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HAVE YOU EVER BEEN MIFFED BY MIF FILES?

Actual process required when using
a leading competitive TM tool

With Alchemy PUBLISHER, Translation Memory (TM) just got a lot simpler.
Utilizing advanced TM technology and an intuitive project environment,
Alchemy PUBLISHER eliminates the headaches associated with complicated, legacy
text-based TM solutions, while reducing your translation costs by as much as 70%.

Actual process when using
Alchemy PUBLISHER

To begin thinking outside the box, visit
www.alchemysoftware.com.
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Global Software Strategies
Santa Clara, California
March 17-19, 2009

The strategy and business case for the delivery of world-ready products
Attend Worldware and you will:
• Learn from subject matter experts
• Interact with peer high-level decision-makers
• Understand the beneﬁts and challenges of proactive internationalization
• Gain insight into the success strategies implemented by leading
international software companies
• See how internationalization bridges the gap between globalization
and localization

For information and registration visit us online at www.worldwareconference.com

Hotel Maritim proArte, Berlin, Germany, 8-10 June 2009

Know-how for Global Success
Q
Q
Q
Q

Large exhibits with tools and services from around the world
Excellent speakers and keynote addresses
Three days full of sessions for beginners and experts
Social events for networking

www.localizationworld.com Qinfo@localizationworld.com
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Could this be true?

If you have ever thought that Across might be acquired by a language
service provider – sorry, you are wrong! Independence is core to our
shared business initiatives – and that’s not subject to negotiation.
We’ll put our money where our mouth is!

Across takes technology independence so seriously that we are
offering a money-back guarantee for LSPs:
If we merge with or are acquired by a language service provider within
5 years of your license order, we will pay back all license fees you,
as an LSP, spend for Across technology through 2009. No questions asked.
Your Across licenses will remain your property.

The No. 1 independent technology
for the linguistic supply chain.
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Across Systems, Inc.
Phone +1 877 922 7677
americas@across.net
Across Systems GmbH
Phone +49 7248 925 425
international@across.net

www.across.net
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Katie Botkin

Post Editing

Language as content
and the system

R

Reading through this issue, starting perhaps with the very ﬁrst word, I’m struck
again by the global predominance of English. This is not to say that every phrase
spoken in the halls of the mighty is anglicized; as John Freivalds points out,
interpretation is nearly always needed and is not always straightforward. As Tom
Edwards points out, cultural difference encompasses not just spoken language,
but symbols — in this case, religious symbols. But as Adam Asnes joins in with
some advice to take a break from global business to assess global business, Greg
Rosner adds to this his perspective on trust and communication, and Ultan Ó Broin
reviews E.S. Wibbeke’s book on geoleadership, the question becomes: given that
the primary language of the internet, casual travel, and technical source texts
is English, and so many people’s ﬁrst language is something else, what do we
do? We’ve been asking the question for a while, but it still appears that as far as
globalization goes, content is often managed in one direction.
After Scott Abel’s interview on content management (CM), Sandrine Trillaud lays
out the case for multilanguage CM vendor consulting, Leonor Ciarlone explains
the global value chain, Rahel Anne Bailie details content convergence and Ray
Lloyd gives us a linguist’s perspective on creating a multilingual website. All with
the underlying theme that “content” moves from the simple to the complex, from
the back ofﬁce to the widely circulated, from one language — typically English
— to many, and needs to be laid out, tended and kept track of as it balloons to
gargantuan proportions.

In keeping with this theme, Nelson Ng and Neil McAllister summarize eBay’s move
into Unicode to aid in translating content from English. Iskandar Sattibaev evaluates
a translation of Ivanhoe from English into Russian. Berry Braster denotes the whys
and hows of controlled language, particularly Simpliﬁed Technical English. And as
Michael Scholand’s Takeaway reminds us, emerging technology helps to make this
all possible.
English content is often the starting point, as unfair and boring as this may
seem. However, from a writer’s point of view, history, politics and political
correctness aside, English is a logical choice. That English has taken the ﬁeld as
the lingua franca in this globalized age may be more than the cast of fate’s die.
This is the broadest natural language in the world, yet it is arguably one of the
easiest to learn, with little gender and few required instances of inﬂection, either
nominal, vocal or verbal; a simple alphabet; and a tolerant view of incoherence
and colloquialism.
Language has a tendency to produce cultures like unto it, though I may have
cause and effect backwards. Anglo-Saxon is ﬁerce, untamed, with oddly severe
rules: like warfare in the tenth century. French is rigorous but highly artistic: a
Delacroix painting, quietly ﬂuid, melodramatic. Latin I have all but forgotten,
except as sufﬁxes and preﬁxes, but I get the impression it is like a phalanx
marching.
And of all these English is born, the language of pop culture and Shakespeare.
The brilliant red and foreshortened arm of the French tableau runs down the wall,
collides with a melody rising to greet it in guttural battle cry. It is clay, this pidgin
language, muddy but highly malleable, hard as iron when passed through the ﬁre.
This is one reason that its “content” can deserve to be managed appropriately. :

www.multilingual.com
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News

Industry companies donate products to medical, community development nonprofits
Whole Child International, SCORE,
Chernobyl Children Project, USA, and
schools in Nigeria beneﬁt

Global Language Solutions, a provider of translation services, recently announced its donation of Spanish translation services to support the growth efforts of Whole Child
International (www.wholechild.org) in Nicaragua and El
Salvador. Whole Child International, an international aid
organization based in Los Angeles, works with governments
to improve the quality of life for children in orphanages and
other institutions. Research by Whole Child and its partners
has proven that orphanages can be dramatically improved
at relatively small cost by focusing on the relationship
between child and caregiver.
“In order to help expand our programs throughout these countries we need to communicate and present our research ﬁndings in
the local language. Global Language Solutions’ donation of Spanish
translation services meets a crucial program need and helps raise

MT, tools emerge as focus in fall conferences
Languages and the Media
The 7th International Conference and Exhibition on Language
Transfer in Audiovisual Media was held in Berlin, Germany, on
October 29-31, 2008. Sessions covered the fast-changing world of
media, with “Global Business — Local Access — Good-bye Quality?”
as a theme. Discussions centered around the need for quality processes and how machine translation (MT) works or does not work in
the realm of audiovisual media.

Localization efforts help Chernobyl’s radiation-affected
children adjust to US treatment.

funds from and communicate with the societies in which we work,”
said Whole Child founding executive director Karen Gordon.
continued on page 9

The 50th annual ATA conference is scheduled for October 28-31,
2009, at New York City’s Marriott Marquis Hotel in Times Square.

LLA
Localization Latin America, hosted by the organizers of Localization World, was held for the ﬁrst time on November 17-20, 2008,
in Buenos Aires, Argentina. Sessions focused on tools training and
surveying the Latin American market. Attendees, the majority of
whom were from Latin America, expressed enthusiasm for the
opportunity to learn. The closing reception included a tango show
in celebration of Buenos Aires, where tango was ﬁrst born.

tcworld/tekom
tcworld, the localization segment of the annual tekom conference,
once again welcomed record numbers of attendees to Wiesbaden,
Germany, on November 5-7, 2008. Globalization and Localization
Association member companies hosted the Chill Zone, an open space
designed to give attendees a place to relax and regroup during the
fast-paced event. Sessions and tool demonstrations provided information on the role of localization in global business communication
and technical documentation, while localization companies made up
a large percentage of the exhibiting vendors.

49th ATA Conference
The 49th annual American Translators Association (ATA) conference was held at the Walt Disney World Resort of Orlando, Florida,
in Orange County, on November 5-8, 2008. Orange County ofﬁcials
declared the week translators’ week in honor of the conference and
translation’s importance worldwide. Sessions geared toward medical,
legal and language-speciﬁc translation drew around 1400 attendees.
One session on MT, directed toward translators who might be wary
and labeled as a “ﬁrst date” between the two parties, drew what
seemed to be a particularly lively crowd. Session moderator Laurie
Gerber pointed out that translators need to alert tool vendors of what
they really want out of MT tools in order to drive improvement.
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Localization Latin America was not all work. Tango lessons and
demonstrations provided evening entertainment.

Gilbane Boston
The Gilbane Group held its 5th annual conference in Boston,
Massachusetts, on December 2-4, 2008, and focused on the theme
“Where Content Management Meets Social Media.” Web technology and the extremely popular trend of social media were the main
topics of panel and session discussions. Debates contested the generational acceptance and use of social media.
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News
SDL Tridion and VLC are providing consultancy and software free of charge to build
a website for nonproﬁt SCORE (www.score
.org.za). SCORE is a South African community development organization that uses
sports and physical activity as a medium
to provide children with various skills and
opportunities. To implement a website that
meets the objectives of SCORE, a team
of two consultants from VLC traveled to
South Africa to discuss the requirements
with various stakeholders. The new website
is built on the web content management
system of SDL Tridion. The new website was
launched mid-December 2008.
ABBYY, a provider of document recognition, data capture and linguistic software,
will be donating 200 copies of its Lingvo
electronic dictionary product to the Chernobyl Children Project, USA (www.ccpusa
.org), the largest organization in the United
States that provides medical treatment and

Business
TOIN acquires Paciﬁc Dreams
TOIN Corporation, a multilingual provider
of Japanese and Asian language solutions,
has acquired the translation and interpretation business units of Paciﬁc Dreams, Inc.,
a Japanese language services provider with
ofﬁces in Portland, Oregon. For now, Paciﬁc
Dreams will continue to operate as a distinct
business unit within TOIN Corporation.
TOIN Corporation
aki-ito@to-in.co.jp, www.to-in.com
Paciﬁc Dreams, Inc. info@paciﬁcdreams.org
www.paciﬁcdreams.org

TransPerfect opens Florida ofﬁce,
merges with Iverson Language
TransPerfect Translations, Inc., a provider
of language services, has announced the
opening of a new ofﬁce in Orlando, Florida.
Motivating factors include a large visitor
population to local attractions and a growing Spanish-speaking community.
TransPerfect has also completed a merger
with Iverson Language Associates, Inc., a provider of technical translation services. Iverson
will become a division of TransPerfect and will
continue to be led by founder and president
Steven Iverson, who will become part of the
senior management team.
TransPerfect Translations, Inc.
info@transperfect.com, www.transperfect.com
Iverson Language Associates, Inc.
steve@iversonlang.com, www.iversonlang.com
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respite care for children from the Chernobylaffected areas of Belarus, Russia and Ukraine.
The project has provided care for more than
1,500 children, as well as equipment, supplies and training to medical institutions and
personnel. It arranges medical care in the
United States for children suffering from a
wide variety of ailments, placing them with
volunteer host families during their stay.
“Each year at our evaluation meetings
after the children have returned to Russia, the main area the host parents wish
we could work on is communication,” said
Patty Doyle, president of the Chernobyl
Children Project, USA. “They would like to
be able to communicate with the children
daily, not just when a translator is available.
This donation from ABBYY will help host
families and children not only to communicate daily instructions, but will provide
a valuable opportunity to really ﬁnd out
about each other’s lives and cultures.”

Locatech, CrossGap, Jonckers merge
After a decade of economic partnership,
Locatech GmbH and CrossGap srl will merge
into Jonckers Translation & Engineering. The
three companies are the founding members
of LCJ EEIG, a Microsoft Premier Vendor. The
companies’ founders agree that a formal
merger of the partnership provides uniﬁed
growth without the constraints of being
separate companies.
Locatech GmbH
info@locatech.com, www.locatech.com
CrossGap srl
info@crossgap.com, www.crossgap.com
Jonckers Translation & Engineering
info@jonckers.com, www.jonckers.com

Michael Klinger of Anzu Global, a globalization stafﬁng and consulting service, recently
met with school ofﬁcials in Guidan Roumji,
Niger. Anzu Global has sent school supplies,
sports equipment, uniforms and funds to the
local high school in Guidam Roumji, while
the high school in Acton, Massachusetts,
where Anzu Global is headquartered, will be
“adopting” the Nigerian high school. Initial
efforts include a newsletter exchange and a
fund-raiser for school equipment.

Correction
The name of one of the authors of
“Preservation of Sarawak indigenous
languages” in the December 2008 issue
of MultiLingual (#100, Volume 19 Issue
8) was incorrectly spelled. The correct
spelling of her name is Suhaila Saee. Our
apologies to Ms. Saee.

Products and Services
MultiTrans 4.4
MultiCorpora R&D Inc., a provider of multilingual asset management solutions, has
released MultiTrans 4.4. The newest version
includes WordAlign technology, a collaborative development effort with the Canadian
National Research Center, designed to allow
users to retrieve translated terminology from
previously translated documents. MultiCorpora has also leveraged Oracle’s technology
to recycle translations from over 250 ﬁle
formats and shorten ﬁle conversion speeds.
MultiCorpora R&D Inc.
info@multicorpora.com
www.multicorpora.com

Sajan now in New Delhi
Sajan, Inc., a language translation service
and technology company, has opened a new
ofﬁce in New Delhi, India. The new location
is considered a strategic site in line with the
company’s existing growth efforts.
Sajan, Inc.
productsales@sajan.com, www.sajan.com

PROMT opens US branch
PROMT, a provider of automated translation solutions, has established a US ofﬁce
— PROMT Americas — in San Francisco,
California. The new branch will be promoting the company’s products, services and
enterprise solutions to the US, Canadian
and Latin American markets.
PROMT info@e-promt.com, www.e-promt.com

Talend Babili
Talend Inc., a provider of open-source data
integration software, has launched Talend
Babili, a web-based application that allows
community members to translate the user
interface and other character strings contained in the source code of Talend’s products into any language. Translation projects
have already been started in French, German,
Spanish, Italian, Brazilian Portuguese and
Simpliﬁed Chinese.
Talend Inc.
info@talend.com, www.talend.com

LingoTip web localization service
LingoTip, a translation services company
specializing in multilingual embedding, has
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News
launched a new web service, enabling anyone to localize web content with just a few
clicks using the skills of human translators.
Additionally, LingoTip offers complimentary
widgets that have already been translated,
including widgets with common phrases in
various languages. Users are welcome to
upload and share their own multilingual
widgets.
LingoTip
info@lingotip.com, www.lingotip.com

Language Line BiMedical.net,
medical interpreters’ registry
Language Line Services, Inc., a provider of
interpreting services, in partnership with
BiMedical.net LLC, has announced the availability of Language Line BiMedical.net, an
online application that generates bilingual
medical forms and questionnaires in multiple languages to allow for instant communication with limited-English-proﬁcient
patients. Printed in both the patient’s and
the caregiver’s languages, the forms are
designed to protect patient safety.

Language Line Services has also launched
the International Registry of Certiﬁed Medical Interpreters (www.ircmi.org). The registry
gives hospitals, health care organizations,
interpreters and researchers access to a complimentary online resource for identifying
professional medical interpreters and reviewing their language skills and credentials. It
also serves as a professional development
tool for interpreters who specialize in clinical
situations and a vehicle for raising awareness
of the medical interpreting profession.
Language Line Services, Inc.
info@languageline.com
www.languageline.com

JiveFusion has also integrated Fusion
3.0 with TransFlow, a project and workﬂow
management solution by Logosoft.
JiveFusion Technologies, Inc.
info@jivefusiontech.com
www.jivefusiontech.com

SDL Trados 2007 Suite
SDL, a provider of global information
management solutions, has announced the
release of SDL Trados 2007 Suite. Integrating
automated translation with its translation
memory solution, the SDL Trados 2007 Suite
offers a visual translation environment for
software user interfaces through a new
component called SDL Passolo Essential.

Fusion One and
Fusion Collaborate 3.0

SDL phampton@sdl.com, www.sdl.com

JiveFusion Technologies, Inc., a translation technology provider, has ofﬁcially
launched its version of Fusion One and
Fusion Collaborate 3.0. The launches introduce a new method of managing translation memories. New features include
complete contextual referencing.

LTC Worx version 1.2.2
The Language Technology Centre Ltd.
(LTC), a developer of language technology
solutions, has released version 1.2.2 of LTC
Worx, its web-based business system for
multilingual information management.
The Language Technology Centre Ltd.
info@langtech.co.uk, www.langtech.co.uk

XTRF 1.6
XTRF Management Systems, a division
of Lido-Lang Technical Translations, has
released version 1.6 of its XTRF system. New
functionalities of the system include solutions facilitating automation and control of
work within projects. Three interface languages have been added — Spanish, Latvian
and Belarusian.
XTRF Management Systems
sales@xtrf.eu, www.xtrf.eu

Wordfast 6.0
Wordfast LLC, a provider of translation memory (TM) software, has released
Wordfast 6.0 — designed for corporations,
translation agencies and freelance translators. The new version includes a standalone,
platform-independent translation environment; improved batch analysis, translation
and cleanup; improved ﬁle format support;
and enhanced TM administration.
Wordfast LLC
info@wordfast.com, www.wordfast.com

Local Concept’s Global Web Manager
Local Concept, a provider of localization
solutions, has released Global Web Manager, a content management solution for
multilingual websites. Global Web Manager
allows content exporting for translation
based on site, page and/or date, and eliminates the need to send and receive ﬁles as
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News
all changes are made in one place.
Local Concept info@localconcept.com
www.localconcept.com

Plunet BusinessManager 4.1,
university training program
Plunet GmbH, a provider of business management software for translation services
and agencies, has released version 4.1 of
BusinessManager. The customer portal has
been optimized in terms of user-friendliness
and communications. SDLX ﬁles can now
be processed with the upgraded SDL Trados
interface. The new version also increases the
mobility of project managers and translators
with the newly integrated SMS Manager.
Plunet has also developed the Plunet
Academy — a university training program
aimed at establishing a network of universities, partner companies and key communicators in order to promote teaching content
that is relevant to the translation industry.

People
Recent industry hires
Q Lionbridge Technologies, Inc., a provider
of globalization and testing services, has
announced that Yvonne Cekel has joined the
company as vice president (VP) of software
as a service and communities. Nic McMahon
has joined Lionbridge as VP of technology
solutions.
Q ISITE Design, a provider of full-service
web solutions, has added Steve Kemper to
its Portland, Oregon, team as senior project
manager.
Q Terminotix Inc., a developer of computer tools for translation, has appointed

Jean-Sébastien Richard as director of
marketing and business development.
Q Advanced Language Translation, Inc., a
provider of translation and localization services, has added Merrill Gates to its team of
professionals as marketing coordinator.
Q SDL has hired Sam Younger as desktop sales representative of SDL TRADOS
Technologies for the corporate market.
Q Elanex, Inc., a translation services company, has announced that Patrick Aubry has
joined the company as general manager for
France. Stefan Joris has joined the company
as general manager of Elanex Belgium.
Q Acclaro Inc., a provider of translation
and localization services, has announced that

Plunet GmbH info@plunet.de, www.plunet.de

Funambol Lion Sniper
Funambol, a mobile open-source project,
has unveiled its newest community program
— Lion Sniper — that focuses on translating
its software, online help and its Community
Forge into French, German, Italian, Spanish,
Japanese and Arabic. Lion is a play on L10N,
the abbreviated version of localization.
Funambol
info@funambol.com, www.funambol.com

Language Weaver partner program
Language Weaver, a human communications solution company, has unveiled a
partner program for its four key markets
— community content, government, business intelligence and customer care. Key
types of partners include channel partners,
complementary application partners, system integrators and technology partners.
Language Weaver
info@languageweaver.com
www.languageweaver.com

Kilgray MemoQ 3.2
Kilgray Translation Technologies, a developer of translation productivity tools, has
released MemoQ 3.2. The new version focuses
on three key areas: leverage, usability and
accessibility. It also includes an enhanced
fragment assembly and XML ﬁlter; supports
the internationalization tag set; and introduces usability improvements for translators
and project managers.
Kilgray Translation Technologies
info@kilgray.com, www.kilgray.com

www.multilingual.com
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Stephanie Engelsen will lead its global marketing initiatives.
Q Inttranet’s Inttranews, a news service
for the language industry, has appointed
Estela Arrigorriaga as the chief editor for
the Spanish version of the news site.
Q Beetext Inc., a developer of workﬂow
management solutions, has hired Pascal
Boivin as corporate sales manager. The company has also hired Emily Holman to manage
its new Software as a Service program.
Q Iverson Language Associates, Inc., has
announced that Hélène Pielmeier has been
promoted to the role of chief operating
ofﬁcer.
Q In Every Language, a language services provider, has hired two employees.
Karice Hill joins the company as account
executive, and Brandi Miller joins the company as translation project manager.
Q Skrivanek s.r.o, a provider of localization solutions, has appointed An Stuyven as
the executive manager of global sales and
marketing.
Q Excel Translations, Inc., a provider of
translation and localization services, has hired
Roger Mazzella as global director of strategic
accounts.
Lionbridge Technologies, Inc.
info@lionbridge.com, www.lionbridge.com
ISITE Design
info@isitedesign.com, www.isitedesign.com
Terminotix Inc. termino@terminotix.com
www.terminotix.com
Advanced Language Translation, Inc.
info@advancedlanguage.com

www.advancedlanguage.com
SDL phampton@sdl.com, www.sdl.com
Elanex, Inc.
info@elanex.com, www.elanex.com
Acclaro Inc.
info@acclaro.com, www.acclaro.com
Inttranet info@inttra.net, www.inttra.net
Beetext Inc.
info@beetext.com, www.beetext.com
Iverson Language Associates, Inc.
steve@iversonlang.com, www.iversonlang.com
In Every Language
clients@ineverylanguage.com
www.ineverylanguage.com
Skrivanek s.r.o.
s.r.o
info@skrivanek.com, www.skrivanek.com
Excel Translations, Inc.
info@lifesciencestranslations.com
www.lifesciencestranslations.com

Resources
Online portal helps translation
graduates get industry experience
CILT (the National Centre for Languages)
and the Association of Translation Companies, along with six partner universities and ﬁve translation companies, have
piloted the Graduate Placement Scheme.
Part of this scheme is a new online portal
(www.routesintolanguages.ac.uk/transla
tion/placement/index.html) that facilitates
links between employers and postgraduate
translation students.
CILT, the National Centre for Languages
library@cilt.org.uk, www.cilt.org.uk

Common Sense Advisory tips, survey
Common Sense Advisory, Inc., has compiled ten tactical and strategic responses to
managing globalization projects in troubled
markets. Some are related to sales and
marketing, others to improving the productivity of internal operations and the
efﬁciency of external spend. Included in
the members-only Quick Take series — “Ten
Ways to Recession-Proof Your Business” —
are tips for recession-prooﬁng a business,
such as increasing global sell-through and
revisiting machine translation.
In a September 2008 survey of 351 buyers
of business software from eight non-Englishspeaking countries, Common Sense Advisory
found a high correlation between purchasing
likelihood and localized products. The data
from the survey, which included businesspeople in Brazil, China, France, Germany,
Japan, Russia, Spain and Sweden, showed
that more than nine out of ten buyers prefer
products and information that are available
in their native languages and adapted to local
requirements. These ﬁndings are detailed in
the ﬁrm’s report “Localization Matters.”
Common Sense Advisory, Inc.
info@commonsenseadvisory.com
www.commonsenseadvisory.com

The Gilbane Group case study
Sajan, Inc., a provider of language translation technology and services, has announced
the publication by The Gilbane Group of a
case study titled “Broadening Product Lifecycle Management: Club Car’s Strategy for

Ask anybody else for
localized, multilingual SEO.
They’ll be speechless.
At MOGI, translating is just the beginning. MOGI combines translation, localization
and multilingual SEO to strengthen your brand locally and heighten your search engine
results. Our multilingual team of online writers, translators, researchers, designers and
developers deliver signiﬁcant and measurable results in 40 languages. So you get web
solutions that are cost-effective, technology-driven and marketing-focused. We think
that speaks volumes.

MO Group International
Gulledelle 94 I 1200 Brussels I Belgium
Tel: +32 (0)2 771.19.12 I www.mogi.eu.com
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News
Multilingual Product Communications.” The
case study is a joint effort with Ingersoll Rand
Club Car, The Gilbane Group and Sajan.
Sajan, Inc.
productsales@sajan.com, www.sajan.com
The Gilbane Group
editor@gilbane.com, www.gilbane.com

Clients and Partners
Foreign Translations
translates for FDIC
Through its general services administration contract with the federal government,
Foreign Translations, Inc., was awarded and
recently completed a ﬁnancial translation
services contract with the Federal Deposit
Insurance Corporation (FDIC). The project
involved the translation of a large number of
training modules for the FDIC Money Smart
Financial Education Program into Hmong.

services and technology to Nikon, developers of digital imaging and optics products.
Translations.com’s GlobalLink technology
will be integrated with Nikon’s new content
management system.
Translations.com has also partnered with
Cheapﬂights Ltd. in the “light” launch of
Cheapﬂights’ German website. In addition
to completing the full localization of the
German website, Translations.com created a
customized technology solution to help the
company manage its German web content.
US Airways has chosen Translations.com as
its vendor for translation services and globalization management system technology in

support of its web localization efforts.
Translations.com info@translations.com
www.translations.com

ACP Traductera cooperates
with the University of Economics
ACP Traductera, a translation and localization company, is cooperating in a joint
effort with the Faculty of Management
of the University of Economics in Prague.
The University of Economics focuses on
the ﬁeld of management and economics in
the Czech Republic. Cooperation between
the parties will facilitate further development through the exchange of theoretical

Foreign Translations, Inc.
translations@foreigntranslations.com
www.foreigntranslations.com

Vasont integrates
Lionbridge technology
Vasont Systems, a provider of component
content management (CM) solutions, has
announced the availability of its new Translation Package — an integration between its CM
system and Freeway, the web-based translation management platform from Lionbridge
Technologies, Inc. The Translation Package
with the Freeway integration allows clients
to initiate translation quotes or projects to
Freeway directly from the Vasont interface.
Vasont Systems
info@vasont.com, www.vasont.com
Lionbridge Technologies, Inc.
info@lionbridge.com, www.lionbridge.com

SYSTRAN Premium
Translator 6

Translations.com localizes for TBC,
Nikon, Cheapﬂights, US Airways

%FTJHOFEGPS5PEBZµT
1SPGFTTJPOBM5SBOTMBUPS

Translations.com, an enterprise translation services and globalization management
system technology solutions company, has
been engaged by Tourism British Columbia
(TBC), the province’s ofﬁcial tourism organization, to support the localization of HelloBC
.com, its consumer-oriented travel planning
website, in preparation for the 2010 Olympic
and Paralympic Winter Games in Vancouver.
In addition to engaging Translations.com
to perform localization into Japanese, Chinese and Korean, TBC selected GlobalLink
Project Director to help manage translation
workﬂow.
The company has also been selected as
an enterprise-wide provider of translation

www.multilingual.com
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Streamline the translation workflow and
automate the human translation process
to minimize costs.
50+ language pairs
Desktop and server solutions
New and intuitive Translation Toolbar is
always available on the desktop
New Dictionary Lookup provides instant
access to SYSTRAN, Larousse and
Chambers dictionaries
Enhanced customization tools to manage
dictionaries, TMs, post-editing, and QA

NEW

V6

Optimize translations.
Increase productivity.
Cost-effective.
Visit us online at
www.systransoft.com
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Online Executive
Education Program

News
knowledge and practical experience and
will assist postgraduates entering the business market and embarking upon professional careers.
ACP Traductera
info@traductera.com, www.traductera.com

GlobalSight supports Clay Tablet 2.0

EXECUTIVE
ONLINE CERTIFICATE IN

WEB
GLOBALIZATION
MANAGEMENT
An online program
for professionals
involved with any aspect
of conducting
global business and
e-commerce.
www.globalizationexecutive.com
Registration opens January 2009.

GlobalSight, an open-source translation
management system sponsored by Welocalize, will provide support for Clay Tablet
2.0 to enable connectivity to a wide variety
of content management systems or content
repositories.
GlobalSight is expected to launch on
January 5, 2009. Members of the community were invited to participate in the ﬁnal
integration testing of the software and all
of the related components until January 4,
2009. Both Windows and Linux versions will
be tested at user sites.

has completed the translation and typesetting of a product catalog for Dymatize, a
sports nutrition manufacturer, into Czech,
Arabic, Farsi, Belarusian, Russian, Dutch,
Italian and Spanish.
Junction International, LLC
info@junctioninternational.com
www.junctioninternational.com

viaLanguage partners
with Anvil Media
viaLanguage, a language translation and
localization agency, has released a new set of
language services designed to apply search
engine optimization (SEO) strategies through
a strategic partnership with Anvil Media,
Inc., a provider of search engine marketing
(SEM) services. The international web marketing services meet the needs of clients who
require SEO and SEM services and pay-perclick management.

Welocalize
info@welocalize.com, www.welocalize.com
Clay Tablet Technologies
info@clay-tablet.com, www.clay-tablet.com

viaLanguage allsales@vialanguage.com
www.vialanguage.com

ELRA extends catalogue
resources with partnership

SDL, a provider of global information
management solutions, has announced that
the Mobile Communications Business (MCB)
division of Microsoft has selected SDL’s
MultiTerm technology. The MCB team will
use MultiTerm to enable the international
functionality, globalization and localization
of Windows Mobile products in over 50
global markets.
VistaTEC, a supplier of localization services, has joined the SDL LSP Partner Program. As part of the agreement, VistaTEC
has also entered into the SDL technology
beta program.

ELRA and the University of West Bohemia (Department of Cybernetics), located
in Pilsen, Czech Republic, have signed a
Language Resources distribution agreement to announce the ﬁrst sign-language
databases made available in the ELRA catalogue. On behalf of ELRA, ELDA will act as
the distribution agency for the University
of West Bohemia by incorporating to the
ELRA Language Resources catalogue four
audio-visual speech databases designed
and collected for the training and testing
of Czech audio-visual continuous speech
recognition systems.

