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Careers
LooKing for a neW STarT in The inDuSTry? Look no further
than the careers section at www.multilingual.com/careers
There you will find up-to-the-minute job listings with descriptions
and contact details. At press time, there were listings for a web technical
translator and a localization engineer. Check soon because the jobs are
quickly filled. Good luck in your search! If you are reading MultiLingual
and browsing www.multilingual.com, you are obviously well-informed and
will find something in the near future.
On the other side of the equation, do you need to find just the right
person to fill the new opening in your company? Get your job listing
published right away on www.multilingual.com/careers and within two
weeks in the newsletter, MultiLingual News. Savvy employers return
again and again to this resource — because it works!

Subscriptions
Don’t let a whole year of good ideas escape. Subscribe now and keep
new issues of MultiLingual on your desk.
The print magazine is mailed nine times
a year (eight issues plus an annual
resource directory/index) for just US $58,
international $85 per year, and includes
full access to MultiLingual, the digital
magazine — delivered in a new interactive
format. A digital subscription is available
for only $28.
Subscribe today online at www.multilingual.com/subscribe and start
keeping up with one of the fastest-growing industries on the planet.

Stay in touch
Keep up to date with all the news, thoughts and trends with
MultiLingual. Current news is available at www.multilingual.com/news,
and the free biweekly newsletter, MultiLingual News, delivers this
information to your inbox.
Want to hear the latest ruminations from our editorial board and
staff? Blogos (www.multilingualblog.com) is the place to look.
And, newest on the list, you can follow us on Twitter at
www.twitter.com/multilingualmag
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Post Editing

Katie Botkin

Continuing education

M

Maybe I’m just weird, but I really like learning stuff. I
like using what I’ve learned, struggling to revisit what I
once knew, reading familiar passages and discovering new
ones. This past weekend I attended a language philosophy
conference; it’s been a few years since I read any strict
language philosophy texts, and the subject matter was
highly challenging to begin with. In spite of the fact that the
whole conference revolved around ideas about how meaning
gets communicated, I spent much of the time wondering if
I’d entered some alternate universe where English was not
actually my first language — how else to explain my blank
brain when anaphora in event-related counting sequences
get mentioned in passing? I’ve heard all those words before,
but they don’t compute very well in that order, and the
conference did not come with a technical glossary.
Jargon aside, it was a highly enjoyable weekend. Thinking
that intensely is somewhat exhausting, but it can also spur
euphoria. As human beings, we like stimulation. Mental
stimulation, particularly for the more nerdy of us, is right
up there with (or preferable to) cliff-jumping and going to
packed reggae concerts.

www.multilingual.com
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Providing continuing education and mental stimulation is
what this magazine, in theory, is all about, and this issue in
particular covers education and e-learning. In our focus, Andrea
Edmundson starts things off with a look at cultural values in
e-learning, followed by guidelines for its localization from
Diana Karel-Longuevergne. Next, Jinny Bromberg and Irina
Jesionowski give an overview of the court interpreter training
situation, and Tim Altanero similarly explains the options for a
degree to help localization professionals get a leg up. Finally,
Xiaochun Zhang details how video games are currently being
used in Chinese education.
In our columns, Tom Edwards lauds the live contact business
travel affords, John Freivalds expounds on Panama, Adam
Asnes explains internationalization budget expectations, Susan
Remkus offers some marketing tips and Adam Blau has some
additional words on translating e-learning. There’s also a review
of memoQ 4 by Angelika Zerfaß, and Dimitra Anastasiou has an
article on localization metadata. It’s all topped off with Gabriel
Fairman’s Takeaway arguing for review of 100% translation
memory matches.
So keep readin’ and you might just learn something. W
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News

Game conference summit in San Francisco highlights localization
18,000 attend
conference

The Annual Game Developers Conference held March 9-13, 2010, in
San Francisco brought some of the
most talented and active members
of the video game developers and
publishers world to the Moscone
Convention Center. Approximately
18,000 gamers and other interested
parties attended the event, and the
week was filled with seminars, summits, tutorials and exhibits.
While I expected the attendees
to be a wild and freaky crowd, I discovered
that they were no more strange or odd in
appearance than most of the people in
San Francisco. Keep in mind that this is the
impression of someone who lives in Portland,
Oregon, where we have more than our share
of the pierced and tattooed!
I attended an all-day summit on Tuesday,
March 9, where all the relevant facets of
game localization were discussed in eight
sessions. There were about 200 people
at the summit throughout the day, and
the organizers at the International Game

Developers Localization SIG, Tom Edwards
and Miguel Bernal-Merino, did a great job
of putting together an informative and
wide-ranging program that covered a lot
of territory. Localization is a very important
part of the game industry, with most publishers reporting that 50% or more of their
revenues come from their localized titles.
The eight summit sessions covered a
variety of subjects including how to localize
large, role-playing games; standardizing the
localization process; on–the-fly messaging; localization for the Spanish-speaking
market; how to make your game appeal to
the Asian market; and advanced localization
methods for Japanese games.
The keynote was delivered by Philippe
Juton, director of localization for THQ, and
was titled “New Distribution, New Marketing, New Localization.” Previously in charge
of localization at Disney Interactive, Juton
talked about the future of game localization.
His presentation was especially innovative, as
it was conducted in a virtual conference room
in Second Life, where his global team was
assembled. He stated right away that 50%
of the company’s revenues are derived from
their localized titles. Overwhelmingly, THQ’s

customers prefer localized games, with the
exception of Japan, where it’s 50/50.
One of the more intriguing sessions I
attended, outside the localization summit, was given by Vili Lehdonvirta of the
Helsinki Institute for Information Technology, “Why People Spend Real Money
on Virtual Goods.” Lehdonvirta specializes
in the virtual economy, forecast to be a
$12 billion industry by 2014. He said a
game is just like life, and people want the
same things in a virtual world that they
want in the real world. Power, status, selfexpression and competitive advantage are
some of the psychological reasons that
people are willing to spend real money on
virtual items.
A large portion of the expo floor was
devoted to recruiting within the industry,
and this was an activity not taken lightly.
All the major publishers and developers had
secure, fully enclosed “buildings” on the
expo floor where they could interview prospects in confidentiality. Given the massive
amounts of revenue a new game can generate, it’s not a surprise that recruiting is taken
so seriously within the gaming industry.
— Jeff Williams

Losing language

and the loss of culture from this
and other influences. The French,
historically staunchly prescriptivist
Fear of linguistic
in their official language policies,
displacement not limited
have blamed everything from texting habits to immigrants’ refusal
to minority groups
to assimilate for changes to their
With immigration reform on the
language and larger culture.
US political horizon, language has
In fact, the proliferation of Engonce again come to the forefront
lish has become a concern for many
of the country’s domestic political
nations, as trends to increasingly
debate. Some in the United States
accept English words, phrases and
would like to see English declared the
products push native-language words
official language. The United States
and phrases to the sidelines. The Times
Self-styled “teapartiers,” members of a right-leaning,
as of yet has no official language,
points out that culture throughout
nationwide US activist group, protest giving amnesty
to illegal immigrants and promote the use of English.
and English and mainstream culture,
the world “has become increasingly
as a percentage of the population
unfixed, unstable, fragmentary and
sees it, are under threat due to illegal immigration and the refusal elective. Globalization has hastened the desire of more people,
of the ruling powers to do anything about it.
both groups and individuals, to differentiate themselves from one
The fear of losing a national culture due to invasion from the another to claim a distinct place in the world, and language has
outside is certainly not limited to the present-day United States. long been an obvious means to do so.”
The New York Times, for example, recently ran an article on the
Currently, the United States has the top ranking for its number of
“decline” of the French language. In this case, the threat, per- English-language speakers, followed by India, Nigeria, the United
ceived or real, came from the proliferation of English in France Kingdom, the Philippines, Germany and Canada, in that order.
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News
Business
Translation People opens Paris office

AAC Global now in Shanghai

AAC Global Oy, a supplier of language services, has expanded its operations to China
and opened an office in Shanghai. During
the initial phase, the core focus will be on the
translation and localization unit, established
in cooperation with the company’s longterm Chinese partner, Boffin Technologies.

