Demenz, Spitzer explains 
that when it comes to remembering 
information, there is nothing like direct 
social contact; discussing things with 
other people leads to deep and emo-
tional processing difficult to emulate 
elsewhere. In other words, information 
can be remembered better in the long 
run if it’s been discussed with another 
human being. Digital resources such 
as Wikipedia and well-made company 
websites allow us to search for exactly 
the piece of information in exactly 
the moment we need it most — and 
not many weeks later in one of those 
interpreting follow-up sessions we all 
feel are so important but are still less 
motivating. Looking up stuff in the 
booth is great, but talking it through 
with your booth mate makes it even 
better, which is something interpreters 
tend to naturally do without anybody 
having told them it enhances their 
memory performance. 

Handwriting and notes
Whenever you talk with conference 

interpreters about note-taking during 
the preparation process, at least one 
in ten will most probably tell you that 
they just remember things better if 
they write them down using pen and 
paper. The explanation goes roughly 
like this: “The words just travel through 
the pen up my arm, entering directly 
into my brain.” Spitzer explains that 
most probably this works when you’re 
learning how to write letters as a child, 
allowing the picture of the letters to be 
mapped in your brain with the trace of 
the pen. But this does not necessarily 
hold true for whole words, sentences 
and their content. Additionally, inter-
preters need to be able to pronounce, 
not to spell, deoxyribonucleic acid, and 
computers have speech output that can 
be very helpful in this. 

So while there seems to be no harm 
in remaining paper-only, if you feel you 
don’t absolutely need the safety of a 
pen in your hand, you are not neces-
sarily missing something vital and may 
well happily indulge in the manifold 
amenities paperless offices have to 

offer, such as searching documents and 
sorting glossaries alphabetically, sharing 
information with colleagues or simply 
avoiding excessive use of paper and 
having access to your documents any 
place, any time. 

Note-taking is one thing when you’re 
preparing for an assignment and noting 
down mainly terminological information 

and conceptual information. Note-taking 
in consecutive interpreting is another 
thing. Interpreters’ notes are designed 
exactly for encoding conceptual relations. 
There is a very recent study conducted by 
a team of researchers in the United States 
(Pam A. Mueller from Princeton University 
and Daniel M. Oppenheimer from the 

University of California, Los Angeles) about 
the question of whether the instrument of 
note-taking (pen vs. keyboard) influences 
learning, which gives us some interesting 
insight. Students who had taken notes of 
a lecture using pen and paper performed 
better in answering conceptual questions 
than those who had taken notes using a 
laptop computer. Even though typing has 

the advantage that more information can 
be captured, which in itself is beneficial 
to learning, the downside — potentially 
outweighing this advantage — is that 
when typing, people tend to tran-
scribe verbatim instead of synthesiz-
ing the content, even when being told 
to avoid verbatim transcription. This 
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in turn leads to shallower processing 
and impairs conceptual learning. But, 
interestingly, what goes for conceptual 
learning does not necessarily apply to 
other types of knowledge. For factual 
knowledge, the advantage pen-users 
showed over keyboard-users only 
occurred when a week had elapsed 
between the lecture and the test. In 
immediate testing, there was no differ-
ence in performance of pen vs. key-
board users. 

So I can still use my laptop computer 
while interpreting (simultaneously or 
consecutively) in order to note down 
some numbers, names or terms, be it for 
myself or for my colleague, while I rely 
on my brain for the rest of the job. But 
for “real” consecutive interpreting, pen 
and paper (or touchscreen!) plus strong 
note-taking skills are the method of 
choice. 

One interesting thing Spitzer points 
out (and leads directly to the fact that 
Google makes us dumb) is the fact that 
our brains tend to forget the informa-
tion we have written down for the mere 
fact that it knows it has been saved 
somewhere. All it can be bothered to 
remember is the place you keep the 
information. It is like those things to do 
that don’t let us sleep unless we write 
them down, or the name of a person 
you couldn’t think of and then it occurs 

to you three days later (your brain hav-
ing searched for it in the background).

But what do we learn from this? Stop 
writing down things? No more termi-
nology management, no note-taking 
at all? I’d say no; for one thing, this is 
the way our brain works, and how many 
facts and terms about beer brewery can 
you possibly squeeze into your head in 
a working day and have them available 
even under the strains of simultaneous 
interpreting or of having to take notes 
and remembering a speech?

This is where another active prin-
ciple of learning, also mentioned in 
Spitzer’s book, comes in. Active thinking 
increases retention compared to mere 
reading. While we are not very likely 
to stop writing down things we want 
to remember, we may well improve our 
memory by making sure that we not 
only read the list of the most important 
terms of biological waste treatment 
but actively learn and pronounce them 
(possibly with digital assistance in the 
form of a program or app such as Anki), 
or try to actively explain the way a 
wind separator works to someone else 
and not just read about it passively. 

Adults and children 
  learn differently

A big part of Spitzer’s book is 
dedicated to the effects digitalization 

has on children. He explains that in 
children’s minds, new structures are 
created when they learn, while adults 
integrate new information into existing 
structures. The more aspects of a given 
subject that are considered, the more 
points of connection there are to our 
mental structures. Furthermore, it is 
crucial to follow the hermeneutic circle 
(you understand a whole text by under-
standing the details and vice versa) in 
order to create profound knowledge 
structures. 

In practice, if you limit your 
preparation and related online search 
activities in an unknown subject to 
checking vocabulary, you will remain 
on a shallow level of processing 
and not be able to integrate some 
loose pieces of information into the 
whole knowledge system. If you have 
no idea of balance sheets and just 
check equivalents for a list of words 
like contribution margin, breakeven 
point and accruals and deferrals, you 
are very likely to forget the words. 
However, once you have familiarized 
yourself with a given subject, punctu-
ally looking up a term, be it on the 
internet or in your own database, it 
will easily find its place in the big 
mental picture.

While the internet may encourage 
shallow information processing due to 
the abundance of information avail-
able, for those seeking deep conceptual 
information it has much more to offer 
than books. Apart from mere text and 
pictures, it provides links and relations, 
context and illustrative videos that 
come much closer to real-life experi-
ence than a book. So most internet 
resources, by their very nature, are more 
liable to generate good understanding 
than a plain dictionary, where brain 
comes after braid and before braise.

Although digitalization increases the 
pressure on interpreters’ knowledge 
acquisition, it also provides the instru-
ments to cope with it. It may not do so 
as obviously as it does in other profes-
sions. But indirectly, there are many 
ways of harnessing digitalization to 
foster our mental resources and not let 
them decay. If we keep talking about 
things, challenging our memories and 
seeing the big picture, computers will 
help us a great deal while we are doing 
the real thing — thinking, understand-
ing and learning by ourselves.  M
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Clinical trials in Latin America

Luke Sewell

TThe outsourcing of clinical trials to Latin 
America, given the ever-growing cost associated 
with Europe and North America, is becoming 
increasingly attractive to pharmaceutical com-
panies looking to reduce costs. Latin America 
is a region of particular interest for clinical trial 
outsourcing, with trials having been conducted 
in the region for several decades now. But what 
are the wider implications of this move, and will 
the movement continue to grow? And how has 
this influenced the demand for medical transla-
tion services for the region?

According to The New York Times, 78% of the people who 
participated in clinical trials in 2008 were enrolled outside of 
the United States, and a significant majority of these were in 
Latin America. Latin America has been very popular among 
sponsors conducting trials outside the United States for a few 
reasons: populations within dense regions allow for quick 
recruitment and higher numbers of patients per location, the 
expenses are lower and there is an ethnically diverse popula-
tion similar to that found in the United States or Europe. 

The medical training in the region is comparatively high; 
doctors are aware of good clinical practices and other indus-
try guidelines, and aim to adhere to these wherever possible. 
Another important factor is that medical centers, doctors and 
hospitals are eager to participate in the studies, as they bring 
money and jobs to the region as well as contact with status-
enhancing international research.

Successful clinical trials rely on a variety of factors, and 
Latin America — in particular Brazil, Mexico and Argentina 
— meets many of these criteria:

■■ Willing target population. Latin America has densely 
populated areas, with an increased likelihood that many 
people will meet prerequisites for a clinical trial. 

■■ Investigational teams. Many investigators place a high 
value on the scientific and academic aspects of the trial, and 
are pleased when they are invited to participate.

■■ Health systems. Latin American countries have become 
desirable sites for studies, both because they have adopted 
regulations that mirror those recommended by the Interna-
tional Conference on Harmonisation of Technical Require-
ments for Registration of Pharmaceuticals for Human Use 
(ICH) and because the regulatory authorities are committed 
to keeping them updated.

■■ Standard of care. It is possible to both find patients 
who have been on a prerequisite treatment and to find those 
who are “treatment-naïve.”

■■ Epidemiological considerations. Seasonal diseases like 
pneumonia and flu occur at different times of year in the 
southern hemisphere, making Latin America a well-suited 
region to conduct infectious disease studies with a seasonal 
component. This way, manufacturers do not have to wait an 
additional six months to conduct their trials.

As a result of these factors, Latin America has seen the 
highest growth rates in clinical trials among all the emerging 
markets. 

Potential problems with Latin America
Superficially, Latin America appears to be a true clinical 

trial paradise; however, it is only once the trial is in motion 
that the potential problems can begin and the learning expe-
rience for the sponsor really starts. 

One of the most frequent problems for delays is due to the 
differing regulatory requirements surrounding informed con-
sent forms (ICFs). This can be avoided by proper preparation 
and research. Many sponsors do not take into account the lower 
education and illiteracy levels found in the region, and will find 
that straight translation of approved ICFs in Europe may not be 
approved in Latin America due to their complex wording. 

Religious issues may also cause a problem; for example, the 
request for the sexual history of a woman in many regions in 

Luke Sewell has been managing projects in the clinical 
sector in Latin America, including Brazil, for a number 

of years. He is currently working for Latin Link with a 
team of scientific translators.
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Latin America may be grounds for rejec-
tion by the site. The evangelical church, 
very popular in Latin America, is another 
example of a potential conflict as it pro-
hibits blood transfusions of any kind.

In addition, “benefit assessments” 
by Latin American ethics committees 
focus on benefits for the patients and 
carefully analyzes factors such as the 
health care context and social setting 
of the subjects. The use of placebo, 
payment for participation, consent 
process and the expectation of post-
study treatment may be required to 
achieve ethics approval. This is a 
different process than that found in 
Europe or the United States.

Translating materials and established 
protocols into Spanish or Portuguese is 
often viewed as the only direct commu-
nication cost associated with working 
in the region. The unseen costs, such 
as localization to the particular region’s 
laws and culture, can be overlooked 
and thus lead to later unforeseen costs 
or negative implications for the trial.

Estimates show that in the United 
States, 66% of subjects enlist in clinical 
trials independently of their doctor’s 
advice. In Latin America, however, 
80% of subjects are offered enrollment 
into studies via their doctors. This is a 
critical aspect to bear in mind when 
designing patient materials. Doctors are 
often very protective of their patients, 
as they are often less able to make fully 

informed medical decisions; this predis-
poses doctors to be more paternalistic.

The other potential problems 
include long trial start-up times, excess 
bureaucracy and unclear regulation in 
an environment of competitive enroll-
ment, all of which result in some clini-
cal trials failing to get off the ground 
in the region.

For things to improve, sponsors need 
to work closely with local regulators, 
who in turn need to be more in touch 
with local practices in order to better 
understand requirements. By under-
standing the local environment, spon-
sors will be able to plan for the high 
recruitment rates that currently offset 
the long delays for study start-up. Reg-
ulators need to define clear processes, 
procedures and timelines, and commit 
to sticking to them. A look to the Asian 
competitor regions for clinical trials 
shows that they are moving faster and 
more efficiently in this regulatory field. 

An array of legal problems can pres-
ent themselves when conducting clini-
cal trials in Latin America. A mutual 
understanding of the legal environ-
ment will help streamline clinical trial 
agreements and avoid contracts that 
are legally unenforceable.

In contrast to several emerging 
regions where there are multiple lan-
guage requirements, Brazil has a single 
translation requirement for regulatory 
documents. A unified Brazilian Portu-

guese is spoken throughout the country, 
unlike the numerous dialects and varia-
tions of Spanish. For the rest of Latin 
America, Spanish is by far the most 
widely-spoken language. With docu-
ments being localized to each specific 
country, ICFs may also require localiza-
tion to the native dialect of indigenous 
people such as Amerindian languages, 
if they are participating in the study.

One final advantage for Latin 
America is that the focus on just only 
two languages, Spanish and Portu-
guese, albeit with their local variations, 
provides an excellent advantage over 
comparable regions such as Europe. 
However, Spanish-speaking countries 
within Latin America have subtle lin-
guistic differences that can result in 
miscommunication and clinical trial 
breakdown if not resolved.

In 2008, The Buenos Aires Declara-
tion on Ethics and Clinical Trials was 
unanimously signed by participants 
in the First Latin American Workshop 
on Ethics and Clinical Trials workshop. 
This declaration was issued in response 
to the rapidly increasing number of 
clinical trials in the region and ethical 
issues related to clinical trial approval 
in Latin America.

In relation to specific concerns 
regarding ethical violations, the decla-
ration specifically addressed the need 
for cultural considerations and compe-
tent translation:

Percent increase in the Food and Drug Administration 1572 forms, which document clinical studies abroad, filed per year (1995-2000).
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1) In Latin America, protocols origi-
nating from outside the region must 
be translated by competent expert 
translators for presentation to local 
authorities (the regulatory agencies, 
ethics committees and so on) into the 
language of the country where the 
clinical trial takes place (Spanish, Por-
tuguese or French).

2) The informed consent should ful-
fill the following requirements: firstly, 
informed consent forms originating 
from outside the region must be trans-
lated by competent expert translators; 
secondly, persons totally independent 
of the clinical trial must verify that all 
social and ethnic strata that participate 
in the trial understand clearly the con-
tent of the informed consent form; and 
thirdly, when indigenous populations 
participate in the trial, the informed 
consent form should be presented to 
them in their native language.

Translation buyers in the clinical 
arena, including Latin America, are 
used to dealing with academics, doc-
tors and pharmaceutical managers. 
There is a certain tone and expectation 
level that is required to be reciprocated 
when engaging these buyers.

An understanding of the science, 
processes and requirements of a clini-
cal trial is more likely to be appreciated 
than, for example, computer-aided 
translation tool knowledge. This would 
apply not only to direct clients but also 
to medical translation agencies that 
work within this atmosphere. Creating 
a sense of academia, reliability and an 
understanding of the wider clinical 
trial issues will be invaluable when 
translating for the sector.  

It is not only the tone of formal 
communications that it is essential to 
understand and get right, but also the 
tone and appropriateness of the mate-
rials in production. An understanding 
of the end use of the materials is useful 
but even more so is an understanding 
of the target audience. 

Adjusting the tone of a translation 
for a congress presentation, a patient 
information leaflet or a pediatric 
clinical evaluation can be difficult and 
requires research on both a clinical 
and cultural level. 

The result is that the materials a 
specific translator can work with are 
limited to his/her native country, in par-
ticular if the target audience is children 

or patients. The less academic the target, 
the more country-to-country variations 
will appear. For example, a clinical 
protocol might vary a little across Latin 
America, but a series of  pediatric psy-
chological evaluation questions would 
vary significantly across countries even 
within the same language, with each 
target country requiring not only review 
by a native speaker but  also a clinician 
with relevant qualifications.

Regulatory landscape in Brazil
The clinical research sector first 

started to evolve in 1996, when the 
country established regulations in 
accordance with international stan-
dards, specifically the IGH Guidelines 
for Good Clinical Practices (GCP).

The majority of clinical trials con-
ducted are Phase III trials according to 
the governing body Agência Nacional 
de Vigilância Sanitária (ANVISA). 80% 
of these clinical trials are conducted 
by multinational companies. Phase III 

studies are focussed on a large range 
of patients, with the objective of deter-
mining the risks and benefits of the 
target medicine.

In Brazil, the National Health Coun-
cil (NHC) approved a resolution that 
“research involving human subjects 
must ensure the research subjects the 
benefits resulting from the research proj-
ect, in terms of social return, access to 
procedures, products or research agents" 
(NHC 1996, III.3(p)). The resolution 
also provides that “in case of research 
conducted abroad or with external 
cooperation" evidence “of commitments 
and advantages to the research subjects 
and to Brazil, which will result from the 
implementation of the research" must 
be submitted (NHC 1996). Another reso-
lution states that “access to the medicine 
being tested must be assured by the 
sponsor or by the institution, researcher, 
or promoter in the event its superiority 
to the conventional treatment is proven" 
(NHC 1997, IV.1(m)).
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In Brazil, only out-of-pocket expenses 
are reimbursed. Patients receive trial-
related medical care at no cost, but no 
other financial incentive is permitted. 
This information is stated in numerous 
places in Resolution 196/96 by ANVISA.

As a result of the continued interest 
in Brazil, a proposal was announced to 
consider for the first time that patients 
and volunteers be remunerated for their 
participation. This is common practice 
in the UK and the US but is prohibited 
in Brazil. However, this new proposal 
was eventually rejected, with one pos-
sible reason being that it “could lead to 
exploitation; it’s one thing to pay for 
transport, but another to receive 10,000 
reals for one injection.”

The debates regarding payments 
highlight some of the challenges of 
working in a less developed region, 
where laws and regulations that may 
function in the United States and United 
Kingdom become much more challeng-
ing in a different cultural and socioeco-
nomic environment.

Brazil conducts the highest volume of 
studies in Latin America and the second 
highest out of the BRIC nations. Despite 
the six-month regulatory waiting period 
in Brazil, compared to just two months 
in other countries, Brazil still maintains 
its success as it has an ability to recruit 
patients very quickly. This shows Bra-

zil’s clinical trial potential, and despite 
current legal and bureaucratic delays, 
which are slowly being improved, it is 
currently an attractive location and set 
to improve as regulatory and legal fac-
tors improve, helped by strong national 
interest in improving the law as well 
as organizations such as the Brazilian 
Association of Clinical Trial Organiza-
tions, leading the way for governments 
and multinational organizations to 
work together.

Of the 9,500 qualified doctors in 
Brazil, just 10-20% are in contact with 
the clinical trial system. The result 
is that there is a lack of experience 
being generated in-country by Brazil, 
meaning that innovation and scien-
tific progress are extremely dependent 
on the qualitative improvements of 
medical teaching in Brazil. For post-
graduate studies with a focus on clini-
cal trials, there is a need for a much 
higher number of doctorate professors, 
which can only be achieved through 
the completion of unique scientific 
research. The reality is that it is much 
more common for further specializa-
tion to occur for personal professional 
gain, as this is where the immediate 
demand is, rather than the completion 
of unique clinical research.