MCB selects SDL technology,
VistaTEC joins partner program

VistaTEC info@vistatec.ie, www.vistatec.ie
SDL phampton@sdl.com, www.sdl.com

ELRA/ELDA mapelli@elda.org, www.elda.org
Marketing Outreach Partner:

Mandarin Oriental Hotel Group
implements SDL Tridion R5
SDL Tridion, a provider of global web content management, and Siteworx, Inc., a web
design and application development ﬁrm,
have announced the implementation of SDL
Tridion R5 for the localization of the Mandarin Oriental Hotel Group’s new website.
SDL Tridion Corporate Services BV
info@tridion.com, www.tridion.com

The Localization Institute Inc.
7601 Ganser Way
Madison, WI 53719, USA
Phone 608.826.5001
info@localizationinstitute.com
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Junction International
selected by Dymatize
Junction International LLC, a full-service
provider of translation, localization and
cross-cultural communications solutions,
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Ascent Media Group
partners with SDI Media
Ascent Media Group has formed a strategic alliance with SDI Media Group, a provider
of translation services for the media and
entertainment industry, to expand its international capabilities and provide language
localization services. The alliance will be
managed by an executive committee from
both companies. Combined services include
content storage in a globally distributed
archive; international content creation and
distribution; and the integration of dubbing
and subtitling processes into asset management and broadcast play-out fulﬁllment.
SDI Media Group info@sdi-media-usa.com
www.sdimediagroup.com
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News
Announcements
AMTA elects next executive board
At its recent biennial conference held in
Waikiki, Hawai’i, on October 21-25, 2008,
the Association for Machine Translation
in the Americas (AMTA) introduced its
executive board for 2009-2010. The newly
elected board includes as president: Alon
Lavie (Carnegie Mellon University); as vice
president: Mike Dillinger (Translation Optimization Partners); as secretary: Nizar Habash
(Columbia University); as treasurer: Laurie
Gerber (Translation Optimization Partners);
as councilor: Elliott Macklovitch (Université
de Montréal); as directors, research: Chris
Callison-Burch (Johns Hopkins University)
and George Foster (National Research Council of Canada); as directors, developers: Mike
Veronis (AppTek) and Hannah Grap (Language
Weaver); and as directors, users: Michelle
Vanni (US Army Research Laboratory) and
Carl Rubino (Center for Applied MT).
Association for Machine
Translation in the Americas
focalpoint@amtaweb.org, www.amtaweb.org

ENLASO celebrates fortieth
anniversary, redesigns website
ENLASO Corporation, a provider of enterprise language solutions, has announced that
2008 marks the fortieth anniversary of the
company. The company has also announced
the recent launch of its redesigned website,
providing language technology information, best practices localization information,
and general information about ENLASO.
The new site is fully internationalized and
compliant with W3C standards.

business, government and nonproﬁt ﬁrms
communicate in 150 different languages.
Language Learning Enterprises, Inc.
www.lle-inc.com

CPSL marks forty-ﬁfth anniversary
CPSL, a globalization and translation services provider, is celebrating its forty-ﬁfth
year in business. Since its inception in 1963,
the company has grown into a conglomerate
of four business components that include
consultancy, language solutions, documentation and tools, and event organization.
CPSL info@cpsl.com, www.cpsl.com

ALC 2008 Industry Survey
available to members
According to the 2008 Industry Survey
conducted among members of the Association of Language Companies (ALC), the average language services company reported a
20% increase in revenues over the previous
year. The average ALC member’s revenues
rose a record-setting 35% during that same
period. The survey also includes analysis of
non-US based companies.
The Association of Language Companies
info@alcus.org, www.alcus.org

CTS LanguageLink redesigns website
CTS LanguageLink, a provider of translation, interpretation and localization services,
has announced the launch of its newly
designed and updated corporate website. The

Interested in more news
about the industry?
Subscribe to our free biweekly
electronic newsletter at
www.multilingual.com/news

Not receiving your
free newsletter?
If you have subscribed to the
newsletter but aren’t
receiving your copy,
make sure that you have added
the e-mail address
news@multilingual.com
to your address book and/or
cleared it through
your company’s ﬁrewall.
Newsletters are archived at
www.multilingual.com/
mlNewsArchive.php
new site gives visitors insight into the broad
range of industries and services the company
supports such as business, multicultural marketing, e-learning, government, health care,
legal and technical, and voice-over.
CTS LanguageLink
sales@ctslanguagelink.com
www.ctslanguagelink.com

ENLASO Corporation
info@translate.com, www.translate.com

TM-miX®.
The lossless TMX engine

Yamagata Europe ten-year mark
Yamagata Europe, a print services, translation and publishing services provider, is
celebrating ten years in business. Yamagata
Europe is part of the Yamagata Corporation
and the developer of QA Distiller, a translation quality assurance tool.
Yamagata Europe
info@yamagata-europe.com
www.yamagata-europe.com
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,EGACY TRANSLATION DATA ª STANDARD 4-8
%ASILY SWITCH TRANSLATION TOOLS AND VENDORS
0RESERVES ALL EXISTING METADATA
%NRICHES 4-8 WITH NEW METADATA
%MBEDS EXISTING CONVERSION PROCESSES
0REPARES DATA FOR 3-4
2EDUCES  OF PROCESSING TIME

LLE launches new website
Language Learning Enterprises, Inc. (LLE),
has announced the launch of its new website. The ﬁrm’s new site provides information
on over-the-phone interpretation, translation and language testing services to help

www.multilingual.com
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Join the growing number of clients that have taken advantage of
Translations.com’s “Safe Passage Program”
Contact us at safepassage@translations.com for more information
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January

Calendar

Chutnefying English

International Workshop
on Intercultural Collaboration
February 20-21, 2009, in Palo Alto, California USA.

January 10-11, 2009, in Mumbai, India.
Mudra Institute of Communications, http://conferences.mica-india.net

Association for Computing Machinery
iwic2009@khn.nict.go.jp, http://langrid.nict.go.jp/iwic2009

Translation Technology: Localisation e-Learning Course

ITA 2009

January 12-March 30, 2009, in London, UK.
Imperial College London
hannah.cornish@imperial.ac.uk, www.imperial.ac.uk/cpd/localisation

February 23-25, 2009, in Dan Carmel, Israel.
Israel Translators Association, conf@ita.org.il
http://ita.org.il/articleview.php?tPath=85&language=eng

March

TAUS Round Tables — Localization Business Innovation
January 21, 2009, in Stockholm, Sweden.
January 29, 2009, in Cairo, Egypt.
Translation Automation User Society
www.translationautomation.com/meetings

Conference on Language and Technology
January 22-24, 2009, in Lahore, Pakistan.
Pakistan Society for Language Processing
clt09@crulp.org, www.crulp.org/clt09

Vendor Management Seminar
January 26-27, 2009, in Sharm El-Sheikh, Egypt.
IMTT, training@imtt.com.ar, www.imtt.com.ar/vmseminar_3

Computer-assisted Translation Course
January 26-30, 2009, in Monterey, California USA.
Monterey Institute of International Studies
rachel.christopherson@miis.edu
http://translate.miis.edu/ndp/programs.html

CLAI Biennial International Conference
January 28-30, 2009, in Hyderabad, India.
Comparative Literature Association of India
tutunmukherjee@gmail.com
http://www.cieﬂ.ac.in/index.php?option=com_
content&task=view&id=134&Itemid=334

Intelligent Content 2009
January 29-30, 2009, in Palm Springs, California USA.
The Rockley Group
info@intelligentcontent2009.com, www.intelligentcontent2009.com

Worldware Conference
March 17-19, 2009, in Santa Clara, California USA.
Worldware Conference, notify@worldwareconference.com
www.worldwareconference.com

Localization Certiﬁcation Program
March 23-25, 2009, in San Francisco, California USA.
CSU, Chico Center for Regional and Continuing Education
and Research Foundation, GALA, The Localization Institute
rce@csuchico.edu, http://rce.csuchico.edu/localize

TAUS Executive Forum
March 25-27, 2009, in Edinburgh, Scotland.
Translation Automation User Society
www.translationautomation.com/meetings/
edinburgh-march-25-27-2009.html

Localization Project Management Certiﬁcation
March 26-27, 2009, in San Francisco, California USA.
CSU, Chico Center for Regional and Continuing Education
and Research Foundation, GALA, The Localization Institute
rce@csuchico.edu, http://rce.csuchico.edu/localize

Global Languages, Local Cultures
March 26-29, 2009, in Cambridge, Massachusetts USA.
American Comparative Literature Association
info@acla.org, www.acla.org/acla2009

Annual WritersUA Conference
March 29-April 1, 2009, in Seattle, Washington USA.
Writers UA, www.writersua.com/ohc

February
TAUS Round Tables — Localization Business Innovation
February 10, 2009, in Seattle, Washington USA.
Translation Automation User Society
www.translationautomation.com/meetings

Translation Strategies Colloquium
February 10, 2009, in Los Angeles, California USA.
Common Sense Advisory, Inc.
www.commonsenseadvisory.com/training/colloquium.php

Social Media & Marketing
February 17-18, 2009, in Tampa Bay, Florida USA.
DUO Consulting, www.webcontentconferences.com/tampabay

www.multilingual.com
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Workshop on Statistical Machine Translation
March 30-31, 2009, in Athens, Greece.
Statistical Machine Translation Group
pkoehn@inf.ed.ac.uk, www.statmt.org/wmt09

AIIM International Exposition and Conference
March 30-April 2, 2009, in Philadelphia, Pennsylvania USA.
Questex Media Group, Inc.
btorrey@questex.com, www.aiimexpo.com

EACL 2009
March 30-April 3, 2009, in Athens, Greece.
European Chapter of the Association for Computational Linguistics
www.eacl2009.gr/conference
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Reviews

Global Business Leadership
Reviewed by Ultan Ó Broin
Uneven exploration of ‘geoleadership’ principles

M

“My grandfather spoke only French, and until I
was 14, I thought he had a speech impediment,”
a vice president (VP) and native of the southern
United States once announced to a product internationalization team assembled from Europe, Asia
and the Middle East. Shortly afterwards, the same
VP managed to start an argument with another
European VP over the case for the death penalty.
Then came 9/11 and her immediate knee-jerk announcement that she would be no longer ﬂying
abroad anywhere, even if business required it.

consciousness, contrasts, context, change
and capability — are explored. Each of these
principles is explained in a well-structured
chapter, reinforced by varyingly effective
use of exhibits and applications of the principle to case studies.
For example, the “geoleader” who “consistently balance(s) interest and value for
proﬁt and stakeholders” deﬁnes the care
principle. The accompanying reproduction
of an article about Larry Ellison of Oracle’s
alleged narcissism left me wondering about
its relevance to this principle, particularly
Such lack of empathy, basic understanding of values, and
since the anecdote was then contrasted
communication of the wrong message from the top down
with what Pope Benedict XVI is up to in
to a global team is hardly apocryphal in business. If only we Global Business Leadership
Turkey. I was left feeling that a better busihad read E.S. Wibbeke’s Global Business Leadership, we might by E.S. Wibbeke. Butterworthness-related example was needed. Howbe able to identify what looks like some obvious failings on Heinemann, 2008. $39.95,
ever, the case perspective of eBay in Japan
hardcover, 300 pp.
the cultural sensitivity front. In an epoch when the subprime
has useful lessons for those entering that
mortgages on Florida condos can cause a run on a bank in Iceland,
market. To some extent, we see the more successful social networkand on the eve of a major opportunity for the United States to reach
ing operations heeding this.
out to the world and repair old bridges and build new ones, the book
The communication principle chapter covers the need for an
is a timely tool for those who wish to understand more about the
appreciation for and understanding of intercultural communicadynamics of global business relationships.
tion, with exhibits from Starbucks and WalMart and a case study
Part of the book’s constituent research is based on an unpublished
of an unnamed US-based multinational.
2005 dissertation by the same author. It remains very much an
The consciousness principle reﬂects the reality of the passing
academic work, however, leveraging existing cross-cultural studies,
of the “one size ﬁts all” theory of leadership and recommends
notably that of Geert Hofstede (2001) and Edward Hall (1976), and
that the geoleader improve and demonstrate “the skills of a sage
comes complete with a reproduction of the survey, a discussion on
individual,” emphasizing the need for personal development of
research methodologies, and extensive bibliography and references.
the manager in terms of meditation, reﬂection and critical thinkThe book’s focus is essentially on the leaders themselves, more so
ing — something we don’t see enough of, if reading the blogs of
than on their organizations. Many principles are underscored by
various corporate leaders is anything to go by.
the need for personal development by the individual in a position
of leadership — for example, “recognizing one’s own reasons for
feeling fearful or angry at changes to be imposed.”
Ultan Ó Broin, MultiLingual editorial board member
The book begins with a review of the challenges facing global
and Blogos contributor, works for Oracle in Ireland. He
business leadership today, followed by an examination of the litis completing a Master’s dissertation on the social and
erature on leadership and cultural factors, before the seven prinorganizational impacts of information technology.
ciples of Wibbeke’s “Geoleadership Model” — care, communication,
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Reviews
The chapter on contrasts contains a fascinating exploration of Islamic-friendly ﬁnance in the United States, reminding us of
current global political and ﬁnancial events.
Global business leaders must therefore “possess the requisite skill to negotiate the inherent ambiguity” arising from today’s global
business place, a skill that can be developed
through consideration and adjusting communication patterns.
The context principle uses an exhibit from
the operating system Ubuntu and a case
study from Anglo American to illustrate the
importance of taking into account how business culture can be implicit or explicit (or in
Hall’s terms high or low context), depending
on location.
The change principle tells us that the globally successful organizations of today must
have “learning-agile leaders who demonstrate ﬂexibility in adapting to dynamic cultural environments,” examining Softech’s
experience and Sun Microsystems’ content
management, localization requirements and
simship.
The ﬁnal principle of capability, illustrated
by way of a reproduced interview with Henry
Mintzberg about the values of MBA education and other subjects, and reference to Ford,
tells us about how geoleaders must enhance
their organizations' capability through recognition of the strengths a diverse population brings, assessing their own and others'
capability and leveraging it.
The ﬁnal chapter explores geoleadership
in the community, drawing together the
seven principles, and ends with an action
plan for “U.S. Leaders Operating in Global
Business.”
In general, Wibbeke creates a thoughtprovoking book, which made me reﬂect on
many experiences in my 20 years of international work. Despite the action plan and
the recommendations for leaders, however,
the book is primarily intended for academic
purposes and its style and structure reﬂect
this. It will appeal to US graduate students
especially. Like most books of this genre
I’ve reviewed, it’s backed up with a website
(www.globalbusinessleadership.com) which
contains additional resources, such as the
survey on Barack Obama’s preparedness as
a geoleader.
Some of the exhibits are far too long and
a chore to read, being spread over several
pages, and are adaptations from sources
already in existence (The Economist, National
Geographic) that not only should have been
edited down to their essence, but as is,
detracted from the “newness” of the model.

www.multilingual.com
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In some cases stronger, business-speciﬁc
examples might have been better. My major
issue with the hypothesis is the degree of
difﬁculty of separating out some principles
from each other. The common sense application of “communication,” for example,
would seem to span many of the principles.
Boundaries and operationalization of each
principle need to be more deﬁnite. The
edges, for example, between contrasts and
context and between change and capability
are not clear cut to me. I’d have a hard time
reproducing the principles with examples in
an academic situation without reading up
on them again.
The book’s claim that Google’s decision to
censor search results in China is a demonstration of “cultural intelligence and sensitivity”
reads like an attempt at ﬂattery instead of
a well-thought-out argument. Furthermore,
to justify this because “all people are created
equal as human beings and all cultures have
by birthright the right to express themselves”
is as embarrassingly open to challenge as
some of the worst justiﬁcations by George
W. Bush and his adminstration for the 2003
invasion of Iraq. If Google’s moral standing is not compromised, then why, under
pressure from advocates and along with
Yahoo! and Microsoft, launch an initiative
to help protect free expression, privacy
and human rights? Plenty of other “hard
cases” would have been worth looking at
to challenge the geoleadership principles.
How about Shell’s behavior in Nigeria or
the West of Ireland?

Indeed, one of the great omissions
from Wibbeke’s book is the absence of an
import of any mitigating external factors
that impact a global business operation,
such as legal restrictions (for example, US
companies are speciﬁcally prevented from
dealing with certain regimes, though
clearly not all). In this book, culture
appears to operate largely unhindered by
other forces of competition, regulation,
environmental considerations and so on.
So what happened to the VP we introduced? Well, shortly afterwards, the group
was disbanded as a separate corporate
entity, and the team members subsumed
into the product teams worldwide. The
product globalization function was internalized into the regular product development process as a matter of course. For
all the lack of cultural insight and communications skills of its VP, the team was
a victim of its own success, reﬂecting the
reality that in business, issues of culture
need to be taken into account only with
the context of other factors. Indeed, you
might look at the massively successful
Irish airline Ryanair, and its notorious CEO
Michael O’Leary who, in 1997, claimed
that Germans were so cheap that they
would “crawl bollock-naked over broken
glass” to purchase low-cost ﬂights. Particularly when dealing with something
as difﬁcult to get as cheap international
ﬂights, the bottom line to producers and
consumers can be even more important
than cultural sensitivities. M
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Column

Off the Map

Symbolizing the sacred

P

Possibly one of the most talked-about subjects
and the one that yields more conversation and
queries in my direction is the subject of content
related to various world religions and faiths. In
today’s global marketplace, there is perhaps no
worse mistake to make than to misuse and/or
mischaracterize — unintentionally or not — content related to religion and more speciﬁcally the
symbols most commonly used to represent various
religions. While a faith is still a faith regardless of
the symbol that has historically been associated
with it, it is the embodiment of belief ascribed to
the symbol that truly makes the symbol a vulnerable extension of that faith. In most cases, it is also
the most recognizable aspect of the particular
faith. Thus, any mishandling of the symbol is likely
to guarantee a backlash and put a company on
precarious footing with its local market customers.

In an earlier column in which I discussed the power of symbology (MultiLingual #86) — from the perspective of a general content
category — I outlined four major types of symbols: sacred, historical,
cultural and functional. While I provided deﬁnitions and examples
of these four types, I only touched upon them brieﬂy. As for the
sacred type of symbol, this was deﬁned as the most recognizable
group of symbols and those that embody religious faith and creed
and are often considered to be inviolable by adherents of the faiths
the symbols represent. There is a great variety of religious symbols,
all of which hold great signiﬁcance as emblems of the respective
beliefs and are often treated with a level of discretion and respect
not afforded to other types of symbols.
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For the sake of space I’m unable to discuss every major
religious symbol, yet many great texts are available that provide
comprehensive coverage — and apologies to those readers
whose religious afﬁliation is not represented here. I would like
to at least highlight the sacred symbols of six major faiths and
discuss a bit about the origin and signiﬁcance of the symbols
themselves. I realize that there are many symbols for a single
faith, so I have chosen to select only the one most common
symbol. While this might seem like an obvious point to cover,
in my experience working with companies in various locales
around the world I have found that one cannot assume that
everyone is fully aware and able to easily recognize the symbols
of various major faiths. My anecdotal evidence of this is that I
continue to see religious symbology used in many different and
often inappropriate contexts because the content developers
are unaware of the signiﬁcance.
Buddhism: The Dharmachakra or “Wheel of Dharma” is the
primary symbol for Buddhism. This wheel of eight
spokes represents the Noble Eightfold Path of Buddhism, while the central hub represents discipline
and the outer rim symbolizes mindfulness. One
can think of many nonreligious symbols that are
reminiscent of the Dharmachakra, such as nautical-related content; thus, it’s vital to ensure that any wheel-like,
nonreligious symbology doesn’t appear too similar.
Christianity: The symbol for Christianity is the cruciﬁx, which
in Latin means ﬁxed to a cross, or a simple cross in Protestantism. Both relate directly to the account of Jesus Christ’s death by
cruciﬁxion and subsequent resurrection. The cross has experienced
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many, many iterations throughout history, such as the doublehorizontal bar found in Eastern Orthodox Christianity, but the core
meaning remains constant. This is perhaps one of the most misused
symbols in various forms of content. For example, in one video
game project in which I was involved, the designers
were using wooden crosses to indicate gravesites;
however, the milieu of the game was completely
fantasy and had nothing to do with the “real
world” — that is, Christianity didn’t exist in the
game’s universe. I recommended that they remove the
crosses and develop some new, alternative way to represent gravesites that was consistent with that game’s
cultures. The cross appears as a prominent symbol in
many different political and cultural contexts, such as the Nordic
Cross design that is used by all the national ﬂags of the Scandinavian countries.
Hinduism: The Om symbol — also spelled Aum — is a key
sacred syllable used extensively in Hindu and also Buddhist ceremonies. It is most often used at the beginning of
Hindu texts as well as prayers and mantras as
an initial hallowed exclamation. This symbol is
unique in that it is the visual/textual representation of a sacred sound; the symbol shown to
the left is in Devanāgarı̄ script, perhaps one of
the most common forms of the Om symbol. But
in actuality, many variations exist across scripts
such as Tibetan, Kannada, Tamil and Gurmukhi.
Islam: The Hilal (crescent moon) became associated with Islam
around the ﬁfteenth century and the Ottoman Empire and has
persisted as an icon of the faith, often displayed as a crescent
moon and star. Prior to this, the crescent
moon and star symbol had no deﬁnitive
association with Islam, and some within
the faith discount its usage since it was
not mentioned by or associated with
Mohammed in any way. Yet over the past
few centuries, the Hilal has found its place
as the primary icon for Islam and has been
employed in many national symbols of Islamic states, such as
the country ﬂags of Pakistan and Turkey. As I mentioned in a
previous column (MultiLingual #86), I’ve seen similar images to
the Hilal used as website icons for astrology, which is forbidden
by Islam, and for adult-themed content to help parents make
decisions about what their children might view.
Judaism: The origin of the Star of David — known as Magen
David in Hebrew or “Shield of David” — and its association with
Judaism isn’t exactly known to historians, but the
symbol itself has a long history stretching back to possibly the seventh century
BC, with connections to Egypt, Assyria and
other locales and purposes. Whatever the
case, the Star of David has clearly become
the key symbol of not only Judaism, but the
state of Israel (the symbol appears prominently on
the national ﬂag). Unfortunately, the symbol was also used during
World War II as a negative marker when the Third Reich used it
as a way to identify European Jews. While you’d think this symbol
is well recognized, I recently noticed an East Asian company use
the Star of David in the title banner of a fantasy game it had created. When I asked what the symbol meant, they said it was the
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“symbol of evil” in the game’s world. This is the kind of misuse and
misinterpretation that can lead to serious backlash.
Sikhism: The Khanda symbol found on the ﬂag of the Sikhs is
a unique aggregation of three types of weapons, which evokes a
speciﬁc meaning when combined. The two Kirpan swords on the
outside of the symbol represent political and spiritual sovereignty,
while the central circular Chakkar weapon stands for
the eternal nature of God — a concept related to
Sikhism’s other major symbol, the Ik Onkar that
reinforces the concept of only one god. The central, double-edged sword is the Khanda, symbolizing the knowledge of God. You would think this
symbol’s uniqueness would prevent it from being
replicated by accident. However, I actually reviewed
some content in which a character’s forehead was adorned with
a similar symbol, meant to be a form of tribal mark, but it was
almost exactly the same as the Khanda.
One thing that might become immediately clear to the reader
is that most religious symbology follows a basic tenet of design:
the presentation of a strong yet relatively compact and simple
shape. From a content design standpoint, these symbols are
really not as dependent on color, context and other factors to
ensure their correct representation. Without going into the
history of logo design and iconography, it could be surmised
that such sacred symbols are really the archetype for modern
business and organizational logos. In the end, such symbols are
essentially about instant shape recognition — you know the
symbol is correct or not, that is, there really isn’t much interpretation expected. To adherents of the speciﬁc faith, the symbol is
often a sign of hope and perseverance and generates deep, signiﬁcant feelings. On the same level, such highly revered symbols
do not provide much allowance for modiﬁcation or reinterpretation; any such deviation from the classic ideal is usually an
invitation for severe backlash. I should note as well that a great
many religious symbols are not exclusive to a single religion and
often ﬁnd meaning in other contexts of faith. I have already
mentioned that the Om symbol is actually used in both Hinduism and Buddhism, but another well-known symbol common
to both faiths is the right-facing and left-facing swastikas that
have been a prominent and simple design leveraged throughout
history. For example, the Japanese Buddhist version is called a
manji. So, the point is that a mishandling of religious symbology
can actually affect far more people than one might imagine.
I previously suggested three basic rules for developing and
managing symbols, and I believe that the sacred symbols are
hit or miss depending on the rule. Such symbols deﬁnitely are
functional as their meaning is clear for their intended purpose, but religious symbology is most deﬁnitely not context
dependent. The great majority of these symbols are recognizable across cultural boundaries, although in some cases the
meaning might shift ever so slightly. So whether making a
symbol for a functional purpose or developing another for a
wider, nonfunctional intent, it’s critical to conduct thorough
research into the new design and its potential relationship
to existing religious symbols. As mentioned, there’s really
no way for me to adequately cover all the possible sacred
symbols, but my hope is that this discussion will help the
reader be more aware of the signiﬁcance of sacred symbology
and be on the watch for content that potentially mimics or
emulates these symbols. M
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World Savvy

Seat-of-the-pants
interpretation

M

My best experience with an interpreter was with
my mother. She spoke ﬂuent English, Russian, German and Latvian, using her ﬂuency to our family’s
advantage in a refugee camp in Vienna, Austria.
She worked for the US Army’s 42nd Rainbow Division, which ran 121 camps and fed and housed
600,000 people after World War II. She helped the
US military communicate with a passel of diverse
people in the camps. In this capacity she got the
table scraps from the kitchens and information on
how to get to the United States. I am here because
my mother knew how to interpret; we got better
food and freedom as a result. You can’t top that!

All global ﬁrms have had some experience with interpreters
of one sort or another. Most language service providers provide
this as part of the service package. And today interpreting ﬁrms
are getting involved in providing translation and localization
services. Technology entered the picture 20 years ago, as ﬁrms
such as Language Line offered telephone interpretation to police
departments and medical facilities.
There are a number of types of interpreting: simultaneous,
whispered, consecutive, escort, public sector, medical, sign
language, legal and court, and medical. You probably could add
to this list the idiomatic expression “seat of the pants,” indicating an impromptu and unorthodox response to the situation
at hand. Seat-of-the-pants interpreting is what I did for one
boss on our many trips abroad. On a memorable trip to Brazil
we changed planes in Venezuela, where the immigration types
wanted to give him a smallpox shot because his inoculations
were supposedly overdue. He was not about to have somebody
in an airport in Caracas, Venezuela, stick a needle in him. He
looked at me sternly. He knew I spoke ﬂuent Spanish and said,
“I don’t care what you say or do, but if they stick a needle in
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me, I’ll hold you personally responsible.” Flying by the seat of
my pants, I interpreted successfully, and he did not receive the
smallpox vaccination.
And then there was the time I was in St. Petersburg, Russia,
with a group of executives from a trading ﬁrm wanting to do
more business with the Russians. I started interpreting in Russian
for my clients, but the going was slow; Russian is not one of my
better languages. So, I stopped in midstream and asked the vice
mayor of St. Petersburg with whom we were dealing what other
languages he spoke; we knew he didn’t speak English. He told
me he had lived in Havana, Cuba, for ﬁve years, and he spoke
Spanish. “Epa!” I exclaimed, and I went over to him and gave
him a big abrazo (hug) saying I too had been in Havana and was
in the Peace Corps in Panama and Colombia. I ﬁnished the session by interpreting from Spanish to English.
Then there was my friend Abbas in Iran. I had been sent
to Iran to help design a huge desert irrigation project. I did
not speak any Farsi, so the Government of Iran assigned an
interpreter to me. The only problem was that his only Western language was French. However, we made do as I spoke
Spanish and Portuguese very slowly, he spoke French slowly,
and we ﬁgured out how to communicate. There were lots of
“N’est-ce pas?”
Probably the most famous seat-of-the-pants interpreting
came during the Lewis and Clark expedition that charted the
US West for President Thomas Jefferson. When Lewis and Clark
arrived in North Dakota in 1804, they met a fur trader by the
name of Toussaint Charbonneau. His wife Sacagawea spoke
Shoshone and Hidatsa, two languages of the tribes they would
encounter on their trip. Charbonneau spoke both Hidatsa and
French. Lewis and Clark only spoke English, but they enlisted
one of their soldiers who did speak French. Thus, the interpreting chain of command was English to French to Hidatsa
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to Shoshone, and sometimes further
depending on the language skills of the
other tribes.
As with translation, the issues of
professional standards come up in
interpretation, though interpretation is
harder to measure. The entry cost to be
an interpreter is nil; if you speak another
language other than your native tongue,
you could be considered an interpreter
and in a business sense this is what
drives rates down. But where professional
interpreters differentiate themselves
from amateurs is their avoidance of the
following mistakes:
Q Omission — the interpreter does not
interpret a word or phrase
Q Addition — the interpreter adds a
word or phrase that is not uttered to the
interpreter
Q Substitution — the interpreter substitutes a word or phrase for a different
word used by the speaker
Q Editorialization — the interpreter
utters his or her personal views
Q False ﬂuency — the interpreter uses
an incorrect word or phrase that does not
exist in a particular language
Then there is the cost. The most proﬁtable interpreting I ever came across was
what the US petroleum companies paid in
1995 for interpreters in Almaty, Kazakhstan: upwards of US$700 a day, though
the interpreters themselves got around
US$100. A very nice gross margin!

counterparts. For example, when negotiations seem to be dragging or one side
doesn’t get the point, the interpreter’s
tone of voice or choice of a phrase can
make the difference in whether they seal
the deal or not.” Vita Taska, once lead
translator of Conoco’s business unit, told
the Russian petroleum investor, “Changing one word can change the meaning
completely.”
Interpreting is complicated, since you
have to convey the right meaning, of
course, but as Dima said, “actual interpreting is only 20% of the job. The other
80% is nonverbal communication and
diplomacy. To work effectively, you have
to be an actor. You have to become the
person you’re interpreting for and make
the other side believe you. Then they will
believe him.”
Dima gets a privileged view of life at
the top: corporate jets, limos, ﬁrst-class
hotels and restaurants, but rarely gets
to indulge. Dima told me the hardest
part of the job is never getting to eat
and drink in public. When his client
invites a delegation out to dinner, he is
constantly on call and can’t be caught
with a mouthful of food. Similarly, at
a cocktail party he has to be alert and
can’t be drinking. It takes a lot of self
restraint. Where possible, he has food
brought into his room beforehand so
that when he does go to bed he can

ﬁnally eat. And then he doesn’t sleep,
for one member of the group he’s
interpreting for or to will call and ask
“What did he mean by that?” referring
to something someone said during the
formal session. “No food, no drink, no
sleep” is what Dima said his life as a
top-notch interpreter was.
I once managed a group of interpreters brought to Savannah, Georgia, to
interpret for a group of Russian aviation
ofﬁcials. Russian gangsters had been
buying Gulfstream jets, but Gulfstream
had not been certiﬁed to ﬂy in Russian air space. Some of the interpreters
I picked handled the technical sessions,
and others like Dima I picked to be
around for the cocktail sessions, where
business was really done.
I did the same triage when General
Electric asked me to provide interpreters
for Russians who bought GE jet engines.
One part of the deal was to teach the
Russians about the airline industry. There
were formal sit-down sessions with conference interpreters sitting in soundproof
booths explaining avionic details. In the
evening another set of interpreters were
needed to mix with the crowd at the
ultramodern GE training facilities in Crotonville, New York. I wore poor Dima out.
I once asked Dima what makes a good
interpreter. “I don’t remember anything I
interpreted,” he told me. M

Travels with Dima
Eventually good interpreters separate
themselves out from the bad. Enough
of generalities. What’s the life of a good
interpreter really like? I managed the
sales of two companies that made a lot
of money hiring out my friend — let’s
call him Dima — to US ﬁrms that wanted
to explore for oil in both Russia and
Kazakhstan.
You’ve seen Dima hundreds of times,
with presidents and kings, striding to the
corporate jet or at the conference table
when they sign billion dollar deals. But
maybe you haven’t noticed him, for people who know Dima say they often forget
he is in the room. But that’s his job — to
make things go smoothly between two
sides to the point that they lose sight of
him. Dima is constantly in demand and
believes it’s for a good reason. “I play
a role,” he once told me, “not just an
interpreter but a member of the team, a
facilitator between our clients and their
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The Business Side

Stepping out
to gain perspective

F

Friday, November 21, 2008, was the culmination
of my sprint effort for the Rocky Mountain Angel
Capital Summit. I had submitted various levels of
applications, presentations and reviews, with the
crescendo culminating in a ten-minute presentation and ten-minute Q&A with an audience of Angel
investors, entrepreneurs and those just fascinated
by the process. I was asking for one million dollars,
a tidy sum for Angel investors, especially given the
current ﬁnancial climate. The process was a super
learning experience — a lot like the cramming I
did all too often when I was a student back in the
university. It sharpened me to tasks such as presenting internationalization to non-engineers new to
language processing companies. It was a tremendous
catalyst for me to think through strategy for product releases next year, as well as ways to ramp up
technology marketing, services and sales. To justify
asking anyone for money, I had to spend time working on my business rather than in it and the emergency du jour. The lessons are worth sharing.