The Translation People, a provider of language services, has opened an office in Paris,
France, the company’s first office outside the
United Kingdom. Karen Mariet, a translation
specialist with 25 years’ experience, will
manage the new office.

AAC Global Oy www.aacglobal.com

The Translation People
www.thetranslationpeople.com

Verztec opens office in Tokyo

Ocean Translations
relocates, revamps website

Ocean Translations S.R.L., a translation
and desktop publishing company, has moved
to a new location in Rosario, Argentina. The
company has also launched a revamped
version of its website.

Ocean Translations S.R.L.
www.oceantranslations.com

Stoquart purchases Celencia

Stoquart SA, a language services provider, has completed the acquisition of
Celencia, a translation company based in
Sophia Antipolis, France. Celencia will be
renamed Stoquart France SAS.

Stoquart SA www.stoquart.com

GLS expands operations to Ottawa

Global Language Solutions (GLS), Inc.,
a translation and interpreting company,
has expanded its operations to Canada
and opened an office in Ottawa. Business
development manager Julie Glascott will
manage the new office.

Global Language Solutions, Inc.
www.globallanguages.com

TranslateMedia expands
into The Netherlands

TranslateMedia, a provider of digital document translation, has opened an office in
Amsterdam. The company has offices in eight
other locations around the globe.

TranslateMedia www.translatemedia.com

TransPerfect acquires Astoria
Software, opens Zurich office

TransPerfect Translations, Inc., a provider
of language services, has acquired Astoria
Software, a developer of software-as-aservice component content management
software.
TransPerfect has also opened an office in
Zurich, Switzerland. The company is headquartered in New York.

Verztec Consulting Pte. Ltd., a provider of
multilingual communication services, has
opened a new office in Tokyo. The technology team of its Singapore headquarters also
moved to a brand new office.

Verztec Consulting Pte. Ltd. www.verztec.com

People
Recent industry hires

■ AAC Global Oy, a supplier of language
services, has hired Harri Palviainen as managing director, Finland.
■ The Gilbane Group, an analyst and
consulting firm focused on content technologies and their application to business
solutions, has hired Ian Truscott as a senior
analyst.
■ viaLanguage, a provider of translation and localization services, has hired
training and development industry expert
Julie Brink as director of its new subsidiary
viaLearning.

■ Milengo Ltd., a provider of translation and related localization services, has
hired Joseph Starnes to lead sales in the US
Northwest.
■ Anglocom, a translation services provider, has hired Maria Edstrom to its in-house
team of French > English translators.
■ Global Language Solutions, Inc., a
translation and interpreting company, has
added Rebecca Bernard Aguiar and Julie
Glascott to its business development team.
■ acrolinx GmbH, a producer of quality
assurance tools for technical information, has
undergone a global management restructure
and appointed three senior-level executives.
Tony Ehrens has been hired as vice president
sales North America. Jörg Seeger has been
hired as general manager Europe. Hideo
Yanagi has been made head of the newly
formed subsidiary acrolinx K.K.
■ Centrum Lokalizacji C&M Sp. z o.o., a
language service provider, has hired Aleksandra Bialczak as part of its sales team.
■ LTC, a provider of language technology solutions, has named Tobias Rinsche as
president of its North American operations.
■ e2f translations, inc., an English >
French translation agency, has hired Claire
Aymeric to oversee the company’s worldwide translation and review process.

AAC Global Oy www.aacglobal.com
The Gilbane Group www.gilbane.com
viaLanguage www.vialanguage.com
Milengo Ltd. www.milengo.com
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News
Anglocom www.anglocom.com
Global Language Solutions, Inc.
www.globallanguages.com
acrolinx GmbH www.acrolinx.com
Centrum Lokalizacji C&M Sp. z o.o.
www.cmlocalization.eu
LTC www.langtech.co.uk
e2f translations, inc. www.en2fr.com

Resources
Translation engine
comparison project results

Translator Ethan Shen has announced
the results of his translation engine comparison survey. The results are based on
a six-week survey that was open to the
general internet population and allowed
survey takers to choose any language,
enter any free-form text and vote on all
translation results side-by-side.

Gabble-on.com www.gabble-on.com

surveys were sent to different audiences
— one to translators and localization professionals and the other to a wider business
audience. The survey reveals trends and
opinions in branding, content consistency
and terminology management.
SDL www.sdl.com
Association for Machine Translation
in the Americas www.amtaweb.org
European Association for Machine Translation
www.eamt.org

Pangeanic MT online FAQ section

Pangeanic, a localization services and
statistical machine translation (SMT) customization solutions provider, has added a
frequently-asked-questions (FAQ) section
to its machine translation portal (www
.pangea.com.mt) consisting of a series of
common questions gathered through the
experiences of SMT and process customization for several clients.

Pangeanic www.pangeanic.com

SDL survey results

SDL, a provider of global information
management solutions, has made available
the results of its SDL Automated Translation
Survey on machine translation. Conducted
in conjunction with the Association for
Machine Translation in the Americas and the
European Association for Machine Translation, the survey ended in January 2010. The
survey included additional questions on
using automated translation with human
post-editing. This was the second time that
the survey was conducted, enabling a comparison with the previous survey, to produce
year-on-year trends. This survey was completed by 228 managerial-level individuals
in global business.
SDL has also announced the results of its
annual Terminology Survey. Two separate

‘Reaching New Markets
Through Transcreation’

Common Sense Advisory, Inc., an independent market research firm, has published “Reaching New Markets Through
Transcreation,” its latest report covering
what transcreation entails and how it differs from translation, along with insights
into the ecosystem, workflow and quality
recommendations that enable a shorter
learning curve.

Common Sense Advisory, Inc.
www.commonsenseadvisory.com

CTTIC web-based
continuing education program

The Canadian Translators, Terminologists
and Interpreters Council (CTTIC) has received

YOUR
CLOSEST
DTP TEAM

Visit us at Localization World 2010
in Berlin, Booth #8

WHEREVER YOU ARE

MULTILINGUAL DTP & MEDIA ENGINEERING

FOR PROJECTS OF 750+ PAGES NEW LOWER PRICES
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Videnska 125a
619 00 Brno

Office: +420 533 440 021
E-mail: info@global-dtp.com

Canadian Translators, Terminologists and
Interpreters Council www.cttic.org

Certified Localisation
Professional courses

Registration has begun for 14 worldwide
Certified Localisation Professional (CLP)
Level 1 courses during the summer through
the fall of 2010 by The Institute of Localisation Professionals (TILP). The courses consist
of a combination of ten self-learning online
modules and a four-day onsite intensive
training and examinations session. All successful participants will receive TILP Level 1
CLP Certification.

The Institute of Localisation Professionals
www.tilponline.org

Products and Services
Globalyzer 3.3

Lingoport, Inc., a provider of software
internationalization tools and services, has
released Globalyzer 3.3. The latest release
includes enhancements to the PseudoJudo
function and a new Aggregate Summary
Report feature, which allows users to access
the Quick Summary information from each
scan in Excel, XML and CSV file format.

Lingoport, Inc. www.lingoport.com

Magnolia 4.3

Magnolia International Ltd., has released
version 4.3 of its open-source content management system. This latest release focuses
on a new framework to simplify the administration of multisite, multilingual website
infrastructures. In addition, the new release
also includes full support for the Groovy
scripting language and the launch of Magnolia Store.