It seems that the Latin American 
region has the ingredients for an opti-

mum clinical trial environment, and 
the sector is gaining momentum from 
recent investments and development.
However, there are cultural, regula-
tory and educational issues that need 
to be addressed by the sponsor and at 
the local level in order for the recent 
continued growth to be sustained. 
The region will continue to be of 
great interest to multinational clinical 
research organizations and pharma-
ceuticals for its large, diverse and rap-
idly expanding population (much of 
which is treatment-naïve), shortened 
approval times, improved GCP com-
pliance and an emergence of diseases 
predominant in developed countries. 
Successful patient enrollment and 
retention rates, and proximity to West-
ern biopharmaceutical companies, are 
additional factors. 

There are significant hurdles that for-
eign sponsors must also consider, how-
ever, including linguistic and cultural 
barriers, as well as other socioeconomic 
factors such as poverty, illiteracy and 
— perhaps even more dangerous — mis-
information. Successful outsourcing of 
clinical trials to Brazil therefore involves 
an understanding of these factors, and 
how they affect clinical research. It will 
also depend on the local development of 
the country’s infrastructure and regula-
tory support for trials, and how the 
region develops relative to its competi-
tors over the coming decade.

Global impact on 
translation requirements
As the above advantages of con-

ducting a clinical trial in Latin Amer-
ica increase in importance, so will the 
number of trials in the region. Over 
time, governments and regulatory bod-
ies have begun to develop significantly 
in the region and will continue to do 
so alongside the trial development.

The result for the translation industry 
is the responsibility to accurately and 
faithfully translate both the increas-
ing number of legally required and 
logistically necessary materials, while 
evaluating both the scientific content 
as well as adjusting the tone to the rel-
evant audience. It is the responsibility 
of the end client, agency and translator 
to ensure that all of these laws, subtle 
nuances and quality communications 
are rendered for the continent in order 
to facilitate the trial development.  M
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Patent translation 
in the Middle East 

Zoe Laventhol & Afaf Steiert

OOver 800 US patents are granted on average per 
day according to recent trends, and more than half 
are of foreign origin. Patent laws are vital to eco-
nomic growth and human innovation; they guar-
antee an inventor the exclusive right to sell and 
profit from his or her product for a set amount of 
time, which is often what makes the investments 
involved in researching and creating it possible. 

Pharmaceutical patents are of particular importance 
because they incentivize the development of new medicines, 
drugs and vaccines. Every country has different patent laws 
and application requirements, so an inventor must apply for 
a separate patent in every country in which he or she intends 
to sell a product. US business with foreign countries has 
expanded exponentially in recent years — the number of US 
utility patents (including pharmaceutical patents) granted to 
foreign inventors or companies has risen by over 200% in 
the past two decades and currently exceeds those granted 
to domestic inventors (Figure 1). The rising globalization of 
new products and ideas means that the patent translation 
industry is also increasingly in demand. 

This growth is particularly marked in US trade with the 
Middle East. In the last 20 years alone, the number of US utility 
patent grants originating from Arabic speaking countries has 
skyrocketed by over 3,000% — from just 12 patents in 1993 to 
412 in 2013 (Figure 2). Most of this is driven by Saudi Arabia, 
although Kuwait, Egypt and the United Arab Emirates (UAE) 
also contribute a significant percentage. The business goes 
both ways: not only are Middle Eastern companies increasing 
their product sales and business roots in the United States, 
but US business in the Middle East 
and North Africa region is expand-
ing more rapidly than in any other 
part of the world. US commerce with 
the Arabic-speaking world grew by 
more than 17% between 2011 and 
2012 alone. The UAE was the top US 
business partner in the region that 

year, increasing imports by an astounding 41.9%. Pharmaceu-
tical sales also constitute a very important percentage of that 
growth: US pharmaceutical sales in the UAE alone rose from 
roughly $26 million in 2002 to almost $160 million in 2010. 
The English-Arabic patent translation industry is starting to 
expand along with this meteoric rise in trade between the 
United States and the Middle East, due to increased patent 
requirements to produce new medicine in different markets 
under the license of big pharmaceutical companies.

Pharmaceutical and chemical patents are classified as utility 
patents by the United States Patent and Trademark Office. A 
standard US utility patent is generally 10,000 to 20,000 words 
long, with some patents of up to 80,000 words in length, and 
includes a set of claims, a description of the invention or product, 
a declaration that the filer of the patent believes that they are 
truly the original inventor of the idea, a detailed drawing of the 

Afaf Steiert is the president and cofounder of Afaf Translations 
LLC. She works as a conference Arabic interpreter and oversees all 
medical translation services at Afaf Translations. She has an MS 
from the University of Basel, Switzerland.

Zoe Laventhol graduated from Boston University in May 2015 
with a major in international relations and a minor in Arabic.

Figure 1: US utility patent (or "patents for invention") grants in 2013.
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invention (in the case of a pharmaceuti-
cal patent, this would most likely be of a 
new compound’s chemical structure), an 
abstract summarizing the entire patent 
and a filing fee. The claims are the most 
important component of a patent appli-
cation, as they define the invention and, 
if granted, serve as the legal reference 
for issues of patent validity or infringe-
ment. The decision whether or not to 
grant a patent application is also largely 
determined by a thorough examination 
of the claims. 

The language of a patent must be 
extremely precise and detailed to ensure 

clarity and proper legal protection, 
so inventors will often hire a patent 
attorney to help them write the patent 
application. Other suggested best prac-
tices to assure accuracy are the inclu-
sion of a glossary to define potentially 
ambiguous terms, and even designating 
a dictionary so that the intended defini-
tion of every word of the patent is clear. 
Less than half of the patent applications 
filed in the United States last year were 
granted. Although several of the applica-
tions were rejected because the original 
claim was not patentable, many patent 
applications are also rejected because 

of mistakes, missing parts or ambigui-
ties in the language that can cause the 
patent examiner to wrongly interpret the 
claims.

Writing a legally, scientifically and 
technically accurate patent application 
is complicated enough, but a further 
dimension is added when inventors 
hope to market their products world-
wide. To use or sell inventions such as 
medicines internationally, inventors or 
companies need to apply for a patent 
in the country they plan to do busi-
ness with, which means that their pat-
ent application must be translated and 
localized. For example, a Saudi Arabian 
company hoping to expand its business 
to the United States would have to apply 
for a US patent for its product, mean-
ing that its original patent application 
would have to be translated into English 
and localized to the correct legal format. 

This is no simple task — patent 
translation requires extreme accuracy, 
as even small mistakes or slight mis-
interpretations could compromise the 
scientific, intellectual, and legal integ-
rity of the invention. Fully qualified 
patent translators should not only have 
several years of legal or patent transla-
tion experience and fluency in both 
the source and target languages, but 
also formal training or an advanced 
degree in a field related to the patent. 
For pharmaceutical patent translation, 
this would mean advanced studies or 
significant experience in medicine or 

Figure 2: In 20 years, US patent grants originating from 
Arabic-speaking countries have gone up by over 3,000%.
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chemical engineering. Additionally, 
patent translations should go through a 
very experienced proofreader who also 
has advanced knowledge of the field, to 
ensure that the document is linguisti-
cally, grammatically, mathematically 
and scientifically accurate. Glossaries 
also become more important as a best 
practice in patent translation, as key 
terminology throughout the patent must 
be correct and consistent.

Chemical and pharmaceutical patent 
translation, particularly between Arabic 
and English, can be especially com-
plex. The International Union of Pure 
and Applied Chemists, a standardizing 
body for organic chemistry, publishes 
its original standards in English. This 
means that the international standard 
incorporates English writing conventions 
that may not exist in other languages, 
such as white space and capitalization. 
For instance, “Co” denotes the element 
Cobalt, whereas “CO” represents the 
compound carbon monoxide. Arabic, 
unlike English, does not have capital 
letters as a part of its alphabet. This 
complicates the translation process and 
necessitates extreme attention to detail, 
as well as a translator and proofreader 
with advanced knowledge in the field. 

Another complicating factor is that 
Arabic and English do not share the 
same letters and sounds. Transliteration 
of chemical compound names is vitally 
important even when translating 
between languages that share the same 
alphabet and roots, and even between 
different dialects of the same language. 
For the sake of simplicity, we show here 
an example in the Portuguese language 
instead of Arabic: ethyl acetate is trans-
lated as acetato de etilo in European 
Portuguese, but as acetato de etila in 
Brazilian Portuguese. Transliterating 
between languages that do not share an 
alphabet or a root system adds several 
more layers of complexity. Many scien-
tific terms such as compounds and bio-
logical species names are originally Latin, 
not English. Thus, the translator must be 
familiar with those compounds that need 
to be either translated or transliterated 
versus other compounds that should 
neither be translated nor transliterated. 
A knowledge of chemical transliteration 
conventions in both the source and tar-
get languages is paramount. One mistake 
could turn years of hard work, resources 
and creativity into a meaningless jumble 

of letters, or could cause significant and 
unnecessary delays in the patent applica-
tion process, leading to a loss of business 
or an additional waste of resources.

Computer assisted translation (CAT) 
tools can be very useful for the legal 
language of patents, as these rely heav-
ily on literal translation. However, 
machine translation and spelling cor-
rection software are not ideal when 
translating uncommon words, or words 
that contain unusual letter sequences, 
such as chemical compound names 
like chloroxylenol. When translating 
between English and Arabic, CAT tools 
may also often cause formatting issues. 
These are easily rectified in most trans-
lations with regular sematic structure, 
but they can be virtually destructive 
when translating things such as bonds 
or chemical structural formula symbols 
in a patent translation. In particular, 
this requirement to constantly alter-
nate between writing directions — left 
to right for English and right to left 
for Arabic — demands the translator’s 

attention to retype the segments of a 
compound when it is composed of Ara-
bic transliteration, Western and Greek 
letters and numbers. 

There is great opportunity in the 
translation of intellectual property 
documents between the English and 
Arabic speaking worlds. With the rise 
in economic and intellectual exchange 
between the Unites States and the Mid-
dle East, a steady increase in demand 
for translation between the Arabic 
and English languages of intellectual 
property literature is occurring. Using 
the example of pharmaceutical patents, 
we have highlighted the highly special-
ized, multidisciplinary skills required to 
translate patents and other intellectual 
property literature, which make Ara-
bic-English patent translation a highly 
specialized field, though one that is 
starting to develop more as demand 
grows. As the industry continues to 
advance, it will hopefully continue to 
also fuel a greater mobility of inven-
tions and ideas across the globe.  M
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Titles, community interpreting 
and health care settings

Angela Sasso 

AAnn Corsellis pithily states in her 2005 “Train-
ing Interpreters to Work in Public Services,”  
that “clarification of title is a useful beginning.” 
In community interpreting, also known as pub-
lic service interpreting, there are currently two 
primary approaches to title designation: the 
first addresses community interpreting as com-
prehensive of all interpreting that occurs at a 
community level, regardless of sector (health, 
legal and public services) and the second is 
title segmentation, whereby community and, 
largely, medical interpreting are recognized as 
distinct designations. Both approaches have 
been applied in different regions. 
As the profile of community interpreting comes to higher 

prominence, and as stakeholders advance the dialogue on 
standards, certification and training for community inter-
preting, the distinctions become more significant. It is 
important that all key players, and principally the practitio-
ners, understand how the divergent approaches can support 
or hinder future efforts at professionalization. 

Community interpreters provide a valuable service in the 
provision of health and public services. Community interpret-
ers are language professionals who adhere to a strict code of 

conduct, professional standards and ethics, and are trained in 
the core competencies of interpreting. Without the inclusion 
of community interpreters, non-English-speaking clients and 
English-speaking service providers are left to rely on family 
members, friends or organizational volunteers — all of whom 
cannot and should not provide language services. Community 
interpreters who are screened and properly trained ensure not 
only access, but also quality access, demonstrated by confi-
dential, impartial and accurate services. 

In addition to facilitating access to services for vulner-
able populations, community interpreters themselves are 
primarily immigrants and refugees who have utilized their 
language skills and professional training to build and con-
tribute to one of the largest growing global industries. This 
is an important point to note. We often exclude those very 
necessary and central voices from the discussion, and instead 
create definitions without truly appreciating the realities of 
interpreting at the community level. Community interpret-
ing has its own unique characteristics. 

In the late 1980s to early 1990s I was fortunate to have 
been the manager of a community interpreting service based 
in one of the largest immigrant services in British Colum-
bia, Canada, and to have experienced the evolution of the 
industry at ground level. At the time, community interpret-
ing was still very much in an evolutionary state in British 
Columbia. The crossover from bilingual volunteer to trained 
language interpreter was in full process, and for the most 
part, service providers, health practitioners and the like were 
beginning to feel the language and cultural barriers created 
by clients from multilingual, multicultural populations. The 
fact that service providers tended to attribute this pain to 
a client’s inability to speak the official language and not 
to the fact that poor planning and insufficient resources to 
welcome a diverse client base might actually be the reason 
was why the onus was placed on the client to bring his or 
her own “interpreter” along.

Angela Sasso is director of Shifting Pictures. A 
veteran trainer, researcher and manager in commu-
nity interpreting and intercultural competence, she 
is currently president of Critical Link International 
and a member of the International and Canadian 
Advisory Committees to ISO/TC 3.
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We had been advocating for the 
use of properly trained and screened 
interpreters across public services for 
some years, but the critical mass did 
not happen in British Columbia until 
the late 1980s and even then the chal-
lenges were uniquely felt in the health 
care system. At the time, health care 
administrators, executives, practi-
tioners, policy makers and educators 
departed from the position that it was 
necessary that they define the role of 
the interpreter in a health care set-
ting, rather than acknowledging that a 
professional definition existed, and it 
was a matter of building a place for the 
interpreter within the health care team. 
It was a position that led us to explore 
the specific role of the interpreter in 
health care. But the initial provoca-
tion for this investigation could be 
attributed to the fact that health care 
systems and practitioners alike were at 
the time unfamiliar with how to work 
across languages and cultures. And to 
help them navigate the cultural divide, 
they imbued interpreters with all types 
of roles and responsibilities that were 
simply outside the core role and core 
competencies of interpreters. What was 
needed were interculturally competent 
systems, not protocols that relied on 
the interpreter to assist them in over-
coming the nonlinguistic barriers that 
arise when working across cultures.  

In Canada we have now embarked 
on the road to certification and I find 

myself coming back to this issue: how 
distinct is interpreting in the health 
care field from other community-
based settings? Is it fair to commu-
nity interpreters that we create more 
silos, thereby creating more costs and 
complicated procedures for a segment 
of the language industry where prac-
titioners move fluidly between health, 
education, corrections and social work 
settings all in one day? Are the current 
efforts at establishing titles for com-
munity interpreters reflective of the 
industry reality? 

We fought and won the larger battle 
for the preservation of the role of the 
community interpreter as a language 
conduit, with clear definitions and role 
competencies. As we move forward 
toward certification and accreditation, 
let us also not lose sight of the fact that 
we must be heard as titles are estab-
lished, and ensure that the processes, 
as well as the title, reflect the work of 
interpreting in community and public 
service settings.

A history of community 
interpreting in Canada
In the 2002 article “Community 

Interpreting: a profession in search 
of its identity," Roda Roberts defined 
three main subdivisions in interpret-
ing: conference interpreting, court 
interpreting and community-based 
interpreting. Historically set against 
the backdrop of the more established 

subcategories of conference and court 
interpreting, community interpreting 
in Canada had struggled to find its 
position as a critical industry member 
since it started gaining higher promi-
nence in the early 1980s. While diverse 
sectors of public services have stressed 
that interpreting services are crucial to 
service provision, most notably health 
care and legal services, the overall 
field of community interpreting con-
tinues to remain largely unregulated. 
But change is transpiring, and in the 
process, our conceptualization of the 
role of the community interpreter is 
emerging, mainly through the presen-
tation of title designation.

Community interpreters work across 
public services and therefore must 
have the capacity to prepare for work-
ing in a variety of settings. Interpret-
ing in community settings means that 
an interpreter moves between different 
service contexts as well as different 
terminology contexts. 

In Canada we have taken a general-
ist approach to all interpreting activ-
ity that is done at a community level. 
Consequently this has meant that the 
umbrella of community interpret-
ing has incorporated all interpreting 
activities, regardless of sector (health, 
legal and public services). Legal in 
this sense is assuming the broader 
definition encompassing both in and 
out-of-court interpreting activities. 
Court interpreting in Canada enjoys 
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legislative protection under the Cana-
dian Charter of Rights and Freedoms 
Section 14, which states “A party or 
witness in any proceedings who does 
not understand or speak the language 
in which the proceedings are con-
ducted or who is deaf has the right to 
the assistance of an interpreter.” There 
is an accreditation process through 
the Canadian Translators, Terminolo-
gist and Interpreters Council (CTTIC), 
and their provincial affiliates, but 
nonetheless legal interpreting is still 
at times considered part of community 
interpreting. This association between 
court and community is frequently 
made because many of the same prac-
titioners who work in court also work 
across all sectors at the community 
level. Moreover, court interpreting 
in Canada continues to wrestle with 
many of the same issues that other 
sectors of community interpreting are 
facing: issues of professional con-
duct, professional competencies and 
professional recognition. The alliance 
between court and community is not 
intended to minimize the significant 
advances and sector-specific chal-
lenges and realities of court interpret-
ing, but instead to align resources and 
present a united front — an action that 
ultimately will benefit court as much 
as community interpreting.  

The rise of institutionalized 
community interpreting
The most active definition of com-

munity interpreting that is used in 
Canada comes from the 2010 Health-
care Interpretation Network’s National 
Standards Guide for Community Inter-
preting Services: “Bidirectional inter-
preting that takes place in the course 
of communication among speakers of 
different languages. The context is the 
provision of public services such as 
healthcare or community services and 
in settings such as government agen-
cies, community centres, legal settings, 
educational institutions, and social 
services.” This definition is echoed in 
ISO 13611:2014 Interpreting — Guide-
lines for Community Interpreting, 
recently published in November 2014. 

The increased prominence of com-
munity interpreting in the 1980s 
coincided with a marked change in the 
face of Canadian immigration, which 
experienced a dramatic shift from 
mainly European immigrants in the 
first half of the century to an influx 
of immigrants arriving from Asia, 
Africa, the Caribbean and Central and 
South America in the latter part of the 
century. In fact, research conducted by 
Larry Bourne and Rose Demaris (pub-
lished in The Canadian Geographer in 
2001) revealed that countries in these 

regions were providing almost 90% of 
the immigrants to Canada by the 1990s. 
As Canada welcomed newcomers from 
nontraditional source countries, work-
ers in the service of assisting newcom-
ers began to notice a growing need for 
language access to public, health and 
legal services. Initially the response 
was a typically ad hoc one in which 
family and friends “helped.” As noted 
by Uldis Ozolins in the July 2010 issue 
of The Journal of Specialised Transla-
tion, “the need to respond to linguistic 
diversity, especially through immi-
gration or asylum seeking, is rarely 
planned for by host societies.” This ad 
hoc response was sustained by the aid 
organizations giving “help” as much 
as by professionals working within the 
various mainstream sectors that were 
attempting to work with non-English 
or French speaking clients. Access to 
services through language support was 
a job done by any bilingual individual, 
regardless of how marginal his or her 
language skills were.  