Back in the ancient days of September, I was introduced via
e-mail to Chuck, a local serial entrepreneur. Boulder, Colorado,
has quite a few of them, and I like to meet someone new over
coffee every couple of months. The meeting was humorous, as
we sat next to one another for a full ten minutes in the coffee
shop, not knowing what the other looked like, each thinking we
were waiting for the other to arrive. We only ﬁgured this out
Adam Asnes is CEO of Lingoport, developers of Globalyzer internationalization software. He enjoys investigating how globalization
technology affects businesses expanding their worldwide reach.
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through casual conversation — but I digress. Chuck encouraged
me to participate in the Angel Capital Summit, which at the
time was the furthest thing from my mind. You see, I have never
seriously pursued raising money for Lingoport, which is somewhat unusual for a technology company. I had been thinking
that perhaps a little capital outside of our regular proﬁts might
be put to good use, especially as we’ll roll out Globalyzer 3.0
early next year, but it was a distant thought. I was way too busy
with current sales and internationalization projects, and deep
down, I always put off money-raising issues. It was the last thing
I wanted to work on, since I prefer to talk with a customer over
an investor. Chuck gave me good advice: to use the conference
not just as a way to pitch Lingoport to investors, but to force
me to work on business issues such as strategy, projections and
valuation with an earnest deadline.
I put his counsel far back on a shelf in my mind. But then I
casually mentioned it to a brilliant marketing/entrepreneurial/
advisor friend of mine, Rex. Frankly, I was looking for him to
let me off the hook and to agree that I shouldn’t bother going
through all that work. Rex stopped me in my tracks and told me I
simply must apply to the conference. He seconded Chuck in saying it wouldn’t matter if I had any success raising money, that the
process itself would be its own reward. I was not so happy to hear
that. I’m not proud that I ignored the advice until literally 60 minutes before the online application for the conference was due. At
4 p.m. on a Friday afternoon, I ﬁnally logged in to the conference
site and was faced with a daunting online application requiring
about the same level of thought and complexity as applying for
admission to a leading university. It was time to jam.
First question: Describe your business and what you want to
achieve in 400 characters or less (that’s characters, not words).
They really meant it, too. One letter too many, and the answer was
rejected. Now, I consider myself pretty good at elevator pitches,
but this was a new challenge, and I had about ﬁve minutes to
get it done if I were to complete the whole application on time.
Describing an internationalization products and services company
is tough. I’m pretty sure my own mother still has no idea what we
really do. The questions rolled on, meant to evaluate everything
from the market, competitors, my personality and conﬁdence level.
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Then came the ﬁnancials and projections.
Amazingly I ﬁnished with about four minutes to spare, and I hit the submit button.
I ﬁgured my application would never get
selected, as I supposed most other applicants probably devoted the better part of
a week or month planning their answers. I
sighed a bit of relief, ﬁguring this was over,
but I also had a little tingle of hope.
There were over 300 companies that
took part in this application process. The
committee was accepting 40. Wouldn’t you
know it? Lingoport was selected. I had two
weeks to prepare.
First order was to go back over that
application. It was going to be reviewed
by all investors and a few fairly inﬂuential people in the business community.
The next challenge was to create my tenminute executive summary presentation.
The conference committee provided us
with a template of subject matter including a business and technology description,
marketing vision, management team,
revenue history, market information, projections, valuation, money requested and use
of proceeds. In addition, I needed to create
a written version of this presentation for
distribution to potential investors. I had one
week to prepare for a trial run presentation
before an inquisition of selected conference advisors and coaches. Fortunately,
presenting is one of my stronger abilities.
But this was personally challenging because
in the midst of all this, I was delightfully
busy with clients, some proposals, two
road trips, and Lingoport’s entire team was
completely strung out pushing on getting
engineering services deliverables completed.
I really couldn’t in good conscience ask for
help from my management team. This was
my battle and not theirs. So, I juggled my
travel schedule and management duties
with a few late nights and weekends on the
computer. I wrote up an executive summary
document. It was four pages — two pages
longer than I wanted it to be. Then on the
night before the conference in a ﬂurry of
inspiration, I hit the keyboard once again.
This time my end product condensed that
same executive summary down to one
page. Not bad. I submitted the summary for
investor review online and printed 75 copies
to hand out at my presentation. The whole
effort was as intense as early startup days.
Quite invigorating, in fact, and I kept telling
myself I’d sleep after it was over . . . or when
I was dead.
The coaching process and ultimately the
conference presentation were absolutely
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fantastic. I was really quite surprised when I
got some extremely complimentary reviews.
More importantly, coaches and attendees
helped me to start to see my company from
the point of view of an investor. I stepped
out of my owner/manager perspective,
looking for added value and efﬁciencies for
customers in a new way. I began thinking
through models of the product combined
with services that, while they were there in
the back of my mind, needed to be brought
forward and thought through. And there’s
nothing like having to condense your history and plans into ten critically audited
minutes to hone those ideas.
As I’m composing this article, it’s too
early to tell if I’ll actually raise any money
from this conference, but that, though
potentially game changing, was always
a side beneﬁt for me and not my main
justiﬁcation. The point that I can share
with you is that it’s incredibly useful to
step completely out of whatever it is that
you do for a living and give it an earnest
review. Look at your job, business or pursuit
like you’re asking someone on the outside
to fund its growth. What technologies or
processes can you use toward competitive
advantage? How can you multiply their
investment? Excellent service is essential,
and I don’t mean to belittle it, but how else
can you boost productivity for your own
department or company? How can you
affect productivity and scalability? What are

Raise Your
Corporate

the assets that you already have that can be
tuned to create extra opportunities? How
will you get the message out? What will
that message be worth in dollars, productivity and other forms of valuation? Then
ask yourself, how can I communicate these
ideas clearly and concisely within or outside
my organization? What does it mean for my
customers and colleagues?
Nothing I’ve written here is especially
new and inventive, but actually doing it
is the challenge, invigorating and its own
reward. Most people, me included, will not
feel like doing all this. Those feelings are
not your friend. You’ll need to take time out
from your daily grind to do the work. I recommend ﬁnding a mentor or mentors you
can work with and be accountable toward.
Make these mentors outside judges you
respect and who may even be a bit intimidating. Pick a tight deadline, and don’t
drag it out. Then create a few concentrated
hours using the “Do not disturb” button on
your phone, avoid e-mail, using headphones
and playing loud music. Or miss a few hours
of sleep and work on this after your kids
have gone to bed.
I ﬁgure that not many readers will actually do this. For those who do, even in a
small way, feel free to let me know your
results. I’m easy to ﬁnd on LinkedIn, and
it’s not too hard to ﬁnd or guess my e-mail
address. I would love to hear from you, and
happy New Year. M
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Perspectives

What’s trust got
to do with translation?

T

Trust has everything to do with translation, and
it’s not just trusting that the Chinese text you’ve
published, but can’t read, is actually a good translation. It’s trusting all the people in your localization process. Yet at conferences, we talk primarily
about technology, workﬂow, systems, translation
memory, translation automation and computeraided translation methods. With customers we’ll
talk until we’re blue in the face about quality
assurance processes, ISO procedures, translation
management systems, online portals and “seamless integrations.” The stark reality of translation
emerges the moment people don’t do what they
should be doing or, worse, do the wrong thing.

In most cases, a single localization project involves several
translators, editors, project managers, coordinators, engineers
and desktop-publishers involving various ﬁle types, online
systems and in-country client reviewers. So how do you build
the kind of trust you need to ensure the success of a project
like this?
Before I talk about that, consider this informal poll I took at
the Localization World conference in Madison, Wisconsin, in
October 2008. I moderated a panel on the topic of running successful global projects, which was attended by about a hundred
people. At the start of the session, I posed the following question: “Of people, process and technology, what’s most important?” When I asked for votes indicating that having the right
people involved was most important, about half raised their
hands. When I then asked for votes for the right process, about
half raised their hands as well. And when I asked, “Who thinks
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having the right technology is most important?” not a single
hand was raised. Not one.
The resounding response as to “Why?” was something like this:
If you have the right people and processes in place, even bad
technology won’t stop you from achieving your goal. However,
even if you have the greatest technology, unless it’s founded in
a process accepted by the participants, it won’t work. Period.
Someone did comment that technology can be used to guide a
process with the right people, but clearly if the people aren’t on
board with the process to begin with, the technology becomes
irrelevant.
Thus, as participants in global projects, whether we’re on the
client side or on the vendor side, the fact is that our individual
success depends on other people doing their jobs. But how do
we know for sure that we — participants in a project — are all
on the same page? Just because you e-mailed the information,
passed out the internal process document or the status report,
published everyone’s username and passwords for access, or
went over the project in a conference call doesn’t guarantee
that everything was understood. To go further, even if everything was understood, you have no guarantee that your team
members or client reviewers will do what you have asked. There’s
always company politics overlaid with cultural differences
between management and workers. There are always “issues”
between headquarters and the local ofﬁces. Add the additional
layers of language and time zone differences to the equation
and we see that it’s no wonder that projects go so far astray
right under our mouses.

Greg Rosner started in the translation business in the year 5 B.G.
(before Google) and dived into web globalization at a time when
dotcoms were being born and dying daily. He is currently providing
services through his own company, Greg Rosner Consulting.

editor@multilingual.com

12/17/08 3:22:56 PM

Column
How, then, does one run a successful
global project? In my experience working on some of the most complex — also
known as brutal — localization projects
with dysfunctional global organizations,
it was all about enrolling the right people
in the process and showing them how
valuable they were to my success and the
success of the entire project. It’s this connection to that common goal that builds
trust and aligns motivations. Coming
out of our session at Localization World,
I wrote down some tested tips from
participants on how to accomplish this.
Remarkably or not, nearly all of them
revolve around communicating correctly
and building trust.
Q Choose a project lead. Get buy-in
from your internal stakeholders as to
what you are doing and why. Explain
how each person’s role is critical. Talk
to people about why you’re doing what
you’re doing to get them to see the bigger picture, always asking open-ended
questions to illicit hidden concerns or
obstacles. Likewise, try to discover your
team’s and stakeholders’ personal motivation for doing their part in the job, and
do your best to fulﬁll this.
Q Think of those you know you can
trust to get the project done, and get
them on your team. Treat vendors as an
extension of your internal team.
Q Conference calls are necessary, but
tricky. Respect people’s time zones and
personal schedules. Take turns dialing in
at night; the United States is just another
locale in a 24-hour world. Try to get
everyone to participate, or at least get
feedback on their understanding so that
you can be conﬁdent they’re on the same
page. Also, treat the people who are in
the room with you as if they are “remote”
so that those on the phone don’t miss
out on nonverbal cues. Publish agendas
prior to calls or meetings so that people
can come prepared and are not surprised
by what is expected of them.
Q When people, including yourself,
say “We will need to. . . . ”, ask for clariﬁcation of who we is and by when, exactly,
this needs to be done. Be precise in verbal and written communications to avoid
assumptions. This doesn’t mean you need
to be verbose, however. Do what you say.
Show your respect to others to earn their
trust in you. On the other hand, don’t
assume you know what others are saying.
Clarify any piece that is not clear to you.
If a piece is not clear to you, it’s likely
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that it is not clear to anyone. Know that
language varies, even among different
companies.
Q Use DesktopSharing for notetaking
to promote “on-same-page-ness.” Generally, use tools and technology to keep an
agreed-upon process in place.
Q Humanize your communications.
Your e-mails are being read by people,
not drones. You can also use wikis and
other intranet common stores for sharing
information.
Q DUA — Don’t Use Acronyms. But
if you have to use them, make sure all
involved understand what they mean.
Q Is your project not going well? Get

face to face. Something you don’t know
may be sinking the ship.
Running global projects is hard, and
localization is particularly hard. It’s no
wonder that we get blinded by science,
seduced by the promises of technology,
and wish there were a magic red button
to press that will make it all go perfectly.
We click the “send” button on that e-mail
and hope that all will go according to
plan. But to really know if your project is
going according to plan, you must step
out and step up, play the role that you’ve
promised to on your team, and create the
thing that matters the most in running a
successful project: trust. M
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Katie Botkin

S

Scott Abel is a content management strategist and structured-XML evangelist who
helps organizations improve the way they
author, maintain and deliver their information assets. He also maintains The Content
Wrangler (www.thecontentwrangler.com), a
blog for technical writers. More importantly,
perhaps, he has a tendency to explain runof-the-mill business practice in an honest
and engaging way.

Botkin: First of all, what does “content management” (CM)
even refer to?
Abel: CM refers to the discipline of efﬁciently and effectively
managing content of all types.
Botkin: Could you give me an example of what this would
look like?
Abel: Companies that value their content want to minimize
what it costs to create, manage and deliver it. CM projects are
aimed at helping an organization streamline the processes
involved, automating as much of the manual tasks as possible. One
typical example is a company that creates multiple information
products — things such as marketing collateral, websites, technical documentation, user guides, online help and support center
content. This content is more often than not created in isolation
by workers in silos. Because
of this, content that already
exists in an organization
— the product description,
for example — is often reKatie Botkin is the created by multiple people in
assistant editor of multiple departments, which
MultiLingual.
is a waste of money. These
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Scott Abel explains content
management concepts

various versions of the same content are not only
different for no reasonable business reason, but
they are often contradictory. And as a result, they
can create unneeded confusion, lead to customer
dissatisfaction, increase support calls, open the
company to regulatory and legal risks, and more.
By re-using the same content (write it once, use
it often), we can eliminate the need for multiple
people to rewrite the content several different
ways. Instead, we can hire writers who know that
the content they create has to exist in various
Scott Abel
contexts. They can be trained to author content
appropriate for the many places we know it will
be re-used, saving the organization money. When you add a content
management system (CMS) into the mix, we can then streamline
the rest of the process, helping the content get edited, approved and
published faster than with human-powered CM alone. Humans, as
fabulous as they are at creating nifty new solutions and products
we can sell to our clients, are also error prone, forgetful, jealous,
spiteful and a wide variety of other things that computers are not.
Computers aren’t creative. Instead, they excel at controlling content
and helping us remember where everything is and what everyone is
working on. People, on the other hand, are creative. And while they
may forget, lie, cheat, and get lazy, they — and the content they
create — are worthy of being efﬁciently managed.
Botkin: What’s wrong with keeping track of content on a
whiteboard posted in plain sight, for example? Or sending data
and updates by e-mail? Isn’t this a decent way to accommodate
data that may need to adapt and change? What if someone is
just content doing it this way, and it’s working?
Abel: Hey, whatever is “working” for you is ﬁne with me.
However, what does “working” mean, exactly?
A whiteboard is a great place for reminders — everything we’re
working on right now — and perfect in situations where staff
members are trying to accomplish a short list of tasks before they
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leave at the end of the day. This type of
to-do list usage is totally appropriate, but
has little to do with managing content.
Instead, it’s managing tasks.
Sending information via e-mail is not
a bad thing either. E-mail is designed
to send a message from one person to
another person or group. It was not
designed for any other purposes, and
attempts to use it for other tasks are generally huge failures that suck up unnecessary amounts of time. E-mail software
is not a CMS, although it shares some
basic characteristics of CM software.
Botkin: How big should a company be
to consider implementing a CM solution?
Abel: In this case, size doesn’t matter.
Organizations that value the content they
create as a business asset should adopt a
formal CM strategy. Without a strategy,
most CM projects turn out to be nothing
but a great big mess.
However, most organizations today
don’t value their content as a business
asset the way they do product inventory
or money in an investment portfolio.
This is a big mistake! The good news is it’s
changing, albeit slowly. Forward-thinking
organizations are starting to understand
that the discipline of CM is aimed at controlling content to maximize proﬁts,
reduce expenses, provide superior customer service, and mitigate unnecessary
business risks.
Botkin: Has anyone ever complained
that CM solutions make their workﬂows
too robotic, for instance? If so, how do you
combat that?
Abel: No, no one I’ve worked with has
ever made such a complaint after we began
the project. That’s because my clients actually take the time to do the proper preparation to ensure success. Many organizations
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think they can skip these steps. Projects
that do often fail. The most important steps
take place in the beginning of the project
when we deﬁne what it costs to do things
today, what the goals for tomorrow are,
and identify areas of improvement — places
where the process doesn’t work today and
in which a new approach would save time
and effort.
That said, it is true that these types of
misconceptions can sneak in during the
research phase, when everyone involved
in the project is trying to wrap their heads

Most organizations today
don’t value their content
as a business asset the way
they do product inventory
or money in an investment
portfolio. This is a big
mistake!
around moving to a CM approach and
what doing so means to them. Unrealistic fears and misunderstandings usually
cause these situations to crop up.
Botkin: What’s the most common mistake companies make with CM?
Abel: Skipping the content life cycle
audit phase. A content audit can help an
organization discover things about its
current content life cycle that it could
not see before — weaknesses in processes,
unnecessary steps, expensive manual
tasks — and assist the organization in
formulating a successful content strategy
and goals.
Botkin: How long does it take to implement a system?
Abel: That’s not an easy question to
answer. It could be as little as one day
for some organizations and many months
for others. It all depends how much you
are trying to bite off. Organizations that
want to improve their CM methods across
the entire organization should start small
and branch out from there. Typically,
you learn a bunch of useful lessons when
you focus in on a pilot project. If you
use those lessons to reduce the negative
impacts to the organization, you stand a
better chance of success.

Botkin: OK, so it depends. Another
open-ended system question: how much
does a CMS cost, and when can I expect to
see a return on investment (ROI)?
Abel: Some are free (no money is
charged for the software, but signiﬁcant
resources are required to make them work)
while others may cost thousands to millions of dollars.
A properly designed and implemented
CM solution can often see ROI in less than
a year. If you translate content and use the
CMS to manage content to be translated
and use content quality tools to optimize
the content prior to translation, those savings will be realized much quicker — sometimes in just a few months’ time.
Botkin: What should I look for in a CM
consultant?
Abel: Experience, knowledge, reputation — these are some of the characteristics you want. It’s really not important
whether they have personally implemented a particular system or not. It’s
much more important that they understand the business case and can help you
get to where you want to go. They should
also be honest and forthright. You want
a consultant who will tell you how it is.
They have to be willing to challenge you
and to warn you when you are entering
dangerous territory. Far too many consultants still operate under the “what the
client wants, he or she will get” mentality. I’d rather ﬁre a client than work on a
high paying project headed for disaster.
Botkin: And what should I look for in a
CM tool provider?
Abel: I’d also say that the same characteristics are important when looking
for a vendor — experience, knowledge,
reputation. All of these are important. But
you also want a vendor with ﬁnancial
security, good customer service and the
right tool for your job.
Additionally, you may ﬁnd research
reports from vendor neutral CMS Watch
(www.cmswatch.com) to be of value.
These reports aren’t cheap — they often
cost $1,000 or more to purchase — but
the information is top-quality and would
cost far more to collect on your own.
Warning: Don’t let vendors deﬁne
your software requirements. Otherwise,
they’ll help you write the requirements
so that your project ﬁts perfectly with
their solution. Instead, enlist the help
of a consultant to act as a gatekeeper
and to help you make the best selection
possible. M
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In today’s global economy, multilingual communications are the conduit to multinational revenue proﬁles and global brand recognition. Buyers
in countries large and small are increasingly
demanding local language materials as a condition
for purchasing products. Laggards that deliver
multilingual products and services late to regional
markets lose market share and see their global
brand fragment and decline in value.

Multinational business demands that organizations redeﬁne
the value of content to drive global customer experience, increase
customer satisfaction, promote brand awareness and consistency,
and support time-to-market goals.
Redeﬁning content value requires a progression away from a
one-dimensional, monolingual approach to information creation,
management and publishing. While most organizations recognize
the need to address localization and translation in tandem with
content creation and management, they are often stymied or
even overwhelmed by the demand to achieve this. Despite trends
toward local language information as a factor for enhanced customer experience and competitive advantage, content globalization continues to be relegated to the ﬁnal stage of product
delivery. Although many organizations are currently producing
content in a wide range of languages, improving processes and
technologies for multilingual communications remains a struggle
for most.

Emergence of the global content value chain
In response to market forces and the subsequent reshaping of
content management (CM) strategies to better deal with multilingual business communications, we see the emergence of what we
describe as the global content value chain (GCVC).
The GCVC is a strategy for moving content from creation
through consumption according to the needs of its target audience.
The strategy is supported in disciplines such as CM and localization/translation management. Its central premise is that value can
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Intersection of content and
translation management

be added to the content as it moves through the chain by applying
the right people, process and technology.
Most of the components of the chain are self-evident. Three
bear brief comment:
Q Consume. Consuming content or putting it to work is now
a part of the ﬂow of enterprise content strategies largely because
the rise of social computing has broken static publishing models. Blogs, wikis and other types of user-generated content now
enable bidirectional content ﬂows. Audiences who consume
content are increasingly likely to add new content or extend
existing content.
Q Enrich. Enriching content by applying metadata for a variety
of content applications, including enterprise search and personalization, is a proven mechanism for increasing its relevance, value
and practical use. Enriching spans several of the components
because metadata can be created at several points in the components that comprise the chain.
Q Optimize. Optimizing content involves testing, measuring
and improving its ability to meet business objectives. A common
application is web content analytics, the practice of making continuous changes to content so that it produces the desired result
— for example, conversions of visitors to customers or a retranslation to lower the cost of international support calls.
It is useful to understand how the GCVC accommodates different content-driven initiatives and applications. For example,
a product content GCVC generally focuses on content about
product use for manufactured products. Its outputs include
technical documentation, online help, customer support information, and a variety of pre-sales and post-sales materials such
as datasheets. Product content has longer shelf life than other
kinds of content, has signiﬁcant regulatory compliance factors

Leonor Ciarlone, senior analyst at Gilbane
Group, focuses on the intersection of
content and localization/translation
management technologies and processes.
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that affect localization/translation deliverables, has stronger ties to product life
cycle management principles, and tends
to be more rigorous in structure.
Another example is a brand content
GCVC, which generally focuses on content
that describes and positions a company
and its products to the organization’s
target markets. Given the impact of the
internet to enterprise marketing, corporate communications, and investor and
community relations, brand content is
inherently web content. Brand content
has a shorter shelf life than other kinds
of content; is rich in metadata for personalization, interactivity and search; has
unique challenges for localization/translation since marketing language tends to
be nuanced and colloquial; and tends to
be less rigorous in structure.
Despite their differences, applications
for both content types are challenged
to incorporate user-generated content in
deliverables. They are looking to machine
translation to solve volume and velocity
challenges and to incorporate strong
programs for metrics and measurement
that monitor and improve customer
satisfaction.

CM in perspective: a look back
Regardless of whether they are proﬁt
or not-for-proﬁt, public or private sector,
large or small, all organizations run on
content. Content is therefore a signiﬁcant
corporate asset that must be managed like
any other asset, with people, processes
and technologies in place to maximize its
utility and value to the organization. This
is the main premise behind the practice of
CM and the market for content technologies that has been established over the
past few decades.
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In the early 1990s, content technologies
were more often referred to as information management solutions and focused
squarely on solutions for the traditional,
printed document. The technology market
was competitive but fairly straightforward.
Solution labels were usually identiﬁed and
positioned more by technology than by
the nature of the business problem to
be solved. Examples included document
management, groupware, retrieval, workﬂow and publishing solutions. Market
competition focused primarily within a
group of solutions with the same label.
This changed signiﬁcantly by the mid1990s, as document management and
workﬂow solutions began to compete with
each other and converge in functionality.
It also marked a period when the full
weight of the potential of internet technologies collided with older, more established technology domains. As e-commerce
rose to prominence during the late 1990s,
information management technologies
had to keep up with the scale and velocity
of transaction management.
In parallel, businesses needed to better
understand and more importantly implement methods to process and re-use different types of information — now replaced
by the seemingly more speciﬁc term content.
The internet played a signiﬁcant part in
spurring a myriad of technology management solutions, and by 2000, CM was not
only “in,” it was expected to be big, with
analysts forecasting a large market. Interest in CM as an enterprise practice rose as
businesses moved from simple low-volume
to complex high-volume publishing to keep
pace with web-based marketing, commerce
and, more recently, customer support. The
phenomenon transformed what was once
a discrete, document-oriented technology
domain into the diverse and complex marketplace we know today.