Magnolia International Ltd.
www.magnolia-cms.com

Mobile OCR Engine 4.0

10 years in localization business
15 professionals in-house
Supporting over 70 languages
Multilingual Desktop Publishing & Flash, Video and HTML Engineering

Global DTP s.r.o.
Czech Republic

funding from the Government of Canada,
through the Language Sector Enhancement Program, to set up a web-based con
tinuing education program for language
professionals.

www.global-dtp.com

ABBYY USA, a developer of language
software and document recognition and
forms processing technologies, has released
Mobile OCR Engine 4.0, a software development kit for creating small footprint optical
character recognition (OCR) applications.
The key enhancement of version 4.0 is its
new technology to support Chinese, Japanese and Korean OCR.

ABBYY USA http://abbyyusa.com
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News
Folio adds rare African languages

Folio Online, a provider of language services, has added five lesser-known African
languages to its voice-over database of
African, European and Asian languages.
The newest languages are Ga and Twi from
Ghana; Igbo and Yoruba from Nigeria; and
Bemba from Zambia.

Folio Online www.folio-online.co.za

TermWiki Community Edition

CSOFT International, Ltd., a provider
of multilingual localization, testing and
software development, has announced the
launch of its TermWiki Community Edition.
The new edition enables companies to collect the input of internal staff and customers alike regarding the quality of terms and
their associated translations.

CSOFT International, Ltd. www.csoftintl.com

Fonts.com Web Fonts

Monotype Imaging, Inc., a provider of
text imaging solutions, has introduced
Fonts.com Web Fonts, an interoperable,
single platform for displaying the world’s
languages (fonts) across all browsers, all
platforms and all versions. The new technology enables brand holders and design
agencies to deploy branded content and
advertising using a web font solution that
supports more than 40 languages.

Monotype Imaging, Inc.
www.monotypeimaging.com

standard as part of the latest release of its
SDL Translation Management System. The
LISA QA Model and SAE J2450 standard
are designed to help manage the quality
assurance process for all components of a
localization project.
SDL www.sdl.com

Author-it Assist

Author-it Software Corporation, a developer of software for authoring, content
management, publishing and localization,
has launched Author-it Assist, enabling
organizations to create and personalize
their own user assistance for any thirdparty software application. It provides
the ability to build, deploy and maintain
content solutions independent of software
development life cycles.

Author-it Software Corporation
www.author-it.com

Global Leaders Research service

Common Sense Advisory, Inc., an independent market research firm specializing
in the language services industry, has created the Global Leaders Research service,
dedicated to corporations, governments and
nongovernmental organizations operating
internationally or with large multilingual
populations. The new service provides independent insight to organizations as they
expand business operations to new markets
and globalize business processes. It also

expands a firm’s research platform, including a program for language services industry
providers.
Common Sense Advisory, Inc.
www.commonsenseadvisory.com

Flow MMX

Beetext Inc., a provider of workflow management solutions, has developed Flow MMX.
New features and enhancements to the business process management platform include
additional multidimensional workflow templates; a vendor management module with
geo-location features to support interpreting
services; productivity statistics; and several
new reporting capabilities.

Beetext Inc. www.beetext.com

Translation Workspace
at GeoWorkz.com

Lionbridge Technologies, Inc., a provider
of translation, development and testing
solutions, has introduced Translation Workspace. The new translation productivity
platform is available through Lionbridge’s
GeoWorkz.com, an e-commerce platform
for real-time translation applications.

Lionbridge Technologies, Inc.
www.lionbridge.com

SpeakLike Strings

SpeakLike Inc., a provider of internetbased language translation chat technologies and services, has created SpeakLike

drkiwi.com

kiwi net GmbH has created the online
translation community drkiwi.com that allows
the user to decide on when to have a translation done, who does the translation and how
much to spend on the translation.

kiwi net GmbH www.drkiwi.com

Multilizer XPS scanner

Multilizer, a developer of localization
and translation software, has announced
that its XPS scanner has added support for
the localization of XPS documents. XPS is
a Microsoft international open standard
for a page description language and a
fixed-document format. Multilizer is an
extendable multiformat localization tool
for different kinds of software and document formats.

Multilizer www.multilizer.com

SDL Translation Management System

SDL, a provider of global information
management solutions, has included the
LISA QA Model and SAE J2450 linguistic

www.multilingual.com
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News
Strings, a service enabling developers and
other information technology professionals
to translate any web content and localize
software applications and user interface
content into 35 languages.

that will include the calibration of TrustScore by native speakers.
Language Weaver www.languageweaver.com

SpeakLike Inc. www.speaklike.com

Net-Translators
online Customer Center

LAN selected by Children’s National

Language Access Network (LAN) LLC, a
provider of language interpretation services to the health care industry, has been
selected by Children’s National Medical
Center. The addition of video remote interpreting allows the center’s interpreting
program to meet the language needs of its
families.

Net-Translators Ltd. www.net-translators.com

Tergum-Tech selected by MCT Israel

Tergum-Tech, a language service provider, has been selected by MCT Israel, an
automotive group, to provide its translation
and localization needs.

Tergum-Tech www.tergum-tech.co.il

Language Weaver
partners with NSD Co., Ltd.

Language Weaver, a software company
developing enterprise software for the
automated translation of human languages,
has announced a strategic partnership with
NSD Co., Ltd., a systems integrator. Under
the terms of the agreement, NSD will
become the master distributor for Language Weaver in Japan. The company will
also work closely with Language Weaver to
engage Japanese businesses and speakers in
an ongoing quality improvement program

TranslateMedia partners with Oban

TranslateMedia, a provider of digital document translation, and Oban Multilingual,
a provider of multilingual search engine
optimization (SEO) and marketing, have
formed a partnership to offer customized
SEO and localization services.

TranslateMedia www.translatemedia.com
Oban Multilingual www.obanmultilingual.com

Adobe, DigitalPersona
choose Lingotek technology

Lingotek, a developer of collaborative
translation technology, has announced that
Adobe Systems Incorporated has chosen
Lingotek’s Collaborative Translation Platform to simplify community and crowdsourcing translation projects worldwide.
Also, Digital Persona, Inc., a global provider
of biometric security software, has chosen
Lingotek software and services to provide the
translation of its consumer fingerprint identity protection software and documentation
into 24 languages.

Lingotek www.lingotek.com
Adobe Systems Incorporated www.adobe.com

Transit

www.star-group.net

10

Computer assisted
translation
with Translation Memory
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The Russian translation company Plus
Translation has selected Plunet BusinessManager as its translation management
technology solution. Plunet BusinessManager is the flagship product of Plunet GmbH,
a developer of business management software for translation services and agencies.

Plunet GmbH www.plunet.de

Net-Translators Ltd., a language service
provider, has launched its new online Customer Center, a secure web portal through
which customers have constant access to
project, proposal and budget information.
A range of self-service options includes
requests for proposals, quotes and status
approval for new projects, tracking project
status and deadlines, and reviewing and
paying invoices.

Clients and Partners

Plus Translation selects Plunet

Tedopres and SCHEMA partner

Tedopres International BV, a provider
of technical documentation services, has
partnered with SCHEMA GmbH, a provider of editing and content management
systems. The partnership will enable full
implementation of the SCHEMA ST4 software, a content component management
system, and possible integration with the
Tedopres Hypervision suite.

Tedopres International BV www.tedopres.com
SCHEMA GmbH www.schema.de

Language Access Network LLC
www.languageaccessnetwork.com

Lionbridge and IBM partner

Lionbridge Technologies, Inc., a provider
of translation, development and testing solutions, and IBM Corporation have
signed a multiyear software technology
license agreement for Lionbridge to offer
software-as-a-service (SaaS)-based, textto-text language automation solutions
to commercial clients based on IBM’s
Real Time Translation Service technology.
Another part of the partnership was the
signing of a patent cross-licensing agreement, under which the companies will
access each other’s worldwide language
technology and SaaS patent portfolios.