The inflow of immigrants was not 
felt evenly across the country, how-
ever. Immigrant settlement patterns 
during that post-1980 period generally 
favored the provinces of British Colum-
bia, Ontario and Quebec. In the early 
part of the twentieth century, commu-
nity-based responses, mainly through 
religious organizations and ethno-
specific groups, sprung up to provide 
support to newcomers. As the century 
progressed, the sector began to see the 
development of a more coordinated 
effort through the implementation of 
nonprofit services for immigrants and 
refugees. It was primarily through 
these nonprofit organizations that 
community interpreting first gained a 
foothold. Initially listed as part of the 
job description for immigrant settle-
ment workers or administered through 
small project grants, interpreting 
services were at the time run as bilin-
gual or multilingual volunteer-based 
services, until the sector eventually 
recognized that the role of the inter-
preter was much more complex and 
dynamic than the existing approach 
afforded it. That community interpret-
ing in Canada emerged from the immi-
grant and settlement services, rather 
than from the interpreting profession 
itself (conference or court), explains 
the complicated path that this division 
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of interpreting has experienced. Our 
European colleagues have come to the 
same point in the road at a much faster 
pace, in a much shorter time. Settle-
ment services are advocacy-based 
services. As a consequence of being 
assumed within the role of the settle-
ment worker, community interpreting 
was, by extension, assigned with the 
responsibility of advocacy and cultural 
facilitation. Moving away from this 
to a more clearly defined description 
of interpreter as language facilitator 
proved challenging and caused con-
siderable tensions within the sector. 

In addition, the rise of community 
interpreting was definitely an institu-
tion-led field — one in which the needs 
of the institutions were primary and the 
requirements of the profession second-
ary.  This genesis has been at the core 
of why community interpreting has 
not been able to find a higher status 
within the field, even though, accord-
ing to a 2007 Industry Canada report, 
it has been one of the fastest growing 
segments of industry. This institution-
led historical context is also the main 
reason why community interpreting 
has been assigned so many roles, from 
cultural navigator to cultural liaison to 
advocate to language facilitator. Insti-
tutions looked initially to the bilingual 
volunteer, and subsequently to the 
interpreter (once the role had gained 
more prominence the sector transitioned 
from volunteers to paid interpreters) to 
help them in understanding their “new” 
clients, the diversity of cultures and 
different styles of communication and 
engagement that they were facing. 

Toward title designation
Community interpreters are also 

known as public service interpreters in 
Europe. According to Paola Gentile, a 
PhD Student in interpreting studies at 
the University of Trieste in Italy, the 
title change arose “to avoid confusion 
with the conference interpreters who 
work at the European Union — previ-
ously known as the European Commu-
nity.” But apart from those two labels, 
which are well understood within 
the field, community interpreters are 
generally recognized as professionals 
who work across sectors in community 
settings. After all, as Pascal Rillof, 
president of the European Network for 
Public Service Interpreting and Trans-

lation puts it, “medical interpreting is 
one kind of community or public ser-
vice interpreting. Moreover, what the 
medical interpreter actually does is not 
fundamentally different from what an 
interpreter does in other related fields: 
social service, welfare organizations, 
employment agencies, prisons, court 
of law, schools and so on.” 

It is interesting that these added 
classifications (medical and com-
munity) have become a part of the 
dialogue in community interpreting, 
whereas we do not see these divisions 
in other categories of interpreting. 
Kiran Malli, director of the Provin-
cial Language Service, a department 
of the Provincial Health Services 
Authority in British Columbia, ques-
tions this as well: “I am not sure why 
anyone would think that the notion 
of language specialist changes at the 
community interpreter designation.” 
Conference interpreters and court 
interpreters each have one designation. 
Is the community interpreting industry 
once again relinquishing its right to 
self-determination? If we don’t expect 
the same distinction for conference 
interpreters, then why are we making 
distinctions for community interpret-
ers? As Malli notes, “We seem to be 
creating silos in an already fragmented 
industry. Interpreting is interpreting is 
interpreting. The context changes but 
the skills remain the same.” 

The professional duty of any inter-
preter is to prepare for upcoming 
assignments using core competencies, 
acquired skills and occupation-based 
techniques, and to seek ongoing 
professional development. For com-
munity interpreters, the reality is that 
they often do not have the luxury of 
time or advance notice to prepare for 
upcoming assignments. Moreover, 
community interpreters must work 
across sectors in order to create a 
viable business that allows them to 
generate an adequate income — often 
crossing sectors within the same day. 
Title segmentation will not offset 
these realities. Understanding and 
incorporating the realities into the 
training, certification and examina-
tion structures is perhaps a better 
approach. Besides, as noted earlier in 
this article, community interpreters 
are primarily immigrants and refu-
gees themselves (at least in Canada, 
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but I would venture that it is the case 
in most regions), is it necessary to 
erect additional barriers to employ-
ment? “The creation of two categories 
requires the candidates to take two 
exams, which in itself creates a bar-
rier to employment,” notes Elizabeth 
Abraham, vice president of Critical 
Link International. “Given the high 
cost of the exams, most interpreters 
will choose one, which means they 

are limited in the settings in which 
they can provide services.” 

“Community interpreting must do a 
service to the interpreter as well as the 
industry — by acknowledging that on a 
day-to-day basis community interpret-
ers work across sectors and must do so 
with a talented fluidity,” says Rillof. 
While title segmentation in commu-
nity interpreting may be an attempt to 
create clear distinctions between set-

tings, in reality it might actually result 
in driving practitioners away, or risk 
noncompliance in an industry that is 
already fragmented. Further divisions 
in community interpreting will require 
that interpreters go through more than 
one certification process and exam, 
creating greater costs and unnecessary 
barriers, and doing a disservice to the 
very talents that keep this industry 
thriving.  M

“If I'm going too fast, you let me know,” Lola Bendana said. 
She does speak fast, primarily because she has a lot to say. And 
what she has to say is worth a listen.

Lola Bendana already has her hands full as the director of Multi-
Languages Corporation, a Canadian translation and interpreting 
services provider based in Toronto. In addition, however, and for 
many years, she has been a leader in the Canadian language 
industry, currently chairing the executive board at AILIA (Association 
de l'industrie de la langue/Language Industry Association).

In her role as a leader, and certainly while president of the 
International Medical Interpreters Association (2011–2014), 
she has been an outspoken and tireless advocate for improved 
access to interpretation in public settings, primarily health and 
social services establishments and courts. She also champions 
better training, accreditation and better working conditions 
for interpreters, which, as a logical extension, means better 
compensation. And Bendana's voice carries well beyond Canada.

When I caught up with her recently, she had just returned 
from speaking at an international conference on access to 
interpreting services in mental health institutions. Held at 
Heriot-Watt University in Scotland, Canada was one of eight 
countries invited to discuss issues and approaches. Apparently, 
Canada measured up pretty well.

“First of all,” Bendana said, “we were the only ones who had 
national standards for interpreting services.” Those standards, 
she explained, worked from a general approach to interpreting 
toward a more specialized approach, an evolution in stark 
contrast to the way other countries, notably the United 
States, developed standards. In Canada, she said, health care 
interpreting forms part of the core curriculum.

Bendana credits wide linguistic diversity, and recognition 
of that diversity, for shaping Canada's approach to policy, 
training and practice interpreting. “Just in Toronto, you have 
150 languages interpreted on a regular basis, in the courts, the 
hospitals, in social services.”

“Access to services was dealt with 20 years ago,” she 
continued. “The Ontario Ministry of Citizenship and Immigration 
actually provided funding to create certain organizations, 11 or 
12 agencies right now, to provide training for interpreters.” From 
that initiative and funding, additional programs emerged. What 
also emerged was professionalization — accreditation initiatives 
for community interpreters.

“We knew that we would need standardized training at the 
post-secondary level, we needed to have national standards 
and an accreditation system.” The development of a 180-hour 

course, the Language Interpreting Training Program (LIPT), was 
the result of a long process of discussion and collaboration with 
stakeholders. The LIPT represents an improvement on curriculum 
already offered, addressed fragmentation and furthered 
consistency across programs. “First offered at Seneca College in 
2006, LIPT is now offered at seven or eight other colleges across 
Ontario, plus it is offered online,” Bendana said.

Bendana believes that aside from access and quality issues, 
accreditation will help close the discouraging gap in earnings 
between conference interpreters and community interpreters. 
“Once we have this accreditation system, there has to be 
a way of recognizing the interpreters.” Such recognition 
includes improved working conditions as well as higher hourly 
rates, which, in turn, will attract more students and working 
interpreters to the field.

The conversation shifted to the development of standards, 
not only for interpreting, but also for translation services. 
Bendana took me on a whirlwind tour of international initiatives 
identified by a swirling alphabet soup of unpronounceable 
monikers, a crash course that left my head spinning. What 
I took from what she said is that there were a great many 
standards already implemented and more in the works. She 
also confirmed what I suspected. In an unregulated context like 
the language services industry, imposing and then enforcing 
standards as a requirement or even ensuring that private and 
public sector clients adopt standards as a widely used vetting 
tool in the bidding process is difficult. For example, because only 
a fraction of language services providers in Canada have sought 
and received CAN/CGSB-131.10-2008 accreditation, requiring 
the standard is simply not practical for buyers. Most language 
industry standards, in fact, serve as guidelines.

Although not required and sometimes perceived by providers 
as an unjustifiable added expense, Bendana stressed that there 
is an inherent added value to being accredited. “The thing is that 
people usually don't see behind the scenes what the real impact 
of the standards is.” Bendana mentioned the documentation 
process to meet the “ethics” component as an example. All those 
things that accreditation requires, she said, “help move the 
profession forward.”

She admits that change will not come overnight and, 
certainly, in the area of community interpretation training and 
accreditation, “a lot of education is needed.”

About the Author
Nancy A. Locke is a writer and translator living in Montreal.

Speaking for community interpreters 
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Multilingual postmarketing 
gets digital

Libor Safar

TThe life sciences industry is one of the most 
exciting places to be a globalization professional 
these days. By tearing a page from technology 
giants and top consumer brands, life sciences 
companies are discovering new ways to gather 
data and establish two-way conversations with 
patients and medical professionals about their 
products and the issues they address — all within 
the bounds of complex industry regulations. 
Without knocking the importance of premarketing clini-

cal trials, the amount of data collected in the research and 
development phase pales in comparison to the data that is 
potentially available postmarket release. By improving post-
marketing surveillance, life sciences companies are on the 
cusp of a digital revolution in the quality of information 
they can share with buyers to support the most beneficial 
outcomes.  

Since drugs and medical devices tend to be marketed 
globally, globalization is the gate for all postmarketing infor-
mation flowing both upstream and downstream between the 
organization and global buyers. Let’s explore some of the 
factors that are spurring life sciences companies to adapt 
their global communications. 

Since the dawn of the internet, buyers in practically every 
industry have been researching and sharing information 
about their purchases online, and nowhere is this truer than 
life sciences. Indeed, the volume of postmarketing medical 
information available online is growing exponentially. 

In fact, in life sciences, some of the most accessible con-
tent about any given product is buyer-generated content 
— where buyers include patients, medical professionals and 
institutions such as hospitals and insurers. 

More than in other industries, life sciences advertising is 
highly regulated. When it comes to advertising of prescrip-
tion drugs, for instance, only two countries may actually 
allow direct-to-consumer (DTC) advertising: the United 
States and New Zealand. In most countries, this promotion 
is not allowed, and advertising of nonprescription drugs is 
regulated and restricted in various ways.

As a result, postmarketing content is omnipresent online 
— yet only a fraction is under the producer’s direct control. 
Here are some of the typical examples of producer-controlled 
and market-controlled content:

■■ Content for patients and medical professionals
■■ Corporate websites and theme-based microsites
■■ Blogs
■■ Educational materials, including videos and animations
■■ Safety information
■■ Instructions for use
■■ User generated content (UGC)
■■ User/patient forums

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

Figure 1: Pfizer’s Getting Old campaign helps increase fan base 
outside the corporate messaging and online presence. 
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■■ FAQs
■■ Guides and instructions
■■ Patient stories
■■ Support apps
■■ Social media
■■ Clinical evidence, clinical reports
■■ Adverse effects reports

While other industries may respond 
to buyer reviews by saturating the 
airwaves with marketing spin, life sci-
ences companies have a public duty 
to help buyers understand their prod-
ucts — and also to extract meaningful 
insight from the vast amount of buyer-
generated content. 

Life sciences embraces 
social media
Slowly but steadily, many life sci-

ences companies are augmenting the 
required dry, jargon-filled content with 
marketing and social media tactics 
that consumer brands commonly use 
to shape conversations with buyers. 

The most successful companies try 
to communicate in a personal, less 
formal style and language. They adopt 
the mindset of media companies. After 
all, health makes for a compelling 
story, one that lends itself easily to 
online and social media. Educational 
disease awareness campaigns, which 
are non-promotional in nature, have 
become an acceptable way to start 
conversations with consumers in the 
absence of DTC promotion.

 Pfizer is a great example of a com-
pany that has established a major pres-

ence in social media, and a real leader 
in building theme-specific websites. 
Let’s consider the case of its campaign, 
Getting Old (www.getold.com). With-
out mentioning any specific products, 
the site (Figure 1) stays focused on the 
issue and its associated medical con-
ditions in a very social style, free of 
jargon, in an appealing, light design. A 
savvy approach to social media, such 
as the specific Twitter handle #FOGO, 
for “fear of getting old,” helps to spread 

the message further. This shows how 
life sciences companies can massively 
grow their fan base outside the corpo-
rate messaging and online presence.

Patients and physicians today are 
more connected, more informed and 
more empowered than ever. They 
expect life sciences companies to be as 
accessible as any other type of provider 
(Figure 2). They expect to interact any 
time, on any channel they choose. They 
look for personalized communication, 

Figure 2: Accenture’s research shows the preferred methods of outreach when receiving information on medicines and health care. 
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tailored to their needs, and above all, 
they expect fast, clear answers.

Accenture has recently conducted 
interesting research looking at which 
channels patients prefer for receiv-
ing information about medicines 
or medical devices. It is no surprise 
that the number one spot is occupied 
by printed information. People trust 
printed information, and health care is 
one area where trust matters. 

But modern ways of communication 
— such as social media, mobile apps or 
live support — are increasingly impor-
tant to life sciences given the maturing 
generations of people who have never 
known life without the internet.

Here are a few examples of new 
types of companies and platforms that 
provide new experiences and content 
to patients and doctors alike:

■■ BlueStar (www.bluestardiabetes.
com) is a digital substitute to the tradi-
tional forms of treatment, in this case of 
diabetes type 2. Approved by the FDA, 
it provides real-time motivational, 
behavioral and educational coach-
ing. This is designed to help patients 
self-manage their diabetes treatment 
plan. This is significant, since diabetes 
patients are notorious for not always 
being diligent with their treatment.

■■ The HelpAround app (helparound.
co) offers crowdsourcing of medical 
care. It allows patients — again with 
diabetes — to share supplies and advice 
wherever they are. It includes discus-
sion forums and 24/7 access to nurses 
via a call center. It provides forums 
to community members where they 
can ask questions and seek help, for 
instance if they run out of supplies 
when traveling. 

■■ HealthTap (www.healthtap.com) 
is another example of crowdsourc-

ing, this time serving health care 
professionals. This platform allows 
diabetes patients and other consumers 
to submit questions to a pool of some 
70,000 doctors. There are free and paid 
subscription levels. Paying subscribers 
can text or conduct a video conference 
with a doctor at any time.

■■ SERMO (www.sermo.com) is a 
dedicated social network for doctors 
(Figure 3). It allows peer-to-peer dis-
cussions and consultations. Only doc-
tors can join and participate and all 
SERMO's current 340,000 members are 
verified doctors.

■■ KevinMD (www.kevinmd.com) is 
a very popular platform where doctors 
and other health care professionals 
publish content that is hugely popular 
in the online space. This content often 
serves as reference for others since, 
statistically, some two thirds of physi-
cians currently access user-generated 
content for their professional purposes.

Amid growing volumes of multilin-
gual content about medicines, medi-
cal devices and medical conditions, 
regulators began paying attention. The 
FDA in the United States was among 
the first to take some action. Currently, 
this area is regulated primarily for 
medical devices class II and III.

In January 2014, the FDA issued two 
relevant guidance documents. Their 
draft guidance on “interactive promo-
tional media” applies to prescription 
drugs, but also serves as a reference 
for medical devices. This guidance 
specifies that user-generated content 
on firm-owned or firm-controlled 
venues is not considered promotional 
(labeling) as long as the user has no 
affiliation with the firm and the firm 
had no influence on the content (with 
no submission to FDA needed).

The same applies to third party 
bloggers or managed communities, if 
companies have no editorial control 
or oversight over how that content is 
used. The bottom line is that content 
a brand produces inside of a real-time 
channel does not have to be submitted 
to the FDA before it is deployed inside 
of a channel.

The other guidance, for “industry 
internet/social media platforms with 
character space limitations,” effectively 
addresses the use of Twitter or online 
paid search. It provides some no-non-
sense guidelines on how life sciences can 
and should communicate in these media.

Postmarketing 
surveillance and vigilance
Postmarketing surveillance (the 

proactive method) and vigilance (the 
reactive method) are ways of gather-
ing information about any potential 
adverse effects medicines and medical 
devices may have after they are made 
available on the market.

In the Unites States, the FDA tracks 
some 100,000 adverse events reports a 
year. Reports are collected in a pub-
licly searchable database, though with 
variable content and quality. Interest-
ingly, unlike in some other countries, 
most of these reports originate from 
manufacturer representatives rather 
than health care providers.

The electronic reporting of medical 
device-related adverse effects to the FDA 
comes into effect on August 14, 2015. 
This will be done via single reports sub-
mitted using the FDA’s eSubmitter tool. 
The FDA also has two other new tools in 
place. MedWatch Plus is the electronic 
system for adverse event reports and 
other safety information for all FDA-
regulated products. The FDA Adverse 
Event Reporting System (FAERS) is the 
new repository of advanced analytical 
methods designed to make analysis of 
safety reports and potential threats a lot 
more effective.

In the European Union (EU), the 
reporting of adverse effects is done 
via competent authorities in indi-
vidual member states, via the National 
Competent Authority Report (NCAR), 
which then inform the European Com-
mission and other EU member states of 
all their actions proposed or taken as a 
result of the reports. As in the United 
States, the EU maintains a centralized 

Figure 3: SERMO is a dedicated social network for doctors, now expanding globally. 
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database, EUDAMED, which, however, 
is not available to the public.