Pushing the boundaries
of traditional approaches
A global economy adds a new dimension to an enterprise CM infrastructure and
underscores a primary requirement — the
need to produce multilingual content as
appropriate for targeted global trade and
business expansion.
Market forces, however, are putting
more pressures on the industry at large as
well as on suppliers and buyers of translation services. Current practices of localizing
communications for speciﬁc regions and
translating content into multiple languages

are still largely standalone, over-the-wall
processes that exist outside of the ﬂow of
enterprise content.
In fact, many organizations have not
yet integrated localization and translation management within the practice of
CM, nor into its supporting infrastructure. Often relegated to an after-thought,
the island effect elongates global expansion plans and prevents scalability. Siloed
people, processes and technologies simply cannot keep pace with prospect and
customer demand for relevant content in
multiple languages.
Figure 1 illustrates the “people” aspect
of isolation in the context of operational
departments involved in product and brand
content GCVCs, while also highlighting the
opportunity for cross-functional awareness
based on operations that have a vested
interest and by their accountability in the
productivity and deliverables of both.
Multinational organizations understand
that global processes require cross-domain
collaboration to address localization and
translation in tandem with content creation
and management. However, transforming
intent into strategic and tactical action
takes organizational education, acceptance
and, most importantly, commitment. Driven
by the efforts of departmental operational
champions, some organizations are actively
investigating and implementing technology infrastructures that are usable, scalable
and focused on solving integration-centric
bottlenecks within GCVCs. According to
some, the software industry has been slow
to provide interoperable solutions that meet
these requirements.
Gilbane ﬁrst explored the challenges
facing companies with requirements for
multilingual communications in early 2006
with a look at process and technology approaches for content and translation management workﬂow integration. The research
revealed various market approaches to the
problem, categorized into three levels and
summarized as follows:
Q Level 1: predominantly autonomous
workﬂows, characterized by e-mail or
FTP-based transfer of source and localized content with some level of automated
notiﬁcations. Some levels of automated
content assembly in place to prepare for
translation process exchange, but little if
any access to or re-use of translation
memory (TM). Level 1 is, in essence, “the
handshake approach” — underscoring the
dependence on human-driven, manual
processes.
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Q Level 2: API-level integrated workﬂows, enabling bidirectional communications as well as the automated assembly,
transfer and auditing of source and
localized content based on workﬂow
state changes. Elimination of the
dependence on e-mail attachments
and FTP site management. Strong
focus on access to TM.
Q Level 3: extended Level 2 workﬂows, with emphasis on accessible
capabilities directly from content and/
or translation management user interfaces and more opportunity for TM reuse. Focus in this approach is less on
Figure 1: Domain
interoperability and more on visibility
functions
and overlap.
into process and project management,
providing opportunity for bidirectional
queries on project status and cost, integrated task management and collaboration, combined reporting, and overall
business process management.
2008 revealed signiﬁcant progress in the software industry, the
result of solution and service providers that anticipated and responded to
buyer demand. Still, content globalization mandates continue to push
Figure 2: The global content value chain
the boundaries of traditional people,
capability maturity model.
process and technology approaches.
Q Content analytics and reporting for
From a technology perspective, the
iterative web site improvement.
inherent caveat is that expanding funcQ Inclusion of translated user-generated
tionality will require organizations to
content in emerging corporate and conidentify organizational domains and bussumer social computing environments.
iness methodologies that will be affected
by inevitable reengineering. More important is the preparation and execution of
a strong plan for change management.
Consider this partial list of “boundarypushing” technologies and approaches
for 2009:
Q Promotion of localization-ready content via authoring assistance at content
creation.
Q Centralized terminology management that deﬁnes repeatable words and
phrases for monolingual and multilingual authoring.
Q Re-use processes that extend the definition of multichannel to multi-purpose,
enabling consistency across product, web,
operational, and enterprise content.
Q Higher collaboration levels among
cross-departmental and regional content
stakeholders to mitigate the risk of brand
dilution or worse, brand deterioration.
Q Integrated and automated processes
that connect CM with translation management solutions, authoring environments,
and multichannel publishing.
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Tomorrow’s content
globalization strategies
Gilbane has developed a GCVC capability maturity model (Figure 2) as a
mechanism for helping an organization
to evaluate its current situation, decide
where improvements must be made to
align authoring, localization/translation management, CM and publishing
with top-line business objectives and
to understand which factors are most
critical to moving to that new state. The
approach is based on enabling organizations to drive conversations among business stakeholders, apply rigor to improving
a GCVC, and derive incremental value
from strategic investments.
CM as an infrastructure and business
practice, intrinsically connected with enterprise approaches to localization and translation, is clearly a critical investment for
successful content globalization initiatives.
That’s the easy statement.
Bringing together the roles and needs of
geographically-dispersed human resources,
operations and processes to produce communications that meet organizational requirements for global time-to-market, brand
management and customer experience is
undoubtedly the harder “proclamation.”
The good news is that numerous organizations are achieving success through
focused, collaborative initiatives that are
distinctly linked to corporate goals for multinational expansion.. M
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Content management
consultancy for MLVs
Sandrine Trillaud

G

Global enterprises now face a growing need
for consultancy in content management (CM).
There are more foreign markets and larger volumes of more complex content to consider, and
in some cases enterprises still lack localization
understanding. In a situation of accelerated globalization, companies have to conquer international markets to defend their position and
guarantee growth. Clear and appropriate multilingual information for communication with
subsidiaries, partners, investors and customers
in each country is essential. This is why a multilanguage vendor (MLV) could successfully diversify into global CM consulting.

Today, companies have to create, publish and manage more
and more content: user manuals/guides, training manuals and
e-learning modules, online help, commercial, legal and internal
documents, websites and so on. These larger volumes of content
often mean greater management risks for companies and more
problems to solve. Content must, above all else, be appropriate
to the local context it is intended for, and therefore it has to be
personalized, translated to take account of the speciﬁc features

Sandrine Trillaud is an international consultant in
global content management at WhP. She worked
for 15 years as a project manager in localization
and specialized via a master’s degree in content
management and document engineering.
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of the language and culture of each country, put on the market
without delay, and distributed through multiple channels.
Many companies recognize that the translation costs of their
company will increase over the coming months and years to
respond to growing international demand for their products.
However, many struggle to cope with the translation/localization process (which services for which needs and at what
cost?) and have difﬁculty setting up common terminology for
the whole company. In addition, most companies have yet to
introduce performance indicators in this ﬁeld. However, being
able to control and measure the performance of any activity is
essential to proving its value, and it is by measuring performance that improvements can be made.
This increase in the amount of content to be managed means
that companies can no longer create documents and have them
translated in isolation, by service or product. An overall view
of the various services and players in a company is necessary
if content is to be managed efﬁciently and cost-effectively.
Some customers rely on their subsidiaries to look after the creation and localization, often for utterly laudable organizational
reasons. Yet this has a scattering effect that justiﬁes all the
more the fact that companies now need to switch from a onedimensional monolingual approach to a multilingual, global
and centralized approach to managing their content.
To react to market trends and growing demand, companies
are increasingly aware that speed is the key to success, but
is also the real challenge. With more products, versions and
options augmenting the number of people, countries and languages involved, how can companies be sure of maintaining
the same time-to-market for their products? With traditional
information processing, under pressure of time, companies ﬁnd
themselves having to publish substandard or even out-of-date
content, leading to a drop in customer satisfaction and the loss
of market opportunity.
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According to a recent survey (www.sdl
.com, March 2007), eight out of ten companies complain about incorrect translations,
but only 37% say they would be prepared
to rectify the problem within six months.
While we may be right in thinking that the
majority of companies are unhappy with
the quality of translations of their content,
how many of them have actually decided
to introduce a solution to make this right?
Since global CM is not the core business of
companies, they do not necessarily have
the skills to put optimized processes and
best practices in place. Many recommendations have been made by recognized
service providers, but subsequent experience proves that companies rarely implement changes on their own because they
lack the time and knowledge to do so.
As a result, all they can do is keep
noticing that they are not meeting their
commitments in terms of targets for quality, time and deadlines demanded by the
launch of their products and services.

An innovative activity
is born for MLVs
According to the LISA organization
(www.lisa.org), working with globalization consultants can increase proﬁts
by about 25% and revenues by 30%,
improve service delivery by 65%, and
generate savings in direct and indirect
operational costs of 45%. A consultancy
offer tailored to a company’s needs can
help clients make the necessary changes
to optimize their working processes. In
many cases, for example, our clients
and prospective clients have asked us
to accompany them in the initiative to
optimize the entire CM process: creation,
localization, distribution and maintenance. It is clear that this is a widespread
but largely unresolved need.
More speciﬁcally, having worked in
localization for 15 years with clients
from all backgrounds, we noticed that
many companies still had optimization
potential in linguistic engineering, which
could enable them to avoid common and
repeated mistakes, cut costs and save
time. Often the managers responsible
for all or part of the process are aware
of this, but lack an overall vision of the
state of the art, the human and ﬁnancial
resources, and the ear of their top management to implement change.
How are companies generally alerted
to the fact that they need to optimize? If
their own stories are anything to go by, the
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Optimization is total, that is, genuine optimization is achieved by linking all the stages together
— authoring, terminology, translation, distribution, content management.

critical indicators are often the same. Customers are dissatisﬁed, products are not
gaining market share or are even losing
out to the competition — and don’t forget
that even 1% less of market share can
mean losses of several hundred thousand
euros or dollars. In addition, the company’s
brand image may not be particularly good,
whether among end users or specialist
magazines that evaluate products and their
documentation. It can also be the case that
the number of calls to the company’s hotlines rises to an unacceptable level, not to
mention the number of hours and amount
of resources deployed internally to sort out
problems and somehow get a product on
the market by the date originally planned.

Genuine optimization
of CM and localization is total
Content is supposed to be informative
regardless of language. As information
becomes an enterprise’s raw material,
localization and CM should be combined.
The majority of content that companies
create today will be translated into one
or more languages tomorrow, and it is
therefore necessary to anticipate translation as early as possible in the process.
By putting the correct authoring and CM
processes in place, companies can optimize translation costs and times.
Overall optimization is a trend affecting all sectors of the industry, and it has
already been successfully applied to services such as IT and logistics.
What global enterprises need to know
is that localization costs are the highest
costs in the whole linguistic chain. Without optimization, in the case of technical
documentation, the costs of localization
into one language are similar in scale to

those of creating the documentation in
the ﬁrst place, while introducing these
solutions generates more cost savings
for the company the more languages for
translation there are.
Optimization can take place on different levels and in accordance with the
conﬁguration of the company, but generally, four main areas can be identiﬁed
that, when linked, enable the company
to gain real control of content, provide
a ﬂuid and efﬁcient work organization
and see really signiﬁcant cost savings.
1. Content creation and re-use, and
multichannel publication
Authoring in the early stages makes a
big contribution to cutting translation costs
in the later stages. A simpliﬁed version of
the language, which avoids high-ﬂown or
slangy styles or very marked cultural references, will produce a text that is much
easier to translate and much easier to read
for the end user. Computer-assisted authoring permits the use of text already written
and/or translated for the company.

Dual
Fuzzy

NXT
www.star-transit.net
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different formats (PDF, Word, XML, HTML, Flash,
PPT, QuarkXPress, InDesign and so on). The company loses no time rewriting existing content and
saves time on publication tasks.
2. Centralized corporate terminology
The creation of a company’s own corpus of terminology provides a single source of reference for all
authors and translators, making their job easier and
cutting production times, generating the approval
and satisfaction of those who have to validate the
text in each country, making easier reading for end
users and signiﬁcantly reducing costs. The terminolOptimization can cut the
ogy helps to improve the ﬁnal quality of content
time-to-market by replacing
and generates customer loyalty. It is estimated that
a linear production model
the use of a terminology corpus reduces reading
with a more dynamic model.
times by 50%. The human brain assimilates more
quickly if an idea or concept is always expressed in
the same way, using the same term.
In addition to controlled language and authoring assistance,
3. Computer-aided translation
emphasize common structuring rules. Introducing an authoring
The use of translation memories (TMs) guarantees termimethod that is the same for all authors and unique to the company
nological and stylistic coherence and makes it easier to backnot only cuts the development time of documents but also enables
translate. Furthermore, few people are aware that TMs are a
document content to be harmonized.
company asset that can be depreciated in the accounts, as can
Writing for internationalization should also be a concern. Has
terminology databases and style guides.
anyone thought about the character encoding (for example UTF-8)
4. Centralized content management system (CMS) and global
to prevent problems displaying certain characters in certain lantranslation management system (GTMS)
guages? Has sufﬁcient space been left in images to avoid extra work
A CMS lets you create, develop, manage and store a compalater on at the DTP stage? Does the software support bidirectional
ny’s content, while a GTMS enables this content to be translated
text so that languages such as Hebrew and Arabic can be read cormore quickly and at lower cost. It allows TMs and terminology
rectly? Thinking about these things before beginning the document
databases to be shared (in-house and externally) across projects
authoring process enables the subsequent steps to be optimized.
and enables manual processes in the translation project manThe single sourcing repository is where the “write once,
agement workﬂow to be automated.
publish everywhere” principle applies, as well as the concept of
Installing and linking a CMS and GTMS provide a company
separating the content from the container. The content is stored
with a powerful global content management solution (GCMS)
— ideally in XML format because this makes it easier to re-use
to cope with growing pressure from its activities and deadlines.
— in a single repository in “chunks” and can be easily re-used on
In all cases, the best GCMS is the one that reﬂects a company’s
demand in the same document or other documents in completely
needs and information model.
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The ﬁnal point that sometimes needs
to be taken into account in the process is
machine translation (MT). It is not designed
to replace human translation but to increase
translation productivity. For companies
with very large volumes for translation
or very dynamic online content, the new
generation statistical MT may prove excellent for coping with the demand within a
particular timescale. Companies that have
introduced and optimized every stage in
the above process are now able to create
their content and have it translated much
more efﬁciently, while providing maintenance and traceability.
Introducing best practices also enables
clients to beneﬁt from signiﬁcant improvements. By introducing the right processes
and tools for re-using existing content,
the time spent rewriting or retranslating
can be reduced by 30% to 70%. In addition, by managing content efﬁciently, the
time taken to access documents is reduced
signiﬁcantly and exponentially due to an
increase in the production of global content from year to year.
In addition, staff members are no
longer performing tasks with low added
value, such as copying and pasting text
already written and/or translated, and
can therefore concentrate fully on their
area of expertise, developing at the same
rate as the technologies in their ﬁeld.
By capitalizing on content, re-using
existing content and managing tasks
automatically, companies can also noticeably improve their direct costs and much
more so their hidden costs. Hidden costs,
which are often higher than direct costs,
are made easily measurable by reliable
traceability and reporting functions.
Few companies have so far introduced
selected centralized terminology. For many,
this method could enable avoidance of
common errors in terminology consistency.
Similarly, through methods for automatically re-using existing content during
authoring and translation, mistakes are
repeated much less frequently and text is
much easier to read for end users.

Reduction of a
product’s time-to-market
Optimization of the time spent on each
step in the management of global content
and the communication between each of
these steps can cut the time it takes to launch
a product. This approach allows a switch
from the old sequential, linear model of the
linguistic chain, which often meant you
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Solutions should be
adapted to the size and
needs of each company.

had to wait for one component to be ﬁnished before the next one could be started,
to a more modular, dynamic model, where
updates and new content can be processed
as soon as they are created, thereby reducing the linguistic life cycle, particularly by
beginning localization earlier.
Quality content has a direct impact on
a company’s brand image and is one way
of standing out from the competition.
Quality is key to securing long-term customer loyalty. On the other hand, a poor
brand image is difﬁcult to improve.
Since the laws on ﬁnancial security
were introduced, in particular the Sarbanes-Oxley Act of 2002, companies have
had to guarantee the traceability of their
ﬁnancial operations, which has had an
impact on CM. Setting up content traceability also means being able to provide
evidence of compliance at any time.
A company that has already optimized the creation of its content and
had it translated into the languages of its
target markets stands well ahead of the
competition. Where this is not the case,
companies tend to lag behind the competition, missing market opportunities.
These examples illustrate the scale of
the challenges when it comes to global
CM and the improvements that can be
made. Solutions do exist, adapted to the
size and needs of each company. Some
companies have already developed and
implemented best practices and effective
processes for deploying them internationally. Optimization is now a necessary step
in securing a company’s general success.
But let us not forget that these beneﬁts

can only be enjoyed to the full where
optimization is total. Certain conditions
must be met to ensure that optimization
is a success.

Increase Speed,
Decrease Costs
Take your communications global in a
way that’s ﬂexible, dynamic, re-usable
and brand-consistent.
Global industry leaders rely on Kinetic to
manage their multilingual communications.
We can help you reduce costs up to 75%
and accelerate cycle time 60-80% while
maintaining global brand consistency.
Our services include globalization
consulting, translation management, DTP,
digital brand management, web-to-print
management and business intelligence.

Kinetic
Louisville, KY
info@theTechnologyAgency.com
www.Kinetic.theTechnologyAgency.com
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Approach

change within a company, requiring intervention by a high-level “sponsor” who can
impose strategic choices and assemble the
necessary ﬁnance. Changes may include

There is no general solution or magic
formula that works the same way for all
companies. Every company is unique, functions differently and consequently has
different needs. First and foremost, any
approach has to take into account the
way the company is organized internally
and externally, its culture and geographical distribution, and its statutory obligations and development strategy. Regardless
of the way the company is conﬁgured, the
proposed approach must be progressive
so that it follows a logical path towards
implementation, modular so that it allows
the company to take the chosen steps at
its own pace and according to its own
needs, and independent because only a
service provider that does not sell or
install tools itself can guarantee objectivity when advising a company.
Information management in a business
depends not only on technological tools,
but also on the complex relationship between people, processes, content and knowledge. Introducing new processes involves

The choice of a consultancy
provider who will accompany
the company in the optimization of its content must
enable a relationship of trust
to be built up in the long term.
staff training in new processes and/or
tools, reorganization or reallocation of certain positions, and the integration of new
technical tools.
Accompaniment of change management
may prove necessary in the departments
concerned because change is generally the
biggest issue due to the apprehension teams

True Partnerships
In whatever we do, we’re in it for the
long-term. That’s why we invest in
lasting partnerships with our clients
and suppliers, building customized
teams and solutions that best meet
the needs of the day. Our clients can
count on us as reliable extensions
of their own teams. Our suppliers can
beneêt from the open, cooperative
partnerships and the development
opportunities that Moravia provides.
Good partners achieve.

may feel. It should be noted that only a
pstrong sponsor combined with effective
communication well in advance of the
project, involving all those affected within
the company, will ensure the success of the
process. The choice of a consultancy provider who will accompany the company in
the optimization of its content must enable
a relationship of trust to be built up in the
long term.
For this to happen, the provider must
have proven expertise in CM and localization, be neither a manufacturer nor
an installer of tools if it is to judge the
needs of the company objectively before
proposing solutions, guarantee compliance with current standards in the ﬁeld,
to ensure the ongoing interoperability
of the company with market players
and processes, and carry out the steps
towards change progressively.
Consultants can help to improve the
quality of the client’s experiences and
automate the processes and infrastructure of global CM. Depending on what
the client wants to achieve, the consultant helps to work out which aspects of
existing processes can be improved and
what changes are involved in making
these improvements.
For the consultant, global CM consultancy provides not only the satisfaction of
supporting the client in its international
success, but is also a fulﬁlling activity
that enables him or her to work on a task
from beginning to end. It is a varied job,
combining the preparation and conceptualization of tasks and requiring a good
knowledge of the ecosystem of tools and
solutions on the market.
It should not be forgotten that satisfaction then also becomes measurable for
the linguistic service provider, who can
work more efﬁciently once the right processes have been introduced by the client.
Having helped the company to work in
a more ﬂuid manner, the powerful relationship of trust that develops between
the consultant and client is generally a
guarantee of a long working relationship
between the two. For the enterprise, then,
the MLV becomes more of a partner than
service provider. M
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Anticipating the impact
of content convergence

T

The nature of content has been undergoing a profound shift in the past several years,
beginning with single-sourcing efforts and
continues as the need for portable content
increases. The portability of content is not a
manufactured need, but an extension of the
trend to create, manage and deliver content in
more efﬁcient ways. In turn, this shift affects
content development and delivery, particularly localization, which feels the impact of
source-language changes exponentially.
Content as corporate asset

Content has traditionally been considered a cost — often
an unwelcome one — that organizations had to bear in
order to produce materials needed to accompany a product.
The physical components used in manufacturing the product were valuable, including all the hardware that sat on
Figure 1: How a typical organization could use content to a maximum value.
the factory ﬂoor, waiting to be assembled, but the content
that went into the manuals was not perceived with the
their investments and manage them through ﬁnancial reporting
same consideration.
systems so that they can track value and reinvest.
When product components become valuable, they get manWith the advent of content management systems (CMSs), the
aged just like any other commodity, often with sophisticated
notion of “inventory control” of content has been introduced,
systems to inventory and calculate their worth, to track their use
and with it comes the recognition that content can be managed
and the moment of their obsolescence. The same consideration
and valued in the same manner as other corporate assets.
is given to ﬁnancial assets. Organizations inventory and track

The greening of content

Rahel Anne Bailie has operated Intentional
Design Inc., a Vancouver-based consultancy,
focusing on performance improvement for
communication products, since 2002.
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The shift toward treating content as a corporate asset has
come with an accompanying attitude toward content value.
I’ve dubbed this the “greening” of content: reduce, re-use and
recycle. The old way of content could be described, to use a
product metaphor, as the single-use model. Content was created, used and then discarded. The remains may have been
kept in a folder, and the odd boilerplate or popular description
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may have been copied-and-pasted into
another document, but generally, writers
would create unique content anew.
Creating unique content becomes impractical in a world proliferated with new
products and product lines, where information gets included in multiple places,
from manuals to help ﬁles and training
documents, from support knowledge bases
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to websites. The need for consistent, accurate and targeted content makes it more
critical than ever to ﬁnd ways to create
high-quality, high-accuracy content and
then re-use it wherever possible.
The ﬁrst R in the triumvirate of reduce/
re-use/recycle is important for two reasons. One is the shift in culture away from
text-heavy instructions. Since the publication of The Nurnberg Funnel by John
M. Carroll (MIT Press, 1990), minimalist
instruction for increased comprehension
has been a trend. Visual instructions, such
as YouTube videos or software simulations, are becoming more popular; even
text-based instructions are annotations to
a visually focused piece. The second, more
pragmatic, reason for reducing text is the
exponential cost of translation. Tightening the amount of content, increasing the
quality of the content and reducing the
variants of content are all production
efﬁciency and cost factors that contribute
to the greening of content.

The ways that content can converge
could ﬁll a book, but there are a few
basic conﬁgurations. Before looking at
these, it’s helpful to clarify the three
broad content genres: instructional content, or technical and training material
and content used by customer support;
persuasive content, including various
types of marketing material; and relationship content, which consists of usergenerated and editorial ﬁles.
While these seem like different genres,
they share the common characteristic of
having an underlying content structure.
Their portability allows for content to
integrate and converge with other content. Instructional content often has a
semantic structure, based in some ﬂavor
of XML. The very structure and attributes
attached to the content mean it is subject
to automatic processing rules. Marketing
content tends to be in XHTML, some of
it using microformats. Relationship content can be in a variety of formats, from
an XML to HTML or a wiki language.
Much of this content is contained in
content silos. One silo is technical documentation; another is training material.
An organization may share instructional
content between technical documents and
training presentations, but this is simply
a slightly larger silo. Marketing material
lives in its own silo, and relationship
content lives in yet another silo.

Some would say that the implementation of an enterprise CMS removes silos
and lets an organization share and re-use
content across its entire enterprise. However, the closed system is quickly becoming
obsolete in a new phase where collaboration, social networking and related tools
are changing the communication landscape. Where this all becomes interesting is
the intersection of the various content
genres, which necessitates that content
become capable of convergence.

Content convergence in action
There is no one-size-ﬁts-all solution
to how content can be used to meet a
universal set of business goals because
there is no universal set of business
goals. Even within a single organization,
there may be different goals for different groups at different times. However,
Figure 1 illustrates how a typical organization could use content assets to the
maximum value.
The sharing of content between technical documentation and training, for
example, is a natural ﬁt; the tasks written
for the documentation and help are the
same tasks that trainers user for end-user
training in the classroom. The technical content written for installation and
maintenance or troubleshooting guides
are just as useful for the remote staff
installing the product as they are as reference material for the customer service
group doing telephone support. A core
set of technical information is employed
by each user group, which supplements
the material with other material speciﬁc
to them.
While this content sharing is the
single-sourcing part of the equation, the
delivery methods form the balance of the
equation. Delivering the right content
to the right audience at the right time
now has multiple possibilities, and the
portability of the content outputs affects
its agility to be delivered in a fast and
friendly way.
Let’s assume, for purposes of illustration, that a company produces a piece of
industrial hardware that has a software
component. The company creates its technical and marketing content in-house,
has outsourced its support call center, and
uses its distributors’ technical ﬁeld staff
to do installation and maintenance. The
traditional way of sending information
to them would be to issue documentation
in the form of technical manuals and
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supplement them with periodic service
bulletins. The drawbacks of this include
the downstream overhead of keeping the
information synchronized and the delivery delays if print material does not reach
ﬁeld staff in a timely manner.
Instead, using contemporary delivery
techniques, the company could post new
information topics so that “always updated” information exists in a central
place. Field staff could receive automatic
updates to their laptops each time they
log into their accounts and also receive
RSS feeds to draw their attention to
information they should note. Customers
could get their information through an
information portal and elect to receive
updates by e-mail or RSS feeds. Similarly,
customers and ﬁeld staff could supplement their self-serve information searches
with questions, which feed internal staff
with the opportunity to improve the
accuracy of their information and provide
value-added information coming from
the product users, who may be discovering aspects of the product not previously
anticipated.

Preparing for a convergent world
The technical communication world is
preparing for this world of convergence
and integration with DITA, where topicbased content can be re-used within a
document or a department or shared with
the rest of the organization or with partner organizations. The DITA standard
allows content to travel, even boomerang,
and be as usable when it arrives as when
it left its author. In the world of the web,
similar standards have emerged and continue to emerge in the forms of everything from microformats to entire markup
languages as a way of making content
transportable.
For localization professionals, the preparations go further than preparing content
for delivery in a Web 2.0 world, where
users expect information to be available
and delivered within the context of a rich
user experience. The content used in a
Web 2.0 world requires characteristics
allowing it to be portable enough for use
in multiple contexts — in essence, to be
“Content 2.0.” The success of localized
content will depend heavily on the quality of the content provided. It is certainly
a time when we need to keep ourselves
aware of industry trends and align ourselves more closely with other content
developers who touch our work. M
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A linguist’s leap
into DITA and Open Toolkit
Ray Lloyd

A

A translatable website has to be easy to recreate in several languages and, once it’s live, easy
to maintain in all those languages. This can be
achieved using structured authoring with Darwin
Information Typing Architecture (DITA) and the
Open Toolkit, which translators and clients can
both beneﬁt from.

Having dabbled with DITA and the Open Toolkit for technical
documentation, I was curious to see how the approach of separating styling and information could be used to create a translatable, text-rich website. The tools are open source, and this meant
I could experiment. The result of my curiosity is www.dita2web
.be, a small project intended to show how easy it is to go live with
several languages once you’ve created the initial language in a
structured environment. The website covers a variety of linguistic
topics, originally written in English and subsequently translated
into Dutch by a human translator. The Spanish and Chinese versions are machine translated. The different language versions
with all links and navigation were created within minutes from
the translated content ﬁles. This was a real eye-opener for the
linguist in me and an excellent illustration of how structured
authoring can beneﬁt translators and clients.
Today, translators are generally expected to deal with electronic
ﬁles in many different formats and are confronted on a daily basis
with content intertwined with presentation: word-processing ﬁles

Ray Lloyd holds an MA in translation and
has extensive experience in authoring,
translation and publishing processes.
He is based in Flanders, Belgium.
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and slide shows with unpredictable formatting and embedded
images, ﬁles exported from page-layout software, website pages
in a variety of ﬁle formats (HTML, ASP and so on) or simply
exported to a word-processing document. Savvy translators have
all the tools to handle these situations and are not likely to refuse
a job because the work is in some exotic ﬁle format. However,
the process is not very efﬁcient, since this means translators are
distracted from their core activities, and ﬁles have to be postprocessed and are subject to time-consuming quality checks.
One of the solutions has been the introduction of tagged
ﬁle formats for translators. In this scenario, documents in a
wide variety of ﬁle formats are converted into an intermediate
document, and tags are added to indicate layout markup. The
translator works on these intermediate ﬁles in a word processor
or translation memory (TM) tool, and the ﬁles are subsequently
converted back. This tagging generally contaminates the TM
and can seriously jeopardize the ﬂuency of the translation — for
example, when sentences are segmented because a manual line
break has been inserted. The HTML ﬁles of a website will generally also contain markup tags for presentation. These are typical
examples of mixed content and presentation, and the translator
must spend time mimicking the layout.

Translatable and maintainable
My idea to create a simple website with DITA and the Open
Toolkit and then translate it into several languages is a basic illustration of what such a structured system can do for many kinds of
documents on a much larger scale. There was a time when I actually
believed you could translate a website by just translating all the
HTML ﬁles. This may be the case for some basic websites, but the
formatting soon becomes so intricate that you are bound to make
mistakes even with the best tools. This is one of the reasons why
so many websites are only in one language: the focus is often on
cosmetics and not on the ability to create language versions. Not
everyone can afford an intelligent content management and web
publishing system that takes translations into account. DITA has
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Acronym deﬁnitions:
HTML: HyperText Markup Language
XHTML: eXtensible HyperText Markup Language
XML: eXtensible Markup Language
XSL: eXtensible Stylesheet Language

been designed for topic-based, structured authoring of technical
documentation and has many elements that you would normally
not need for a general website. However, in its original state, you do
have the possibility to just use the elements that you need, and the
great thing about it is that it already deals with translation issues.

Text without layout
In structured authoring, the content is separated from the
presentation by design, using semantic elements, or tagging,
that has a meaning — as opposed to tagging for a description
of presentation or rendering. For example, a numbered list for a
procedure is tagged as a task with each individual list item
tagged as a step. Furthermore, the structure of the text is
validated against a document type deﬁnition (DTD) that
makes the written document more predictable as it goes
through the authoring, translation and publishing stages.
The writer can only use the elements deﬁned in the DTD
to ensure the rendering of outputs can be automated. This
concept of automation is also valuable for the translator.
Maximum separation of content (text) from presentation
enables the translator to concentrate fully on what he or she
does best: translate. The semantic elements with their logical
tag names such as title, shortdesc, step, task and so on can
also help the translator understand the context. Personally,
as a linguist, I feel more comfortable having to deal with
semantic tags than tags that indicate presentation markup.
If you use the Open Toolkit to generate the output from
your content written in DITA XML ﬁles, you will also see how
the authoring stage is separated from the actual building of the
output in the overall process. Typically, the author will write
the content in an XML editor, which may or may not hide
the element tags. The topics are collected in a hierarchy (the
ditamap), and the output is built. Different maps or the same
map can be used to generate different outputs, such as a PDF,
HTML and so on. In the case of www.dita2web.be, a map is
used to create the website, and a slightly modiﬁed map could be
used to create a booklet of the website.

The author’s XML files are translated
So where does the translator ﬁt in? The translator also works
before the output is built. He or she takes the author’s XML ﬁles
and translates these rather than the generated HTML output ﬁles.
In this stage it is very important that the translator uses a DITAaware tool (ideally in conjunction with TM software) that refers
to the DITA DTD. The DITA-aware tool will only show the text
to be translated (with inline tags) and hide the other tags in the
background. Tags are protected so that they can’t be deleted, but
for some tags you can modify the attribute value. This may be
required, for example, for the alt attribute on the image element.
The output of the translated ﬁles can then be built using the same
process as for the initial source language.
So why is this different than with other tagged ﬁles? Remember
that DITA XML ﬁles are structured, meaning that they conform to
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a predeﬁned DTD. This DTD is also used by the translation tool to
present only the text to be translated and a minimum of tags. The
tags are also semantic, meaning that they are actually useful in
the translation process. Tagged formats that are converted from
unstructured source documents may require that the translator insert many tags manually from the source into the target
segments just to emulate the layout. Once the tagged ﬁle of an
unstructured document is translated, it must be converted back to
the unstructured document. This process seriously compromises
the whole workﬂow. With DITA XML ﬁles, the translator works
on the structured source ﬁle to create a structured target ﬁle.
Validation of the ﬁle is part of the process, and no conversions
are involved. For example, SDL Trados TagEditor has an option
to verify that all tags are in place, and sometimes this is useful if
you have many inline tags. For www.dita2web.be, this option was
not used because hardly any tags needed to be inserted manually.
The translated XML ﬁles could be built without extensive QA
checking, and the output was 100% predictable.