Lionbridge Technologies, Inc.
www.lionbridge.com
IBM Corporation www.ibm.com

Visible Technologies and
Basis share technologies

Basis Technology Corp., a provider of
multilingual text analytics, has partnered
with Visible Technologies, a provider of
social media monitoring and engagement
solutions. Basis’ Rosette Language Identifier
will be integrated into Visible Technologies’
truCAST suite of products, giving enterprises the ability to automatically identify
text from various social networks in more
than 50 languages.

Basis Technology Corp. www.basistech.com

Norgine chooses TransPerfect

TransPerfect Translations, Inc., a provider
of language services, has been chosen by
Norgine, a specialty pharmaceutical company, to assist with its translation needs
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across a range of departments, including
regulatory affairs, clinical, pharmacovigilance and marketing.
TransPerfect Translations, Inc.
www.transperfect.com

Translations.com signed by
GameStreamer, NH Hoteles

Translations.com, a provider of language
services and translation-related technology
products, has been signed by GameStreamer,
Inc., a digital distribution platform, to
localize its website and digital distribution platform for international expansion.
Translations.com has also been selected
by NH Hoteles to automate the localized
versions of its online reservation site in six
languages.

Translations.com www.translations.com

Across partners with universities

Across Systems GmbH, a provider of
corporate translation management software, has been chosen by the University of
Iowa, the University of Washington and the
University of Wisconsin-Milwaukee for the
use of its translation management system
in the universities’ translation programs.

Across Systems GmbH www.across.net

Announcements
Argo celebrates 15th anniversary

Argo Translation, Inc., a website translation company, is celebrating its fifteenth
year in business. The company offers a suite
of language solutions, including translation, page production, interpretation, narration and software localization.

industry experts. The Best Scholar Award
2010 will be presented to a student entering
into or currently undertaking postgraduate
research on a localization topic in a thirdlevel institution.
The scope of the entries for both awards
needs not be confined to a technical area,
and applications are also invited from students who are carrying out research into
the commercial and management aspects
of the industry. Entries must be submitted
by September 3, 2010.
Localisation Research Centre
www.localisation.ie

ZELENKA’s 20th anniversary

ZELENKA Czech Republic s.r.o., a language services provider, is celebrating 20
years in the translation and localization
business. The company opened an office in
Paris, France, earlier this year.

ZELENKA Czech Republic s.r.o.
www.zelenka-translations.com

Rosario Traducciones y Servicios
celebrates 10th anniversary

Ushuaia celebrates ten years

Ushuaia Solutions, a language services
provider (LSP), is celebrating its 10-year
anniversary. In celebration, the company
is implementing Pampa, a customized man
agement system. The company has also
announced a partnership with Ccaps, a
Brazilian LSP.
Ushuaia Solutions www.ushuaiasolutions.com

Global Lingo updates website

Global Lingo Ltd., a language service
provider, has updated its company website.
The improvements include the availability
of an extended number of case studies.
In addition to the new look, the company
now offers audio-visual services.

Global Lingo Ltd. www.global-lingo.com

Aspena celebrates 15-year mark

Aspena s.r.o., a Czech Republic-based
provider of language services focused on
translation and localization services into
CEE languages, is celebrating its fifteenth
year in the industry.

Aspena s.r.o. www.aspena.com

Rosario Traducciones y Servicios, a provider of translation services, is celebrating
its ten-year anniversary. Part of the celebration will include the development and
launch of an integrated project management system.

Rosario Traducciones y Servicios
www.rosariotrad.com.ar

Correction to MultiLingual
April/May 2010
Andy Bell’s name was printed incorrectly
as Adam Bell in Paul Cerda’s “Beginning a
career as a localization project manager.”

Plunet BusinessManager

Argo Translation, Inc. www.argotrans.com

It´s more than a software...it´s your business

CETRA redesigns website

Plunet BusinessManager is the integrated business and workflow
management solution for translation companies. Whether you work in
project management, sales, controlling or at the senior management
level – Plunet‘s web-based BusinessManager platform is the complete
solution for successful translation management. All around the world,
hundreds of companies are already using Plunet BusinessManager to
optimize their business and translation processes.
Score for your business success too!

CETRA, Inc., a provider of customized
language solutions, has redesigned its
website. The company’s language solutions
include translation, interpretation and sign
language interpretation.

CETRA, Inc. www.cetra.com

LRC invites annual awards entries

The Localisation Research Centre (LRC)
invites entries for the annual LRC award
for the best thesis on a localization-related
topic, which is sponsored by Symantec.
Students who have completed a thesis
on a relevant theme within the past two
years are invited to submit their work to
the LRC for consideration. Theses may be
submitted prior to their degree award and
will be judged by a panel of academic and

www.multilingual.com
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Want to know more?
Contact us for a Plunet
BusinessManager demo and get
your free process optimization
consultation!

Plunet Americas Region
1 888 758638 1 (toll-free)
info@plunet.net www.plunet.net

Plunet Worldwide
+49 (0)30 3229713 40
info@plunet.de www.plunet.de
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Web Content 2010

June 7-8, 2010, in Chicago, Illinois USA.

DUO Consulting, TheContentWrangler.com
www.webcontent2010.com

Localization World Berlin 2010
June 7-9, 2010, in Berlin, Germany.

June 28-July 1, 2010, in Suzhou, China.

LISA, www.lisa.org/suzhou.1340.0.html

July
MLAC10

July 5-7, 2010, in Salamanca, Spain.

Localization World Ltd., www.localizationworld.com

University of Salamanca, CELE Research Group
http://campus.usal.es/~tradotros/MLAC10

1st North American Summit on Interpreting

TILP Certified Localisation Professional Level One

June 17, 2010, in Washington, D.C. USA.

InterpretAmerica, LLC, www.interpretamerica.net

Localization Certification Program

June 21-23, 2010, in Gatineau, Quebec, Canada.

CSU, Chico Continuing Education and Research Foundation
http://rce.csuchico.edu/localize

July 5-August 19, 2010, in Moratuwa, Sri Lanka.
July 12-August 26, 2010, in Limerick, Ireland.
July 12-August 26, 2010, in Montreal, Canada.
July 21-September 4, 2010, in Porto Alegre, Brazil.
July 27-September 10, 2010, in Buenos Aires, Argentina.

The Institute of Localisation Professionals
www.tilponline.org/clp_level_1

VII International Conference on Translation

ACL 2010

Universitat Autònoma de Barcelona, www.fti.uab.es/departament/
congres-simposi/international-conference-on-translation

Association for Computational Linguistics, www.acl2010.org

June 21-23, 2010, in Barcelona, Spain.

Semantic Technology Conference

June 21-25, 2010, in San Francisco, California USA.

Semantic Universe, LLC, www.semanticuniverse.com

Localization Project Management Certification
June 24-25, 2010, in Gatineau, Quebec, Canada.

CSU, Chico Continuing Education and Research Foundation
http://rce.csuchico.edu/localize

Author-Translator in the European Literary Tradition
June 28-July 1, 2010, in Swansea, UK.

Swansea University, www.author-translator.net

12

LISA Forum Asia 2010

| MultiLingual June 2010

07-13 News/Calendar.indd 12

July 11-16, 2010, in Uppsala, Sweden.

MULTICONF-10

July 12-14, 2010, in Orlando, Florida USA.

PromoteResearch, www.promoteresearch.org

Hong Kong Translation Research Summer School
July 12-23, 2010, in Hong Kong.

Centre for Translation, Hong Kong Baptist University
www.researchschool.org/index.php?module=content&task=view&id=26

Third Annual Research Symposium
July 16-17, 2010, in Penrith, Australia.