Major changes to the regulatory 
framework are currently underway in 
the EU. While the two new regulations 
governing medical devices that will 
replace the current directives are still 
in the making, when they do come 
into force, there is a clear move toward 
strengthening the role of the database, 
and for the collection of data related 
to clinical investigations. There will be 
a new centralized system for notifica-
tions and reporting of severe adverse 
events and the scope of postmarketing 
clinical follow-ups by manufacturers 
will be largely extended.

The Universal Device Identification 
(UDI) is quickly becoming key to the 
advances in the reporting of adverse 
effects. A UDI is a unique numeric or 
alphanumeric code that manufacturers 
need to include on device labels and 
packages. Each UDI must be provided 
in a plain-text version and in a form 
that uses automatic identification and 
data capture technology.

The huge benefit of UDIs in the con-
text of postmarketing vigilance is that 
they allow linking specific devices to 
clinical information. This, in turn, can 
enhance the context of adverse event 
reports. The use of UDIs on medical 
devices ensures their traceability and 
effective aggregation of adverse event 
data, as well as better coordination of 
recalls.

At the moment, UDIs have been 
introduced by the FDA and are also 
included in the new EU regulations 
that are currently in the works. In the 

US, manufacturers had to update the 
labels and packages with UDI-related 
information by September 2014, for 
class III medical devices and standalone 
software. By September 2015, they are 
obliged to do the same for labels and 
packages of implantable, life-support-
ing and life-sustaining devices and 
standalone software. Class II devices 
then have to meet the same require-
ment by September 2016.

Adverse drug reactions (ADRs) are no 
small thing. They are estimated to cause 
almost 200,000 deaths per year in the 
EU. This was one of the reasons behind 
the new pharmacovigilance directive 
and regulation that came into force in 
the European Union in July 2012.

With the directive, ADR reports are 
now submitted centrally only into the 
EudraVigilance database. In the past, 
reports went via individual national 
competent authorities. Given its appli-
cation across the whole European 
Union, it is no surprise that ADRs 
frequently require translations. This 
is often unstructured content, which 
needs to be completed very fast, within 
the window required by the regulation.

Among other things, the new EU 
pharmacovigilance legislation laid 
down provisions in Article 57(2) of 
Regulation (EC) No 726/2004 for imple-
mentation of electronic submission of 
actual medicinal product information in 
the EU. Marketing Authorization Hold-
ers (MAHs) are required to electroni-
cally submit to the EMA information on 
all medicinal products for human use 
authorized or registered in the EU.

As with other submissions to the 
EMA for medicinal products, there is 
a language element to this, depending 
on the type of authorization proce-
dure used. For products authorized 
via the mutual recognition procedure, 
decentralized procedure or the purely 
nationally authorized products, infor-
mation needs to be provided in the 
national languages of the country 
of authorization. This applies to the 
product, product substance (this is also 
to include translation into English), 
Printed Product Information (PPI) and 
Printed Substance Information (PSI) 
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(where used). Structured Substance 
Information (SSI) remains in English.

Online content 
and regulatory requirements
Progressive life sciences companies 

are starting to use the web and social 
media to support the current regula-
tory requirements, mostly to enhance 
the reporting of adverse effects. This is 
important, since according to some esti-
mates, about 90% of side effects to drugs 
may not currently be reported. The goal 
is to gather as many relevant inputs as 
possible from health care professionals, 
patients, caregivers, sales representa-
tives, call centers, patient support pro-
grams, registries, as well as social media.

Novartis is an example of a company 
that has built an efficient system for 
electronic, real-time reporting of spon-
taneous adverse events, or side effects, 
globally. To encourage reporting, their 
online interface is available in multiple 
languages. Reports — submitted by 
patients or health care practitioners 
— are stored in the company’s central 
database of patient safety information 
in less than a minute, which allows for 
a rapid reaction.

The amount of content online and in 
social media is growing exponentially, 
and the same applies to content from 
patients and medical professionals 

related to medical information. Social 
media has emerged as one new effec-
tive risk management tool for tracking 
potential adverse drug reactions.

A 2014 study funded by the FDA 
examined some 6.9 million Twitter 
posts and found 4,401 tweets that 
resembled an ADR. When compared 
with data held by the FDA, the study 
found a high concordance between 
the data across multiple organ classes. 
This shows that user generated content 
related to adverse drug reactions may 
closely follow what gets reported as 
actual ADRs using official channels.

In another social media project that 
involved Novartis, researchers have 
analyzed over 250,000 social media 
posts for 250 medicines in the EU. 
Among these, they identified some 
12,000 posts that could be a possible 
ADR report. These were then filtered 
down further, arriving at some 1,500 
actual ADR reports. 

Today, it is possible to build and cus-
tomize social listening and social media 
analytical tools that enable pharmaceu-
tical companies to mine online content 
and social media for user-generated 
content and identify possible ADRs. 
This is a nascent field, and one which 
follows the recent developments in 
marketing and social media analytics 
and management, as well as the grow-

ing application of natural language 
processing in commercial scenarios.

Pharmaceutical companies can 
trawl social media for potential ADRs, 
analyze users’ comments in multiple 
languages, taking into account the 
many potential variants of keywords, 
including slang, misspellings and so 
on, and then provide a short-list of 
potential ADRs that can be narrowed 
down to actual adverse reactions.

The European Union is involved in 
the WEB-RADR project (www.web-
radr.eu), launched in September 2014, 
where RADR stands for recognizing 
adverse drug reactions. This three-year 
project is coordinated by MHRA (UK’s 
Medicines & Healthcare products Reg-
ulatory Agency) and its participants 
include the EMA (European Medicines 
Agency) as well as “big pharma” com-
panies such as Amgen, AstraZeneca, 
Bayer, Novartis and Sanofi-Aventis.

The project aims to develop new 
data-mining techniques for publicly-
available social media posts, for the 
detection and evaluation of suspected 
ADRs. Its goal is also development of a 
mobile phone app (Figure 4) for direct 
and instant reporting of suspected 
ADRs to EU regulators. This app is also 
to provide a means for regulators to 
communicate back the latest pharma-
covigilance information.

Are we at the cusp?
Digital health care — comprising 

everything from electronic health 
records to fitness-monitoring devices, 
apps and services — has steadily brought 
life sciences closer to consumer and IT 
industries over the past decade, so these 
new trends revealing further conver-
gence should come as no surprise.

Those who stand to win big in 
this new era are the successful cross-
pollinators: life sciences companies 
that can maintain their tight control 
over regulated communications while 
deploying proven tactics from other 
industries to establish two-way com-
munication with global markets.
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world heath in one career move?  M
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Health care localization 
process case study

Kevin Donovan 

RRecently the mid-sized, regional health care 
company where I work revamped its local-
ization tools and processes. The way that it 
achieved this may be of interest to other health 
care organizations that are expanding overseas. 

The products that benefited from this project differed 
somewhat from each other — one is a client-server disease 
management telemedicine platform and the other a web-
based behavior modification application. As you might 
expect, the localization challenges were different for each 
product. As it happened, however, a careful analysis of the 
existing architectures and prior localization efforts helped 
an in-house team to assemble requirements, obtain approval 
from upper management, implement a solution and then use 
it successfully. 

In tandem with this project, the company set about 
defining how any localization project should get done. The 
translation process that resulted defines exactly what dif-
ferent team members and customers must do in order to 
prepare, implement and conclude any localization project. 
It also established guidelines for partner companies such as 
translation agencies and software development firms.

 
Background
The company began selling its products several years 

ago. Its first overseas customer was a German medical insur-
ance company. Due to the fact that this client did not need 
multilingual functionality — its staff and all of its insured 
were assumed to speak and read German — the decision was 
made to translate the products without first international-
izing them. Since health care systems are usually country-

specific, it was thought that every future customer would be 
based in one single country with one dominant language.

The development team created a utility that reflected the 
unilingual nature of the products. It gathered the English 
language strings from sources such as database tables, 
RESX files in the case of the web application and DLL files 
in the case of the disease management application, and 
stored them in its own database. This tool then exported 
the English language requiring translation to different Excel 
file strings. Typically, these files were sent to an agency for 
translation. On their return, the files — now with translated 
strings — would be uploaded into the translation utility and 
new language packs would be created. 

This rather simple localization process worked fairly well 
for a while. Since the telemedicine product sold in Germany 
was seen by only its own employees and not by the public 
at large, review of the translated user interface could take 
place at a relaxed pace. Most of the strings requiring transla-
tion consisted of two or three words, so the structure of the 
Excel files did not pose any big problems for the translators. 
The web application at that time was not very complex and 
was considered as an add-on to the disease management 
product that was used by nurses to call patients and monitor 
their health. Any changes to the translated strings that were 
suggested by the customer could be made in the Excel files 

Kevin Donovan has worked on localization projects 
for over 14 years. He took an active role in defining a 
new translation process for the health care company 

referenced in the above article. 
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The multilingual translation process. DB = database; TC = translation coordinator; and LE = localization engineer.

that were subsequently uploaded. Lan-
guage packs containing the updated 
translations were deployed as part of 
service packs. 

As the company’s products evolved, 
however, the limitations of this process 
and of the utility at its center began 
to be noticed. About 60,000 words of 
HTML formatted text was added to the 
database in support of the behavior 
change web application. Translators 
on one project complained about hav-
ing to insert HTML tags in Excel cells 
that sometimes contained three or four 
paragraphs. In addition, several newer 
database tables had three or more col-
umns with text requiring translations 
and the resulting Excel files were not 
easy to translate. The import-export 

tool itself, it was discovered, did not 
always import HTML-formatted trans-
lated database strings successfully. As 
a translation coordinator, I often had 
to load the translated database strings 
via SQL scripts, bypassing the tool 
altogether. Sometimes it was difficult 
to learn which Excel file contained the 
string requiring modification. In addi-
tion, the tool had a complicated user 
interface (UI) that required extensive 
training and was accessible only by 
the release engineer who was busy 
with other tasks.

A turning point
As the company expanded its sales 

efforts, the problems with the transla-
tion process became known beyond the 

localization team. The head of develop-
ment, for example, was concerned that 
the release engineer was spending too 
much time on tasks related to transla-
tion. Project managers wondered why 
it took two people to fix a language 
bug — one to find and modify the 
string in the Excel file and another to 
load it into the translation utility. But 
it was a translation vendor’s inability 
to supply a quote that marked the start 
of a translation initiative. 

Shortly thereafter, the head of 
development asked for user require-
ments for a new translation utility. In 
the meetings that followed, one of the 
main requirements to emerge was the 
export and import of strings in XML 
and not in Excel. In part this was due 

mailto:editor@multilingual.com


to comments made by the translation 
agency, but there were other reasons as 
well. XML offered several advantages. 
First, it was much easier to load into 
SDL Trados. Second, the customer 
could review and modify the trans-
lated text with an XML editor and not 
with Excel. Third, text that was spread 
across several columns of an Excel file 
would be displayed in linear fashion in 
XML, making reading and translating 
easier. 

The user requirements that I col-
lected included other items as well, 
some practical, others less so. Making 
the translation utility accessible to 
more users was one suggestion that 
was retained. The tool would also sup-
port modularization — searching for 
the files and database tables associated 
with a particular functionality, making 
it easier to find exactly the right string. 
In addition, the utility had to support 
the changes to the database schema 
that a future multilingual capability 
would require. 

A request for the real-time “live” 
editing of translated UI strings was 
also made, but ultimately rejected. 
Such a feature would allow the cus-
tomer to modify translations rapidly, 
but would complicate the creation of 
service packs and other releases. There 
was no easy way to update develop-
ment source code in response to this 
kind of editing and so any RESX files 
modified by the customer through 
“live” editing could be overwritten by 
a service pack. In addition, even minor 
changes to the screens of a customer 
installation could lead to problems in 
testing and bug tracking.

 
Blessing in disguise
Work on the new utility was delayed 

during the implementation of the web-
based product at a new customer site. 
Certain events related to this effort, 
ironically enough, helped speed up 
development of the tool and the redef-
inition of the translation process. 

Unlike earlier customer projects, this 
one had a much higher public profile. 
Parts of the behavior change web appli-
cation would be visible to the public at 
large and all of the application would 
be accessible to tens of thousands of 
policy subscribers. Since the customer’s 
image was very much on the line with 
what was an unknown technology in 

this market, an extensive review of the 
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this market, an extensive review of the 
translated UI was a necessity. 

Given this situation, as you might 
expect, the customer demanded sub-
stantial changes to the translated web 
application. Making changes to the 
static text took more time than planned. 
Some developers had neglected to put 
English language strings in RESX 
files where the translation tool could 
capture them. This resulted in cod-
ing changes that required code builds 
before an actual translation could be 
uploaded via the translation tool. 

As challenging as this was, enter-
ing changes to HTML text in database 
tables proved a bigger problem. The 
customer was ill-prepared to modify 
the contents of Excel files, and copied 
the translated text into Word, delet-
ing all formatting in the process. This 
entailed the manual reformatting of 
HTML text on each occasion when the 
customer made changes to the transla-
tion. Since several different groups in 
the customer organization reviewed 
and modified this text, reformatting 
the translation into HTML became a 
temporarily fulltime job for one staff 
member.

The labor-intensive character of 
this translation process, the related 
inadequacies of the existing tool and 

the length of time required to change 
UI language strings did not go unno-
ticed by upper management. Once the 

customer approved the translation and 
the wellness web application went 
live, the push to complete the tool and 
update the localization process became 
a company-wide goal.

Lessons learned
A thorough review took place 

following the live launch of the cus-
tomer website. Representatives from 
development, project management 
and the in-country team were all 

consulted on what worked well and 
what improvements were needed. The 
review confirmed, as expected, that the 
turnaround required to fix a transla-
tion change request was too long. The 
review also highlighted the need to 
1) have every engineer put strings in 
resource files religiously, 2) hire and 
train in-country personnel prior to a 
localization project and 3) have a local 
employee review every version of the 
translated UI. 

There were other lessons learned 
as well. Moving forward, translations 
would be performed only by profes-
sionals with domain knowledge. While 
most of the customer-facing text had 
been translated by an agency, some 
of the text had been translated by an 
employee of our company, a native 
speaker who volunteered to help. Fortu-
nately, another local employee was able 
to review and modify this translation. It 
had also become apparent that a local 
employee should be in near constant 
engagement with the customer con-
cerning translation review, and have a 
backup plan ready when the customer 
wanted to modify translations. 

At the same time, with require-
ments in hand and a customer deploy-
ment behind it, the development team 
began work on the new translation 
utility. In the months that followed, 
the developers prototyped a tool that 
anyone could use to export both XML 
and Excel files. This new utility was 
shown to process strings from data-
base tables, RESX files and DLL files 
effectively. In addition, a translation 
vendor confirmed that XML output 
files were significantly easier to pro-
cess in SDL Trados than the Excel files. 

A new translation process was 
defined around the new tool, taking 
into account the lessons learned from 
the after action review. The release 
engineer was all but removed from the 
translation process and the translation 
coordinator assumed responsibility for 
translation exports and imports. In-
country employees with knowledge of 
the local language were to review the 
translations before and after they were 
loaded into the product. Each version 
of the translated UI would have to pass 
a quick sanity check before a customer 
would be allowed to view it.

This new process was communicated 
to all participants in the translation 
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process, including the translation 
vendors. One agency modified its 
workflow tool to incorporate the in-
country employee review into its own 
translation process, using a web-
based workflow management system. 
Fixing language defects was now 
dramatically faster in large part due to 
the new utility, but also due to the way 
engineers routinely put translatable 
strings in resource files. 

As for the review and modifica-
tion of certain translated text, the new 
translation process admittedly left a 
gap. The HTML content — all 60,000 
words’ worth — required special han-
dling during review and modification 
if the formatting were to be preserved. 
After some investigation, a workaround 
was found. With minimal training, the 
customer could use the what-you-see-
is-what-you-get XML Serna editor to 
modify the translated text while at the 
same time preserving the formatting. 
Preparing the modified HTML format-
ted translations for uploading now 
takes minutes and not hours and can be 
done whenever the customer needs to 
make changes.

Looking forward
As the world’s population ages, 

wellness and health care companies 
will find themselves exporting their 
technology to all parts of the world. 
As they do this, they will need to 
adapt their products to local markets 
and cultures, as software, automotive 
and other companies have already 
done. For companies selling wellness 
and disease management programs, 
the translation challenges are likely 
to be greater than those facing other 
industries. Any company in this field 
should expect intense translation 
reviews from medical, usability and 
marketing experts who are affiliated 
with the foreign customer. 

Having the tools and processes that 
will let a company rapidly integrate 
customer comments is therefore an 
essential part of a successful localiza-
tion strategy. Through trial and error, 
one mid-sized US company was able to 
develop an effective localization process 
by determining what its needs were and 
by creating the tools and the system to 
meet them. Before venturing to sell its 
solution abroad, any other health care 
company should do the same.  M
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detailed insight on how to optimize operational 
design, cost structures, use of technology and 
resource allocation. 

Who we are: 
Specialized in translation automation technolo-

gies, we are a team of independent consultants, 
software engineers and computational linguists 
with unparalleled expertise in business process 
automation, multilingual knowledge manage-
ment and language strategies.

 CrossLang
Gentbrugge, Belgium

info@crosslang.com • www.crosslang.com
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Setting up a successful video 
globalization process at Dell

Ralph Jung

AAt Dell, we localize more than 250 eCom-
merce videos into 14 target languages per year, 
which is rather unique within our industry. 
Video localization enables us to reach up to 
90% of all internet users in the world, according 
to the T-index provided by Translated.net. This 
requires a process that is scalable, cost-efficient 
and fast, yet still offers a high level of quality.

A visitor who watches a video will stay an average of 
two minutes longer on your website and will be 64% more 
likely to make a purchase, according to a study published by 
ComScore in 2010. We also know from our own customer 
feedback that customers are more comfortable engaging 
with content that is available in their own language.

To successfully localize your videos, there are three main 
steps to follow: define your video strategy; decide on a 
localization type; and set up your process.

Define your video strategy
In the software localization industry, it has long been con-

sidered a best practice to treat the source language (English 
in most cases) as just another language. We can follow the 
same principle here: don't design your videos for a specific 
language or culture, but take into account that they need to 
be localized into multiple languages and cultures.

For product videos, we have found that videos of around 
two minutes are ideal for keeping our customers engaged. 
For videos with different content, there may be a different 
ideal length. As most of you are probably aware, transla-
tions will naturally expand in many languages. If a video 
tries to convey too much information within a short time 
frame, localization will run into space issues: closed cap-
tions might get cut off, translated voiceover might require 
additional recording attempts and on-screen text will need 
to be reduced in font size.