Figure 1: A guide to www.dita2web.be

Note that in Figure 1:
1. The navigation bar is all text and generated from the topic
titles in each language.
2. Each page has translated meta tag content for search engine
optimization (SEO).
3. Image, theme color and current topic are controlled by the
topic IDs and cascading stylesheet (CSS).
4. The language codes link to an equivalent page in the other
languages.
5. The quote is stylized in the cascading stylesheet.
6. Short descriptions are pulled in at various locations with
links to full topics.
7. General info and search box are repeated on each page; no
frames are used.

How the multilingual website is set up
The output ﬁles generated by the Open Toolkit for each language are located in their respective language folder. For example,
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Steps for creating a translatable website
<task id="creating_trans_web" xml:lang="en">
<title>Steps for creating a translatable website</title>
<shortdesc>Here's an overview of the tasks involved in writing
and translating for a translatable website.</shortdesc>
<taskbody>
<steps>
<step><cmd>Write the topics as DITA xml files in the first language.</cmd></step>
<step><cmd>Collect the topics and organize the hierarchy in a ditamap.</cmd></step>
<step><cmd>Create the look and feel of the website using CSS.</cmd></step>
<step><cmd>Now you can build the first language version of the website
(a matter of minutes or seconds depending on the number of topics).</cmd>
<stepresult>
<ul>
<li>The individual html files with links are created</li>
<li>Navigation is created based on the hierarchy in the ditamap</li>
</ul>
</stepresult></step>
<step><cmd>The first language version of the website can now go live.</cmd></step>
<step><cmd>Translate the DITA xml files with a translation memory (TM) tool
that supports the DITA DTD.</cmd>
<stepresult>The translated file is validated in the TM tool.
<ul>
<li>Paragraph level tags are not included in the TM segments</li>
<li>Only the inline tags need to be processed by the translator</li>
<li>Individual topic files have <parmname>xml lang</parmname>
attribute to indicate target language</li>
<li>Translation memory is updated with segments containing minimal tagging</li>
</ul></stepresult></step>
<step><cmd>Translate extra messages you may have added to the messages.xml file.</cmd></step>
<step><cmd>Now you can build the second language version of the website
(a matter of minutes or seconds depending on number of topics).</cmd></step>
<step><cmd>The second language version of the website can now go live.</cmd></step>
</steps>
<result><p>Repeat for as many languages as you require.</p></result>
</taskbody>
</task>
Figure 2: Here is an example of content in a DITA topic ﬁle. Note that only the red tags are
included in the translation memory segment. None of the other tags are presented to the translator.

the ﬁrst language is “en” for English. Once the DITA XML ﬁles
are translated for a second language — in this instance, Spanish
— the output ﬁles are sent to the folder “es.” This is repeated for
each language. Each page of the website has an equivalent page
in all the available languages. A mechanism is used to switch to
a ﬁle with the same name in a different language folder. In other
words, a visitor could switch from a page in Chinese to the same
page in English, Spanish or Dutch. The fact that the ﬁle names
are the same for all languages may have an adverse effect on
SEO. However, this is compensated by having translated metadata on each page. The keyword elements in the XML topics
are converted to metadata in the HTML output that follow the
Dublin Core guideline and enable semantic searching.

Every page has a translated counterpart
The website www.dita2web.be is written in English and translated by a human translator into Dutch. This would be the normal
process for all the languages in a real world situation. However,
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to test the support for processing many other languages, we
used Google Translate machine translation (MT) for the other
languages. The entire XML code of a topic (content with element
tags) was pasted into Google Translate, and the resulting translation pasted into a new XML topic ﬁle. This ﬁle could be validated
as conforming to the DTD after some manual changes to the tags.
(Apparently, the machine translator was more or less aware of
the XML tags.) These XML ﬁles were subsequently used to build
the translated output with the Toolkit. The actual MTs have not
been edited for linguistic quality, but the results for the Spanish
and French translations were quite refreshing, given the instant
nature of the process.

Structure continues in graphic design
Structured authoring of the source topics is only one aspect
of a translatable website. You need to extend the philosophy of
structure in the visual design of the output, too. Fortunately, web
designers have recognized the importance of separating content
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from design and are embracing CSSs and
semantic tagging with XHTML (the XML
version of HTML). So for the design of
www.dita2web.be, we once again beneﬁted from our structured approach. Text
is used for menus and navigation to avoid
image editing work. This text is either
pulled from the topic ﬁles or included in
a messages.xml ﬁle. As such, the text
strings for navigation and menus are
generated automatically for the translated
version; the CSS can be designed to take
into account the varying length of these
strings in the different languages. We
kept the layout ﬂexible to accommodate
translation expansion and shrinkage of
the main topic text. All formatting is in
the CSS and not in the XML topic ﬁles.
We did not create separate CSS ﬁles for
the different languages, but this can also
be considered to adjust fonts and font
sizes. We tried to be creative with typography to reduce the need of intricate
graphic design that may need to be
localized.
Notice that I’ve only used the word
localize once up to now. This is because
the whole point of a translatable website
is to ensure that everything that needs to
be translated can be extracted from the
surrounding code, eliminating the need for
specialized localization. No text has to be
translated in the XSL transformation ﬁles.

Lower word counts

word count
billable words
(repetitions @ 25% of rate)

XML topic ﬁles

HTML output ﬁles

4,748 (20% repetitions)

12,239 words (60% repetitions)

4,028

6,731

Table 1: Word count of ﬁles for www.dita2web.be

the word count of the HTML output ﬁles.
For www.dita2web.be, the billable word
count of the XML topic ﬁles is about
40% lower than that for the actual
HTML ﬁles.
Thus, the beneﬁts of using DITA and
the Open Toolkit to create www.dita2web
.be are:
Q a cleaner TM
Q lower word count of XML ﬁles vs. the
HTML output ﬁles
Q text is re-used in many places, thanks
to the content reference mechanism and
the pulling in of text at various locations
Q translated versions can be built in a
matter of minutes or seconds, depending
on number of topics
Q changes can be implemented more
easily in all languages (versions)
Q ﬂuency of translation beneﬁts from
logical segmenting
Q MT beneﬁts from structured writing
Q no conversions of ﬁles in the translation stage
Q translated XML ﬁles are validated by
the TM tool

Q graphic and navigation design effort
only has to be done once
www.dita2web.be is a small-scale project to illustrate the beneﬁts of a structured
approach to websites and to experience
the satisfaction of seeing DITA and the
Open Toolkit generate the translated version in a matter of seconds. The fact that
TM tools already support this standard is
good news for the translator. Finally, he or
she is only seeing the text that needs to be
translated, without the formatting. Clients
will be happy that initial word counts are
lower and TM re-use is higher as you go to
follow-up versions.
In the meantime, many companies are
already reaping the beneﬁts in largerscale implementations of structured authoring (not necessarily DITA), usually in
combination with content management
systems that control what has been
translated as you go from version to version. Hopefully, some day, translators
will only receive structured documents
that allow them to focus their attention
fully on translating. M

It goes without saying that the authoring stage is key in this workﬂow for a
translatable, text-rich website. The writer
needs to work within the constraints of
a DTD to create content, and this will
require more effort than working in a
free-form situation. He or she is basically
putting content into elements comparable to form ﬁelds that can subsequently
be processed in an automated workﬂow.
In effect, text becomes data in its purest
form. This extra effort is rewarded, of
course, when you translate the website.
The translated versions of the XML ﬁles
can be output using the same automated
ﬂow as for the source language.
Because the text content is 100% predictable, it can also be re-used within
the hierarchy to create navigation and
short descriptions. In fact, the generated
output is much richer than the sum of
the content in the XML ﬁles, thanks to
the exceptional work of the DITA developers. This means that the word count
in the XML ﬁles is also much lower than
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How Unicode enabled eBay
to create a global platform
Nelson Ng & Neil McAllister

P

Pierre Omidyar’s ﬁrst foray into e-commerce
began less as a business venture than as an experiment. In 1995, curious about the effects of information technology on markets, Omidyar spent a
long September weekend writing software for a
new kind of online trading platform. He launched
the software as part of his personal web page,
and the ﬁrst item sold was a broken laser pointer.
After that, things started to get interesting.

Today eBay, the company that grew out of Omidyar’s experiment, is a global online marketplace where practically anyone can
trade practically anything. In 1996, its ﬁrst year of operation under
the eBay brand, its users traded merchandise worth an estimated
$95 million. Today, it maintains a presence in 39 markets worldwide, with 84 million active users trading in excess of $60 billion
in merchandise each year. That’s roughly $1,900 every second.
But global expansion isn’t easy, even on the web. By 2002, eBay’s
information systems were straining to keep up with its growth. eBay
had established marketplaces in countries as diverse as Australia,
Canada, France, Germany, Italy, Switzerland and Taiwan, but while
its business had grown, its infrastructure had not kept pace.
Having begun life as a US-only site, eBay worked well with
text written in English and other Western European languages.
Asian languages, however, presented unanticipated challenges.
When eBay began expanding into Asian markets, the only way it
could store Asian textual data was to use software workarounds,
the digital equivalent of duct tape, which were both cumbersome
and difﬁcult to maintain.

Nelson Ng is eBay’s chief global software
architect and the principal architect of
the UTF-8 migration project.
Neil McAllister is a freelance technical
journalist based in San Francisco.
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If eBay wanted to repeat its stateside successes on a global scale,
it needed to globalize its systems. While you can ﬁnd more than
250 books on how to run a business using eBay, there’s no deﬁnitive guide to reengineering a multibillion-dollar internet business
for the global economy. Transforming eBay into a truly global
marketplace would take careful planning, meticulous execution
and thousands of person-hours of labor. Today, nearly six years
since eBay’s UTF-8 migration project began, its experience stands
as a model of success for any large enterprise.

The characters of nations
Within the computer internals, it didn’t really matter whether
eBay’s users spoke English, French, Korean or Chinese. Computers
are fundamentally logical machines; numbers are their only language. As such, before a computer can store or manipulate textual
data, the text must ﬁrst be encoded as a sequence of numbers, but
not all character encodings are created equal.
In the early days of eBay, the de facto character encoding for
most computer software was ISO 8859-1. By default as much as
by design, the eBay software output ISO 8859-1 text, accepted ISO
8859-1 input, and stored information in databases conﬁgured for
ISO 8859-1. At the time, it was a perfectly suitable choice. Using
one byte of storage per character, ISO 8859-1 speciﬁes numeric
values, called code points, for the letters A through Z, the numerals
0 through 9, and most common symbols and punctuation marks,
including accented letters and diacriticals. It’s mostly sufﬁcient
to encode textual data in English or any other Western European
language.
When eBay expanded into Asia, however, ISO 8859-1 became a
liability. Because the standard speciﬁes just one byte per character,
code points in ISO 8859-1 can only have values ranging from zero
to 255. But unlike European languages, which are written
using compact alphabets, Asian scripts can comprise tens of
thousands of characters. No single-byte encoding could ever
hope to do the job.
The modern standard for handling multi-byte character
sets is Unicode. Billed as the universal character-encoding
scheme for written characters and text, the current version
of the Unicode standard deﬁnes code points for over 100,000
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characters from the world’s scripts — including the Western European alphabets, Chinese, Japanese, Korean, Hindi and Arabic — and
the list is steadily growing. In fact, Unicode’s total potential capacity is over a million code points, which is
more than enough to encode the characters
of every script known throughout history.
It was only natural that eBay chose
Unicode as the character encoding for its
Asian marketplaces. Speciﬁcally, it adopted
a form of Unicode called UTF-8, which provides maximum compatibility with singlebyte-oriented software designed for ASCII.
But compatibility only goes so far. Back
in eBay’s ﬂagship US marketplace, ISO
8859-1 still ruled, as it did in Canada, the
United Kingdom, Australia and throughout
Western Europe. To eBay’s databases and
administrative systems, all of which were
designed to work with ISO 8859-1 data,
the UTF-8 data generated by eBay’s Asian
marketplaces was indecipherable.

Round holes, square data

across thousands of columns, in hundreds of database tables,
stored on more than a hundred database servers. For a long time
eBay debated the idea. Such a project would be both costly and
incredibly invasive. Still, the longer eBay waited
to begin the conversion to UTF-8, the more ISO
8859-1 data it would accumulate, and the longer
the conversion would take.
Then something happened to force eBay’s hand.
Without warning, Oracle issued a patch
that changed the behavior of its database drivers. The new drivers mandated
strict ISO 8859-1 compliance: Anything
sent to an ISO 8859-1 database that
wasn’t valid ISO 8859-1 data would
be thrown out. Because UTF-8 makes
use of code points that are undeﬁned
in the ISO 8859-1 standard, attempts
to pass off UTF-8 data as ISO 8859-1
would corrupt the data. Although this
was technically correct behavior, it
undermined the “don’t ask, don’t tell”
workaround. eBay’s Asian marketplaces
could soon grind to a halt.
Frantic eBay engineers convinced
Oracle to issue a custom patch to ﬁx the
problem, but it was only a temporary
solution. Future versions of the drivers
would continue to enforce ISO 8859-1
compliance. If eBay wanted to store
UTF-8 data, it would have to store it in UTF-8
databases. Effectively, the clock was ticking.
eBay had no choice but to begin the process of
migrating to an all-Unicode environment.

As a workaround for the encoding problem, eBay adopted a data storage policy for its
Asian marketplaces that amounted to “don’t ask,
don’t tell.” When eBay’s Asian sites sent textual
data to the database, no attempt was made to
verify that the data was valid ISO 8859-1. When
the Asian sites received data, they interpreted it
as UTF-8, even though the database is labeled
to the contrary. They assumed that what the
database didn’t know couldn’t hurt it.
Fooling a database is risky business. Storing
Unicode-enabled eBay sites for
A conversion conundrum
both ISO 8859-1 and UTF-8 in the same data(from top to bottom) the United
Life
would have been much simpler if eBay
base increased the complexity of eBay’s backStates, China and France.
could have shut down its servers over a threeend systems, making them more difﬁcult and
day weekend, upgraded them to support UTF-8, and then started
therefore more costly to design, develop and maintain. This didn’t
them up again on Tuesday morning. Unfortunately, this was
just affect eBay. Third-party developers had to modify their own
impossible; eBay had come a long way since Omidyar’s experisoftware to support both encodings before they could integrate
ment. Converting a database to UTF-8 is simple enough, but
with eBay’s systems. Worse, eBay was deliberately short-circuiting
converting a database that powers a 24/7 global marketplace
measures designed to preserve data integrity. Any mistakes could
is not. As a matter of operational policy, eBay’s systems must
potentially lead to widespread data corruption.
maintain a minimum of 99.94% uptime, or less than 25 minEqually important, a mixed-encoding environment was an
utes of outage per month. Even a major upgrade like the UTF-8
impediment to eBay’s business growth. As long as its Asian sites
migration would have to meet this requirement.
were generating textual data that its US and Western European
A more typical customer might have used Oracle’s standard
sites couldn’t display properly, eBay would never be able to
conversion scripts to copy its data into new UTF-8 databases. But
facilitate true cross-border trade. For example, item descriptions
Oracle’s scripts assume that all of the data in the source database
with Asian characters submitted by sellers in Asian marketplaces
is ISO 8859-1, whereas eBay’s databases contained a mix of ISO
were stored in UTF-8, which was not supported by the character
8859-1 and UTF-8. Moreover, this method requires a second, mirencoding of European marketplaces. Even if the sellers wrote in
ror-image database to copy the data into. Even if eBay wrote its
English, some Unicode characters cannot be properly translated
own scripts, the cost of the equipment needed to duplicate its entire
into strict ISO 8859-1 and would appear garbled — the euro
data store would have been stratospheric. The only way to comsymbol, for example.
plete the transition to UTF-8 successfully was to migrate eBay’s
The obvious solution was to standardize on a single character
databases in place, while they were still serving data to the site.
encoding model. If eBay converted all of its systems to UTF-8,
There would be no downtime during the process of converting text
including those sites based on Western European languages, it
from ISO 8859-1. Only after all of the data in a given database
would put all of its worldwide marketplaces on equal footing.
was converted would the database be taken ofﬂine, reconﬁgured
For a company of eBay’s size, this was easier said than done.
to operate as a native UTF-8 database, and restarted. Throughout
It meant converting hundreds of terabytes of data, scattered
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the entire migration process, this reboot
cycle would be the only step that would
affect the site’s availability. Total downtime for each database would be roughly
20 minutes.
The core team responsible for executing
this plan would be relatively lean, led by the
chief globalization architect and including a
development manager, a project manager, a
development lead, two or three developers,
a database administration lead, and a quality assurance (QA) lead. If this core team
was small, however, it would ultimately
collaborate with hundreds of others across
development, QA and operations organization throughout the course of the project.
The transition to Unicode would impact
virtually every aspect of eBay’s business.
From here onward, the transition team
would tread very carefully.

storage resources would be available to
complete the conversion.
An even bigger challenge lay in knowing which data was ISO 8859-1 and which
was UTF-8, once conversion had begun.
Previously, eBay had determined the correct encoding on a site-by-site basis. Data
for North American and Western European
sites was treated as ISO 8859-1 while all

The migration begins

Planning for change
Even before the core transition team
was assembled, the ﬁrst six months were
devoted entirely to planning and preparation. During this initial period, architects
and domain experts conducted a thorough survey and analysis of eBay’s data.
This was important for two reasons. First,
not every database column would need
to be converted. Numeric data and other
non-textual data, such as dates, could
be ignored — as could any data that was
already encoded as UTF-8. Second, some
code points that are deﬁned as single
bytes in ISO 8859-1 are represented by
multiple bytes in UTF-8. This meant that
some textual data would take up more
space after conversion, which in turn could
increase the total amount of physical storage required by the database. The migration
team would need to coordinate with eBay’s
operations division to ensure that sufﬁcient
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deployed in a methodical manner. First, a
version of the new code was pushed out to
the servers with all new features disabled,
to ensure that it functioned as a perfect
drop-in replacement for the old code. Only
after everything checked out in the production environment for a period of time
would the new capabilities be activated
to support the data conversion. Once data
conversion began, the application servers
would be able to process the encoding
of data using either the old or the new
method, as appropriate.

Unicode-enabled eBay sites for (from top
to bottom) Germany, Brazil and Turkey.

other sites’ data was processed as UTF-8.
For the duration of the conversion process,
however, eBay’s North American and Western European sites would be serving a
mixture of both encodings. If a user’s
browser received data that it wasn’t expecting, the result would be garbled characters.
The solution was to add a ﬂag to every row
in the database that was to be converted,
indicating the row’s encoding method. The
magnitude of this step cannot be understated; it meant adding new columns to
literally thousands of tables. So signiﬁcant
was the impact of this procedure, in fact,
that eBay’s database administrators initially assumed the request was a joke.
In turn, every piece of software that
accessed the modiﬁed tables had to be made
aware of the new ﬂag and how to interpret
it. To minimize risk, the code changes were

Once preparations were complete,
eBay was ready to begin data conversion. Timing was essential. The less
impact the transition had on eBay’s
operations, the better. It was decided
that the process would begin during the
week before Christmas in 2004 — traditionally, the week that’s as close to a lull
period as eBay ever gets. Database conversion would proceed in four phases.
Phases 1 and 2 would transition all of
eBay’s most essential databases, including item, user and feedback data. Phases
3 and 4 would repeat the process for
all the remaining databases, including
those used for back-end operations and
administrative tasks.
The ﬁrst step of each phase was to get
eBay’s data under control. A system-wide
ﬂag was added to indicate that no more
records should be created using ISO 8859-1
encoding to “stop the bleeding.” Then, once
new data was being generated in UTF-8
only, the process of converting the existing
data could begin. One by one, each ISO
8859-1 ﬁeld was translated into UTF-8, and
its conversion-status ﬂag was updated to
reﬂect the change. After the last record was
converted, the migration team examined the
database one last time to ensure that nothing had been overlooked. If the database
appeared to have been successfully scrubbed
clean of ISO 8859-1, the team scheduled the
reboot and reconﬁguration cycle that would
change the database’s encoding label from
ISO 8859-1 to UTF-8. When the database
came back on line 20 minutes later, it would
be Unicode from top to bottom.
There were challenges along the way.
In practice, eBay’s data-conversion procedure worked almost too well. The datatranslation tools had been designed to
ﬁnish the job as quickly as possible. But
on an ordinary business day, eBay’s database servers might process some 462,000
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SQL queries per second at peak volume.
The additional load imposed by the dataconversion process proved to be too much.
The migration team was forced to make
last-minute adjustments that allowed the
tools to monitor the load of the database
and dynamically adjust the speed of the
conversion, to avoid crippling eBay’s
marketplaces with database updates.
All in all, however, eBay’s meticulous
planning paid off. Over the next seven
months, eBay converted roughly 18 billion database records to UTF-8, spread
across some 100 separate database hosts.
Site uptime throughout the conversion
period was greater than 99.94%. In other
words, it exceeded eBay’s operational standards. The database migration process,
although exhausting and highly invasive,
had been a success.

Migrating the user interface
After completing Phases 1-4, eBay took
a long-deserved break from the migration, but while its focus was elsewhere,
eBay’s transformation into a Unicodebased platform was not yet complete.
Phases 1-4 of the migration process had
concerned the back-end databases only.
The customer-facing user interface had
remained untouched. This meant that,
even after every one of eBay’s database
tables had been converted to UTF-8,
eBay’s North American, European and
Australian sites were still serving pages
in ISO 8859-1. It would not be until 2007
that the migration team would ﬁnally
regroup to ﬁnish the job.
The problem with the sites whose HTML
was still encoded in ISO 8859-1 was twofold. First, web browsers only know how to
display one character encoding at a time.
If two or more encodings are combined on
the same page, some text will inevitably
appear garbled to the user. Thus, for eBay’s
ISO 8859-1 websites to render correctly,
they needed to receive ISO 8859-1 data
from the databases, which now contained
nothing but UTF-8. Second, web-based
user interfaces go both directions. If a page
is served using the ISO 8859-1 encoding,
any textual data submitted via form ﬁelds
or text areas on that page will also come
back to the server as ISO 8859-1.
As a practical matter, these issues had
little impact on the status quo of the site. As
part of its pre-migration preparations, eBay
had built a translation layer above the
database that could convert from UTF-8 to
ISO 8859-1 and back again. To the sites’
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users, nothing seemed to have changed. In
the bigger picture, however, the ISO 8859-1
sites were not living up to their full potential. Because their user interfaces were
still limited to displaying Western European languages, they were not yet truly
globalized.
Eliminating this ﬁnal barrier to crossborder trade was the goal of Phase 5 of
eBay’s globalization effort. Every userfacing aspect of every site was converted
from ISO 8859-1 encoding to UTF-8 during this phase. As before, not everything
was converted at once, with necessary
code changes rolled out in measured
steps throughout eBay’s infrastructure.
Only in this case, the new features would
be enabled on a site-by-site basis, beginning with eBay’s least-trafﬁcked marketplaces and progressing to higher-volume
ones. Austria would be converted before
France, for example, which would be
converted before Germany. The US site,
eBay’s highest-volume marketplace, would
go last.
The user-interface transition involved
more than just converting page templates.
The migration team also had to be on the
lookout for application code that contained
hardcoded ISO 8859-1 text or numeric values, in addition to code that assumed every
character would be exactly one byte long.
Fortunately, the team had learned a valuable lesson from its experience with Phases
1-4. Much of that early work had seemed
almost like driving at night with no headlights. Before any work on Phase 5 began,
the team developed monitoring tools that
would allow it to examine user requests
and pages served in real time. This way,
whenever inconsistencies were discovered,
the team could react quickly to correct
them before they snowballed into a larger
problem.

corruption and were vulnerable to vendor
software changes, such as Oracle’s driver
update. Moreover, eBay had to remember
to make exceptions for UTF-8 whenever it
published changes to its own software, as
it does every two weeks.
Now that all of its systems store and
process their data in UTF-8, eBay’s software development cycles are much more
streamlined and straightforward. What’s
more, because Unicode includes enough
code points to represent every known
script, past and present, eBay will never
need to undertake such an ambitious
project again. The new system will be able
to accommodate whatever new languages
eBay chooses to support in the future.
eBay’s globalization efforts are far
from over. Now that the data-encoding
hurdles have been overcome, the next
challenge is the language barrier. eBay’s
long-term goal is to become a truly multilingual marketplace, where buyers and
sellers can select the language of their
choice for their user interface and content
to be presented, no matter which site they
access. eBay’s globalization engineers are
currently exploring various means of facilitating this, now that the transition to
UTF-8 has opened the door.
Even more exciting, however, are the
new opportunities for commerce that have
been made possible now that eBay’s UTF-8
migration effort is complete. The door has
been opened for one of eBay’s most important long-term goals: cross-border trade,
in which sellers in any country can offer
goods for trade via any of eBay’s marketplaces worldwide. Thanks to the beneﬁts
of the migration, eBay is now poised to
evolve from being a business that has a
global trade presence to one that offers a
global trading platform. M

The new, global eBay
Today, a page served by any of eBay’s
sites worldwide will be UTF-8 from end
to end. On the back end, user, item, and
feedback data is stored as UTF-8 in the
database. All user-interface elements are
served as UTF-8 encoded HTML on the
front end.
For eBay, the immediate beneﬁts of the
migration to UTF-8 were improved system
stability and reduced development and
maintenance costs. Before the migration,
eBay’s Asian sites were forced to store their
Unicode data in a database designed only
for ISO 8859-1. That meant they risked data
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Controlled language
in technical writing
Berry Braster

T

The documentation used in manuals and
other technical writing worldwide is predominantly created in English. Though much discussion has been devoted to it in academia and
elsewhere for years, technical English continues
to be written in a way that is difﬁcult for many
people to understand.

The following directions, for instance, are actual samples
culled from two different user manuals:
“Gain access to blade and replace: after removing old blade,
blade may be ﬁtted by proceeding in reverse order, using gloves
to avoid injuries by teeth of blade. Before you attempt any of
the above, the power should have been switched off.”
“Clean the turret dome chassis thermal window securing
screw threaded holes and the thermal window 14 securing
screws of all previously used sealant using solvent.”
In another example, purportedly an airplane once had to
abort landing after the pilots realized there was a vehicle on
the runway. The vehicle was a snowplow whose operator had
been told by the tower “to clear the runway” for the arrival of
the aircraft.
These examples identify a problem that has been around for
quite a while, but in today’s world where products are becoming
more complex and are increasingly used around the globe, a
solution is needed more than ever.

Berry Braster, director of Tedopres North America,
is ﬂuent in four languages. He holds a BA in
international marketing management from the
University of Amsterdam and has a background
in international business and marketing.
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One conclusion is that people can easily be confused by the
multiple meanings and synonyms that words have, as well as
by complex sentence structures. But if we look closer at the
users of technical information, we can also conclude that in
today’s world of globalization, our audience has changed and
we need to learn to adapt.
English is the main language used for technical documentation,
though we are often required to provide the documentation in the
native language of the countries to which we export. But if the
English is complex and ambiguous, we can’t expect the translations
to be perfect either. They are bound to contain errors, ambiguity
and misinterpretations due to the issues in the original.
Therefore, in order to avoid confused and frustrated consumers, but more importantly to avoid the risk of dangerous
situations, damage and sometimes even product liability claims,
we need to provide our audiences with information in their language at their educational level, using unambiguous terminology that they will understand. To do so, a company needs to
standardize its general vocabulary as well as its terminology.
Many words that were used in the past will thus fall out of use.
To help writers ﬁnd the right words, approved words can be
linked as synonyms to non-approved words. In addition, writers
should avoid the use of ambiguous words, use short and simple
sentences, and give information that is precise and in a logical
order, allowing readers to understand well enough to be responsible for their actions concerning written directions. Following
these rules, the ﬁrst example in this article could become:
“Make sure that the on/off switch is in the OFF position.
Remove the blade cover from the machine.
Warning: wear gloves when you touch the blade.
Remove the old blade.
Install the new blade.
Install the blade cover.”
This re-write contains consistent terminology with only one
thought per sentence and with clear instructions. First of all, this
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ensures that the source is clear and therefore
easy to understand. As a result, the translation memory used with it will be ﬁlled with
unambiguous content, thus resulting in better, faster and cheaper translations. Finally,
your help desk will receive fewer calls, your
product’s time-to-market will decrease and
customer service will improve.

Controlled authoring
Controlled language (CL) helps facilitate
today’s business imperatives. As authoring environments change to structured
XML and content management, it would
only make sense to also adapt controlled
terminology and good writing practices
to further improve re-usability and create
additional cost savings.
Doing so will not only standardize
the content, it will standardize content
management (CM) in general, create efﬁciency, and further increase the beneﬁts
CM already offers. Re-usability is the key
word here, which applies both to the English content as well as to the translations.
The re-use of words and sentences can
reduce content by up to 30% and at the
same time save translation costs by up to
40% per language. Apart from translations,
clear and unambiguous communication
helps you and your customers save costs
in creating and using your documentation.
Most importantly, your customers will
understand what they are reading, which is
a further enhancement to your product.