Interpreting and Translation Research Group
www.uws.edu.au/itrg/interpreting_and_translation/symposium
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4th Vendor Management Seminar

1st International XLIFF Symposium

IMTT, www.imtt.com.ar/vmseminar_4/front/index.asp?ID=1

Localisation Research Centre, www.localisation.ie/xliff

Found in Translation

LRC XV

University of Malaya, MACLALS
http://english.um.edu.my/anuvaada/main.html

Localisation Research Centre
www.localisation.ie/resources/conferences/2010

International Conference on
Multiculturalism and Global Community

Certified Localisation Professional Level One

July 23-24, 2010, in Las Vegas, Nevada USA.

July 23-25, 2010, in Kuala Lumpur, Malaysia.

September 22, 2010, in Limerick, Ireland.

September 22-24, 2010, in Limerick, Ireland.

September 27-November 11, 2010, in Brussels, Belgium.

Institute for Humanities and Cultural Studies, www.mcgc.ir

The Institute of Localisation Professionals
www.tilponline.org/clp_level_1

6th International Critical Link Conference

TM-Europe 2010

Aston University, www.aston.ac.uk/CL2010

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

July 24-27, 2010, in Tehran, Iran.

July 26-30, 2010, in Birmingham, UK.

August
Certified Localisation Professional Level One
August 17-October 1, 2010, in Milan, Italy.

September 30-October 1, 2010, in Kraków, Poland.

October
7th ProZ.com International Conference

October 2-3, 2010, in Prague, Czech Republic.

The Institute of Localisation Professionals
www.tilponline.org/clp_level_1

ProZ.com, www.proz.com/conference/157

Coling 2010

TAUS User Conference

International Committee for Computational Linguistics
www.coling-2010.org

TAUS Data Association
http://translationautomation.com/events/events.html

August 23-27, 2010, in Beijing, China.

September

October 4-6, 2010, in Portland, Oregon USA.

Localization World Seattle 2010

October 6-8, 2010, in Seattle, Washington USA.

Baltic Translation Conference

Localization World Ltd., www.localizationworld.com

Baltic Translation, www.tcbaltic.com

Languages & The Media

2010 IMIA Conference on Medical Interpreting

ICWE GmbH, www.languages-media.com

September 2-3, 2010, in Riga, Latvia.

September 3-5, 2010, in Boston, Massachusetts USA.

International Medical Interpreters Association
www.imiaweb.org/conferences

Localization Certification Program

September 6-8, 2010, in Cologne, Germany.

CSU, Chico Continuing Education and Research Foundation
http://rce.csuchico.edu/localize

October 6-8, 2010, in Berlin, Germany.

Building Quality, Building Customers

October 11-14, 2010, in Budapest, Hungary.

LISA, www.lisa.org/lisa-forum-europe.1426.0.html

34th Internationalization & Unicode Conference (IUC34)
October 18-20, 2010, in Santa Clara, California USA.

Object Management Group, www.unicodeconference.org/ml

Localization Project Management Certification

Certified Localisation Professional Level One

CSU, Chico Continuing Education and Research Foundation
http://rce.csuchico.edu/localize

The Institute of Localisation Professionals
www.tilponline.org/clp_level_1

UA Europe 2010

51st ATA Conference

Matthew Ellison Consulting, Writers UA
www.uaconference.eu

American Translators Association
www.atanet.org/conf/2010

Computers and Translation Training Series

AMTA 2010

Universität des Saarlandes
http://fr46.uni-saarland.de/index.php?id=103

Association for Machine Translation in the Americas
http://amta2010.amtaweb.org

September 9-10, 2010, in Cologne, Germany.

September 16-17, 2010, in Stockholm, Sweden.

September 20-30, 2010, in Saarbrücken, Germany.

www.multilingual.com
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October 20-December 4, 2010, in Goa, India.

October 27-30, 2010, in Denver, Colorado USA.

October 31-November 5, 2010, in Denver, Colorado USA.
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memoQ 4
Reviewed by Angelika Zerfaß
Translation tool has many new and useful features

F

memoQ4free: A fully functional edition
of the software (not a satellite), limited
to projects containing one file and one
translation memory (TM), which cannot
be imported into.
memoQ translator standard: A fullfeatured standalone edition of translator
pro, valid for a year. This version is geared
towards translators who work alone
or receive projects from translation
agencies. ($219)
memoQ translator pro: For translators
and translation agencies that also create
projects for others, able to access server
projects. ($910)
memoQ server: For online or offline
work with many TMs and termbases at
the same time, communication features
for team members, geared towards
enterprises and translation agencies.
Demo versions run for 45 days as
translator pro editions and then revert
to the more limited standard or 4free
version, depending on the installation.

Ease of use/user-friendliness: Apart from
nice icons, a clear, well-structured UI and
ways to reach the same function with different
actions (customizable shortcuts, right-mouse
click, icons, menus), I believe many users will
also appreciate some of the more understandable error messages in software history.
I imported some MIF files from FrameMaker,
and the message during import not only told
me that these come from FrameMaker 7 and
that I should rather use FrameMaker 8, but it
also told me why. Now, that is what I call a
helpful message.
Translation editor: Multiple undo allows
you to select the action to undo from a list;
the inline tags are displayed somewhat smaller
than before, making it easier to concentrate
on the text; and you can switch on nonprinting characters such as spaces and drag-anddrop text from one line to another.
Also, you get real-time spellchecking — at
least I saw this in a demo — with the red wavy underlines we are
memoQ is an integrated translation tool, meaning it combines
used to from Microsoft Word. When I tried to load some online
all the tools that need to be used in the translation process within
resources for spellchecking myself, memoQ crashed, however.
one single UI. These tools are mainly the translation editor, the
Maybe my running memoQ on a virtual machine messed things
terminology component, the alignment tool — all the settings for
up a bit. Another nice feature that already appeared in version 3
the tools in general and the translation projects in specific. This
is the simultaneous preview for Office files and HTML files below
translation environment lets you send data easily from one part
the translation editor, where you can see the changes you make
of the tool to the other, such as terminology entries from the
as you type.
translation editor to the terminology database.
Concordance versus fragment search: This is a feature already
available in version 3, but worth mentioning, as it adds another
Translation features
step in searching for subsegments.
The first thing that you notice if you have seen the previous verWhereas the concordance function searches for the longest possion is the new UI. No, it is not so new that you have to relearn
sible matching part of the source segment to translate in the TM
how to use the tool, but yes, it looks a lot
and then displays this source subsegment
nicer. Sorry, guys, the old olive-green and
in the list of hits — without its translaorange in places just was not that attractive
tion obviously because there is no way of
in my eyes. Admittedly, that might also be
Angelika Zerfaß is a freelance
knowing what part of the target segment is
a female thing about colors. The structure
consultant and trainer for
the translation of the source sub-segment
is still clear and uncluttered, but the icons
localization-related processes
— the fragment search looks for smaller seghave changed and need some memorizing.
and translation tools.
ments in the TM or terms in the termbase

From the very beginning, memoQ
has been a tool envisioned by translator-developers for translators, with
a side order of server functionality. As
the developers of memoQ themselves
translate and therefore know what
translators need in their daily work, the
easy-to-use user interface (UI) and its
many useful features have endeared
memoQ to many of its users. This has
been extended in the new version. At
the same time, the tool also always
focused on the collaborative aspect of
translation work and had the capability
to create server-based projects early on
in its product cycle. This has been extended as well with many useful functionalities for project management.
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Figure 1: List of translation results on the right-hand side: red = match from TM; blue = match
from termbase; purple = auto-assembled segment; yellow = concordance hit in source language.