Speakers and voice talents should make sure to speak at a 
slow pace and to pronounce all words as clearly as possible. 
This will improve the accuracy of transcriptions, and ensure 
that translations have enough space to expand into.

Make sure that you use language that is not too culture-
dependent. Avoid analogies and metaphors, don’t overdo 
humor and try not to use words with many overlapping con-
notations, as these make it more likely that your translators 
will come back for clarifications that can delay your process. 
Some real-life examples I’ve come across are “they’re a busy-
bee family,” “get rid of those handcuffs” and “ear-catching 
sound.”

If you want to illustrate something by using everyday 
examples, make sure that they are not local. Instead of say-
ing “It’s like winning the Super Bowl,” you could instead 
refer to an international sports event, such as “It’s like win-
ning an Olympic medal." That way, you can be sure that 
there’s an appropriate translation in all target languages.

Also be careful not to use gestures that might have dif-
ferent meanings in other cultures, such as thumbs-up or 
thumbs-down. Always portray people in a culturally appro-
priate way — avoid summer clothing styles if you want to 
use the same video in markets that are sensitive to certain 
clothing styles.

Be careful with information that could easily change or 
be different depending on the audience. At Dell, we typically 

Ralph Jung is video localization program manager 
at Dell. Over the course of 17 years, he has worked in 
localization and editorial roles in companies including 
EA Games, Microsoft, Yahoo! and eBay.
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don't mention specific prices or curren-
cies, product colors and features that are 
not available globally, or local phone 
numbers and URLs.

Avoid overloading the viewer with 
multiple communication methods at 
the same time. Don't show on-screen 
text and closed captions at the same 
time. Also, give viewers enough time 
to read everything on the screen 
before continuing with more spoken 
information.

Before continuing, ask yourself the 
following questions:

■■ Where will the videos be pub-
lished or hosted?

■■ Which  languages do the target 
audiences speak?

■■ What is the budget for video 
localization? 

■■ How many languages can be cov-
ered with this amount? 

■■ Are there any brand requirements 
to attend to?

■■ Who will prepare the files for 
translation and implement translated 
files?

These considerations will play a 
big role in determining your preferred 
localization type.

Decide on a localization type
People often use the terms closed 

captions and subtitles interchangeably. 
In some cases, however, they are used 
with a distinction. In the film and TV 
industry, subtitles usually refer to a 
transcript of the dialogue, while closed 
captions contain extra instructions for 
the deaf or hard-of-hearing, such as 
“[loud bang].” In the latter example, 
the closed captions are meant to 
replace all sound, not just dialogue. 
There is also a distinction between 
open captions and closed captions. In 
this context, open captions are effec-
tively burned into the video footage, 
while closed captions can be switched 
on and off. To make it even more con-
fusing, open captions are sometimes 
called subtitles.

Closed captions offer by far the best 
trade-off between translation costs, 
reach and deployment speed. They 
enable access to your videos for people 
with hearing difficulties or deafness, 
which helps you fulfil your legal acces-
sibility requirements. And if your vid-
eos are frequently viewed by users at 
work, during their commute, in retail 

environments or waiting areas, adding 
closed captions will enable all of these 
users to follow your storyline without 
the need for listening to the audio.

Another factor that should not be 
underestimated is the increasing use 
of keywords and phrases in closed 
captions as ranking factors in search 
engine results pages. Big players such 
as Google and Bing keep adding more 
and more indexing capabilities for 
multimedia content.

As long as you don't burn (hardcode) 
your closed captions into the video 
footage, your transcripts and transla-
tions will remain editable at any point 
in time. This means that you can easily 
correct mistakes that become appar-
ent even after the publication of your 
video. For this to work, you will need a 
hosting solution or a video player that 
has the ability to display closed cap-
tions as a layer on top of the video.

On most video platforms and in 
most video players, closed captions 
are displayed at the bottom, so always 
make sure that you don’t display any 
other on-screen text or important 
visuals in the lower part of the video.

Depending on the number of 
manual preparation and deployment 
steps, closed captions typically have a 
turnaround time of four to six days.

Since closed captions are generally 
stored as text files separate from the 
video file, you’ll usually only need to 
maintain a single video file that serves 
all languages.

If you want to localize your videos 
with more authenticity and closeness 

to your target audience, and you have 
a significant localization budget at 
your disposal, your best choice is to 
rerecord the voiceover with native 
speakers of your target languages.

There are three different ways to 
localize voiceovers. The most frequent 
one is called dubbing, which means 
that the translations must accurately 
follow the lip movements of the per-
sons in the video. You will need to give 
your translators a lot more flexibility 
with regard to translation accuracy, 
as they will likely not be able to fit as 
much information into the same length 
of spoken dialog as was in the source 
language. The recordings often require 
multiple retakes until the voice record-
ing fits the dialogue, which increases 
recording costs. You may also require 
multiple voice talents if there is more 
than one voiceover in your video.

If your videos use a background 
narrator instead of a visible spokes-
person, you just need to ensure that 
the translations are of a similar length 
as the original, which makes it easier 
and cheaper than dubbing. Since 
video editing is less expensive than 
voice recordings in a studio, you may 
choose to have the video edited to fit 
the audio recordings, either by using B 
roll footage, reusing scene cuts within 
the same video, speeding up the trans-
lated audio track by an unnoticeable 
amount or by stretching the video 
track very slightly.

There is also a hybrid method called 
overdubbing, which is very common 
on European television. For this, the 

Figure 1: Example of a localized Dell video. 
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original voice is lowered in volume, 
while the translated voice is layered 
over the original audio track at normal 
volume. This is usually delayed by one 
or two seconds, to give the impres-
sion of a live language interpreter. 
This works best for interviews and 
documentary-style videos.

The turnaround time for voiceover 
localization is typically at least double 
the amount of time needed for closed 
captions, since you cannot start the 
recordings without having your trans-
lations ready and approved. For the 
final edit, you will also need to provide 
separate files for the music and sound 
effects that were used in the video.

Since each language requires its 
own audio track, voiceover localiza-
tion will result in multiple copies of the 
same video that need to be deployed 
and maintained.

Another common localization option 
is on-screen or embedded text. This can 
cover anything from presentation-style 
videos with graphs and animations, to 
product shots with feature call-outs.

Inserting translations into videos 
with on-screen text is typically done by 
a person using a video editing environ-
ment such as After Effects or Final Cut 
Pro. While this can be done in-house 
or by a vendor, the editing increases 
both the costs and the time needed. It 
is therefore crucial that you have your 
translations reviewed upfront, since 

they cannot be edited later without 
generating additional editing costs.

Turnaround time for on-screen text 
localization is typically between five 
and eight working days.

Like voiceover localization, this 
process requires the creation of mul-
tiple copies of the same video, each 
with its own translated text.

Set up your localization process
If the number of videos to be local-

ized is overseeable, you will probably 
get away with managing everything 
on an ad hoc basis. If you expect high 
numbers, or a recurring monthly or 
quarterly workload, it pays to set up 
a well-defined process with specific 
roles, tools and a communication 
workflow.

Typical workflow steps include: 
■■ Transcription or creation of timed 

transcript from recording script
■■ Handover to translation
■■ Dealing with translation ques-

tions (such as ambiguities)

■■ Delivery of translated files
■■ Deployment of video to hosting 

platform or website
■■ Adding the closed-caption file(s)
■■ Reviewing the translations
■■ Publishing the translated videos

If you chose voiceover, you will 
need to add steps for reviewing voice 
samples and language-specific speech 
guides. Similarly, if you chose local-
ized onscreen text, you’ll need to add 
editing steps toward the end.

For closed captions and voiceover, 
you should talk to your translation 
provider to see if they can work with 
timed transcripts. It may be necessary 
for them to have experience in using 
video-specific editing or localization 
tools such as the free Aegisub, or the 
SRT plugin for Trados Workbench. 
Initially, our own localization process 
relied on a number of manual conver-
sion steps to turn the closed-caption file 
into a translatable document. To achieve 
a higher level of automation using our 
translation management system (TMS), 
we worked with the TMS provider to set 
up a template that automatically con-
verts the time stamps from the XML-
based video captions into ordinary tags, 
which appear like formatting tags to 
the translator, and which can be moved 
around freely. Once the translations 
are done, these tags are automatically 
converted back into time stamps, so 
we can import the resulting files into 

"The turnaround time for 
voiceover localization is 
typically at least double the 
amount of time needed for 
closed captions"
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our closed-captioning platform. This 
change allowed us to save roughly one-
third of our annual translation budget 
for eCommerce videos.

Where possible, it is always prefer-
able to use the original recording scripts 
as the source document for your trans-
lation requests, instead of a transcript. 
While it is possible to transcribe videos 
after their production, transcription adds 
time and unnecessary costs, and carries 
a higher risk of introducing ambiguities. 
For example: did the speaker refer to 
terabytes or petabytes? In the best case, 
ambiguities like this will be caught by 
the transcriber or by translators later in 
the process, and you just lose some time. 
In the worst case, you will need to send 
your video back for re-editing or even 
introduce a legal liability.

Did you know you can use You-
Tube’s speech recognition engine to 
kick-start your transcription? YouTube 
automatically adds a computer-gen-
erated transcription to each uploaded 
video. While these transcripts usually 
require some heavy post-editing, it 

is often faster than transcribing from 
scratch. Alternatively, if you have 
the original script that was used for 
recording your video, you can simply 
paste the entire text into YouTube, and 
their algorithm will automatically take 
care of adding the time stamps for you.

If you produce or localize time-critical 
videos, you might want to consider what 
I call the “publish-first” localization 
model. Many of the videos that come 
through our process are product videos, 
which need to be ready for the launch 
of new products. Product videos explain 
new features, showcase the design and 
provide examples of how a product can 
be used in real-life situations.

Since most of our videos have closed 
captions, and translation reviews can 
significantly delay the readiness of our 
videos, we decided to make videos avail-
able for reviewing after they are pub-
lished to the website. For this, we make 
use of a third-party closed-captioning 
platform that provides our reviewers 
with direct access to a web-based editor 
where they can “unpublish” closed cap-

tions, apply any edits deemed necessary 
and sync their changes with the online 
video in real-time.

As long as you work with translators 
or translation vendors that you trust, 
and have appropriate quality assurance 
measures in place, the risks of the pub-
lish-first model are very manageable. 
It helps take some of the pressure off 
the video deployment team and gives 
everyone some extra breathing space.

In the end, which solutions work 
best for you will depend on the scope 
of your video program in general. You 
can start small and slowly increase the 
complexity and throughput of your 
process as needed. If your website uses 
analytics to measure your success, don’t 
be shy to use them here as well. One of 
the more reliable ways is to check how 
many of your video viewers convert into 
customers, sign up for your newsletter 
or register a user name. Then compare 
this to website visitors who don’t watch 
a video. At Dell, the inclusion of videos 
on all relevant pages has proven to be a 
very successful strategy.  M
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Dealing with source 
text ambiguities

Richard Paegelow 

MMany translation projects typically involve just 
one or two language pairs. Even when several lan-
guage pairs are involved, we all too often man-
age projects as a collection of single language pair 
projects. Consequently, very plausible but mislead-
ing translations of ambiguous source text segments 
are not always flagged as problematic, much less 
edited or corrected. Worse yet, our clients may be 
unwittingly delivering inconsistent — or even dif-
ferent — messages in different countries. 
This failure to flush out ambiguities is especially preva-

lent in projects with longer documents and tight deadlines 
imposed by the client. We all have clients who pressure us 
to either deliver parts of longer translations as they are fin-
ished, or in the case of multiple language projects, to deliver 
each language as soon as each is completed.

The following three examples illustrate the challenges 
of uncovering hidden ambiguities in source text when we 
manage multiple language projects by using a traditional 
“silo” approach (managing the project as simply the sum of 
a collection of single language pair projects).

Example 1: “All meetings and telephone conversations 
of any substance must be documented.”

Recently I served as both Italian and Portuguese editor 
of a 10,000-word project consisting of text — including this 
sentence — involving an online training program for a large 
insurance company. Two other language pairs that I’m familiar 
with were involved — Spanish and German — for which we 
had received edited translations. Following my review of the 
Portuguese text, which required minimal editing, I plunged 
into the Italian text. Something did not seem quite right about 
the Italian segment containing the phrase “conversations of 
any substance,” an issue that did not arise during my review 
of the Portuguese translation. In fact, when I placed all four 
translations side by side, at least three very different inter-
pretations emerged, which later called into question what the 
English writer was really trying to say:

Italian: Tutte le riunioni e le conversazioni telefoniche su 
qualsiasi argomento devono essere documentate [unedited draft].

Spanish: Todas las reuniones y conversaciones telefóni-
cas de cualquier naturaleza deben ser documentadas [edited 
translation].

German: Alle wichtigen Meetings und Telefonate müssen 
dokumentiert werden [edited translation].

Portuguese: Todas as reuniões e conversas telefônicas, 
de qualquer nível de importância, devem ser documentadas 
[unedited draft].

Both the Spanish and Italian translators treated substance 
as a particular topic, while the German and Portuguese 
translators considered substance to mean something like “the 
quality of being important.” Given the overall context of the 
document, the Italian and Spanish translators got it wrong, 
while the German and Portuguese translators were closer to 
the mark... or were they also a bit off?

The German translation simply says that “all important meet-
ings and telephone calls” must be documented, while the Portu-
guese draft translation says that telephone calls and meetings of 
“any level of importance” must be documented. The Portuguese 
text is much more inclusive and very close to a literal reading of 
the source text. The Portuguese translation (“any level of impor-
tance”) ranges from the very lowest level of importance — sounds 
almost like “unimportant” — to the highest level of importance. 
This seems to be a baby step away from saying that “All meet-
ings and telephone conversations must be documented.” After 
all, they all have some substance, or they would not exist.

In contrast, the German translation is a bit more limiting. 
Only important calls and meetings should be documented. 
At this point, a looming client deadline quickly put an end 
to this mental agonizing. As one of our ATA colleagues said 

Richard Paegelow is the managing director of Inline 
Translation Services. He would like to thank Karin 
Bauchrowitz, Andrey Bondarenko, Maria Helena 

Brenner-Kelly, Raul Dominguez, Miguel Garcia and 
Susanne van Eyl for their reviews of earlier drafts of 

this article and for contributions to this article.
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several years ago, “Translations are 
never finished, they are simply aban-
doned!” Consequently, this is what we 
delivered to the client after the follow-
ing in-house edits:

Italian: Tutte le riunioni e le conver-
sazioni telefoniche importanti devono 
essere documentate [with my edit to 
draft translation].

Spanish: Todas las reuniones y con-
versaciones telefónicas de importancia 
deben ser documentadas [with my edit 
of the edited translation]. 

German: Alle wichtigen Meetings 
und Telefonate müssen dokumentiert 
werden. [no change to original edited 
translation].

Portuguese: Todas as reuniões e con-
versas telefônicas, de qualquer nível de 
importância, devem ser documentadas 
[no change to draft translation].

As you can see, I superimposed the 
German rendition that “all important 
meetings and telephone calls must 
be documented” on the Italian and 
Spanish translations. However, I left 
the Portuguese translation alone, so it 
still says that meetings and telephone 
calls of any level of importance must 
be documented, while the other three 
languages say that only important 
ones must be documented.

When I expressed my post-trans-
lation-delivery doubts to our German 
team (indicating that the Portuguese 
translation was still in my opinion 
closer to the source English text), they 
indicated that a literal German transla-
tion — Alle substantiellen Meetings und 
Telefonate müssen dokumentiert warden 
— would have let them off the hook, but 
was not what the author meant to say. 
They added, “we still think our transla-
tion is correct!”

So here we have it in a nutshell. 
Should we translate everything we are 
handed literally, or do we translate 
the meaning that we think the source 
text author was trying to convey? In 
fact, after reflecting on the German 
team’s last comments, it struck me 
that the source text was the source of 
the problem. It is quite likely that the 
author meant to say, “Any meetings 
and telephone calls of substance must 
be documented.” If that were the case, 
then the Italian, Spanish and German 
translations we delivered to the client 
were on the mark, while the Portuguese 
translation was a bit off.

Of course, one might say, “why didn’t 
you just ask the client what the author 
meant?” Given that this project actually 
involved 10,000 words going into nine 
languages (nine translators and nine 
editors), it was virtually impossible to 
raise more than a handful of significant 
questions with the client. It was also a 
bit late to seek client clarification in the 
editing process. Because this example 
did not involve any matters of life and 
death (such as a medical instrument or 
medication with ambiguous instruc-
tions), we simply had to move on.

Example 2: “Maintaining job docu-
mentation/descriptions, and salary sur-
vey information; pricing jobs”

Shortly after unraveling the mysteries 
of documenting telephone calls “of any 
substance,” our project manager asked 
me to edit a Brazilian Portuguese trans-
lation of a list of 277 human resource 
personnel activities (3,150 words). The 
English source text of each activity 
appeared in a separate Excel cell. I soon 

stumbled on the phrase “pricing jobs,” 
which appeared just after a semicolon. 

I was a bit uncomfortable with the 
Portuguese rendition: precificação de 
cargos, and more so with the Span-
ish translation: calcular precios de 
trabajos. With assistance, I determined 
the gist of the Russian and Korean 
translations, which led me to believe 
that “pricing jobs” had something to 
do with salary determination. 

The original translations of “pricing 
jobs” appear in Figure 1. At this point, I 
asked our project manager to seek cli-
ent clarification. The client said “pricing 
jobs” was a shorthand way of saying 
“defining salaries for specific positions.” 
Armed with this information, we edited 
the Portuguese and Spanish transla-
tions and left the Russian and Korean 
translations as submitted (Figure 2). 

Example 3: “Response: Get medi-
cal attention if you feel unwell”

Another Portuguese editing job, which 
was part of a five-language project, came 

English Pricing jobs

Portuguese       precificação de cargos (pricing positions)

Spanish       calcular precios de trabajos (calculate work rates)

Russian
оценка заработной платы по должностям

(assessment of wages by positions)

Korean 급여 책정 업무 (salary development business)

English Pricing jobs

Portuguese determinação de salários (determining salaries)

Spanish      fijación de salarios (setting salaries)

Russian     no change

Korean     no change

English Response: Get medical attention if you feel unwell

Chinese (Simplified) 反应：若感到不适，请寻求医疗救助

French Mesures d’urgence: En cas de malaise, consulter un médecin ou 
du personnel médical qualifié

German Reaktion: Bei Unwohlsein ärztliche Hilfe hinzuziehen

Portuguese Resposta de emergência: Caso se sinta mal, procure auxílio médico

Spanish Respuesta: Si se siente afectado, obtenga atención médica

Figure 1: Pre-edited translation.

Figure 2: Translations after editing.