Source text:
54,000 words

Without CL

With CL

Difference

Words to be translated

54,000

45,900

-15%

Translation memory ﬁnds
(perfect matches)

30%

40%

+10%

Words to be
translated manually

37,800

27,540

-27%

Translation costs
(approx. $0.20 per word)

$7,560

$5,580

-27%

Table 1: Savings are achieved using controlled language (CL).

the aerospace and military industries (the
speciﬁcation is called ASD-STE100), especially for nonnative speakers. It is based
on two principles: restricted grammar rules
and a controlled dictionary listing the
words writers can and cannot use.
STE has developed into an industrywide standard, and due to its success,
structured authoring standards such as
S1000D (www.s1000d.org) call for the use
of STE. Organizations using DITA have
also found that it makes content more
re-usable. Software, automotive, telecommunication, medical and semiconductor
industries also tend to implement the use
of a CL for their technical publications,
and because STE is derived from an aerospace and defense standard, it is strict by
nature. The ofﬁcial guidelines contain 57
writing rules and a limited vocabulary of
approximately 900 approved words and

approximately 2,000 non-approved words
with assigned synonyms. This is good news
for companies outside the aerospace and
defense industries because they can use a
well-maintained standard and will not have
to reinvent the wheel. Instead, they can be
more ﬂexible and adapt STE according to
their requirements.

How to implement STE
To implement the use of STE, you
should develop a dictionary, train technical writers, and use some kind of checker
software.
1. Developing a dictionary
To standardize the general vocabulary
used in your technical publications, you
must eliminate different technical terms
that have the same meaning. This will result
in a dictionary that contains approved
words and unapproved synonyms.

Translation cost savings
The example in Table 1 shows cost
savings obtained for a user manual of
about 300 pages containing approximately 54,000 words. Based on this
example, the savings are:
For 1 manual, 1 language: $1,980
For 1 manual, 4 languages: $7,920
For 1 manual, 12 languages: $23,760
For 4 manuals, 4 languages: $31,680
For 4 manuals, 12 languages: $95,040
Typically, the use of CL will result in a
word count reduction of about 15%. This
means that only 45,900 words will have
to be translated, instead of the original
54,000.

Accelerating the Way
the World Communicates...

Simplified Technical English
Guidelines and corporate style guides
are available when you decide to implement
a CL for your technical publications. The
Simpliﬁed Technical English (STE) speciﬁcation was initially designed to create clear
and understandable technical English in
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To determine which term to approve,
identify which one has the least ambiguous meaning and is considered most
understandable by your audience. Normalizing terminology in this way will
remove ambiguity from your organization’s vocabulary.
Creating a dictionary usually takes
about a month. First, extract technical

terms from your full documentation
set, and subject these terms to linguistic
analysis (removing ambiguous terms)
and statistical analysis (identifying terms
that are used most). This usually results
in a dictionary of 2,000–3,000 technical
terms to supplement the core STE dictionary of 900 approved words and 2,000
unapproved synonyms. There is also the
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option to modify the original dictionary
to suit your sector. Software companies
often need some measure of ﬂexibility
from CL, for instance. The users of their
documentation have become familiar
with a wide range of computer-speciﬁc
terms, including click and select. The
idea, of course, is to get consensus on
which word to use, with the ultimate
goal that we should pick the word that
seems the least ambiguous to the end
user, with approved words having only
one meaning.
For example, STE requires you to use
the word follow to mean “to come after,”
as in “obey the instructions that follow.”
However, if the user would expect follow to mean “to do,” as in “follow the
instructions,” you can specify this meaning instead. Of course, you can no longer
use the word to mean anything else.
Again, you can be ﬂexible as long as
you stick to the philosophy of controlled
authoring: one word can only have one
meaning.
2. Training
Technical writers, engineers and editors need training to write in STE. Twoday training courses are typical.
3. Using checker software
A checker tool is necessary to help writers and editors check text for compliance
with the rules of STE. Violations are easily overlooked. In addition, checker tools
can take away many of the mechanical
aspects of checking and facilitate quality
assurance on technical content.

Conclusion
CL is a long-term and comprehensive
initiative designed to standardize the
way technical publications are written.
It facilitates document structuring by
speciﬁcations such as DITA and S1000D
in a reliable, cost-effective and efﬁcient
way, and facilitates CM through optimum re-usability. Having the content
clear, concise and consistent will further
enhance the beneﬁts you get from structured authoring, XML and CM.
In addition, the use of CL can help
you save translation costs of up to 40%
per language. Cheaper translations are
one reason, but avoiding costs as a
result of clear and unambiguous communication to your customers can be
tremendous. However, it is the overall
result that often convinces companies to
switch to CL: readers understand what
they are reading. M
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Evaluating a Russian
translation of Ivanhoe
Iskandar Sattibaev

T

Thanks to translation, productive intellectual
exchange with Western Europe became possible
for Russia in the nineteenth century. The eighteenth and nineteenth centuries in Russia were
periods of intensive migration of Western European culture, enlightenment and literature. Scottish writer Sir Walter Scott, for example, inspired
Russian authors to write historical novels, with his
work originally coming to Russia through French
translations. It is no exaggeration to say that in
the 1820s Russia was quite hypnotized by Scott
and his work. Such great Russian writers as Nikolai Gogol and Mikhail Lermontov were greatly
affected by Scott’s novels. Alexander Pushkin is
another author who followed Scott in writing historical novels, creating his masterpiece The Captain’s Daughter in the best Scott tradition.

Acknowledging the role played by translation in the literary
and cultural discourse, I should point out the feature that distinguishes literary translation from other types of translation:
the ability of literary translation to reproduce in the vernacular
not only the bare thought, but also the nuances of thought, and
something of the style, tone and spirit of the original as well. This
very ability of translation to render the style, tone and spirit of the
original is the object of continuous discussions and arguments.
Many scholars have offered various theoretical approaches in
order to describe the ability or inability of a translation to render
all the features of the source language. Here, mentioning localization and reverse localization as a starting point would be suitable.
Localization, as commonly known, implies adapting the source
text into the standards of the target culture. This can be achieved
by using the resources of the target language in rendering the foreign text. Reverse localization implies accepting certain elements
of the source language that do not have direct correspondences
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in the target language. In this case the translator introduces alien
language elements into the target language.
This problem is particularly essential in literary translation,
where there is a bigger need in fully transferring all the peculiarities of the foreign literary text. One of the most discussed theoretical approaches in literary translation is presented in Lawrence
Venuti’s The Translator’s Invisibility: A History of Translation
(Routledge, 1995). His theoretical framework could be considered
the rough equivalents of localization and reverse localization in
literary translation. Venuti sees two approaches to translating a
foreign text: domesticating and foreignizing.

Domesticating and foreignizing translations
Domesticating translation is characterized as an ethnocentric
reduction of the foreign text to the target-language cultural values,
corresponding roughly with localization. It brings the author closer
to the reader. What makes domesticating translation desirable is its
ability to give maximum access to the reader of the target language
and that it helps to preserve the standards of the target language.
On the other hand, domesticating translation prevents the reader
from seeing the elements of the foreign culture that make it unique.
Venuti states that domesticating translation is mainly characteristic
of Anglo-American culture. This became the state of things because
twentieth-century translators, inﬂuenced by scientiﬁc and technological advancement and the growing importance attached to
accuracy, have generally concentrated on prose-meaning and interpretation, and neglected the imitation of form and manner. Russian
translations, as examples will illustrate later, often have domesticating features, when the translator adapts foreign cultural elements to
Russian cultural and linguistic norms. The domesticating method of
translation is unavoidable to some degree in translation done into

Iskandar Sattibaev recently graduated
from the University of Edinburgh as MSc in
comparative and general literature and is about
to start his teaching career in Uzbekistan.
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any language, but the question here is the
extent to which this occurs.
In opposition to domesticating translation, foreignizing translation allows the
translator to use cultural signals that are
alien to the target language. At the same
time this allows the target-language reader
to acknowledge the existence of other cultural discourses. All socio-political implications of foreignizing translation, Venuti
states, “permit translation to be called a
cultural political practice, constructing or
critiquing ideology-stamped identities for
foreign cultures. . . .” Discussing the positive impact foreignizing translation can
have on the target culture and its interrelation with the source culture, one should
acknowledge some negative aspects of
the matter, too. In fact, importing alien
elements into the target language can be
deconstructive, as well as enriching. Venuti
formulates it as follows: “In its effort to do
right abroad, this translation method must
do wrong at home, deviating enough from
native norms to stage an alien reading
experience. . . .” In other words, the disruption of the target language, invaded by the
usages and idioms of the source language,
causes an impoverishment of the means of
expression and, consequently, a cultural
diminishment or “deculturation.”
Nevertheless, the foreignizing method
of translation is a common practice in
non-Anglo-American languages. Despite
the comparatively large number of translations done into them, they often import
foreign elements from the source language.
Surely, no language is capable of fully
reﬂecting the objective world. Therefore,
translators often ﬁnd the way out through
foreignizing translation. This method is
characteristic of non-Anglo-American discourse because these cultures and languages acknowledge the limitedness of
their linguistic resources and do not hesitate to reproduce the alien in the target
language. Russian belongs to the group of
discourses that largely practice foreignizing translation, boasting a huge amount of
translations done into it.

Ivanhoe as a case study
Variety and quantity of translations
make selection of one example rather difﬁcult, but the choice of Scott’s Ivanhoe is
reinforced by the fact that the novel was
particularly inﬂuential. Because of its popularity in the Soviet Union, a ﬁlm — Ȼɚɥɥɚɞɚ
ɨ Ⱦɨɛɥɟɫɬɧɨɦ Ɋɵɰɚɪɟ Ⱥɣɜɟɧɝɨ (The Ballad
about the Valiant Knight Ivanhoe), directed
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This 2004 Russian translation of Ivanhoe is one
of 12 versions listed at www.ast.ru, website of
the Russian book giant AST Publishing Group.

Translation: Ɍɜɟɪɞɵɣ ɤɨɠɚɧɵɣ
ɨɤɨɥɵɲ ɷɬɨɣ ɲɚɩɤɢ ɛɵɥ ɜɵɪɟɡɚɧ ɩɨ
ɜɟɪɯɧɟɦɭ ɤɪɚɸ ɡɭɛɰɚɦɢ ɢ ɫɤɜɨɡɧɵɦ
ɭɡɨɪɨɦ, ɱɬɨ ɩɪɢɞɚɜɚɥɨ ɟɦɭ ɫɯɨɞɫɬɜɨ
ɫ ɤɨɪɨɧɨɣ ɩɷɪɚ (33).
Reverse translation: Stiff leather bandeau of this cap was cut at the top with
jags and through tracery, which gave it
resemblance to the peer’s coronet.
The word coronet in the original can
be translated into Russian as ɤɨɪɨɧɚ, but
the translator replaced it with ɤɨɪɨɧɚ ɩɷɪɚ
— the peer’s coronet. The reason, I suppose,
is that the coronet is a symbol of monarchy
in Russia, as well as in Western Europe.
Therefore, the translator tried to emphasize
the “Englishness” of the original text, by
using the word ɩɷɪ, which is an originally
English phenomenon, translated as peer
into the language.
Example 2
Original: Wamba, up and help me
an thou beest a man; take a turn round
the back o’ the hill to gain the wind
on them; and when thous’t got the

by Sergei Tarasov — based on the novel
was released in 1983.
The novel is set in the period when England was under the control of the Normans.
Ivanhoe tells the story of Wilfred of Ivanhoe, a knight of Saxon origin who is forced
to leave his home because of his love for
Lady Rowena, the beautiful maiden under
the protection of Cedric, Wilfred’s father.
Wilfred joins the Crusades and gains the
reputation of being a brave warrior. The
conﬂict in the novel unfolds when Cedric
accepts guests in his house, among them
Wilfred disguised as a pilgrim. Meanwhile,
King Richard returns from the Crusades
without revealing himself to the rule of his
brother, Prince John. An important role is
played by the legendary outlaw Robin Hood
of Locksley. The novel includes such ﬁgures
as Wamba, Cedric’s jester, Gurth the swineherd, the Knights Templar — opponents
of Wilfred of Ivanhoe — and Rebecca, the
beautiful daughter of Isaac. Rebecca plays a
crucial role in the fate of the protagonist.
Chapter 1 of Ivanhoe introduces the reader
to the epoch in which Ivanhoe lived. In this
chapter of the Russian translation done by
Elena Beketova in 1955, I ﬁnd several examples worth discussing.
Example 1
Original: Around the edge of this
cap was a stiff bandeau of leather, cut
at the top into open work, resembling
a coronet (30).
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weather-gage, thou mayst drive them
before thee as gently as so many innocent lambs (32).
Translation: Ȼɭɞɶ ɞɪɭɝɨɦ, ȼɚɦɛɚ,
ɩɨɦɨɝɢ. Ɂɚɣɞɢ ɫ ɬɨɣ ɫɬɨɪɨɧɵ ɯɨɥɦɚ ɢ
ɩɭɝɧɢ ɢɯ ɨɬɬɭɞɚ. Ɂɚ ɜɟɬɪɨɦ ɨɧɢ ɫɚɦɢ
ɩɨɣɞɭɬ ɞɨɦɨɣ, ɤɚɤ ɹɝɧɹɬɚ (33).

Reverse translation: Be a friend,
Wamba, help. Take a turn round the
back of the hill and push them from
there. They will follow the wind towards home like lambs.
In Example 2, the translator greatly
simpliﬁes the original text by omitting
certain details. The most noteworthy
thing in this extract is the archaic dialect
of Gurth and Wamba, which were not
transferred into Russian. When Gurth
says “thou mayst drive them before thee,”
we clearly see that this is an archaic way
of speaking English. In contrast, the Russian translation sounds contemporary
and familiar.
Example 3
Original: “Swine, fool, swine,”
said the herd (32).
Translation: - ɋɜɢɧɶɢ, ɞɭɪɚɤ, ɫɜɢɧɶɢ, - ɨɬɜɟɱɚɥ ɩɚɫɬɭɯ (34).
Reverse translation: “Swine, fool,
swine,” answered the herd.
Original: “And swine is good
Saxon,” said the Jester (33).
Translation: ɉɪɚɜɢɥɶɧɨ, “ɫɭɚɣɧ”
- ɫɚɤɫɨɧɫɤɨɟ ɫɥɨɜɨ (34).

Reverse translation: Correct, “swine”
is a saxon word.
Original: “Pork,” answered the
swine-herd (33).
Translation: - ɉɨɪɤ, - ɨɬɜɟɱɚɥ ɫɜɢɧɨɩɚɫ (34).
Reverse translation: “Pork,” answered the swine-herd.
In Example 3, we can see how the translator tried to introduce Anglo-Saxon words
to the reader. Initially, she used ɋɜɢɧɶɢ to
translate Swine; later she used transliteration in order to present the Anglo-Saxon
names for ɋɜɢɧɶɢ.
Example 4
Original: “Gurth,” said the Jester,
“I know thou thinkest me a fool, or
thou wouldst not be so rash in putting
thy head into my mouth. One word
to Reginald Front-de-Boeuf, or Philip
de Malvoisin, that thou hast spoken
treason against the Norman, — and
thou art but a cast-away swineherd,
— thou wouldst waver on one of these
trees as a terror to all evil speakers
against dignities” (33-34).
Translation: - Ƚɭɪɬ, - ɫɤɚɡɚɥ ɲɭɬ,
- ɩɨ ɜɫɟɦɭ ɜɢɞɧɨ, ɱɬɨ ɬɵ ɫɱɢɬɚɟɲɶ ɦɟɧɹ
ɞɭɪɚɤɨɦ, ɢɧɚɱɟ ɬɵ ɧɟ ɫɬɚɥ ɛɵ ɫɨɜɚɬɶ
ɝɨɥɨɜɭ ɜ ɦɨɸ ɝɥɨɬɤɭ. ȼɟɞɶ ɫɬɨɢɬ ɦɧɟ
ɧɚɦɟɤɧɭɬɶ Ɋɟɞɠɢɧɚɥɶɞɭ Ɏɪɨɧ ɞɟ Ȼɟɮɭ
ɢɥɢ Ɏɢɥɢɩɩɭ ɞɟ Ɇɚɥɶɜɭɚɡɟɧɭ, ɱɬɨ ɬɵ
ɪɭɝɚɟɲɶ ɧɨɪɦɚɧɧɨɜ, ɜɦɢɝ ɬɟɛɹ ɜɡɞɟɪɧɭɬ
ɧɚ ɨɞɧɨ ɢɡ ɷɬɢɯ ɞɟɪɟɜɶɟɜ. ȼɨɬ ɢ ɛɭɞɟɲɶ

ɤɚɱɚɬɶɫɹ ɞɥɹ ɨɫɬɪɚɫɬɤɢ ɜɫɟɦ, ɤɬɨ
ɜɡɞɭɦɚɟɬ ɩɨɧɨɫɢɬɶ ɡɧɚɬɧɵɯ ɝɨɫɩɨɞ (35).

Reverse translation: “Gurth,” said
the jester, “it is evident that you think
I am a fool, otherwise you would not
put your head into my mouth. One
word to Reginald Front-de-Boeuf, or
Philip de Malvoisin, that you have
scolded the Norman, and you are
hanged on one of these trees in no
time. And you will waver as a terror
to all evil speakers against dignities.”
Scott did not use Middle English in
the speech of his characters; nevertheless, he used archaic grammatical forms
to hint at the old dialect. These archaic
features are completely lost in the Russian translation, as I earlier stated.
Chapter 7 mainly describes the knight
tournament.
Example 5
Original: At each of these portals
were stationed two heralds, attended
by six trumpets (92).
Translation: ɍ ɤɚɠɞɵɯ ɜɨɪɨɬ ɫɬɨɹɥɢ
ɞɜɚ ɝɟɪɨɥɶɞɚ, ɲɟɫɬɶ ɬɪɭɛɚɱɟɣ (80).
Reverse translation: Two heralds,
six trumpets were standing at each
of the portals.
Ƚɟɪɨɥɶɞ (gerald or herald) is a borrowed
word in Russian. There is a Russian word
that signiﬁes the same notion — ɝɥɚɲɚɬɚɣ
(crier). The translator wanted the reader
to have the clear image of the medieval
tournament. Foreignization allowed for
this effect.
Example 6
Original: The central pavilion, as
the place of honour, had been assigned
to Brian de Bois-Guilbert. . . . On one
side of his tent were pitched those of
Reginald Front-de-Boeuf and Richard
de Malvoisin, and on the other was
the pavilion of Hugh de Grantmesnil,
a noble baron in the vicinity, whose
ancestor had been Lord High Steward
of England in the time of the Conqueror, and his son William Rufus.
Ralph de Vipont, a knight of St. John
of Jerusalem, who had some ancient
possessions at a place called Heather,
near Ashby-de-la-Zouche, occupied
the ﬁfth pavilion (92-93).
Translation: ɋɪɟɞɧɢɣ ɲɚɬɟɪ, ɫɚɦɵɣ
ɩɨɱɟɬɧɵɣ, ɛɵɥ ɩɪɟɞɨɫɬɚɜɥɟɧ Ȼɪɢɚɧɭ
ɞɟ Ȼɭɚɝɢɥɶɛɟɪɭ. . . . Ɋɹɞɨɦ ɫ ɟɝɨ ɲɚɬɪɨɦ
ɫ ɨɞɧɨɣ ɫɬɨɪɨɧɵ ɛɵɥɢ ɪɚɫɩɨɥɨɠɟɧɵ
ɲɚɬɪɵ Ɋɟɞɠɢɧɚɥɶɞɚ Ɏɪɨɧ ɞɟ Ȼɟɮɚ ɢ
Ɏɢɥɢɩɩɚ ɞɟ Ɇɚɥɶɜɭɚɡɟɧɚ, ɚ ɫ ɞɪɭɝɨɣ
- Ƚɭɝɨ ɞɟ Ƚɪɚɧɦɟɧɢɥɹ, ɡɧɚɬɧɨɝɨ
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Translation
ɛɚɪɨɧɚ, ɨɞɢɧ ɢɡ ɩɪɟɞɤɨɜ ɤɨɬɨɪɨɝɨ ɛɵɥ
ɥɨɪɞɨɦ-ɫɟɧɟɲɚɥɟɦ Ⱥɧɝɥɢɢ ɜɨ ɜɪɟɦɟɧɚ
ȼɢɥɶɝɟɥɶɦɚ Ɂɚɜɨɟɜɚɬɟɥɹ ɢ ɟɝɨ ɫɵɧɚ
ȼɢɥɶɝɟɥɶɦɚ Ɋɵɠɟɝɨ. ɉɹɬɵɣ ɲɚɬɟɪ
ɩɪɢɧɚɞɥɟɠɚɥ ɢɨɚɧɧɢɬɭ Ɋɚɥɶɮɭ ɞɟ
ȼɢɩɨɧɬɭ, ɤɪɭɩɧɨɦɭ ɡɟɦɥɟɜɥɚɞɟɥɶɰɭ
ɢɡ ɦɟɫɬɟɱɤɚ Ƚɷɫɟɪ, ɪɚɫɩɨɥɨɠɟɧɧɨɝɨ
ɧɟɩɨɞɚɥɟɤɭ ɨɬ Ⱥɲɛɢ ɞɟ ɥɚ Ɂɭɲ (80-81).

Reverse translation: The central
pavilion, the most honorary, had been
assigned to Brian de Bois-Guilbert. . . .
On the one side of his pavilion, those
of Reginald Front-de-Boeuf and Richard de Malvoisin were located, and on
the other was the pavilion of Hugh de
Grantmesnil, a noble baron, one of
whose ancestors had been Lord High
Steward of England in the time of William the Conqueror, and his son William Rufus. The ﬁfth pavilion belonged
to Ralph de Vipont, who was a big
landowner from a place called Heather,
located not far from Ashby-de-laZouche.
In the original, Scott refers to William
the Conqueror simply as “the Conqueror”
because the British people are well aware
of this historic personality. The translator,
in contrast, adds the name in the Russian
text ȼɢɥɶɝɟɥɶɦ Ɂɚɜɨɟɜɚɬɟɥɶ (William the
Conqueror) in order to avoid any confusion. Scott describes Ralph de Vipont as
“a knight of St. John of Jerusalem.” The
fact that Ralph de Vipont belongs to the
knight order is omitted in the translation,
and he is described as a big landowner.
Here one sees the attempt to foreignize,
as well as to domesticate.
Example 7
Original: “Ay!” added Prince John,
without heeding him, “and there is
my Mammon of unrighteousness too
— the Marquis of Marks, the Baron
of Byzants, contesting for place with
penniless dogs” (99).
Translation: - Ⱥ ɜɨɬ ɢ ɦɨɣ ɧɟɱɟɫ-

ones: ɱɟɪɜɨɧeɰ and ɫɪɟɛɪɟɧɢɤ. Being
archaic monetary terms, ɱɟɪɜɨɧeɰ and
ɫɪɟɛɪɟɧɢɤ are adapted to the context
of the Russian text very well, and this
makes the translation close to ﬂuent.
Example 8
Original: “Gramercy! good fellow,”
cried Prince John, “thou pleasest me.
Here, Isaac, lend me a handful of
byzants” (102).
Translation: - ɋɩɚɫɢɛɨ, ɩɪɢɹɬɟɥɶ,
- ɜɨɫɤɥɢɤɧɭɥ ɩɪɢɧɰ Ⱦɠɨɧ, - ɬɵ ɦɟɧɹ
ɩɨɬɟɲɢɥ! ɗɣ,ɂɫɚɚɤ, ɞɚɣ-ɤɚ ɦɧɟ
ɜɡɚɣɦɵ ɩɪɢɝɨɪɲɧɸ ɱɟɪɜɨɧɰɟɜ! (89)

Reverse translation: “Thank you,
fellow,” exclaimed Prince John,
“you pleased me. Hey, Isaac, lend
me a handful of gold-pieces.”
This passage is also domesticated. First,
as previously mentioned, the medieval
dialect is transformed into contemporary
Russian. Besides, the use of monetary
terms is interesting here. Earlier, the translator referred to byzants as ɫɪɟɛɪɟɧɢɤ, but
in this sentence she translated the term as
ɱɟɪɜɨɧeɰ. Being a gold monetary unit, ɱɟɪɜɨɧeɰ represents byzant more adequately.

Observations
This discussion of the Russian translation of Ivanhoe leads to the following observations: ﬁrst, this particular
translation of Ivanhoe into Russian is
partially domesticating. Sometimes the

text is domesticated by replacing English
concepts with Russian equivalents. In
several instances the text is domesticated
through simpliﬁcation, omitting details
foreign to the Russian audience.
Second, it is evident that the Russian
translation is widely foreignized. The
notions, even those that have Russian
equivalents, have been foreignized by
using words borrowed by the Russian language. This is done in order to allow the
Russian reader access to notions peculiar
to the English language and culture.
Third, domestication and foreignization are used in the translation to give the
reader maximum access to the text and
sometimes to avoid possible confusions
that might be caused by the “otherness” of
the original text. Thus, this example of Russian translation is mainly foreignizing and
partly domesticating. This, in turn, helps to
prove Venuti’s theory classifying European
translations as mainly foreignizing.
Translation can be viewed as the vessel
that transports different bodies of knowledge from one discourse to another. Mostly,
this transportation leaves deep tracks in the
intellectual heritage of the target discourse,
which was indicated here as the inﬂuence of
English on Russian literature and language.
This interaction can potentially involve
any existing language. Nonetheless, different languages can hold various positions in
relation to the translation process. M

ɬɢɜɵɣ ɬɨɥɫɬɨɫɭɦ . . . Ɇɚɪɤɢɡ ɱɟɪɜɨɧɰɟɜ
ɢ ɛɚɪɨɧ ɫɪɟɛɪɟɧɢɤɨɜ ɩɪɟɩɢɪɚɟɬɫɹ ɢɡɡɚ
ɩɨɱɟɬɧɨɝɨ ɦɟɫɬɚ ɫ ɨɛɨɪɜɚɧɰɚɦɢ, ɭ
ɤɨɬɨɪɵɯ ɜ ɤɚɪɦɚɧɚɯ, ɧɚɜɟɪɧɨ, ɧɟ
ɜɨɞɢɬɫɹ ɧɢ ɨɞɧɨɝɨ ɩɟɧɧɢ (85).