and adds those translations to the original
source segment.
In Figure 1 the list of results on the
right-hand side shows one concordance
hit (in yellow) without translation and one
assembled hit (in purple) where a word from
the term list has been inserted into the segment to translate.
Filtering and views: Something I was
missing in other tools is the ability to filter the segments in the translation editor
according to status (translated, confirmed,
edited) or other metadata (repetitions,
unrepeated segments, containing comments or warnings). These filters can also
be created on project level or the translation editor and are then called views.
These views contain only the segments you
filtered and sorted and can be treated as
individual documents for translation. They
are exported for further processing and
imported into the project again afterwards,
where they update the segments in the project. This sounds really great, but I imagine
it will take a project manager some testing
and playing around with this feature to be
able to use it to its fullest.
Terminology: At first glance, the terminology component looks a little simple.
It has a pre-set amount of fields that you
can use, and the terms in the terminology
editor are shown in a list format. But then
Kilgray says that they decided that memoQ
was not a terminology tool and not geared
towards terminologists, but rather the needs
of translators.
On the other hand, if you take a deeper
look into the fields and settings that you
do have, it becomes apparent that the

www.multilingual.com
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most important things are there, plus
some extras. You can, for example, add
synonyms, a note, a definition, an image,
the status forbidden and client/project/
domain information. For everyday translation, that is more than enough. In my
experience, the terminology components
of TM tools are rarely used to their fullest,
if they are used at all.
Kilgray mentioned that the future might
bring a third-party tool, based on the
memoQ engine that has more terminology-related features which should better

please terminologists. Let’s see what they
come up with.
Auto-propagation: Again, this is a
feature we already had in version 3.6,
but I would still like to mention it, as it
is activated by default and could confuse
you during translation. Segments that
come up repeatedly are marked as such.
The first one with a green bar, the next
ones, once the translation of the first
has been automatically inserted, with a
green bar with an arrow head so that you
always know which one was the original
segment and what was the automatically
propagated one. Propagation can go forwards and backwards, which is the setting
activated with the default installation, so
if you change an auto-propagated translation further down in the text and confirm
it, the first occurrence(s) will be changed
automatically as well (backwards propagation). I guess, when beginning to use the
tool, I would rather switch this setting off
and maybe use it during the proofreading
part, but it is up to you when you want
to activate it. Auto-propagation does not
automatically insert translation in other
files in your project, but only in the one you
are working on at the moment. If you want
to propagate between files, you could use
the views (described earlier) and filter out
all repetitions and then propagate there.
Matching: Apart from 100% matches
and fuzzy matches, as we know them from
Brandt Technologies offers a unique
range of proprietary technology
solutions to developers of complex
multilingual content in the digital
media, computer gaming and
e-learning industries. These solutions
significantly reduce development
costs and time to market.
Our Shadow™ technology enables:
- More content to market for the same
budget
- Same content to market on reduced
budgets
- Higher quality content
- Reduced development cycle times
Brandt Technologies Ltd.
Head Office: Dundalk, Ireland
e: ireland-office@brandttechnologies.com
p: +353-42-935 93 39
Dalian, China
e: china-office@brandttechnologies.com
p: +86-411-82 82 08 76

Automating multilingual digital media
content development

Stemwede, Germany
e: germany-office@brandttechnologies.com
p: +49-5474-20 55 50

www.brandttechnologies.com
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other translation tools, memoQ also offers
101% matches (other tools call these ICE
match – in content exact match), which are
segments that appear in the same context
(text wise and structure wise, see more information in the next section). But memoQ
also has its own philosophy about fuzzy
matches where only numbers, punctuation,
whitespace or formatting have changed.
These would all be between 99% and 95%.
Everything that has textual changes comes
with a match rate below 95%.
Interesting concept, but that makes it
again very hard to compare match rate
statistics from one tool to the other. It was
always hard to do that, but you could at
least get some kind of basic understanding
of how each tool treated new or moved
text in a segment. With this new approach,
you will have to do a lot of testing to
get some kind of comparability, but then
again, it might also prove useful for the
project managers if they can distinguish
between matches with formal changes and
matches with content changes.
Context matching: We more and more
realize that TMs simply are not useful
enough if you only save segment pairs
and nothing else. The idea of matching
not only the segment to the source and
TM segments, but also to the surrounding
information — such as segments before
and after and/or information on structure
(heading, table cell, associated with an
ID number from software localization)
— is being implemented in the tools today.

Apart from the tools that always saved
parallel text rather than just free-floating
segment pairs, we now see the context
being taken into account in the regular TM
tools. memoQ does the same thing, and
I especially found the idea interesting to
be able to associate an ID from software
localization with a string in the TM so that
this ID can help identify changes in the
segments to translate.
Join and split: Most tools allow you to
join or split segments during translation,
so that’s no big deal, right? But memoQ
is going a step further here. First of all, it
lets you join segments across a hard return
in the document, something you very
often desperately want to do but can’t
with most tools.
And then the tool can be set up in such
a way that it even remembers how you
joined or split segments and will redo it
on its own with the next pre-translation
action. Now that’s the kind of “intelligence” I want to see in a tool.
File formats: memoQ imports Office
documents from Office 2003 and 2007
(although I did not find Excel 2007 in the
list of supported file formats and Kilgray
confirmed that it was not available yet),
FrameMaker MIF files (7, 8 and 9), InDesign INX from CS2 and CS3. Strangely, it
does not import INX from CS4, where the
export dialog in InDesign CS4 says that
you are saving in CS3 INX format. So,
Adobe seems to have changed something
in that kind of INX format.

Bilingual file formats from SDL Trados,
translation packages from STAR Transit (a
TM is being created out of the reference
files, terminology cannot be imported,
though), text formats, HTML-based and
XML-based formats, but there is no filter
for QuarkXPress files and also softwarerelated file formats are not supported,
except for RESX files. When asked about
other formats, Kilgray said these would
be included in a later build of version 4.
The latter is by design, as memoQ wants
to focus on the more text-based file
formats.
Resources: All settings are now combined in a resources dialog, but it is not
possible to change the default settings
themselves. You will have to copy them
(clone button), and then you can create
your own settings from there. Kilgray told
me this was mainly so that when updating
the software, new default settings could
be implemented without overwriting user
settings.
Alignment: At the moment alignment
is only possible for one file pair, at least
in the translator pro edition I was testing.
This might be enough for the occasional
alignment done by a freelancer, but definitely is not enough for larger projects.
Also, the alignment itself is not really that
user-friendly. Whenever you disconnect two
segments, empty segments are inserted in
both languages so that the disconnected
segments are now shown side-by-side with
an empty segment. I can understand the

ANNOUNCING THE 7TH EDITION OF

THE GUIDE TO
64#05.#6+10#0&.1%#.+<#6+10
For your FREE copy visit
www.lingosys.com

1-800-878-8523
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programming rationale behind that, but
it creates a confusing view for the user.
It does not seem to be possible to connect one segment in one language with
two in the other language without first
manually joining the two segments into
one. That adds too many clicks to a task
that is already heavy on the mouse. The
alignment tool is definitely something
that needs some more attention by the
developers.