Figure 3: Translations treating the source differently.
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to my desk as I finished agonizing over 
“pricing jobs.” The source text consisted 
of 1,500 words for product labels. The 
text seemed straightforward enough, 
until I came to the word response fol-
lowed by a colon and a detailed descrip-
tion of first aid/first responder activities. 
The Portuguese translator translated 
response as Resposta de emergência. 
This 300% word expansion did not seem 
directly supported by a literal reading of 
the source text. Then I decided to view 
the translations of response in all five 
languages (Figure 3).

While one might argue that the 
Chinese, German and Spanish were 
perfectly (and literally) correct, it 
became apparent that the French and 
Portuguese translators used the total 
context (the verbiage that followed 
the colon) and took some liberties to 
come up with their translations. These 
two translations reflect the underly-
ing meaning of the word response and 
convey what the source text author 
was trying to say. In fact, one could 
conclude that the source text was the 
source of the problem due to an ambi-
guity that was initially hidden.

Suggestions
In an ideal world, we should strive 

to manage multilanguage projects in a 
“multilingual” manner during all proj-
ect phases. A multilingual approach 
can uncover errors and ambiguities 
in source text that are often unrecog-
nized when we manage in a traditional 
silo manner, meaning overall project 
manager, language team 1 (translator, 
editor), language team 2 (translator, 
editor), language team 3 (translator, 
editor) and so forth.

I propose four actions to break down 
the traditional silo approach to multilin-
gual project management and improve 
the quality of translations by uncover-
ing and tackling the hidden ambiguities 
that lurk in clients’ source text:

First: Translators should be encour-
aged to ask project managers questions 
during the initial translation phase, 
especially when they find themselves 
translating words, phrases and seg-
ments that they do not understand 
after their own research. Project man-
agers need to find answers to ques-
tions about source text meaning and 
share answers with all members of all 
translation teams as soon as possible. 

Second: Translators and editors should 
be encouraged to submit “translator 
notes” or “editor notes” covering any 
remaining uncertainties with all project 
submissions, including final submissions. 
When no such notes are present, the 
project manager is left with the impres-
sion that the translation team is equally 
confident that all words, phrases and sen-
tences have been correctly translated. In 
most projects, there is always some part 
of the translated and edited text that is at 
least slightly tenuous. 

Third: We should encourage more 
cross comparisons of target texts 
among language pairs during the edit-
ing process. While a “super-editor” of 
multiple languages would be ideal, 
there are not that many retired popes 
we can call on. Nevertheless, we should 
take advantage of the third and fourth 
working languages of editors. For 
example, we could use a single editor 
with command of multiple languages 
to edit two (or more) languages of a 
multilanguage project. Alternatively, 
we could provide editors with both the 
target text for editing plus one or two 
other target texts in the editors’ other 
working languages (or languages they 
have studied in the past) to be used as 
reference documents. 

Project managers will then need to 
deal with any issues (ambiguities) raised 

by editors working with two or more 
target texts, and decide if they need to 
seek client clarification of any source 
text segments. Client answers, in turn, 
may dictate the need to reexamine one 
or more target segments of the other 
language pairs.

Fourth: Project managers need to be 
increasingly aware of specific, major 
and indisputable translation errors 
(and subsequent edits) due to a mis-
reading of the source text by the trans-
lator and editor of any of the language 
pairs they are managing. Then, project 
managers should reexamine selected 
parts of the remaining edited transla-
tions. If one translator made a major 
error due to a misreading of the source 
text, it is highly likely that another 
translator in a different language pair 
could have made the same error, which 
the editor may have missed.

Admittedly, implementation of 
these recommendations will require 
additional time. However, even a 
partial, ad hoc implementation should 
help mitigate the negative effects of 
a “silo approach” to project manage-
ment, yield significant improvements 
in translation quality by uncovering 
and resolving source text ambiguities, 
and help our clients deliver informa-
tion in multiple languages that is more 
consistent.  M
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The path to the next level of 
LSP organizational maturity
Hélène Pielmeier

HHow do language service providers (LSPs) com-
pare against each other? LSPs come in all shapes 
and sizes, yet no single element determines how 
evolved a particular company is. Although revenue 
is frequently used in comparisons, it alone is not 
enough of a metric to benchmark what a company 
is capable of delivering. The resulting variability 
begs for structure and clear definition, so Com-
mon Sense Advisory (CSA) Research undertook the 
project of creating LSP Metrix, a capability matu-
rity model for LSPs. It describes the journey that 
LSPs go through as they move from one stage of 
maturity to the next (see Figure 1).

Understanding how LSPs actually work and learning what 
drives their growth goes beyond the theoretical value of 
building a maturity model. Such a model enables all stake-
holders within and outside the language services industry to 
better understand the dynamics driving the language service 
business and the ability to respond to fundamental issues 
such as price pressure or technology usage. Thus, instead 
of chanting “quality, service and price,” LSPs can leverage 
the model to make a more informed and understandable 
statement about how evolved they are as outsourcers of 
translation, interpreting or localization. They can also map 
out a practical path to progress to a more advanced maturity 
stage characterized by fewer failures, predictable results and 
higher profitability.

CSA Research Metrix model comprises 70 factors grouped 
under five dimensions: 1) business model, 2) business direc-
tion, 3) business development, 4) service delivery and 5) 
resources. LSPs assessing their performance will determine 
their stage for each of the five dimensions; their average 
stage factoring all five dimensions; and their “real” stage. 
Based on our years of research and many interactions with 
LSPs, we define the real or operational stage of the company 
as the lowest stage level reached on any dimension. For 
example, even if an LSP performs at a high level on four of 
the five dimensions, but very low on the remaining dimen-
sion, that single low score defines the company’s real matu-
rity stage. Why? An imbalance in operations drags down 
an LSP’s operations even if it shows much more advanced 
signs of maturity in other dimensions. We have found that 
the benefits of achieving a higher Metrix stage in one area 
are usually erased when another area operates at a lower 
maturity stage.

Let’s take an example of how to evaluate a sample factor 
from business development dimension: the organizational 
model of the sales function. Who does the selling? Is it 
the owner, salespeople with experience selling language 
services, career salespersons from another field or even 
recent graduates? How many people are on the team? What 
structure is in place in terms of team management, role 
distribution and territory distribution?

At LSPs at Stages 0 and 1, owners do all the selling, often 
with no more sales skills than a passion for language and 
company knowledge. Hiring the first salesperson usually 
occurs at Stage 2. Due to lack of experience with “hunting,” 
several false starts or outright failures are common. As the 
sales team grows, it still reports to the owner who manages 
them directly. At Stage 3, LSPs have the basic structure of a 
sales team with a dedicated manager. They begin to clearly 
define territories and responsibilities. By Stages 4 and 5, 
LSPs have large sales teams with several layers of manage-
ment and clear roles.

However, exceptions exist. LSPs that do all their business 
through a retail translation or on-demand interpreting site 

Hélène Pielmeier is a senior analyst at 
Common Sense Advisory. As an analyst, 
she provides research and advisory services 
for the firm’s LSP platform.
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do not need a big salesforce to support 
growth. Instead, they need to show up 
very high on search engine rankings. 
What that means is that some LSP types 
have to analyze and modify certain fac-
tors for their individual situations — rat-
ing themselves more harshly on some to 
counterbalance rating themselves more 
softly on others. Either way, it is impor-
tant to note that no single factor brings 
down the maturity assessment of an LSP. 

Another rating consideration is 
technology and standards adoption. 
The adoption of translation manage-

ment systems and of certifications 
such as ISO 9001 or EN 15038 might 
elevate the maturity of some LSPs 
whose business processes may other-
wise not be at the described maturity 
stage. These precipitators can give a 
biased view of the true performance 
of the organization. In those cases, an 
LSP benchmarking itself or a buy-side 
vendor manager should review the 
rationale behind the element: Does 
the company strategically exhibit the 
behaviors around that function or pro-
cess or just use it at a tactical level?

The reality of the fragmented LSP 
market is that the large majority of ven-
dors fall in Stages 0 and 1. Not every 
LSP can, will or should reach Stage 5. 
And from those that move ahead, many 
choose to stay at Stage 3 — a phase 
characterized by the full control of 
operations and processes. LSPs should 
determine the value of reaching that 
next stage against the effort needed to 
progress to that next step. This includes 
reviewing elements such as profitability, 
growth, cash flow or client satisfaction.

Ultimately, the plan to move to the 
next stage and the ability to execute 
on that plan matters more than the 
current stage. To do that, companies 
should conduct a baseline assessment 
of their LSP Metrix stage by auditing 
the 70 factors in the model, looking at 
documented processes but also talking 
to various staff members about actual 
practices.

They can then use the information 
to fix the areas that drag them down. 
LSPs should work on filling these gaps 
and only then outline a plan for what 
needs to be done to reach the next 
stage. Thereafter, they need to perform 
regular reassessments of their matu-
rity. Such reviews allow stakeholders 
to validate progress as well as areas 
that regressed due to common causes 
such as leadership changes, new ser-
vice offerings or drops in production 
capacity.  M           

Copyright © 2015 by Common Sense Advisory, Inc.LSP MetrixTM is a trademark of Common Sense Advisory, Inc.
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Figure 1: The LSP Metrix. 
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AssociAtions

 
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
Email: info@elia-association.org, Web: www.elia-association.org

    

 
Globalization and Localization Association 
The Globalization and Localization Association is a 
fully representative, nonprofit, international industry 
association for the translation, internationalization, 
localization and globalization industry. The associa-
tion gives members a common forum to discuss issues, 
create innovative solutions, promote the industry and 
offer clients unique, collaborative value.
Globalization and Localization Association Andover, MA USA 
206-494-4686, Email:  info@gala-global.org
Web: www.gala-global.org.

       

TAUS 
TAUS is a resource center for the global language and 
translation industries. Our mission is to increase the 
size and significance of the translation industry to help 
the world communicate better.  We envision trans-
lation as a standard 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 trans-

lation memory data and quality evaluation metrics.
TAUS Amsterdam, Netherlands, 31-299-672028
Email: info@taus.net, Web: www.taus.net Ad on page 52

           

conferences

          

          

The 39th 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 6

C

M

Y

CM

MY

CY

CMY

K

LocWorld-standard-logo.pdf   1   12/8/14   3:52 PM

 

LocWorld 
LocWorld conferences are dedicated to the language 
and localization industries. Our constituents are the 
people responsible for communicating across the 
boundaries of language and culture in the global  
marketplace. International product and marketing 
managers participate in LocWorld from all sectors and 
all geographies to meet language service and technol-
ogy providers and to network with their peers. Hands-
on practitioners come to share their knowledge and 
experience and to learn from others. See our website 
for details on upcoming and past conferences. 
Localization World, Ltd. Sandpoint, ID USA, 208-263-8178 
Email: info@locworld.com, Web: www.locworld.com  Ad on page 71

   

consulting services

 

LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving buyers 
and providers of language services. We help compa-
nies that buy language services to identify and deploy 
optimal localization solutions to fit their needs. We of-
fer veteran expertise as our clients navigate the many 
personnel, process and technology decisions involved 
in running effective localization operations, whether 
in-house or through external localization vendors. 
LocalizationGuy also helps language service provid-
ers formulate business goals, develop and implement 
sound business strategies and launch strategic mar-
keting efforts. LocalizationGuy is led by a 20-year  
localization industry veteran and former chairman of the  
Globalization and Localization Association. 
LocalizationGuy, LLC  Minneapolis, MN USA, 1-612-986-3108
Email: info@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 localization services and the capabilities of the mar-
ketplace. Rockant's in-depth knowledge of the vendor 
community stems from experience with actual imple-
mentation projects. Rockant provides online training and 
consulting where managers of international programs, 
products and services need it most: from managing your 
subject matter experts to automating translation and im-
proving time to enter new geographies, Rockant prepares 
your global workforce to beat expectations. 
Rockant Training & Consulting Rockville, MD USA
301-825-5418, Email: info@rockant.com
Web: https://rockant.com 

   

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 proj-
ects every year. Our core services are multilingual desktop 
publishing and Flash, video and HTML engineering. 
Global DTP Brno, Czech Republic, +420 603 574 709
Email: info@global-dtp.com, Web: www.global-dtp.com 
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enterprise solutions 

 

Across Systems
Multiple Platforms

Across Language Server is a market-leading software 
platform for all corporate language resources and 
translation processes. Within a very short time, the 
use of Across can increase the translation quality and 
transparency, while reducing the workload and process 
costs. The Across translation management software in-
cludes a translation memory, a terminology system, 
a powerful PM and workflow control tools. It allows 
end-to-end processing for a seamless collaboration of 
clients, LSPs and translators. Open interfaces enable the 
direct integration of third-party solutions like CMS, 
ERP or others. Customers include Allianz Versicher-
ungs AG, HypoVereinsbank, SMA Solar Technology,  
ThyssenKrupp and hundreds of other leading com-
panies. Languages All
Across Systems GmbH Karlsbad, Germany, 49-7248-925-425
Email: international@across.net 
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net 
Ad on page 17

   

  
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 com-
pany has grown to be the largest privately held multilin-
gual information technology and services company in 
the world with 46 offices 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 technologies: 
Transit (translation memory), TermStar/WebTerm 
(terminology management), GRIPS (product infor-
mation management), MindReader (context-sensitive 
authoring assistance), STAR CLM (corporate language 
management), STAR CPM (corporate process man-
agement), i-KNOW (competence management) and 
SPIDER (Interactive Electronic Technical Manual).  
Languages All
STAR Group Ramsen, Switzerland, 41-52-742-9200
216-691-7827, Email: info@star-group.net
Web: www.star-group.net Ad on page 14

locAlizAtion services

 

ADAPT Localization Services 
ADAPT Localization Services offers the full range of 
services that enables clients to be successful in inter-
national markets, from documentation design through 
translation, linguistic and technical localization ser-
vices, prepress and publication management. Serving 
both Fortune 500 and small companies, ADAPT has 
gained a reputation for quality, reliability, technologi-
cal competence and a commitment to customer service. 
Fields of specialization include diagnostic and medical 
devices, IT/telecom and web content. With offices in 
Bonn, Germany; Stockholm, Sweden; and Barcelona, 
Spain, and a number of certified partner companies, 
ADAPT is well suited to help clients achieve their goals 
in any market. Languages More than 50 
ADAPT Localization Services Bonn, Germany, 49-228-98-22-60 
Email: adapt@adapt-localization.com 
Web: www.adapt-localization.com 
Ad on page 25

      

 

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, Frame-
Maker, FreeHand, Illustrator, InDesign, PageMaker, 
Photoshop and QuarkXPress. Our customer-oriented 
approach is supported by strong project management, a 
team of specialists, a large knowledge base and advanced 
methodologies. We always provide service beyond our 
customers’ expectations at a low cost and with high 
quality, speed, dependability and flexibility. Languages 
Major Asian and European languages 
Alliance Localization China Beijing, P.R. China, 86-10-8368-2169      
Email: customer_care@allocalization.com 
Web: www.allocalization.com 

 
Capita Translation and Interpreting
Are you looking to expand into new markets? Do you 
need documents translated reliably and securely? Well, 
Capita Translation and Interpreting (Capita TI) wants 
to give you the solutions you need to succeed. We don’t 
just want to sell solutions though. We want to work in 
partnership with you as we care about your objectives 
and are passionate about helping you to achieve them. 
We are one of the fastest growing language services pro-
viders in the world, and the chosen partner of blue-chip 
corporations, SMEs, government ministries and agen-
cies as well as NGOs and third sector organizations. 
Languages 150+
Capita Translation and Interpreting Delph, Oldham, United Kingdom 
+44 845 367 7000, Email: enquiries@capita-ti.com
Web: www.capitatranslationinterpreting.com Ad on page 12, 67

               

enterprise solutions 

Buyer’s Guide

http://www.linkedin.com/company/across-systems-gmbh
https://twitter.com/Across_Systems
http://www.adapt-localization.com/en/news/adapt-blog/?Itemid=132
http://www.linkedin.com/company/adapt-localization-services-gmbh
https://twitter.com/ADAPT_LOC
http://www.capitatranslationinterpreting.com/language-services-blog/
http://www.linkedin.com/company/capita-translation-and-interpreting
http://www.facebook.com/CapitaTranslationInterpreting
http://plus.google.com/u/0/b/108875356073889438294/+Capitatranslationinterpreting/posts
http://twitter.com/Capita_ti
mailto:international@across.net
mailto:americas@across.net
http://www.across.net
mailto:info@star-group.net
http://www.star-group.net
mailto:adapt@adapt-localization.com
http://www.adapt-localization.com
mailto:customer_care@allocalization.com
http://www.allocalization.com
mailto:enquiries@capita-ti.com
http://www.capitatranslationinterpreting.com
http://www.multilingual.com
http://www.myslateisclean.com


62 |  MultiLingual  September 2015 advertising@multilingual.com

Total Solutions for Your Business
E4NET is a total localization solutions provider, specialized 
in Asian localization covering all major Asian languages 
(including Korean, Japanese, Simplified/Traditional Chi-
nese, Thai and Vietnamese) as well as all other regional tier 
3 languages.  We have 20+ years of extensive and successful 
localization production experience with many major proj-
ects for customers such as Google, Facebook, Microsoft, 
Oracle, Hewlett-Packard, LG Electronics, Panasonic, IKEA 
and more.  E4NET specializes in the fields of IT, but our 
service also covers other industries such as medical/health 
care, travel, fashion, games, financial, governmental and 
automotive.  We continuously develop and apply innova-
tive leading-edge technology such as MT throughout our 
production process, and also provide associated services to 
maximize production/service efficiency. Languages 60+
E4NET Co., Ltd. Seoul, Republic of Korea, 82(2)-3465-8500
Email: l10n@e4 net.net, Web: www.e4net.net

 
Precision Matters in Translation
For over 17 years, EC Innovations has specialized in 
customized solutions and subject matter expertise to 
fit almost any budget for most industry verticals. Origi-
nally known as a supplier to suppliers, ECI has quickly 
become one of the fastest growing language service pro-
viders in the marketplace. Today, EC Innovations has 
grown into 14 strategically located global offices with 
300+ full-time employees offering full localization sup-
port into 60+ languages. EC Innovations continues to 
build upon its reputation as a customer-centric orga-
nization focused on high-quality standards, technologi-
cal creativity and value-added services to accommodate 
any type of localization program. Languages All
EC Innovations, Inc. Wilmington, DE USA, 312-863-1966
Email: info@ecinnovations.com, Web: www.ecinnovations.com 

         

  