Reverse translation: And there is my
impious money-bag . . . the Marquis of
gold-pieces and the Baron of shekels
contesting for an honorary place with
ragamufﬁns, in whose pockets, perhaps, there is not a penny.
In Example 7, the translator replaced
Marks and Byzants, which are British
medieval monetary units, with Russian
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ASSOCIATIONS

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

Translation Automation User Society
Description The Translation Automation User Society (TAUS)
is a community of users and providers of translation technologies and services. The ambition of the TAUS community
is to translate a manifold of content in an increasing number
of languages through technology adoption, service innovation and cross-industry collaboration.
Translation Automation User Society Oosteinde 9-11, 1483 AB
De Rijp, The Netherlands, 31-299-672028, Fax: 31-299-672028,
E-mail: jaap@translationautomation.com, Web: www.translation
automation.com

AUTOMATED TRANSLATION

languages; multilingual information retrieval with query and
topic search capabilities; name-finding applications; and integrated suites providing ASR and MT in media monitoring
of broadcast and telephony speech, as well as handheld and
wearable speech-to-speech translation devices.
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317,
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com

KCSL Inc.
Languages All Description KCSL has developed many successful commercial products including international spell
and grammar checkers, electronic references, and multilingual search engines. Licensing to hundreds of entities,
including Microsoft, Hewlett-Packard, and the Canadian
government, has created a worldwide user base of over 200
million people. Integrating natural language processing,
multilingual search, and statistical methods, NoBabel™
Translator is a major breakthrough in computer-aided
translation. Without human interaction, NoBabel creates new TMs as well as cleans, grades and increases leveraging of existing TMs. Automatic and accurate, the easy-to-use
NoBabel Suite maintains a familiar work environment. With
NoBabel you lower costs and increase productivity.
KCSL Inc. 150 Ferrand Drive, Suite 904, Toronto, Ontario, M3C 3E5
Canada, 416 -222-6112, Fax: 416-222-6819, E-mail: info@kcsl.ca,
Web: www.kcsl.ca See ad on page 36

Language Weaver, Inc.
Languages All Description Language Weaver is a human
communications solution company and pioneer in statistically based, automated language translation. The company’s
translation solutions enable organizations to quickly, costeffectively translate large volumes of digital content that
would not be translated by traditional translation methods.
Language Weaver’s solutions are designed for companies
interested in leveraging existing translation resources to accelerate communications. The company has proven success
deploying solutions for customer care, community content,
business intelligence, government and translation productivity; the software can be easily integrated into existing applications for added efficiency. Contact us to learn how Language
Weaver can meet your communications needs.
Language Weaver, Inc. 4640 Admiralty Way, Suite 1210, Marina
del Rey, CA 90292, 310-437-7300, Fax: 310-437-7307, E-mail: info
@languageweaver.com, Web: www.languageweaver.com See ad on

page 51

CONFERENCES
Localization World

Human Language Technologies
Multiple Platforms

Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect,
English, Farsi/Persian, French, German, Hebrew, Iraqi dialect, Italian, Japanese, Korean, Pashto, Polish, Portuguese,
Russian, Simplified Chinese, Spanish, Tagalog, Traditional
Chinese, Turkish, Ukrainian, Urdu Description AppTek is
a developer of human language technology products with
a complete suite for text and speech (voice) processing and
recognition. AppTek’s product offerings include hybrid (rulebased + statistical) machine translation (MT) and automatic
speech recognition (ASR) for a growing list of more than 23

58

Description Localization World 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 Localization World from all sectors and
all geographies to meet language service and technology
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. 319 North 1st Avenue, Sandpoint, ID 83864,
208-263-8178, Fax: 208-263-6310, E-mail: info@localizationworld
.com, Web: www.localizationworld.com See ad on page 3
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ENTERPRISE SOLUTIONS
acrolinx IQ Suite
Windows

Languages English, German, French, Japanese, Spanish
Description acrolinx is the market leader in quality assurance tools for professional information developers. Its flagship product, acrolinx IQ Suite, helps companies worldwide
to maintain their corporate image, address compliance
issues, improve the quality of their texts, and control document production and localization costs. acrolinx technology is used by thousands of customers in over 25 countries
worldwide in a variety of industries, including software, automotive, life sciences and aerospace. It has been deployed at
global enterprises such as SAP, Autodesk, Symantec, GE, SAS,
Philips, Siemens, Motorola and Bosch. acrolinx maintains its
headquarters in Berlin, Germany, with a sales and support
subsidiary in North America.
acrolinx GmbH Rosenstrasse 2, 10178 Berlin, Germany, 49-30-288-8483-30, Fax: 49-30-288-84-83-39, E-mail: info@acrolinx.com, Web:
www.acrolinx.com See ad on page 25

Across Systems GmbH
Windows

Languages All Description Across Systems GmbH is a spinoff of Nero AG with its world’s leading CD/DVD application. Across includes TM and terminology system as well as
powerful tools to support the project and workflow management of translations. Product manager, translator and
proofreader all work together within one system, either
in-house or smoothly integrated with translation service
providers. Across provides several partner concepts and
the Software Development Kit for system integrators and
technology partners to allow the translation desktop to be
integrated directly, in order to include both preliminary and
subsequent process steps. This results in more flexible and
transparent processes that benefit all sides.
Across Systems GmbH Im Stoeckmaedle 18, D-76307 Karlsbad,
Germany, 49-7248-925-425, Fax: 49-7248-925-444, E-mail: info
@across.net, Web: www.across.net See ad on page 4

TextBase meets Translation Memory
Multiple Platforms

Languages All Unicode languages Description MultiTrans
is an innovative tool that combines MultiCorpora’s unique
TextBase TM technology with its best-in-class Terminology
Management System. MultiTrans customers use their fulltext repositories of previously translated documents to produce more accurate translations by eliminating ambiguity of
terms through a context-based workflow that, unlike traditional sentence-based TM tools that recycle whole sentences,
matches text strings of any length. MultiCorpora leverages
the expertise of its impressive client base to the benefit of its
worldwide user community. The majority of departments
within the Government of Canada, international organizations such as UNESCO, and enterprises such as Ford of
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and
other Fortune 500 companies trust MultiCorpora for their
multilingual asset management solutions.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-7780801, E-mail: info@multicorpora.com, Web: www.multicorpora.com

See ads on pages 41, 67
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market since 1994. Binari Sonori has been awarded a number
of crucial projects and has become one of the major players
in the Italian localization industry. Our goal is to guarantee
high quality, timeliness and flexibility. We are accustomed to
working for clients throughout the world who need to reach
the Italian market with their products. Our project managers,
translators and revisers are trained to solve today’s challenges
of translation/localization projects, regardless of text length
or the software tools to be used. Fields of expertise are software, hardware, telecommunications, finance, training, web
and marketing.
Binari Sonori srl Viale Fulvio Testi, 11, 20092 Cinisello Balsamo,

STAR Group

Alliance Localization China, Inc. (ALC)

Multiple Platforms

Languages Major Asian and European languages Description
ALC offers document, website and software translation and
localization, desktop publishing, and interpreter services. We
focus on English, German and other European languages to
and from Chinese, Japanese, Korean and other Asian languages.
We use TRADOS, CATALYST, SDLX, Transit and other CAT
tools, as well as DTP tools including CorelDraw, FrameMaker,
FreeHand, Illustrator, InDesign, PageMaker, Photoshop and
QuarkXPress. Our customer-oriented approach is supported
by strong project management, a team of specialists, a large
knowledge base and advanced methodologies. We always provide service beyond our customers’ expectations at a low cost
and with high quality, speed, dependability and flexibility.
Alliance Localization China, Inc. Suite 318, Building B, Number 10

Milano, Italy, 39-02-61866-310, Fax: 39-02-61866-313, E-mail:
translate@binarisonori.it, Web: www.binarisonori.it See ad on

Xing Huo Road, Fengtai Science Park, Beijing 100070, P.R. China, 8610-8368-2169, Fax: 86-10-8368-2884, E-mail: customer_care@
allocalization.com, Web: www.allocalization.com

ES Localisation Services Ltd.

Languages All Description STAR is a leader in information
management, localization, internationalization and globalization solutions as well as a premier developer of language
technology tools such as Transit/TermStar, WebTerm and of
our information management system, GRIPS. For more than
23 years, STAR has specialized in information management
and publishing, multilingual processing including translation
services, terminology management, software localization/internationalization, software development and multimedia
systems engineering. With 42 offices in 30 countries and our
global network of pre-qualified freelance translators, STAR
provides a unique combination of information management
tools and services.
STAR Group America, LLC 5001 Mayfield Road, Suite 220,
Lyndhurst, OH 44124, 216-691-7827, 877-877-0093, Fax: 216-6918910, E-mail: info@star-group.net, Web: www.star-group.net See

ads on pages 30, 32, 35, 48, 49

INTERNATIONALIZATION TOOLS
Alpha CRC — Translating Excellence
TextBase meets Translation Memory
Multiple Platforms

Languages All Unicode languages Description MultiTrans
is an innovative tool that combines MultiCorpora’s unique
TextBase TM technology with its best-in-class Terminology
Management System. MultiTrans customers use their fulltext repositories of previously translated documents to produce more accurate translations by eliminating ambiguity of
terms through a context-based workflow that, unlike traditional sentence-based TM tools that recycle whole sentences,
matches text strings of any length. MultiCorpora leverages
the expertise of its impressive client base to the benefit of its
worldwide user community. The majority of departments
within the Government of Canada, international organizations such as UNESCO, and enterprises such as Ford of
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and
other Fortune 500 companies trust MultiCorpora for their
multilingual asset management solutions.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-7780801, E-mail: info@multicorpora.com, Web: www.multicorpora.com

See ads on pages 41, 67

LOCALIZATION SERVICES
ADAPT Localization Services
Languages More than 50 Description ADAPT Localization
Services offers the full range of services that enables clients
to be successful in international markets, from documentation design through translation, linguistic and technical
localization services, pre-press and publication management.
Serving both Fortune 500 and small companies, ADAPT
has gained a reputation for quality, reliability, technological
competence and a commitment to customer service. Fields
of specialization include diagnostic and medical devices,
IT/telecom and web content. With offices in Bonn, Germany,
Stockholm, Sweden, and Barcelona, Spain, and a number of
certified partner companies, ADAPT is well suited to help clients achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18, 53115
Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615, E-mail:
adapt@adapt-localization.com, Web: www.adapt-localization.com

See ad on page 10
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Languages All Description You benefit from 20 years of
experience in software localization when choosing Alpha
CRC. A private company, we pride ourselves on meeting the
individual needs of customers. Our in-house staff includes
translators covering 17 languages plus experts in software
engineering, DTP, QA and testing, voice recording and project
management. This means we always have people available to
discuss and deliver your requirements. When selecting Alpha,
you have the added confidence of knowing that top technology companies do the same. Our customers include SAP, Sun
and Symantec. Whether you’re an experienced global player
or just starting, Alpha has the solution for you.
Alpha CRC Ltd. St. Andrew’s House, St. Andrew’s Road, Cambridge,

page 27

Languages Turkish, Arabic, Greek and other regional languages Description Since 1994, ES has provided full-fledged
localization services to industry leaders mainly in software
localization, translation, DTP, engineering, QA and voiceover areas. ES has managed to increase its capacity, workload
and number of customers every year, has a solid customer
base, and is proud of its successful past assignments. ES has
production offices in Turkey and Egypt for Turkish and
Arabic languages and currently has 49 permanent staff. The
most important asset of ES is its human resources. ES is a reliable, experienced, value-added regional supplier for direct
clients and MLVs worldwide.
ES Localisation Services Ltd. Cenap Şahabettin Sk. No: 29,
Koşuyolu 34718 Istanbul, Turkey, 90-216-3268764, Fax: 90-2163254859, E-mail: contact@estr.com, Web: www.estr.com See ad

on page 40

CB4 1DL UK, 44-1223-431011, Fax: 44-1223-461274, E-mail:
cruggiero@alphacrc.com, Web: www.alphacrc.com

Beijing E-C Translation Ltd.
Languages Asian Description Beijing E-C Translation Ltd.,
one of the largest localization and translation companies in
China, focuses mainly on software and website localization;
technical, financial, medical, patent and marketing translations; and desktop publishing services. We use TRADOS,
SDLX, CATALYST, TTT/PC, STAR Transit, Robohelp, FrameMaker, PageMaker, InDesign, QuarkXPress, MS Office and
other graphic and DTP tools. Having more than 150 full-time
employees located in Beijing, Taipei, Singapore, Seoul, Shanghai, Hong Kong, Shenyang and Chengdu, we can handle
English/German into and from Simplified Chinese/Traditional Chinese/Japanese/Korean/Thai. We guarantee that clients’ projects will be handled not only by native speakers, but
also by topic specialists. Clients can expect and will receive
high-quality services, on-time delivery and low cost.
Beijing E-C Translation Ltd. 2nd Floor, Hua Teng Development
Building, No. 23, Xi Huan Bei Road, BDA, Beijing EconomicTechnological Development Zone, Beijing 100176, P.R. China, 8610-67868761, Fax: 86-10-67868765, E-mail: service@e-cchina
.com, Web: www.e-cchina.com

Binari Sonori
Languages From all European languages into Italian Description Binari Sonori has served the localization and translation
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cover all aspects of localization. We are in the heart of
Europe. We are iSP. We are the localization experts.
iSP — international Software Products B.V. Dorpsstraat 35-37,
1191 BH Ouderkerk aan de Amstel, The Netherlands, 31-20-496-5271,
Fax: 31-20-496-4553, E-mail: localization@isp.nl, Web: www.isp.nl

EuroGreek Translations Limited
Language Greek Description Established in 1986, EuroGreek
Translations Limited is Europe’s number one Greek localizer, specializing in technical and medical translations from
English into Greek and Greek into English. EuroGreek’s aim
is to 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.
EuroGreek Translations Limited
London 27 Lascotts Road, London, N22 8JG UK
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,
Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production@
eurogreek.gr, Web: www.eurogreek.com See ad on page 53

GrafiData TM-Mix
Description GrafiData brings decades of experience to localizing your documentation. We offer solutions for multilingual publishing by efficiently applying various translation
packages, translation memories, automatic formatting and
desktop publishing. GrafiData can also utilize IT solutions
that improve the process.
GraﬁData Keulenstraat 16, 7418 ET Deventer, Overijssel, The Neth-

New markets for your
products and solutions

Janus Worldwide Inc.
Languages Russian, ex-USSR and Eastern European languages Description Janus provides translation, localization,
DTP and linguistic consulting for Russian, Ukrainian and
other European languages. Our deep expertise, flexibility,
diversity and exceptional value of services are recognized by
many industry-leading customers and partners worldwide.
Our uniqueness is a solid team of the best professionals in all
relevant areas — localization engineers, language specialists,
QA officers, DTP and software engineers, and more. We do
it end-to-end — from servers to handhelds, from ERP to
automotive solutions and from interface specifications to
legal notices. Janus is ISO 9001:2000 certified. Company
activities including translating, localizing, DTP and linguistic consulting were subjected to audit.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Ofﬁce 113, Moscow

Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00, Fax: 3493-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

iSP — The Localization Experts
Languages From English into all major languages Description iSP (international Software Products) is a distinct provider of localization services. For over 20 years
iSP has served its clients with the principles of honesty
and customer-centric services. Not surprisingly, first-time
customers and new customers have always stayed with iSP.
We are dedicated to delivering the highest quality localized products. Our flat, in-house organizational structure
means decision-making and action-taking are quick and
simple. We are located near Amsterdam, The Netherlands,
where we surround ourselves with languages. Our services
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Languages 170+ Description Lingo Systems, powered by
Language Line Services, provides customer-focused solesource solutions for global companies in 170+ languages.
We specialize in the translation and localization of technical
documentation, software, multimedia applications, training materials, e-learning solutions and online applications.
Other globalization services include quality assurance testing
(hardware and software), integration of content management solutions, interpretation (170+ languages), cultural
training and assessment, and internationalization consulting.
Lingo Systems has never caused a late release. No other firm
makes this claim. For a free copy of our award-winning book,
The Guide to Translation and Localization — Communicating
with the Global Marketplace, visit www.lingosys.com or call
800-878-8523.
Lingo Systems 15115 SW Sequoia Parkway, Suite 200, Portland, OR
97224, 503-419-4856, 800-878-8523, Fax: 503-419-4873, E-mail:
info@lingosys.com, Web: www.lingosys.com See ad on page 7

LinguaGraphics — Multilingual DTP; Web,
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi,
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao,
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese
Description LinguaGraphics is a leading provider in the
area of multilingual desktop publishing and web/software/
Flash localization engineering. Our seasoned DTP professionals and localization engineers are working with the latest tools on top-of-the-line equipment to produce a wide
range of projects in InDesign, FrameMaker, QuarkXPress,
Photoshop and Flash. We specialize in typesetting high-end
marketing and communications-type material in difficult
and rare languages at very competitive rates. For a quote on
your next project, please visit us at www.linguagraphics.com.
You have our word that we will never compromise on quality and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238, 718623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web:
www.linguagraphics.com
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6111, Fax: 781-434-6034, E-mail: info@lionbridge.com, Web: www
.lionbridge.com See ad on page 68

Local Concept

Lingo Systems, Translation & Localization

Languages Spanish (all variants), Catalan, Basque, Galician
Description iDISC, established in 1987, is a privately-held
translation company based in Barcelona that focuses on
localization into all variants of Spanish (European, Latin
American, USA and Neutral) and the other languages
spoken in Spain (Catalan, Basque and Galician). Services
range from translation and localization to engineering,
testing, DTP and consulting. Specialization fields are software localization, technical and telecom documentation,
ERP, automotive and related marketing material. We have
all commercially available tools and experience using many
different proprietary customer platforms and solutions;
internal workflow portal-based tools to reduce management costs and increase quality, consistency and on-time
deliveries; and continuous support to the client PMs and
process optimization to achieve the best project results and
establish long-term honest partnerships.
iDISC Information Technologies Passeig del progrés 96, 08640

Languages All Description Lionbridge provides globalization and offshoring services that enable clients to develop,
localize, test and maintain their enterprise content and
technology applications globally. Through its globalization
service offerings, Lionbridge adapts client products and
content to meet the linguistic, technical and cultural requirements of customers, partners and employees worldwide.
Lionbridge offshoring services include the development and
maintenance of content and applications as well as testing
to ensure the quality, interoperability, usability and performance of clients’ software, hardware, consumer technology
products, websites and content. Lionbridge offers its testing
services under the VeriTest brand. Lionbridge has more than
4,000 employees based in 25 countries worldwide.
Lionbridge 1050 Winter Street, Waltham, MA 02451, 781-434-

115114, Russia, 7-495-913-66-53, Fax: 7-495-913-66-53, E-mail:
management@janus.ru, Web: www.janus.ru See ad on page 11

erlands, 31-570-609797, Fax: 31-570-609850, E-mail: info@
graﬁdata.nl, Web: www.graﬁdata.nl See ad on page 15

iDISC Information Technologies

Lionbridge Software and Content Localization

Languages All Description Local Concept has been helping international companies fit in globally since 1985. The
success can be attributed to the company’s focus on process
management, customer service, and a specifically tailored
localization solution based upon what works for you. Local
Concept has also developed a suite of tools such as an online
glossary management tool, workflow, and a global content
management suite. You will also agree that our ads are just
like our service — unique and refreshing!
Local Concept 1510 Front Street, 2nd Floor, San Diego, CA 92101,
619-295-2682, Fax: 619-295-2984, E-mail: info@localconcept.com,
Web: www.localconcept.com See ad on page 45

Logrus International Corporation
Languages EE, EA, ME, WE, rare languages Description
Logrus offers a full set of localization and translation services for various industries, including top-notch software
engineering and testing and DTP for all languages, including
bidirectional and double-byte ones. The company is proud
of its unique problem-solving skills and minimal support
requirements. The company offers all European and Asian
languages as well as many rare languages through its offices
and established long-term partners. With its production site
in Moscow, Russia, Logrus provides a winning combination
of quality, experience and affordability. With over 14 years
in business, the company has received multiple awards for
excellence from its long-time customers, including IBM,
Microsoft, Novell, Oracle and others.
Logrus International Corporation Suite 305, 2600 Philmont Avenue, Huntingdon Valley, PA 19006, 215-947-4773, Fax: 215-947-4773,
E-mail: ceo@logrus.ru, Web: www.logrus.ru See ad on page 56

Loquant Localization Services
Languages English, Brazilian Portuguese Description
Loquant bases its operations on the experience of its founders and collaborators, professionals who closely follow the
ongoing evolution of technology and the latest processes
in internationalization and localization of information.
Adhering to rigorous processes that were developed by the
software localization industry during the last few decades,
Loquant is able to prepare the most diverse products for
the primary world markets. To do this, Loquant counts on
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the best project managers, native translators, engineers
and desktop publishers to guarantee a quality control
recognized internationally by the main international standards organizations.
Loquant Localization Services Rua Luís Carlos Prestes, 410/114,

in every time zone to ISO quality standards covering 75
languages and on-demand language technologies, Tek’s
OneWorld Globalization Solution enables higher ROI
when localizing products for sale to global markets.
Tek Translation International C/ Ochandiano 18, 28023 Madrid,

22775-055, Rio de Janeiro, Brazil, 55-21-2104-9597, Fax: 55-212104-9597, E-mail: contact@loquant.com, Web: www.loquant.com

Spain, 34-91-414-1111, Fax: 34-91-414-4444, E-mail: sales@
tektrans.com, Web: www.tektrans.com See ad on page 23

Moravia Worldwide

TOIN Corporation

Languages All Description Moravia Worldwide is a leading
globalization solution provider, enabling companies in the
information technology, e-learning, life sciences and financial industries to enter global markets with high-quality
multilingual products. Moravia’s solutions include localization and product testing services, internationalization,
multilingual publishing and technical translation. HewlettPackard, IBM, Microsoft, Oracle, Sun Microsystems and
Symantec are among some of the companies that depend
on Moravia Worldwide for accurate, on-time localization. Moravia Worldwide maintains global headquarters
in the Czech Republic and North American headquarters
in California, with local offices and production centers in
Ireland, China, Japan and throughout Europe. To learn more,
please visit www.moraviaworldwide.com
Moravia Worldwide
USA 199 East Thousand Oaks Boulevard, Thousand Oaks, CA 91360,
805-557-1700, 800-276-1664, Fax: 805-557-1702, E-mail: info@
moraviaworldwide.com, Web: www.moraviaworldwide.com
Asia 86-25-8473-2772, E-mail: asia@moraviaworldwide.com
Europe 420-545-552-222, E-mail: europe@moraviaworldwide.com
Ireland 353-1-216-4102, E-mail: ireland@moraviaworldwide.com
Japan 81-3-3354-3320, E-mail: japan@moraviaworldwide.com

Languages Japanese, Traditional and Simplified Chinese,
Korean, Malay, Thai, Vietnamese and European languages
Description TOIN Corporation is a full-service localization
provider with services encompassing authoring, localization,
content management and workflow/process consulting. TOIN
offers global reach and exceptional strength in Asia, with headquarters in Tokyo and additional operations in the United
States, Europe and China. The company has more than 40 years’
experience helping Global 1000 companies in industries such as
automotive, information technology, life sciences, engineering,
electronics, training, publishing, software development, manufacturing, semiconductors and consumer products.
TOIN Corporation
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo
105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail:
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@
to-in.co.jp, Web: www.to-in.com
Europe London, UK, 44-20-8644-8685, E-mail: michael-stephenson
@to-in.co.jp, Web: www.to-in.com
China Shanghai, 86-21-3222-0012, E-mail: doreen-qiu@to-in.com.cn,
Web: www.to-in.com

See ad on page 38

Ushuaia Solutions
SAM Engineering GmbH
Languages All Description Global challenges require flexible and experienced service providers. Take advantage of
our experience and know-how and make your product a
worldwide success. Products and services can only be marketed successfully if they have been localized to the local and
cultural conditions of the target country. Our team of experienced project managers coordinates translators, software
specialists and DTP experts, ensuring that the individual
localization processes are performed professionally for our
clients. Using tried-and-tested project management methods
and the latest TM technology, our team ensures that deadlines are met and budgets adhered to, while also providing
the highest standards of quality.
SAM Engineering GmbH Kirchstrasse 1, D-64367 Muehltal, Germany,

Languages Spanish (all varieties), Portuguese (Brazil) Description Ushuaia Solutions is a fast-growing Latin American
company providing solutions for translation, localization and
globalization needs. Ushuaia Solutions is focused on being creative and proactive to meet tight time frames with a high-quality level and a cost-effective budget. Customizing its processes,
Ushuaia assures project consistency and technical and linguistic accuracy, thus reducing clients’ time-to-market. Ushuaia
combines state-of-the-art technology with top-notch experienced native translators, editors and software engineers. Our
mission is to work together with our clients, thereby creating a
flexible, reliable and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina, 54-
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France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: info@
whp.fr, Web: www.whp.net, www.whp.fr See ad on page 6

WORDSTATION GmbH
Languages British and US English, German, French
(other European languages are available upon request)
Description Since its founding in 1991, WORDSTATION
has become a superior quality provider of localization
services, including terminology work, software and documentation translation, electronic publishing and film production — starting from the bytes of the software down
to the final details of the documentation. We also conduct
prototype translations to ensure translatability of software
and documentation. WORDSTATION is large enough to
ensure security and continuity, yet small enough to provide numerous advantages: no administrative overhead,
short communication channels, fast and efficient feedback, short production cycles, high motivation and excellent team spirit. Updates and follow-up versions are done
by the same specialists.
WORDSTATION GmbH Max-Planck-Strasse 6, D-63128 Dietzenbach, Germany, 49-6074-91442-0, Fax: 49-6074-91442-29, E-mail:
info@wordstation.com, Web: www.wordstation.com

LOCALIZATION TOOLS

Alchemy Software Development Ltd.
Multiple Platforms

VistaTEC

Languages All Description Tek creates business value
through process optimization and customized solutions
that meet the language needs of life sciences, IT and
industrial manufacturing companies launching products
globally. Delivering services and solutions through its
web-based, on-demand Tek OneWorld Platform, Tek provides customers with the language management, business
intelligence, open connectivity and worldwide collaboration necessary to drive globalization strategies leveraging
maximum benefit from their multilingual assets and localization technology investments. From industry experts

Languages All European and major Middle Eastern and
Asian languages, including local variants Description WhP,
a major supplier for the industry-leading corporations,
localizes software, documentation and web content. WhP
has been benchmarked “Best Localization Vendor” by
Compaq. Clients specifically appreciate WhP’s dedication
to high quality and strict respect of deadlines and, consequently, entrust WhP with their most sensitive projects.
WhP also helps many fast-growing companies to get their
first localization projects smoothly off the ground. WhP’s
flexible and open workflow technology adapts to any production process. WhP’s high standards satisfy the most
demanding globalization requirements.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex,

341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 27

49-6151-9121-0, Fax: 49-6151-9121-18, E-mail: sam@samengineering.de, Web: www.sam-engineering.de See ad on page 53

Tek Translation International

WhP

Languages All Description VistaTEC is a leading provider
of globalization services and specializes in the localization
and testing of enterprise, mobile and desktop applications.
VistaTEC provides translation, technical consulting, engineering and testing during the design, development and
marketing cycles of software products. VistaTEC has headquarters in Dublin, Ireland, and satellite offices in the United
States. Additional information on VistaTEC is available at
www.vistatec.ie
VistaTEC
Europe VistaTEC House, 700 South Circular Road, Kilmainham,
Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099, E-mail:
info@vistatec.ie, Web: www.vistatec.ie
USA East 2706 Loma Street, Silver Spring, MD 20902, 301-649-3012,
Fax: 301-649-3032, E-mail: info@vistatec-us.com
USA West 131 Shady Lane, Monterey, CA 93940, 831-655-1717, Fax:
831-372-5838, E-mail: info@vistatec-us.com See ad on page 13

Languages All Description Alchemy Software Development
is the market leader in localization technology. With over
8,000 licenses worldwide, Alchemy CATALYST is the dominant choice among professional development companies,
localization service providers and global technology leaders that need to accelerate entry into international markets. Alchemy CATALYST 7.0 boosts localization velocity,
improves quality and reduces localization cost. Supporting
all Microsoft platforms and development languages (VB,
.NET, C++, C#), Borland C++Builder and Delphi, XML/
XLIFF and databases (Oracle, MS-SQL), it is an indispensable solution for software localization, helping clients
achieve near-simultaneous release of their translated applications. Corel Corporation holds a 20% equity stake in
Alchemy Software Development.
Alchemy Software Development Ltd. Block 2, Harcourt Business
Centre, Harcourt Street, Dublin 2, Ireland, 353-1-708-2800,
Fax: 353-1-708-2801, E-mail: info@alchemysoftware.ie, Web:
www.alchemysoftware.ie See ad on page 2
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SPEECH TECHNOLOGIES

TRANSLATION SERVICES

Visual Localize
Windows 98, NT, 2000, XP

Languages All, including Eastern European, Asian and
bidirectional languages using Unicode support Description
Visual Localize is a leading application that fully supports
the software localization process of Microsoft Windows
applications (including .NET applications), databases and
XML files. It dramatically reduces cost, effort and complexity of software localization. With its MS Explorer “look and
feel,” it is user friendly and intuitive to use. After a very short
introduction time, you will be able to handle all kinds of
localization projects. Visual Localize remembers all previous
translations and thus maximizes re-use. With Visual Localize,
no programming skills are required for localization. This
makes it applicable for everyone. A free evaluation copy is
available at www.visloc.com
AIT — Applied Information Technologies AG Leitzstrasse 45,
D-70469 Stuttgart, Germany, 49-711-49066-431, Fax: 49-71149066-440, E-mail: info@visloc.com, Web: www.visloc.com

AppTek
Languages Arabic, Bahasa, Dari, Dutch, Egyptian dialect,
English, Farsi/Persian, French, German, Hebrew, Iraqi dialect, Italian, Japanese, Korean, Pashto, Polish, Portuguese,
Russian, Simplified Chinese, Spanish, Tagalog, Traditional
Chinese, Turkish, Ukrainian, Urdu Description AppTek is
a developer of human language technology products with
a complete suite for text and speech (voice) processing and
recognition. AppTek’s product offerings include hybrid
(rule-based + statistical) machine translation (MT) and
automatic speech recognition (ASR) for a growing list of
more than 23 languages; multilingual information retrieval
with query and topic search capabilities; name-finding applications; and integrated suites providing ASR and MT in
media monitoring of broadcast and telephony speech, as
well as handheld and wearable speech-to-speech translation devices.
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317,
Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com

Software Localization Solutions by Schaudin.com
Windows

Languages All languages supported by Microsoft Description Make your software multilingual with the extensive
functionality, convenient quality control features and
advanced translation support found in Schaudin.com’s
RC-WinTrans software localizer, used by successful businesses worldwide since 1993. This tool makes it possible to
quickly and easily translate software GUI elements (for software created with Windows Win32, Microsoft .NET, and
Java software development platforms), while ensuring that
the software continues to run properly in other languages.
RC-WinTrans can be used by all the members of your team,
even those with little knowledge of software localization,
and provides them with everything needed to manage, exchange, translate and check software data.
Schaudin.com Software Localization Solutions
Europe Ritterseestrasse 29, 64846 Gross-Zimmern, Germany, 496071-951706, Fax: 49-6071-951707
USA 6900 California Avenue SW, #503, Seattle, WA 98136, 206935-5070, Fax: 206-935-5075, E-mail: info@schaudin.com, Web:
www.schaudin.com

PROJECT MANAGEMENT TOOLS
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The Translation Memory Brokers
Languages All Description Central to most translation processes today is the database that contains previously translated data: the translation memory (TM). The consistently
growing size of the TM represents an ever-increasing value
to you as its owner. By the same token, it becomes increasingly attractive to TM buyers from the same industry to
either jump-start a TM or complement it with proven,
industry-specific translations. Through TM Marketplace,
this asset can now provide an immediate return on investment through licensing to other parties. As TM brokers,
TM Marketplace connects corporate owners of translation
assets with parties who want to license and benefit from
those linguistic resources.
TM Marketplace LLC 319 North 1st Avenue, Sandpoint, ID 83864,

Languages All Description CETRA gives you peace of mind
because it delivers high-quality, on-time, cross-cultural communications and professional, friendly, responsive service.
CETRA follows the ASTM Quality Assurance in Translation
and Language Interpretation Services standard guides. As
a member of the US delegation to ISO, CETRA is actively
involved in developing an international translation quality standard. CETRA is involved in the language industry
at the highest level, with the company president serving in
leadership positions at the American Translators Association,
American Foundation for Translation and Interpretation,
and Fédération Internationale des Traducteurs.
CETRA, Inc. 7804 Montgomery Ave., Suites 8-10, Elkins Park, PA
19027, 215-635-7090, 888-281-9673, Fax: 215-635-6610, E-mail:
info@cetra.com, Web: www.cetra.com

208-265-9465, Fax: 208-263-6310, E-mail: info@tmmarketplace
.com, Web: www.tmmarketplace.com

Language English Description Projetex 2006 is time-tested,
multi-user project management software for translation
agencies. It is effectively used by managing directors, project managers, accountants, in-house translators, human
resources managers and sales managers in 150+ small and
medium-sized translation agencies around the world. Current deployments range from 2 to 100 workstations, with
tested capacities of up to 500. Does not require additional
components. Includes built-in AnyCount (word and character count software) and CATCount (computer-assisted
translation tool for easy word count). Reasonable pricing,
fast implementation time and free technical support.
Advanced International Translations, Ltd. Suite 1, Tolstogo 15 Street,

Languages All Description The Localization Institute provides training, seminars and conferences for the global
localization community. Best known for its four annual
localization roundtables, the Institute’s events train localization professionals and promote the sharing of experience
and information. Seminars include “Multilingual Websites,”
“Writing and Designing for an International Audience,”
“Localization Project Management,” “Advanced Localization Project Management,” “Designing International Web
and User Interfaces,” “Writing Software for Win32API,”
“Introduction to Localization,” “Tools and Technologies
for Localization/Internationalization,” “QA of Global Products,” “Implementing a Translation Memory Process” and
“Introduction to Unicode.” See our website for details. Most
seminars are available in-house.
The Localization Institute 7601 Ganser Way, Madison, WI 53719,

01033 Kyiv, Ukraine, 380-44-288-11-45, Fax: 380-44-288-11-52,
E-mail: info@translation3000.com, Web: www.projetex.com

608-826-5001, Fax: 608-826-5004, E-mail: info@localization
institute.com, Web: www.localizationinstitute.com See ad on page 14
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420-384-361-300, Fax: 420-384-361-303, E-mail: info@traductera
.com, Web: www.traductera.com See ad on page 55

CETRA, Inc., Language Solutions

The Localization Institute
Windows

Languages From all the world languages to languages of
Central and Eastern Europe Description ACP Traductera
is a translation agency based in the Czech Republic. Our
local experience in Central Europe and our strong focus
on appropriate language use make us the reliable partner
for providing high-quality translations into Bulgarian,
Czech, Estonian, Hungarian, Latvian, Lithuanian, Polish,
Romanian, Russian, Slovak, Slovenian and Ukrainian.
Document translation service, translation, proofreading,
review, independent specialist review, legal certification of
translated documents, website and software localization,
localization engineering, testing, documentation localization, graphic design, DTP operations and pre-press review
and printing. Our team of more than 1,000 professional
translators, proofreaders, terminology specialists, graphic
designers, IT engineers and, last but not least, experienced
project managers is our most significant asset.
ACP Traductera Na Vysluni 201/13, Prague 10, Czech Republic,

TM BROKERS

TRAINING & SEMINARS
Projetex: Project Management Software
for Translation Agencies

ACP Traductera

CTS LanguageLink
Languages All Description CTS LanguageLink is a leading,
full-service multilingual communication firm with over 17
years of industry experience. With our comprehensive inhouse resources, we provide trusted multilingual solutions
for both private and public sector clients alike. Our services
include translation, interpretation, desktop publishing, multimedia and web localization services. Our vision is to be
your most trusted provider of multilingual communication
services. As you further develop your own global business
strategy, we encourage you to consider CTS LanguageLink as
your partner. After all, “we speak your customer’s language.”
Please contact us directly or visit our website for more information: www.ctslanguagelink.com
CTS LanguageLink 911 Main Street, Suite 10, Vancouver, WA 98660,
360-693-7100, 800-208-2620, Fax: 360-693-9292, E-mail: sales@
ctslanguagelink.com, Web: www.ctslanguagelink.com

Is your company missing
from this Buyer’s Guide?
advertising@multilingual.com
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Eriksen Translations Inc.
Languages All Description Eriksen Translations Inc. is a
leading provider of multilingual services, including translation, interpreting, typesetting, project management, web
localization and cultural consulting. For over 20 years, Eriksen
has helped a broad range of organizations in both the public
and private sectors excel across print, desktop and web environments in the domestic global marketplace. With a worldwide network of over 5,000 linguists, a commitment to leading
technologies, and an in-house staff dedicated to tailoring our
proven project management process to the individual needs
of each client, Eriksen is your globalization partner.
Eriksen Translations Inc. 32 Court Street, 20th Floor, Brooklyn, NY

services to life sciences companies. We work with many of
the biggest pharmaceutical companies, medical-device manufacturers, biotech companies and CROs. Our proprietary
Multilingual Compliance Process combines expert linguists,
best-of-breed technology and measurable translation quality in a process that is both robust and completely scalable,
ensuring your projects are finished on time and within budget. For more information on how we can help meet your
translation requirements or for a quote on your next translation project, please contact us directly or visit our website at
www.fxtrans.com
ForeignExchange Translations 411 Waverley Oaks Road, Suite 315,

LinguaLinx Language Solutions, Inc.