Project management/
server environment

With this version of memoQ and especially when it comes to sharing resources
(formerly settings and options), things have
changed dramatically. Finally, memoQ is
able to do multilingual projects, which as
I see it is a must for today’s tools that are
to be valuable for project managers.
Post-translation statistics: Although
there are other tools that can count the
target language words after translation,
for situations where the translator is paid
by the target language rather than the
amount of source language words, memoQ
goes a step further and evaluates the kinds
of matches translators got during translation. Especially in an environment where
several translators are using the same TM
online, one might have to translate a sentence from scratch, while the other will get
a match from this sentence later on. For
both, the initial statistics would show new
sentences to translate. In reality, for one
translator that is true and for the other
this is not. As memoQ saves the information as what kind of match the segment
came from the TM during translation, the
statistics after translation can tell you a lot
about the actual work that was done by
each translator.
Sharing resources: Instead of “only”
sharing TMs, termbases and documents
between translators of a server project,
you can now share all the associated
settings, such as segmentation rules, nontranslatables or customized shortcut lists.
Multilingual projects and packages:
Something that has been missing was the
possibility to create multilingual projects,
a feature that most project managers need
in a tool, which has now been added to
the projects setup. Also, the way of creating translation packages allows handoff of
a package where the recipient can again
create packages. This is a nice feature
where you have a client/service provider
prepare the overall project and then hand

www.multilingual.com
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it off to another service provider, who
splits it up for the individual translators.
Collaboration: Since the beginning,
collaboration has played a part in memoQ
software, and I still think this is one of the
important features in a translation environment tool. When working on a server
project, the project manager can set up a
knowledge base and chat for the translators
— one of the best ways to discuss terminology issues, for example. And we all know
how much time that can take, especially
if there is an ongoing back and forth of
e-mails with project managers on the service provider and customer side, translators, in-country reviewers and so on.

Summary

All in all, I was impressed by how many
new and useful features can be added
with one new release. The tool is powerful, especially if you go down to the
settings level, where you can do almost
anything — provided you take the time to
learn how to use regular expressions. Now,

I am in favor of being able to configure
things myself, but regular expressions can
be a pain in the neck, especially if you are
not using them every day but have to get
into the logic of the thing every time you
want to change something. This would be
a really nice area to become even more
user-friendly by offering building blocks
that users can choose from to build their
own settings. I know this is asking a lot,
but that would make those resources
much more usable for all of us. Regarding new plans for future updates, Kilgray
mentioned the bilingual DOC table format
for review with comments — something
the reviewers are definitely looking forward to, I am sure.
For more information, I would also mention the resource center at www.kilgray
.com/resource-center where you can find
training videos, guides, filter configurations for XML-based file formats as well
as articles on general topics such as TM
management, technology purchase pitfalls
and so on. M
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Off the Map

Knowing culture
through contact

O

One of my absolute favorite quotations happens to be this gem from Mark Twain (aka Samuel
Clemens), originally published in 1869 in his book
The Innocents Abroad: “Travel is fatal to prejudice,
bigotry, and narrow-mindedness, and many of our
people need it sorely on these accounts. Broad,
wholesome, charitable views of men and things
cannot be acquired by vegetating in one little
corner of the earth all one’s lifetime.” This oftrepeated quote has been something of an anthem
for those of us in the geography and cross-cultural
professions, as it so eloquently and succinctly
summarizes the value of firsthand experience and
knowledge on a global scale. Note the key word in
the previous sentence: firsthand. Being inundated
with the telepresence technologies with us at all
times opens the question of how such conveniences
may actually negatively impact our understanding
of the people and places around us. This distancing
from cultures can affect both business relationships
and content development in the context of localization and globalization practices.

As a long-time business traveler, I’ve always thoroughly
enjoyed interacting with corporate subsidiary personnel, local
contacts, consultants, governments and consumers. Sure, the
travel component can get tiring at times, especially if you’re
hopping around to multiple locations in a short time frame.
When I’ve heard fellow business travelers complain about
how much they hate to travel, they’re usually saying that
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they dislike the jetlag, the constant moving around from airport to airport and from hotel to hotel. It may not be the travel
itself, but just the toll it takes on one’s physical, mental and
emotional composure after many days. I agree that such things
can take a toll, but what I’ve also seen happen is business travelers losing touch with the reason they’re traveling in the first
place: to make direct, in-person contact. Why would they need
to do this in the first place? It could be for a large number of
reasons, including legal (get an important signature), logistical (clarify complex processes) and/or organizational (welcome
a new subsidiary into a corporate “family”). If you peel back
some of the obvious reasons for making such a journey, usually
it reveals a core point of most business travel: actual presence
is meant to heighten or emphasize the importance of the relationship. If you think about it, this is the very reason so many
of us take the time to travel for special occasions, events and
holidays to be with family and friends. So, why wouldn’t this
also apply in a business context?
Unfortunately, I often have seen travelers overlook the great
opportunity for learning in such a context. I do realize that
businesses have to be incredibly frugal these days, and one of
the first things to be cut is business travel. Even when travel is
allowed, it’s usually on the most stringent of terms: get in, do
business, get out. Many employees start to follow that trend
and ignore the chance to savor the local experience, even if for
a short while. Management often points to economical technology solutions as suitable substitutes for in-person collaboration. Don’t get me wrong; I am as geeky as they come, and I
love seeing new technologies arise for all kinds of purposes.
However, I have yet to find any technology that forces true
Tom Edwards is a geographer and the principal consultant of
Englobe, a Seattle-based consultancy for geocultural intelligence
and content strategy. Previously, Tom spent over 13 years at
Microsoft as a geographer and its senior geopolitical strategist.
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for business. Another reason why the
globalized travel bubble exists is to
actually aid those who are not comfortable with cross-cultural interaction.
As a geographer and someone who
thrives on such interaction, it may come
more naturally to me, but I realize that
there are many people who are less
attracted to the idea of dealing with
other cultures on a regular basis. This
doesn’t necessarily make them bigoted
or biased; rather, they may have simply
come from a more insular background
or perhaps have had less opportunity
for a cross-cultural experience. The
fact is that the concepts of cultural
distance and culture shock are very real.
The idea is that the greater the difference between your culture and another,
the greater the potential for “culture
shock,” which is often manifested as
severe anxiety, confusion and disorientation that can come from sudden
or prolonged exposure to a different
cultural context. While some people
thrive on the curiosity that comes from
observing cultural distance, others
retreat from the experience because it
can be psychologically overwhelming.
The existence of a globalized business
culture can then act as a sort of “neutral zone” that minimizes the potential
for culture shock.
In the end, however, the business travel
culture ultimately isolates people from
the richness of an intercultural experience. Yes, some folks may need to work
on overcoming the anxieties of such an
event, but the results are ultimately
far more rewarding and enriching than
opting for isolation. Most of my fondest
memories from business travel have
nothing to do with the deal that
was signed, the specific project or the
experience on this flight or in that
airport; it’s all about whom I met, how
we interacted, and what we taught
each other in cross-cultural discovery.
Friendships that long outlasted a project
or even my company affiliation were
based initially on in-person contact.
And in my experience, that deeper
knowledge about one another’s cultural
context experienced firsthand provided
a far more meaningful foundation for
a business relationship. Certainly in the
content development field, this level
of mutual understanding is even more
critical as issues of context require a
more intimate comprehension of local