EuroGreek Translations Limited
Established in 1986, EuroGreek Translations Limited 
is Europe’s number one Greek localizer, specializing in 
technical and medical translations from English into 
Greek and Greek into English. EuroGreek’s aim is to 
provide high-quality, turnkey solutions, encompassing 
a whole range of client needs, from plain translation to 
desktop/web publishing to localization development 
and testing. Over the years, EuroGreek’s services have 
been extended to cover most subject areas, including 
German and French into Greek localization services. All 
of EuroGreek’s work is produced in-house by a team of 
25 highly qualified specialists and is fully guaranteed for 
quality and on-time delivery. Languages Greek 
EuroGreek Translations Limited London, United Kingdom
Athens, Greece, 30-210-9605-244 
Email: production@eurogreek.gr, Web: www.eurogreek.com 
Ad on page 23

      

GlobalWay Co., Ltd.
GlobalWay, a leading localization company in Korea, 
provides professional localization and globalization 
services with exceptional quality and also offers a 
wide range of content and document management 
services including voiceover, testing and DTP. We 
have highly qualified in-house linguists who trans-
late and review a variety of content with professional 
knowledge. Our experienced engineers and project 
managers can help you to get exactly what you want. 
GlobalWay and its partners worldwide are ready to 
support your growing business and localization 
tasks. Feel free to contact us for more information.  
Languages: Asian and European
GlobalWay Co. Ltd. Seoul, Republic of Korea, +82-2-3453-4924
Email: sales@globalway.co.kr, Web: www.globalway.co.kr 

 

iDISC Information Technologies
iDISC, established in 1987, is an ISO 9001 and EN 
15038 certified language and software company based 
in Barcelona with branches and teams in Argentina, 
Mexico, Brazil, Bolivia and Guatemala. We have dedi-
cated 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), Cat-
alan, Basque, Galician, Valencian, K’iche’, Quechua,  
Aymara, Guarani 
iDISC Information Technologies Barcelona, Spain 
34-93-778-73-00, Email: 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 ser-
vices with top-quality results both on time and on bud-
get. Industries we serve include IT, telecom, life sciences, 
energy, financial and automotive. Some of the services 
we offer are: functional and linguistic testing; software, 
website and multimedia localization; and technical, e-
learning and marketing translation. Our processes are 
backed by the ISO 9001:2008 and EN 15038:2006-05 
quality certifications and our clients include Microsoft, 
IBM, Siemens and Volkswagen. We have nine offices in 
Asia, Europe and the US to facilitate communication 
globally. Languages 80 and growing 
Janus Worldwide Inc. Vienna, Austria, + 43-680-320-53-17
Las Vegas, NV USA, 855- 5 26-87-99, E-mail: info@janusww.com
Web: www.janusww.com Ad on page 13
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Moravia
Moravia is a leading globalization solution provider, 
enabling companies in the information technology, 
e-learning, life sciences, consumer electronics and 
telecommunications industries to enter global mar-
kets with high-quality multilingual products. Mora-
via’s solutions include localization, product testing, 
multilingual publishing, technical translation, con-
tent creation, machine translation and workflow con-
sulting. Adobe®, IBM, Microsoft, Oracle and Toshiba 
are among some of the leading companies that de-
pend on Moravia for accurate, on-time and economi-
cal localization. With global headquarters in Brno, 
Czech Republic, Moravia has local offices in Europe, 
the United States, Japan, China and Latin America. 
To learn more, please visit us at www.moravia.com. 
Languages All 
Moravia 
USA Newbury Park, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com 
Europe 420-545-552-222, Email: europe@moravia.com 
Ireland 353-1-709-9822, Email: ireland@moravia.com 
Asia 86-25-8689-6500, Email: asia@moravia.com 
Japan 81-3-3354-3320, Email: japan@moravia.com
Argentina 54-341-481-2992, Email: argentina@moravia.com 
Ad on page 72

NZTC Pasifika
NZTC Pasifika is a division of New Zealand-based 
global language service provider NZTC Interna-
tional and is dedicated to the languages of the  
Pacific Islands including Samoan, Tongan, Fijian, 
Cook Islands Māori, Tokelauan, Niuean, Kiribati and 
Tuvaluan. With three decades of experience, NZTC 
International offers foreign-language desktop pub-
lishing, software and website localization, interpret-
ing services, subtitling and voiceovers, and is also a 
leading provider of translations for New Zealand’s 
indigenous Māori language. We offer other language 
service providers and clients an unrivaled base of 
target-market cultural and linguistic knowledge.
Languages New Zealand Māori, Samoan, Tongan, Fi-
jian, Cook Islands Māori, Tokelauan, Niuean, Kiribati 
and Tuvaluan
NZTC International Wellington, New Zealand, +64 4 801 4814
Email: sales@nztcpasifika.com, Web: www.nztcpasifika.com

      

Your Vision. Worldwide.  
Full-service Translation, Localization  
and Multilingual Testing
Net-Translators provides turnkey translation, lo-
calization and multilingual testing services and 
customized strategy-to-deployment localization 
solutions. For over ten years, it has helped technol-
ogy companies and medical device manufacturers 
prepare their products and services for global mar-
kets. For software applications (GUI, online help and 
documentation),marketing materials, websites and 
more, Net-Translators’ customer-focused, profes-
sional teams deliver consistent, accurate results in 

compliance to international regulations. Their one-
of-a-kind Multilingual Testing Center is specially 
equipped and staffed to offer the ultimate testing en-
vironment for localized products. EN 15038:2006, ISO 
9001:2008 and ISO 13485:2003 certifications and a 
long-standing reputation for quality have earned Net-
Translators the trust of industry leaders worldwide. 
Languages More than 60 
Net-Translators 
USA Cupertino, CA USA, 800-320-1020 
Email: salesusca@net-translators.com 
USA Marlborough, MA USA, 617-275-8128 
Email: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385
Email: saleseu@net-translators.com 
Middle East Or Yehuda, Israel, +972-3-5338633 
Email: salesil@net-translators.com 
South America Posadas-Misiones, Argentina, +54-3764-487029
Email: salessoutham@net-translators.com
Web: www.net-translators.com  
Ad on page 41

             

 

Greek Localization Experts Since 1983
Founded in 1983, ORCO S.A. is a leading translation 
and localization provider, specializing in software 
localization and technical translations (IT, telecom-
munication, medical, automotive, engineering, mar-
keting, financial, EU). ORCO deals primarily with 
English into Greek projects, although translation 
from several other European languages can be taken 
aboard. With its experienced in-house personnel, 
ORCO offers high-quality services, including local-
ization, 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 institutions such 
as the EU (CdT, DGT, European Parlia ment) and 
UNHCR. Language Greek
ORCO S.A. Athens, Greece, +30-210-723-6001 
Email: info@orco.gr, Web: www.orco.gr

   

 
Localization and Globalization Partner
Saltlux is a language service provider that specializes 
in supplying Korean, Japanese, S-Chinese,T-Chinese 
and other Asian languages. Our services encompass 
translation, localization, DTP, MT post-editing, 
planning and writing of technical manuals. We have 
extensive experience in medical equipment and 
pharmaceutical products, cosmetic and cosmeceuti-
cal products, IT, software, electrical, automotive and 
technical industry, and so on. With 36 years accu-
mulated know-how, Saltlux will be your ideal global 
communication partner. To learn more, please visit 
www.saltlux.com. Languages Korean, Traditional 
and Simplified Chinese, Japanese and other Asian 
languages, European languages
Saltlux, Inc. Seoul, South Korea, 822-379-8444
Email: tcsales@saltlux.com, Web: www.saltlux.com

 
TOIN Corporation 
TOIN has achieved a 50-year track record of excel-
lence by, as our clients say, being consistently “pres-
ent” 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, telecommunications, life 
sciences, e-learning, software, gaming, semiconduc-
tors and consumer products. TOIN provides excep-
tional strength in Asia as well as a global reach, with 
offices in Japan, China, Korea, the United States and 
the United Kingdom. Languages Japanese, Tradi-
tional and Simplified Chinese, Korean, Malay, Thai, 
Vietnamese and European languages 
TOIN Corporation 
Japan Tokyo, Japan, 81-3-5759-4353 
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp 
North America Minneapolis, MN USA, 1-612-986-3108 
Email: aki-ito@to-in.co.jp, Web: www.to-in.com 
Europe London, United Kingdom, 44-7890-290123 
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com 
China Shanghai, P.R. China, 86-21-3222-0012 
Email: shen-yi@to-in.co.jp, Web: www.to-in.com 

 

Ushuaia Solutions 
Ushuaia Solutions is a fast-growing Latin American 
company providing solutions for translation, local-
ization and globalization needs. Ushuaia Solutions is 
focused on being creative and proactive to meet tight 
time frames with a high level of quality and a cost-
effective budget. Customizing its processes, Ushuaia 
assures project consistency and technical and linguis-
tic accuracy, thus reducing clients’ time-to-market. 
Ushuaia combines state-of-the-art technology with 
top-notch experienced native translators, editors and 
software engineers. Our mission is to work together 
with our clients, thereby creating a flexible, reliable 
and open relationship for success. Languages Spanish 
(all varieties), Portuguese (Brazil) 
Ushuaia Solutions Rosario, Argentina, 54-341-4493064
Email: info@ushuaiasolutions.com 
Web: www.ushuaiasolutions.com Ad on page 35

 

Vistatec
We have been helping some of the world’s most 
iconic brands to optimize their global commercial 
potential since 1997. Vistatec is one of the world's 
most innovative, progressive and successful localiza-
tion solutions providers. Headquarted in Dublin, Ire-
land, with offices in Mountain View, California, USA. 
Think Global. 
Languages All 
Vistatec 
Europe Dublin, Ireland, 353-1-416-8000 
North America Mountain View, CA USA, 409-898-2364 
Email: info@vistatec.com, Web: www.vistatec.com Ad on page 57
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nonprofit orgAnizAtions

  
The Rosetta Foundation
Access to information is a fundamental and univer-
sal human right. It can make the difference between 
prosperity and poverty, freedom and captivity, life and 
death. The Rosetta Foundation is a nonprofit organi-
zation registered in Ireland promoting equal access to 
information and knowledge across the languages of the 
world. It maintains the Translation Commons (www.
trommons.org) matching nonprofit translation proj-
ects and organizations with the skills and interests of 
volunteer translators. 
Languages All
The Rosetta Foundation Dublin, Ireland, +353-86-7851749
Email: info@therosettafoundation.org
Web: www.therosettafoundation. com

      

 

Translators without Borders
Translators without Borders is an independent regis-
tered nonprofit association based in France that assists 
non-governmental organizations (NGOs) by providing 
free, professional translations. Founded by Lexcelera in 
1993, Translators without Borders has provided over 
two million dollars worth of free translations. Thanks 
to the funds saved, NGOs are able to extend their  
humanitarian work. Languages 11
Translators without Borders Paris, France, 33-1-55-28-88-09
Email: twb@translatorswithoutborders.org 
Web: www.translatorswithoutborders.org Ad on page 54

project MAnAgeMent

Turnkey Language Solutions
Global Language Solutions (GLS) is a full-service 
ISO 9001:2008 and EN 15038:2006 certified transla-
tion and interpreting company delivering solutions 
in over 100 languages. GLS provides turnkey proj-
ect management, culturally and linguistically ac-
curate document translations, website localization, 
multilingual typesetting/graphic design, linguistic 
validation, conference interpreting and voiceovers. 
The company's clients include leaders in the medical 
devices, pharmaceutical, health care, financial, legal, 
manufacturing, marketing and technology indus-
tries. GLS is a WBENC-certified Women's Business 
Enterprise (WBE) with offices in Asia, Europe, South 
America and the United States. Languages More than 
100
Global Language Solutions Irvine, CA USA, +1 949-798-1400
Email: info@globallanguages.com, Web:www.globallanguages.com

            

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 Mul-
tiTerm 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 termi-
nology discovery, approval and revision processes, which 
further ties in colleagues in the terminology process. 
Languages German, English
Kaleidoscope GmbH Maria Enzersdorf, Austria, 0043223643498-0 
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at 
Ad on page 26

            

trAnslAtion  
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 Business-
Manager provides a high degree of automation and flex-
ibility for professional language service providers and 
translation departments. Using a web-based platform, 
Plunet integrates translation software, financial account-
ing and quality management systems. Various functions 
and extensions of Plunet BusinessManager can be adapted 
to individual needs within a configurable system. Basic 
functions include quote, order and invoice management, 
comprehensive financial reports, flexible job and workflow 
management as well as deadline, document and customer 
relationship management.
Plunet GmbH Berlin, Germany, +49-(0)30-322-971-340 
Email: info@plunet.com, Web: www.plunet.com Ad on page 8

         

Smartling
Smartling provides an innovative, cloud-based trans-
lation management platform that lets companies 
quickly translate and deploy their websites and dy-
namic web applications, mobile applications and 
business documents across the entire corporate 
digital infrastructure. By streamlining the transla-
tion management process, Smartling ensures confi-
dence with high-quality translations every time and  
reduces time-to-value on globalization and localization 
efforts. Brands that rely on Smartling include Four-

square, GoPro, HotelTonight, Path, Pinterest, Shutter-
stock, Spotify, SurveyMonkey, Vimeo and more. The 
Smartling platform currently serves billions of page 
views per month in more than 100 languages across the 
globe. 
Smartling New York, NY USA, 1-866-707-6278
Email: hi@smartling.com, Web: www.smartling.com 

         

  
Wordbee Translator 
Web-based
Wordbee is the leading choice for enterprises and language 
service providers that need to save money and make their 
company run more efficiently. Wordbee has the most com-
plete feature set of any cloud solution:  project manage-
ment, portal, business analytics, reporting, invoicing and a 
user-friendly translation editor.  Tasks such as project and 
workflow setup, job assignment, deadline calculation, mul-
tiple phase kick-offs and cost management can all be auto-
mated in the collaborative translation platform.  Also, the 
Beebox connects CMSs, DMSs or any propriety database 
source with the TMS of the translation vendor or internal 
translation team. Languages All
Wordbee Soleuvre, Luxembourg , +352 2877 1204, +1 503 287 0023
Email: info@wordbee.com, Web: www.wordbee.com 

         

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation 
management system available as a pay-as-you-go SaaS 
or for installation on your server. Built for collaboration 
and ease of use, XTM provides a complete, secure and 
scalable translation solution. Implementation of XTM 
Cloud is quick and easy, with no installation, hardware 
costs or maintenance required. Rapidly create new projects 
from all common file types using the templates provided 
and allocate your resources to the automated workflow. 
XTM enables you to share linguistic assets in real time 
between translators. Discover XTM today. Sign up for a 
free 30-day trial at www.xtm-intl.com/trial. Languages All  
Unicode languages
XTM International Gerrards Cross, United Kingdom 
+44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com Ad on page 21
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XTRF Translation Management Systems 
Multiple Platforms

XTRF provides a global management system for trans-
lation agencies and localization departments. It is a 
user-friendly and highly customizable web-based col-
laboration platform for a company's clients, vendors and 
managers. Available as SaaS or installed on-premises, it 
streamlines all daily activities, supports project manage-
ment, invoicing, quoting, ISO 9001 reports and CRM. 
With rich APIs, integrated with CAT tools and accoun-
tancy software it reduces administrative costs and proj-
ect overhead by automating workflows and repetitive 
tasks. With a tool designed by translation and localiza-
tion professionals supported by a great team of IT and 
business consultants, XTRF is ready to become your 
technology partner.
XTRF Kraków, Poland, 48-12-255-14-80 
Email: info@xtrf.eu, Web: www.xtrf.eu  Ad on page 32 

         

trAnslAtion services

  

Translation Services Provider in SEE
Ciklopea is one of the leading translation and local-
ization services providers in the region of South East 
Europe (SEE) specialized in translation projects, in-
terpreting and localization into the languages of the 
South region (Croatian, Slovenian, Serbian, Bosnian, 
Macedonian, Montenegrin, Albanian, Bulgarian and 
Romanian). Our fields of specialization are manufac-
turing, consumer products, engineering, industry, tech-
nology, IT, medical, pharmaceutical, health services, 
life sciences, law, economics, business, finance, insur-
ance, marketing, PR, communication and tourism.  
Ciklopea is certified in accordance with ISO 9001: 2008, 
EN 15038:2006 and ISO 27001:2005. Languages More 
than 25 languages
Ciklopea d.o.o. Zagreb, Croatia, +385-1-3751736
Email: info@ciklopea.com, Web: www.ciklopea.com  Ad on page 23

            

When it comes to translation, we hear you
Delivering results, solutions and resources to vendor 
managers, project managers, production managers, 
directors and C-level executives of MLV language 
service provider companies. On-time and on-budget. 
Polish and other CEE languages. 25,000,000+ words 
translated and localized. 17,000+ projects completed. 
25+ fields of expertise covered. 5+ types of content 
covered. 130+ LSP-MLV customers served. 200+ end-
clients' content dealt with. 150 actively collaborating 
linguists. No more headaches, no more after hours. 
Ten years and counting.
CONTRAD Olsztyn, Poland, +48 89 614 11 00
Email: info@contrad.com.pl, Web: www.contrad.com.pl
Ad on page 59

          

 

Diskusija – Translation and Localization
Diskusija is a regional LSP specializing in the languages 
of the Baltic countries and Central, Eastern and South-
eastern European languages. Our core business is serv-
ing other LSPs. If you need translation into any of these 
languages, we are ready to help in whatever way suits 
you best. Your goal to provide your customers with the 
best services is our goal! We always try to be an extension 
of our client’s team in order to understand the require-
ments and the working style, to find the best solutions 
together, and, in other words, to become real partners. 
If you are looking for a flexible, adaptable partner, we 
are your choice. Languages Baltic, Central, Eastern and 
Southeastern European languages 
Diskusija Vilnius, Lithuania, 370-5-2790574, Fax: 370-5-2790576
Email: diskusija@diskusija.lt, Web: www.diskusija.lt 

      

 
Asianlization with HansemEUG 
With more than 180 trained in-house staff and 
EN15038 and ISO9001 certification, HansemEUG has 
become the largest LSP in Korea. Specialized in Ko-
rean, Chinese, Japanese, Vietnamese, Thai, Malay, In-
donesian, MEA and African languages, HansemEUG 
provides a one-stop solution with a broad spectrum 
of language services including: HQAS (Hansem Qual-
ity Audit Services) with a medical advisory board, ex-
pedited services with in-house DTP production, MT 
engine optimization, data solution and system devel-
opment, technical authoring and consulting services 
for Chinese GB compliance. Our headquarters and 
sales office are located in Korea and the UK, and a 
language center is in Vietnam. Languages Korean,  
Japanese, Chinese, Vietnamese, Thai, Indonesian, 
Malay, Lao, Arabic, Farsi, Hebrew, Central Asian and 
African 
HansemEUG, Inc. Suwon-si, Gyeonggi-do, Republic of Korea 
Korea: +82-(31)-226-5042, Email: info@ezuserguide.com 
UK: 44-(20)-8644-8685, Email: michael.stephenson@ezuserguide.com
N. America: +1-(800)-532-4176, Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com Ad on page 36