Hermes Traducciones y
Servicios Lingüísticos, S.L.

Language Greek Description Established in 1986, EuroGreek
Translations Limited is Europe’s number one Greek production house, specializing in technical and medical translations from English into Greek and from 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 translation services. All of
EuroGreek’s work is proofread by a second in-house specialist and is fully guaranteed for quality and on-time delivery.
EuroGreek Translations Limited
London 27 Lascotts Road, London, N22 8JG UK
Athens EuroGreek House, 93 Karagiorga Street, Athens 16675,

Languages Spanish, Portuguese (Continental and Brazilian),
English, French, Italian, German and other languages on demand Description Established in 1991, Hermes Traducciones
is a leading Spanish translation company, specializing in software and hardware localization and also undertaking a broad
range of other translation projects. Comprehensive in-house
translation teams include translators, reviewers and linguists
with an expertise in Spanish and Portuguese, a knowledge of
CAT tools, and a commitment to deliver cost-efficient, reliable
and high-quality services to customers. Hermes Traducciones
is a member of the International Committee for the creation
of the European Quality Standard for Translation Services.
Hermes Traducciones also organizes university courses on
localization and translation.
Hermes Traducciones y Servicios Lingüísticos, S.L. C/ Cólquide,

6 - planta 2 - 3.oI, Ediﬁcio “Prisma”, 28230 Las Rozas, Madrid,
Spain, 34-916-407640, Fax: 34-916-378023, E-mail: hermestr@
hermestrans.com, Web: www.hermestrans.com See ad on page 11

Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production
@eurogreek.gr, Web: www.eurogreek.com See ad on page 53

KERN Global Language Services
Your language partner
Follow-Up Translation Services
Languages English, Brazilian Portuguese Description Our
company was founded in 1989, with the purpose of offering pure translation work (in technical and scientific areas).
Along the way, we have developed several other skills in the
translation world, which involve specialized knowledge of
IT resources and localization tools. We also master patent
translations in fields such as biochemistry, mechanics, medicine,
pharmaceutics, oil and gas, and telecommunications. Today, we
are capable of taking on virtually any translation/localization
project from English into Brazilian Portuguese, and we treat
each and every customer with the maximum care and attention.
Our clients’ trust is our greatest asset and our greatest pride!
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223,
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br

Languages All Description KERN Global Language Services
is a leading provider in the area of global communication
with over 35 offices worldwide. With more than 30 years
of experience, our services include translation and interpreting in all languages; software, multimedia and website
localization; terminology management; multilingual desktop publishing; and individual and corporate language
training in all major languages. KERN has established itself
as a preferred insourcing and outsourcing solution provider
for language services. We serve clients in all industry sectors, including the automotive, medical, pharmaceutical,
chemical, IT and financial services industries. To learn more
about us, please visit www.e-kern.com
KERN Global Language Services
USA 230 Park Avenue, Suite 1517, New York, NY 10169, 212-9532070, Fax: 212-953-2073, E-mail: info@e-kern.com

Europe Kurfuerstenstrasse 1, 60486 Frankfurt/Main, Germany, 4969-7560730, Fax: 49-69-751353, E-mail: info@e-kern.com
China Right Emperor Commercial Building, Unit B, 11/F, 122-126
Wellington Street, Central, Hong Kong, SAR China, 852-2850-4455,
Fax: 852-2850-4466, E-mail: info@e-kern.com, Web: www.e-kern.com

ForeignExchange Translations
Languages 42 languages and growing Description ForeignExchange is the global leader in providing translation

You may order a listing at
www.multilingual.com/bgForm
www.multilingual.com
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Krakow, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail:
ofﬁce@lidolang.com, Web: www.lidolang.com

Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com

11201, 718-802-9010, Fax: 718-802-0041, E-mail: info@eriksen.com,
Web: www.eriksen.com

EuroGreek Translations Limited

language combinations. Our global network of more than
1,000 approved and highly qualified translators, our comprehensive project management processes that cover translations,
proofreading, editing and desktop publishing (QuarkXPress,
InDesign, PageMaker, FrameMaker), and our experience with
CAT tools (TRADOS, SDLX) allow us to provide a premium
quality service in accordance with the provisions of ISO
9001:2000 standard to which we were certified in May 2005.
Lido-Lang Technical Translations ul. Walerego Slawka 3, 30-653

Lido-Lang Technical Translations
Languages All Description Established in Poland in 1991,
Lido-Lang has expertise in technical translations into Central
and Eastern European languages. We also possess in-depth
experience in the following fields: economics, law, medicine
and IT, providing translations in nearly all European and Asian

Languages All Description LinguaLinx is a full-service translation and localization agency specializing in the adaptation
of marketing and communications materials into most of the
world’s languages. Our enterprise language solutions range
from glossary development and maintenance to translation
memory deployment and global content management. In
today’s highly competitive global environment, it is becoming
increasingly difficult to differentiate one translation agency
from another. We stand apart by taking the most proactive
approach to quality in the industry, utilizing stringent project
management procedures, offering one of the most aggressive
rate structures available and applying a sincere dedication to
providing the best possible service.
LinguaLinx Language Solutions, Inc. 650 Franklin Street, Suite 502,
Schenectady, NY 12305, 518-388-9000, Fax: 518-388-0066, E-mail:
info@lingualinx.com, Web: www.lingualinx.com

Medical Translations Only
Languages All European languages and Japanese Description
MediLingua is one of the few medical translation specialists in Europe. We only do medical. We provide all European
languages (36 today and counting) and Japanese as well as
translation-related services to manufacturers of devices, instruments, in vitro diagnostics and software; pharmaceutical
and biotechnology companies; medical publishers; national
and international medical organizations; and other customers
in the medical sector. Projects include the translation of 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.
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg 10, 2333 AA Leiden, The Netherlands, 31-71-5680862, Fax: 3171-5234660, E-mail: simon.andriesen@medilingua.com, Web: www
.medilingua.com See ad on page 53

MO Group International
Languages 40+ Description MO Group International, based
in Brussels, Belgium, is a search engine optimization (SEO)
firm dedicated to translation and localization, multilingual
SEO, and online marketing strategies. Our translation and
localization services include websites, technical documentation, medical software, and multimedia applications. We also
offer comprehensive website packages including webmaster
services, design and development, multilingual testing, and
European business development. We hire leading people
from around the world to manage our diverse range of solutions and provide first-class customer service. MO Group
International is the first multilingual SEO company to enter
the localization industry and offer the combined benefits of
SEO and localization to our diverse client base.
MO Group International Gulledelle 94, 1200 Brussels, Belgium, 322-771-19-12, Fax: 32-2-772-20-97, E-mail: sales@mogi.eu.com,
Web: www.mogi.eu.com See ad on page 12
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website development. Our customers from Ametek to Unisys
like the fact that we function as an extension of their teams.
One Planet 820 Evergreen Avenue, Pittsburgh, PA 15209, 888-677the medical information company

1010, Fax: 412-632-1071, E-mail: info@one-planet.net, Web: www
.one-planet.net

mt-g — the medical information company
Languages All Description mt-g is the leading provider of
translations and global information services dedicated to the
medical science. We specialize primarily in medical technology and diagnostics, regulatory affairs, dental medicine and
other specialist medical fields. We offer a range of professional
services covering translation, information production, global
information management and XML documentation applications. At its head office in Ulm and its branch in Munich, 36
salaried staff deliver solutions for information processes in
medical science. More than 680 medical and pharmaceutical
experts in over 100 countries are engaged in translating, producing, managing and documenting medical information.
mt-g medical translation GmbH & Co. KG Eberhard-FinckhStrasse 55, 89075 Ulm, Germany, 49-731-17-63-97-0, Fax: 49-73117-63-97-50, E-mail: info@mt-g.com, Web: www.mt-g.com See ad

on page 52

Rheinschrift GbR
Language German to/from major European languages
Description Professional globalization requires experience.
Over the past two decades, we have developed into a top
international company specializing in the precise tuning of
your documentation and texts to the standards and mentalities of the German-speaking world. Our strength lies in our
work for well-known software and hardware manufacturers.
Furthermore, we also offer traditional translation services for
the business, technology, legal and medical sectors. Our team
of competent employees provides the very best quality within
the respectively agreed time frame, even if matters are a little
more urgent.
Rheinschrift Übersetzungen Best & Steigerwald GbR Rolshover
Strasse 99, 51105 Cologne, Germany, 49 -221-80-19-28-0, Fax: 49 221-80-19-28-50, E-mail: contact@rheinschrift.de, Web: www
.rheinschrift.de See ad on page 53

NCS Enterprises, L.L.C.
Languages All Description With NCS you’ll find that the focus
is on our clients and their translation projects. From the smallest product label requiring desktop publishing to the largest,
multilingual, online help text, our project managers will make
the process smooth and painless. We find the right team of
native-speaker professional translators and editors with industry-specific knowledge for each project. Our working knowledge of all types of software makes sure the translations are
delivered as required. Even with being ISO 9001:2000-compliant and using the latest technology, it’s about the people,
communication and commitment to service. Call us at 412278-4590 to see how this translates into quality.
NCS Enterprises, L.L.C. 1222 Hope Hollow Road, 2nd Floor,
Carnegie, PA 15106, 412-278-4590, Fax: 412-278-4595, E-mail:
sales@ncs-pubs.com, Web: www.ncs-pubs.com

Translation and localization into Polish
Language Polish Description Ryszard Jarza Translations is an
established provider of specialized Polish translation, localization and DTP services, primarily for life sciences, IT, automotive, refrigeration and other technology sectors. We work
with multilanguage vendors and directly with documentation
departments of large multinational customers. Our in-house
team (12 full-time specialists) is comprised of experienced
linguists with medical, engineering and IT backgrounds. We
guarantee a high standard of quality while maintaining flexibility, unparalleled responsiveness and reliability.
Ryszard Jarza Translations ul. Barlickiego 23/22, 50-324 Wroclaw,
Poland, 48-601-728018, Fax: 48-71-3414441, E-mail: info@jarza
.com.pl, Web: www.jarza.com.pl See ad on page 53

Neotech
Languages From major European languages into Russian,
Ukrainian, Kazakh and Azeri Description Neotech is the
largest translation company in Russia and CIS countries,
offering a full range of linguistic services to global corporations. Neotech is the first translation company on the Russian
market that has certified its quality management system to
international ISO 9001:2000 standards. Neotech’s key areas
of expertise are in the oil and gas industries, auto manufacturing, information technologies and telecommunications.
The business techniques introduced and applied by the company currently serve as the best practice within the translation industry. Neotech is leading the drive to continuously
develop translation market standards and to implement new
levels of business and interpersonal communications into the
translation industry within Russia and abroad.
Neotech 23/1 Matrosskaya Tishina, Moscow, Russia, 7-495-7873331, Fax: 7-495-787-1189, E-mail: post@neotech.ru, Web: www
.neotech.ru See ad on page 57

Localization and Globalization Partner
Languages 50, including English, Chinese, Japanese, Korean
Description Saltlux was founded in 1979 as the first localization and globalization service provider in Korea. With over 30
years of accumulated experience and know-how, Saltlux is an
ideal and esteemed global technical communications partner.
We specialize in multilingual translation and DTP, technical
writing service, software localization, web globalization and
so on. We provide our clients with a one-stop production
line, starting with the authoring of documents, and going on
to localizing, designing, editing and digital publishing. With
this business direction, we are striving to grow into and excel
as a leader based on IT solutions such as CAT and Workflow
in the global technical communications market.
Saltlux Inc. Deok-il Bldg., 967 Daechi-dong, Gangnam-gu, Seoul
135-848, Korea, 822-3402-0081, Fax: 822-3402-0082, E-mail:
marketing@saltlux.com, Web: www.saltlux.com

One Planet
Languages All Description What makes One Planet different? A deep understanding of corporate culture. Our clients
require accuracy, measurable productivity and excellence in
communication. How can one firm specialize in areas such
as high technology, medical products and technical manufacturing? By blazing the path in translation since 1979, we
utilize knowledgeable translators in the United States, Europe
and Asia in every field and every specialty. Services include
technical translation, software localization and multilingual
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Skrivanek s.r.o.
Languages All, with a focus on Central and Eastern Europe
Description Skrivanek is a world leader in providing a wide
range of language services, specifically translations spanning a
multitude of languages and the effective localization of products on international markets. Established in 1994, Skrivanek
has managed to dominate the European translation market,
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creating a network of 53 branches covering 14 countries. Its
well-stocked staff of professional translators, experienced
project managers and dedicated software engineers and DTP
specialists has enabled Skrivanek to provide outstanding quality translation and localization services in any conceivable language and volume, creating an enviable clientele representing
major leading corporations in various industries. Skrivanek’s
quality of service is backed by EN ISO 9001:2001 certification.
Skrivanek s.r.o. International Project Management Centre, Na
Dolinách 22, CZ 147 00 Prague 4, 420-233-320-560, Fax: 420-241090-946, E-mail: info@skrivanek.com, Web: www.skrivanek.com

SpanSource
Languages Focus on Spanish and Portuguese, other language
combinations through partners Description SpanSource
provides translation, localization and related services from
Western European languages into all regional varieties of
Spanish as well as other language combinations through
our network of select SLV partners. Our domain focus is on
software and hardware, heavy machinery and automotive,
legal and financial, medical and life sciences, oil and gas,
corporate training and educational materials. Our comprehensive service portfolio includes unparalleled desktop publishing and multimedia localization engineering support for
e-learning materials. Our in-house staff of 35 includes project managers, senior linguists, desktop publishers, software
engineers and graphic designers, who prove to be fundamental in SpanSource’s centralized, customer-centric approach.
SpanSource SRL Santa Fe 1264, 1B Rosario, S2000ATR Argentina,
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span
source.com, Web: www.spansource.com

Syntes Language Group, Inc.
Languages All Description Syntes Language Group is a leading
quality provider of customized language solutions to business,
government and professional clients. We deliver a full line of
services in translation, interpreting and conference coordination; product, software and website localization; desktop
publishing; multimedia production and voiceovers; and consultation in both project-specific and long-term planning for
the incorporation of foreign language elements into your business. For 19 years, we’ve offered proven expertise in all major
fields of industry, delivered by accomplished, experienced professionals. All of this means that you get the ultimate in customer care and the best value for your project dollars.
Syntes Language Group, Inc. 7465 East Peakview Avenue, Centennial,
CO 80111, 888-779-1288, 303-779-1288, Fax: 303-779-1232,
E-mail: inquiry@syntes.com, Web: www.syntes.com

TripleInk Multilingual Communications
Languages All major commercial languages Description As a
multilingual communications agency, TripleInk has provided
industrial and consumer products companies with precise
translation and multilingual production services for audiovisual, online and print media since 1991. Our experience in
adapting technical documentation and marketing communication materials covers a wide range of industries, including
biomedical and health care; building and construction; financial services; food and agriculture; high-tech and manufacturing; and hospitality and leisure, as well as government and
nonprofit organizations. Using a total quality management
process and state-of-the-art software and equipment, our team
of foreign language professionals delivers the highest quality
translations in a cost-effective and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2600, Minneapolis, MN 55402,
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com
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TRANSLATION TOOLS
Heartsome Translation Studio
Multiple Platforms

Languages All Description Heartsome is a new generation
language technology and service company with a product
strategy that is founded on our four cornerstones of efficacy:
genuine compliance with all open standards; completely cross
platform; user-driven innovation; and no-frill minimalist
approach towards product embodiment design and packaging.
Heartsome CAT tools went through a complete overhaul to
bring the deployment of language technology open standards
to a level far beyond those of similar products in the marketplace. The all new Heartsome Translation Studio (previously
known as Heartsome XLIFF Translation Editor) will provide a
whole new experience in computer-aided translation.
Heartsome Holdings Pte Ltd 190 Middle Road, #19-05 Fortune Centre,

that facilitate communication in 52 language combinations
and in 20 domains. With over three decades of expertise,
research and development, SYSTRAN’s software is the
choice of leading global corporations, portals and public agencies. Use of SYSTRAN products and solutions
enhances multilingual communication and increases user
productivity and time-savings for B2E, B2B and B2C markets as they deliver real-time language solutions for search,
content management, online customer support, intra-company communications, and e-commerce.
SYSTRAN
North America 9333 Genesee Avenue, Plaza Level, Suite PL1, San
Diego, CA 92121, 858-457-1900, Fax: 858-457-0648
Europe Paroi Nord - La Grande Arche, 1, Parvis de la Défense, 92044
Paris La Défense Cedex, France, 33-825-80-10-80, Fax: 33-1-46-9800-59, E-mail: info@systransoft.com, Web: www.systransoft.com

See ad on page 13

Solutions for Translation, Terminology,
Full-text and Bitext Management
Windows and Web

Multiple Platforms

Languages All Unicode languages Description MultiTrans
is an innovative tool that combines MultiCorpora’s unique
TextBase TM technology with its best-in-class Terminology
Management System. MultiTrans customers use their fulltext repositories of previously translated documents to produce more accurate translations by eliminating ambiguity of
terms through a context-based workflow that, unlike traditional sentence-based TM tools that recycle whole sentences,
matches text strings of any length. MultiCorpora leverages
the expertise of its impressive client base to the benefit of its
worldwide user community. The majority of departments
within the Government of Canada, international organizations such as UNESCO, and enterprises such as Ford of
Canada, Sobeys, Kraft, HSBC, Pfizer, Procter & Gamble and
other Fortune 500 companies trust MultiCorpora for their
multilingual asset management solutions.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,

Languages Windows: All Roman alphabet; LogiTermWebPlus: Unicode Description A single software package to
manage your terminology and databanks. Efficient and effective consultation of terms and texts. The most robust alignment
tool on the market. More consistent use of terminology and
phraseology in-house and by freelancers. Internal and external
repetition detection and pretranslation. The web version allows
access to your terminology, bitexts and documents by translators, writers and subcontractors from anywhere in the world.
Terminotix Inc. 240 Bank Street, Suite 600, Ottawa, ON, K2P 1X4

Languages 52 language combinations Description SYSTRAN
is the market leading provider of language translation
software products for the desktop, enterprise and internet

Languages All Description Plunet BusinessManager is the
complete management solution for the translation and documentation industry. On a web-based platform, the system
includes business management as well as process and document management and integrates translation software, financial accounting systems and existing software environments
for LSPs, translation and documentation departments, organizations, institutions and government agencies. Plunet
BusinessManager impresses with its significant time and
money savings, unrivalled high adaptability to individual
workflows, optimal quality control and effective project,
time and contact management. Functions include quotation
costing, order/job/workflow management, schedule management, document management, invoicing, financial reports,
contact management and customer acquisition.
Plunet GmbH Prenzlauer Allee 214, 10405 Berlin, Germany, 49-30322971340, Fax: 49-30-322971359, E-mail: info@plunet.de, Web:
www.plunet.de

XTRF Management System
Multiple Platforms

Multiple Platforms

Multiple Platforms

Plunet BusinessManager

WORKFLOW SOLUTIONS
The Language Technology Centre

SYSTRAN

8633, Fax: 301-986-8634, E-mail: info@langtechus.com, Web:
www.langtechus.com See ad on page 41

Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 41

J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-7780801, E-mail: info@multicorpora.com, Web: www.multicorpora.com

See ads on pages 46, 67

UK, 44-20-8549-2359, Fax: 44-20-8974-6994, E-mail: info@
langtech.co.uk, Web: www.langtech.co.uk

Americas 4242 East West Highway, Bethesda, MD 20815, 301-986-

Multiple Platforms

Singapore 188979, 65-68261179, Fax: 65-67220655, E-mail: info@
heartsome.net, Web: www.heartsome.net See ad on page 41

TextBase meets Translation Memory

is suitable for any size LSP or language department, and its
powerful multi-site, multi-currency and time zone management means it will also satisfy the largest players.
LTC - The Language Technology Centre Ltd.
Europe 5-7 Kingston Hill, Kingston upon Thames, Surrey, KT2 7PW

Languages All Description LTC Worx is a new web-based
business system for multilingual information management.
It helps organizations and government agencies with multilingual needs and LSPs to optimize and then manage all
their business processes and multilingual projects according to their preferred workflows. Users themselves define
company-wide and project-specific workflows to save significant time and money on every step of every project,
from the quotation right through to the invoice. LTC Worx

Languages All Description XTRF is a global management system
for translation agencies. With built-in cutting-edge Java technology, XTRF is a flexible, customizable and web-based software,
enabling web access for a company’s suppliers and customers.
It’s designed to help translation companies to streamline all of
their daily activities, and it guarantees smooth management of
the company while reducing administrative costs. Project management, invoicing, quotations, ISO 9001 reports and CRM are
the main fields covered by the system. Designed by translation
and localization professionals and created by the best IT team,
this powerful tool will reduce the time spent on repetitive tasks
and increase a company’s effectiveness.
XTRF ul. Walerego Slawka 3, 30-653 Krakow, Poland, 48-12-2546126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web: www.xtrf.eu
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Takeaway

Michael Scholand

Global foresight
and the freeway race

T

The GlobalSight Open Source Initiative by Welocalize
has helped trigger discussion of open-source software
(OSS) in the industry. MultiLingual published an article,
“The race for open source,” in its December 2008 issue, and
the race is indeed being run; some companies such as ours
are already using OSS to our advantage.
Rather than an attempt to compete with the still somewhat
lackluster translation memory software (TMS) market, Welocalize’s
decision to open-source GlobalSight seems an extremely smart move
to tie in existing and future service customers. It doesn’t require
amazing powers of clairvoyance to guess whom the partners in
development will choose as a vendor when they need to outsource
localization services. All the big players in the GILT market have one
thing in common: they have either developed or acquired a whole
set of technological solutions that they use to capture and lock in
service customers. And there we probably have the second, if not the
ﬁrst, intention behind the Transware acquisition and the subsequent
OSS initiative: to create a technology platform ready to compete
with the likes of Lionbridge’s Logoport, SDL’s Idiom WorldServer or
TransPerfect’s GlobalLink solution suite. The real story is one of a
vigorous climber ﬁghting for its place in the sun.
So, apart from Welocalize, just who is in the race to release the
ﬁrst functional globalization management system (GMS) as open
source, hoping to become the new market leader? Two of the four
OSS contenders mentioned by ]project-open[ creator Frank Bergmann in the December article, namely FOLT with its OpenTM and
Andrä AG with ontram TM, are merely open sourcing or intending
to open source TMSs. Add to this that searches for open sourcing of
the ontram TM module at www.andrae-ag.de turn up no results, and
to all appearances, FOLT’s OpenTM hasn’t left the speciﬁcation stage
either. In short, two of the contestants have not made it off the
starting blocks yet. Professional gamblers may already like to pick
out the lame ducks and the likely winners of this lopsided race.
Regardless of politics, open-source software and the open-source
community are, in fact, a means of lowering development costs. Thus,
the model can also be of interest to smaller language service providers. This is especially so if they have a focus on technology, as they can
beneﬁt from the efﬁciency gains the OSS model offers.
STAR Servicios Lingüísticos is a good example. Starting off in 1999
as a production center for the STAR Group, it began to develop into
a small multilanguage vendor (MLV) in 2003. Project management
grew more and more complex, and it became obvious that the existing
toolkit was no longer up to the task. The ever-growing volume of data
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was processed in various applications and stored in different physical
and virtual locations. The results were data redundancies, duplications
and inconsistencies. Repetitive tasks were carried out manually, resulting in error-prone, unproductive processes. In short, a TMS became a
deﬁnite must.
The “buy or build” question prompted an evaluation of the TMS solutions then on the market. All commercially available systems lacked
one thing or another (this one not web-enabled, that one not open
source), but most importantly, they were only focused on translation
project management processes, leaving out other fundamental business processes: customer relationship management and knowledge
management, for example.
Our idea was that translation project management is a collaborative task. So, we thought, why not use a system designed to improve
collaboration — in other words a groupware or “workgroup support
system” — as our development platform for a TMS? After another
round of evaluation, this time of existing open-source groupware
applications, we decided to go with EGW (www.egroupware.org).
EGW, an open-source, multi-user, web-based groupware suite,
supports multiple operating systems and various database platforms.
It is PHP-based and multilingual. On SourceForge, it ranks third in
the groupware section, with an activity percentile of 99.95% and
1,920,437 downloads. Its 1.6 release features the typical groupware
modules: address book, calendar, task management, Wiki, timesheet,
knowledge base and so on.
After considering all of the options, EGW was installed, and we
immediately started to use it for everything from group calendars to
tribal knowledge management. At the same time, we commenced development of our TMS modules, including client and provider modules.
We released the ﬁrst productive milestone last spring, and now, after
six months of intensive use, we can proudly say that we are achieving
our targets. Our new TMS is the central control panel from which we
can manage all the resources used in localization projects. At the same
time, it is linked to existing EGW applications, which means we have already covered the ﬁrst steps in developing an integrated, MLV-speciﬁc
groupware system. Thanks to its open architecture, this system gives us
inﬁnite room for continuous improvement and innovation. M

Michael Scholand, cofounder and CEO of STAR Servicios Lingüísticos, has worked as a translator and project manager at Polylang
Ltd. and WORDSTATION GmbH. He holds a degree in applied
modern languages and a master’s in quality management.
To offer your own Takeaway, write to editor@multilingual.com
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EXPERIENCE THE D I FFER E N C E
ADVANCED LEVERAGING TM TECHNOLO G Y M A K E S

WHY REPLACE OR COMPLEMENT YOUR EXISTING TM WITH MULTITRANS?
Reason number 10 (WordAlignTM):
You know how translation memories improve your productivity by recycling sentences? Well... Imagine if you
recycled translated TERMS and EXPRESSIONS in the same way... on-the-fly!
*For more reasons visit www.multicorpora.com/reasons

Multilingual Asset Management Solutions for:
Governments | Enterprises | Language Service Providers
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