         

LinguaLinx Language Solutions, Inc.
LinguaLinx is a leading provider of global content 
and language translation to organizations around the 
world. The content experts at LinguaLinx help man-
age and localize messaging to enhance efficiency and 
provide consistency across all forms of communica-
tion. With offices around the world, LinguaLinx pro-
vides organizations with localization solutions that fit 
their needs including: translation and interpretation, 
marketing communications and website localization, 
translation memory deployment, multilingual SEO, 
translation readiness assessment and global content 
management. Unify your global organization with a 
customized content intelligence strategy and ensure 
that your messages resonate across borders. To learn 
more, visit lingualinx.com. Languages All
LinguaLinx Language Solutions, Inc. Troy, NY USA, 518-388-9000 
Email: info@lingualinx.com, Web: www.lingualinx.com

Lionbridge
Lionbridge enables more than 800 world-leading 
brands to increase international market share, speed 
adoption of products and effectively engage their 
customers in local markets worldwide. We provide 
translation, online marketing, global content man-
agement and application testing solutions that ensure 
global brand consistency, local relevancy and tech-
nical usability across all touch points of the global 
customer life cycle.  Using our innovative cloud tech-
nologies, global program management expertise and 
our worldwide crowd of more than 100,000 profes-
sional cloud workers, we provide integrated solutions 
that enable clients to successfully market, sell and 
support their products and services in global mar-
kets. Languages All
Lionbridge Waltham, MA USA, 781-434-6000
Email: marketing@lionbridge.com, Web: www.lionbridge.com
Ad on page 70

             

Medical Translations Only
Medilingua is one of the few medical translation spe-
cialists 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 diag-
nostics and software; pharmaceutical and biotech-
nology companies; medical publishers; national and 
international medical organizations; and other custom-
ers in the medical sector. Projects include the transla-
tion of documentation for medical devices, surgical 
instruments, hospital equipment and medical software; 
medical information for patients, medical students and 
physicians; scientific articles; press releases; product 
launches; clinical trial documentation; medical news; 
and articles from medical journals. Languages 45, in-
cluding all EU languages 
MediLingua Medical Translations BV Leiden, Netherlands
+31-71-5680862, Email: simon.andriesen@medilingua.com
Web: www.medilingua.com Ad on page 23, 48

RR Donnelley Language Solutions 
RR Donnelley Language Solutions is a leading global 
provider of premier multilingual communication ser-
vices to the world’s top companies in the financial, 
legal, life sciences, institutional and corporate commu-
nications sectors. Thanks to our innovative translation 
technology, including our market-leading translation 
management system, MultiTrans™, dedicated teams of 
5,000+ specialized linguists, ISO-certified quality stan-
dards and a 24/7/365 global service platform, we are 
able to tailor our solutions to meet the specific local-
ization and translation needs of our clients. RR Don-
nelley's solutions can help reduce costs, drive top-line 
growth, enhance ROI and increase compliance for our 
customers. Languages All
RR Donnelley Language Solutions, 24 offices worldwide
New York, NY USA, +1-212-658-5081
Email: languagesolutions@rrd.com
Web: www.rrdonnelley.com/languagesolutions
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Rheinschrift Übersetzungen, Ursula Steigerwald

Outstanding localization requires world-class experi-
ence. Rheinschrift gives your business a native voice 
in the German-speaking world. We offer more than 
20 years’ experience providing translations and local-
izations for software and hardware manufacturers as 
well as for the sectors of business, technology, legal 
matters and medicine/medical applications. Our ser-
vices also range from glossaries, post-editing, proj-
ect 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 European languages 
Rheinschrift Übersetzungen Ursula Steigerwald Cologne, Germany 
+49-(0)221-80-19-28-0, Email: contact@rheinschrift.de 
Web: www.rheinschrift.de  

SpanSource
SpanSource provides translation, localization and re-
lated services from Western European languages into 
all regional varieties of Spanish as well as other lan-
guage combinations through our network of select 
SLV partners. Our domain focus is on health care and 
life sciences, software and IT, heavy machinery and 
automotive, legal and financial, oil and gas, corpo-
rate training and educational materials. Our compre-
hensive service portfolio also includes unparalleled 
desktop publishing and multimedia localization en-
gineering support for e-learning materials. 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 ap-
proach. Languages Focus on Spanish and Portuguese, 
other language combinations through partners
SpanSource SRL Rosario, Argentina, 54-341-527-5233
Email: info@spansource.com, Web: www.spansource.com 

Technical and Life Science Solutions
Stepping Stone leverages almost 15 years of experi-
ence and scalability whilst maintaining a refined, 
hands-on, responsive service synonymous with a 
boutique-style agency. Your single-stop for transla-
tion, 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 phar-
maceuticals. We use small, experienced and adept 
teams rather than adopting a 1,000-resource selec-
tion 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 Euro-
pean, Middle Eastern and major Asian languages
Stepping Stone Riga, Latvia, +371 6728 1110 
Email: global@steppingstone.ws, Web: www.steppingstone.ws 

Tetras translations
Tetras is headquartered in Munich, operates in Europe 
and America with five locations around the world and has 
been a service provider in the technical translation, inter-
preting, localization, DTP and technical documentation 
sector since 1998. Today, Tetras works with translators, 
proofreaders, experts and academics from more than 40 
countries around the world, employs internal translators 
for many languages and has more than 1,500 satisfied 
customers. Our translators have years of experience in the 
electrics, mechanics, hydraulics, pneumatics, machine and 
computer software, physics and chemistry fields, as well 
as a wide range of knowledge of various technological 
processes. Our translation agency specializes in technical 
translations in Eastern and Western European, Scandina-
vian and Asian languages. Languages More than 40
Tetras translations, Munich, Germany +49 89 716 7216 30
Email: tetras@tetras.de, Web: www.tetras.de Ad on page 19

 TripleInk Multilingual Communications
As a multilingual communications agency, TripleInk has 
provided industrial and consumer products companies 
with precise translation and multilingual production ser-
vices for audio-visual, online and print media since 1991. 
Our experience in adapting technical documentation 
and marketing communication materials covers a wide 
range of industries, including biomedical and health 
care; building and construction; financial services; food 
and agriculture; high-tech and manufacturing; and hos-
pitality 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
Email: info@tripleink.com, Web: www.tripleink.com 

trAnslAtion tools 

            

Kilgray Translation Technologies
Windows
Kilgray Translation Technologies is the world’s fast-
est growing provider of computer-assisted translation 
tools. In 2005 the company launched the first version of 
memoQ, an integrated client-server translation environ-
ment designed to facilitate interoperability and teamwork. 
All of Kilgray’s products — memoQ, the memoQ 
server, memoQWebTrans, qTerm and Language Ter-
minal — optimize productivity and control of the en-
tire 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 through-

out the world, memoQ and other Kilgray tools are 
accepted and appreciated as premiere translation tech-
nologies. Languages All 
Kilgray Translation Technologies Béke sugárút, Hungary 
+36-30-383-9435, Email: sales@kilgray.com, Web: www.kilgray.com
Ad on page 20

         

MadCap Lingo
Windows

The leaders in technical communication bring you 
MadCap Lingo, an XML-based translation manage-
ment solution used by large multinational corpo-
rations, technical writers and freelance translators. 
MadCap Lingo offers support for a wide range of file 
formats, works with major industry TM systems and 
is fully integrated with the leading content authoring 
application MadCap Flare. Through its strategic part-
ner 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, Email: sales@madcapsoftware.com 
Web: www.madcapsoftware.com  

            

Memsource 
Memsource is an API-enabled translation environ-
ment that supports over 40 file formats. It includes 
translation memory, integrated machine translation 
and terminology management, in addition to a web-
based and desktop translator’s editor. Some of the 
world’s leading translation buyers as well as transla-
tion providers use Memsource for their mission-crit-
ical projects. In total, more than 40,000 Memsource 
users translate over 100 million words every month. 
Memsource offers powerful features, yet it is light-
weight, intuitive and fast. Languages All 
Memsource a.s. Prague, Czech Republic, +420 221 490 441
Email: info@memsource.com, Web: www.memsource.com

         

SMT Software for Professionals 
Linux, Windows 

Precision Translation Tools' state-of-the-art statistical ma-
chine translation (SMT) software delivers unprecedented 
performance and security as prepackaged applications that 
you install on your computers. LSPs use DoMT Desktop, 
published in 2012 as the first packaged SMT application 
for the desktop, to transform translation memories into 
private engines that connect to popular CAT tools. In 
2014, we published DoMT Server to integrate these cus-
tom engines with popular TMSs. With DoMT Desktop 
and Server, translation professionals have a complete, se-
cure SMT experience without the need to share TMs or 
connect to the internet. 
Precision Translation Tools Pte. Ltd. Singapore
+65 6 227 2407 Email: sales@precisiontranslationtools.com 
Web: www.precisiontranslationtools.com

STEPPING STONE
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Across Systems GmbH 17

ADAPT Localization Services 25

American Translators Association 53

AMR Scientific Translations SL 49

Aspena 29

Capita Translation and Interpreting 12, 67

Casa de Traduceri 47

Ciklopea d.o.o. 23

CONTRAD 59

CPSL 47

CrossLang NV 49

EuroGreek Translations Limited 23

HansemEUG, Inc. 36

Janus Worldwide Inc. 13

JFA Marketing 23
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lingoking GmbH 30
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Localization World, Ltd. 71

MediLingua Medical Trans BV 23, 48

Moravia 72
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Translators without Borders 54
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Ushuaia Solutions 35

Vistatec 57

Welocalize 43

XTM International 21

XTRF 32

SDL Language Technologies
Windows 

SDL Language Solutions offers a unique language 
technology platform — from translation memory 
productivity tools for the individual translator to 
collaboration software for project managers, from 
translation management solutions for LSPs to cloud-

based machine translation for corporate localization 
teams.  You are not just investing in a market-leading 
translation productivity tool when you buy SDL 
Trados Studio, you are investing in a CAT tool that 
integrates with the full SDL language technology 
platform including the new innovative Language 
Cloud. Find out more from www.translationzone.com. 
Languages All 

SDL Language Technologies 
Maidenhead, United Kingdom, +44-1628-417227
Email:insidesales@sdl.com 
Web: www.translationzone.com Ad on page 2 

Join our energetic Sales team NOW !
Capita Translation and Interpreting is growing rapidly and has opened two new offices in the UK within the last 
six months. We are currently looking for new talent from the localization industry to join our energetic sales team 
NOW.  Become part of the evolution of this young yet ambitious LSP,  apply for our business development roles 
(UK, US, Europe) and enjoy the many benefits that come with working for an FTSE 50 company.

Send your CV and a cover letter to salesmanagement@capita-ti.com

 Find us on Facebook 
facebook.com/multilingualmagazine

cAreer 0pportunities

Get the latest industry news at www.multilingual.com/news

http://www.multilingual.com/news
mailto:salesmanagement@capita-ti.com
http://www.translationzone.com
mailto:insidesales@sdl.com
http://www.translationzone.com
http://www.multilingual.com
https://www.facebook.com/multilingualmagazine
http://www.capitatranslationinterpreting.com


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

dialect. A variety of a language used by people from a par
ticular geographic area. The number of speakers and the area 
itself can be of arbitrary size. A dialect is a complete system 
of verbal communication — oral or signed but not necessarily 
written — with its own vocabulary and/or grammar.

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

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

localization (l10n). In this context, the process of adap
ting a product or software to a specific international 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 terminol
ogy glossaries and advanced grammatical, syntactic and 
semantic analysis techniques.

quality assurance (QA). The activity of providing evi
dence needed to establish confidence among all concerned 
that qualityrelated 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.

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 correspon
dences between the structure of the source language and 
that of the target language. The first stage involves analyz
ing the input text for morphology and syntax — and some
times semantics — to create an internal representation. The 
translation is then generated from this representation using 
extensive lexicons with morphological, syntactic and seman
tic information, and large sets of rules.

statistical machine translation (SMT). A machine transla
tion 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.

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

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

XML Localization Interchange File Format (XLIFF). An 
XMLbased format for exchanging localization data. Stan
dardized by OASIS in April 2002 and aimed at the localiza
tion 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.

http://www.multilingual.com/resourceDirectory
mailto:editor@multilingual.com
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una cachiaspirina (Chilean Spanish): refers to how one will 

sweat heavily during sex and thus kill a cold (literally, to take a 
sex-aspirin).

All too soon things become more serious:
peentjes zweten (Dutch): sweating like a pig (literally, sweat-

ing carrots).
fare i gattini (Italian): to vomit (literally, to make the kittens).
ca-ca-ca (Tsonga, South Africa): to have diarrhea; to rain 

heavily.
sarar burer (Chorti, Guatemala): a fever accompanied by an itch.
útsu (Telugu, India): the falling off of the hair from sickness.
oka/shete (Ndonga, Namibia): urination difficulties caused by 

eating frogs before the rain has duly fallen.
Routine must be interrupted and steps must be taken:  
krankfeiern (German): to call in sick (literally, to celebrate 

illness).  
tombola (Kalanga, Botswana): to extract a thorn from flesh 

using a safety pin. 
tervismuda (Estonian): curative mud.
verkwakzalveren (Dutch): to spend money on quack remedies.
kudóripannugirathu (Tamil, India): to slit or cut the top of the 

head in order to put in medicine to cure dangerous diseases.
Few enjoy handing themselves over to doctors, but sometimes 

it’s unavoidable; or as they say in France inévitable:
trente-trois: say ah! (literally, thirty three: said by a doctor to 

the patient).
passer sur le billard: to undergo surgery (literally, to go onto 

the billiard table).
In some societies recommended cures may not be primarily 

medical:

Sometimes the English vocabulary demonstrates 
that the malfunction of the body has more to do 
with the mind than the body itself. Consider these 
words, with their coinage dates in brackets:
formication (1707): the sensation of bugs crawling over one’s 

body.   
blepharospasm (1872): persistent winking.
trichotillomania (1889): a neurosis involving a compulsive 

desire to pull out one’s hair.
boanthropy (1864): the delusion that one is an ox.   
uranomania (1890): the delusion that one is of heavenly 

descent.   
calenture (1593): a distemper peculiar to sailors in hot cli-

mates, wherein they imagine the sea to be green fields and will 
throw themselves into it. 

Elsewhere, in other languages, the simplest symptoms can an-
nounce coming suffering:

hí (Rapanui, Easter Island): to have a headache or to blow 
one’s nose.

kirukiruppu (Tamil): dizziness.
cloch (Scots Gaelic): to cough frequently and feebly.
koodho (Anywa, Nilo-Saharan): to fart repeatedly.
ku-susuukirira (Ganda, Uganda): to feel the first shivers of a 

fever. 
svimfardig (Swedish): ready to faint.
motami-ella (Yamana, Chile): to go home or to a place east-

ward and throw up. 
Some people are more likely to succumb to illness than others:
niba n aoraki (Gilbertese): a person very susceptible to catch-

ing every disease.
mabuk darah (Malay): one who becomes sick upon seeing 

blood.
aráttam (Tamil): the anxiety of a sick person.
Love is often described using the terminology of disease, as 

dongai (Fijian), meaning love sickness; while sex is seen both as 
a cause of sickness and as a cure: 

pham-phòng (Vietnamese): to become sick after having 
intercourse.

Adam Jacot de Boinod was a researcher for the first BBC televi-
sion series QI, hosted by Stephen Fry. He wrote The Meaning of 
Tingo and Other Extraordinary Words from around the World, 
published by Penguin Books.

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

Adam Jacot de Boinod

Words of sickness
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http://www.multilingual.com
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millu (Quechuan, Andes): a rock of alu-
minium sulphate used by witch doctors 
to diagnose illnesses by its color change 
when thrown into a fire.

ti-luoiny (Nicobarese): to call on the 
spirit of a sick man to return.

tawák (Tagalog, Philippines): a quack 
doctor with magic saliva.

anavinakárayá (Sinhala, India): a 
juggler, one who practices incantations 
upon persons who have been poisoned or 
bitten by a serpent.

Ultimately for us all there is one 
eventuality. Once under the ground, 
in English, we say we are “pushing 
up daisies,” “kicking the bucket” or 
“turning up our toes.” For the French, 
though, to be dead and buried is either 
engraisser les asticots (fattening the 
maggots) or manger les pissenlits par 
la racine (eating dandelions by the 
roots). Even more imaginatively the 
Germans have sich die Radieschen von 
unten angucken (he’s looking at the 
radishes from below). Additionally, you 
have:

colgar los tenis (Mexican Spanish): 
to hang up or hand in your tennis 
shoes.

at stille træskoene (Danish): to put 
aside the clogs.

zaklepat bačkorama (Czech): to bang 
together a pair of slippers. 

oikaista koipensa (Finnish): to 
straighten one’s shanks. 

nalları havaya dikmek (Turkish): to 
raise horse shoes to the sky.

gaan bokveld toe (Afrikaans): to go 
to the goat field.

cerrar el paraguas (Costa Rican 
Spanish): to close the umbrella.

liar el petate (Spanish): to roll up the 
sleeping mat.

nolikt karoti (Latvian): to put down 
the spoon.

passer l’arme à gauche (French): to 
pass the firearm to the left. 

ins Gras beißen (German): to bite 
into the grass. 

a da colţul (Romanian): to turn 
around the corner. 

hälsa hem (Swedish): to send home 
one’s regards.

irse al patio de los callados (Chilean 
Spanish): to go to the courtyard of the 
hushed. 

ya kwanta dama (Hausa, Nigeria): 
he is lying on his right arm (Muslims 
are buried on the right arm facing the 
Kaaba in Mecca).  M

lionbridge.com

mailto:editor@multilingual.com
http://lionbridge.com
http://lionbridge.com


Discover Global Success In 2015

The world’s #1 Localization  
Conference & Exhibition Series

LocWorld29

Silicon Valley
October 14-16, 2015

Santa Clara Convention Center

www.locworld.com

http://www.locworld.com
http://lionbridge.com
http://sdl.com
http://welocalize.com
http://www.moravia.com
http://www.csoftintl.com
http://www.williamblair.com/Investment-Banking.aspx
http://locworld.com/#tab-8c71365932c738a6364


moravia.com

Flexible thinking. Reliable delivery.

Global brands 
will drive the shift 
to single sourcing.

Charmáine Cook
Senior Account Manager, 
Strategic Accounts
Moravia 

Mature global companies will increasingly 
single-source their translation and 
localization needs from equally mature 
localization providers, who operate as their 
true business partners. The advantages of 
higher efficiency, scalability, and consistency 
will be too hard to ignore. Single-sourcing of 
language services — based on strong KPIs — 
will soon be just as common as traditional 
project-based, multi-vendor models.

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

William Gibson

http://www.moravia.com/
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