viewpoints. In some cases, the in-person
contact was even necessary to carry our
business forward. I recall a time when a
senior manager at a Japanese company
wouldn’t e-mail me or talk to me on the
phone until we had met face-to-face,
after which we interacted like long-time
colleagues.
So while we do need to be conscious
of the financial realities of our times,
I’d implore businesses to see it only as a
temporary economic setback. There are
certainly times when telecommunications
technologies are efficient and necessary,
but we must guard against perceiving them as a valid substitute for the
firsthand cultural experience and great
value it can yield to a company and its
employees in the long-term. The spirit of
what Twain wrote applies just as validly
to any business context as it does to
one’s personal life.
And since I’m so fond of travel quotes,
in closing I’ll pitch another good one to
you from Samuel Johnson, the prolific
eighteenth-century British author: “The
use of traveling is to regulate imagination by reality, and instead of thinking
how things may be, to see them as they
are.” In Johnson’s time, long before the
information revolution, direct exposure
via travel was pretty much the only way
to experience the world — either that or
rely on travelogues and commentaries
from geographers, writers and so forth.
We’re certainly fortunate to be blessed
by so many technological advantages
and information resources here in the
twenty-first century, but we still live in a
world where direct contact and interaction has no equal in terms of leading to
greater appreciation and understanding
of
one another. M
ads_Tools_2010ENG:BubbleWindows.qxd 27.11.2009
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understanding of a local culture and the
socio-historical prism through which
the local people conduct business and
go about their lives. When it comes to
cultural interaction, it’s much easier
to convey both subtlety and solemnity
when standing there in person with
your local in-country contact as you
swap business cards, carefully navigating basic etiquette rules, each trying to
accommodate the other while striving
to be both a good host and guest.
I know that some reading this may
counter my suggestion of the value
of travel with the notion that more
and more businesses around the world
are adopting a globalized metaculture
that hovers above individual national
origins. There’s no denying that such a
culture does exist, particularly among
seasoned business travelers; however,
I’d argue that this globalized cultural
layer remains mostly artificial at this
point in time. Just because people may
have similar mobile phones, laptops,
netbooks, organizational software,
corporate processes, lingo and even
appearances doesn’t mean they
approach things in the same manner.
Their inherent worldview is still rooted
in a specific cultural context. The point
is that rather than trying to mask it,
we should celebrate the strengths that
different cultural perspectives can
bring to a situation. Often, this kind of
nuance in a negotiation or collaboration
is only going to really show in a faceto-face meeting. And for those who are
open to learning in that brief amount of
time spent in-country, it can translate
into much deeper understanding and thus
greater efficiency with which global business can be conducted.
There are some valid reasons why
this globalized metalayer exists, so I
don’t want to criticize it too severely.
One reason is that this artificial culture
has a basic utility to serve as a way
to foster communication for practical
purposes — to just get business done as
opposed to not at all, and that’s not a
bad thing. But in my view, this essentially English-only cultural layer has
taken on a life of its own and threatens
to diminish those cultures that rely
upon it too heavily. I recently read an
article that discussed how the survival
of the Arabic language is being threatened due to the growing acceptance
of English as the region’s lingua franca
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World Savvy

¡Qué vaina!

E

Every country has a word or phrase that
describes its character. In my experience Greeks
would say glendi (party, or better yet, let’s have
a party), Austrians would say gemütlich (cozy),
the Germans arbeitsam (industrious), the French
would say c’est la vie (well, that’s life) and Canadians eh? (isn’t that right?). In Panama, where
I spent the last few weeks and where I served in
the US Peace Corps (and was imprisoned), it is
vaina. Not surprisingly, the Peace Corps newsletter in Panama is called La Vaina. OK, I can speak
a very crude inflected peasant Spanish, but it
helps me get by in Panama and elsewhere in
the Caribbean, but definitely not in the Andean
countries of Colombia, Ecuador, Peru and Chile
where the global savvy traveler has to be more
formal in his Spanish. In Colombia you say things
such as tenga la bondad de sentarse (if you
would have the goodness to sit down).

Technically, vaina means the leather sheath that you slide
your machete into. In reality, vaina can be what a problem or
mess, how complicated. In other cultures, vaina is not to be
used, as it refers to part of a woman’s anatomy. But in Panama
it is heard frequently and used freely in this horn tooting,
congested, cosmopolitan country. Panama has become a financial and business capital of Latin America, a distinction that
Miami, Florida, used to have. Miami, however, is finished due
to the collapse of the real estate market, increased immigration battles, new rules covering financial transactions and the
ongoing politics of Cuban exiles. Skyscrapers now surround the
city of Panama. The skyscrapers were first built with the money
from drug barons but now are being built by somewhat cleaner
capital (the US dollar is the base for their unit of currency,
although it is called a balboa). And sleepy fishing villages are
being converted into condo resorts for the wealthy.
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Panama is about as open as it can get. It has daily flights to
everywhere and an influx of wealthy Venezuelans fleeing Hugo
Chávez and Colombians fleeing the continued, although lessening, violence in their country. There are so many Venezuelans
in Panama now that they have started their own newspaper.
And there is now a monument celebrating 150 years of Chinese
presence in Panama, and apartments and condos are advertised as having been Feng Shui enabled. The United States has
largely moved out as it long ago turned over the operation of
the canal and Canal Zone to Panama. The remaining expatriate
Americans are mainly retirees living in the highlands, speaking
very little Spanish, enjoying the low cost of living, yet are reviled
by many Panamanians as most of them complain that Panama
is not as good as Topeka, Kansas, or wherever they came from.
When I was recently in San José de David, Panama’s third largest
city, I asked a Panamanian about a certain restaurant, and he
answered, “Don’t go. That’s where the Americans eat, and you
don’t want to be there.”
My involvement in Panama started some 42 years ago when
I was a Peace Corps volunteer in Río Sereno (then 200 people)
on the Costa Rican border. There were no roads for cars, so I got
around on horseback and lived very comfortably. With no electricity or running water, you learned to get by. To get to San José de
David, about 40 miles away, I would go down with the milkman
who would take six milk cans to a milk plant every day. In the
rainy season the roads were impassable, so we would go down
the roads on the Costa Rican side to the Inter-American Highway.
I used to joke that a road would only be built into Río Sereno
if guerillas started a revolution in the highlands. That is exactly
what happened, as a road was built to allow the military better
access. And when I went back this April, the area was thriving;
Sereno now had around 4,000 people. Coffee plantations were
everywhere, many growing “fair trade” coffee, thousands of head
of cattle were visible and tons of vegetables were being grown at
the highest elevations and sent to the steaming hot capital.
The Panamanians also defied popular wisdom by being able
to run the Panama Canal without the Americans. They have
John Freivalds is managing director of the marketing communications
firm JFA and the marketing representative for his native country, Latvia.
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developed the former Canal Zone into an area of thriving, hightech startups, when before it was a boring, dull place. Forty years
ago Peace Corps volunteers were not allowed to go into the zone
for fear of being too American. How things have changed as the
headquarters for the Peace Corps in Panama is in what was the
former Canal Zone but is now called Ciudad del Saber (City of
Knowledge), Panama’s Silicon Valley.
When the United States ran the canal and the zone, US
employees were drawn from the conservative southern states. It
was so organized some almost wanted to see a trash can overturned for a little diversion. The zone’s residents would pride
themselves in saying that they never stepped into Panama,
not to mention ever learning a word of Spanish. Former US
Presidential candidate John McCain was born in the Canal Zone.
Today, the most prevalent form of advertising is for the
Digicel cell phone. Everyone has a cell phone, and street vendors
sell phone cards along with lottery tickets and soft drinks. If the
invasion of cell phones improved people’s lives, I can’t see it. It
does put the government on notice, for every gripe gets passed
along immediately.

Panama research

When I returned home to sedate Dubuque, Iowa, I didn’t
hear a horn honk for a week. In Panama the tooting horn is a
constant. After recovering from the silence, I did an informal
survey of ordinary people and asked them what two things
come to mind when I say “Panama.” The two most prevalent
answers were the canal and Manuel Noriega, Panama’s last dictator. I thought about the answers for a while and came to the
conclusion that the United States was responsible for both.
True, the United States finished the work in building what
Ferdinand de Lesseps, the French developer of the Suez Canal,
started. But since the year 2000, the Panamanians have been
running it without the United States and are now enlarging it.
In the software world you come out with a new version every
couple of months. When the United States ran the canal, it was
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technologically stagnant, and world commerce started to pass it
by. The Panamanians floated bonds to pay for more construction
and have now started to enlarge the canal to take on bigger ships.
Now as to Noriega. There was a military coup in 1968 in which
Noriega was still a minor player. On one patrol into the highlands looking for insurgents against the coup, he came back to
San José de David with a minor prize: my wife and me. He could
not believe we were up to any good living on the Costa Rican
border, so we were forced to walk 40 miles in two days and spend
several nights in jail. The rainy season had started, which usually
dumps some 150 inches of rain in six months, and had washed
out the roads. Then for good measure we were thrown in jail. I
asked him if I was arrested during all this, and he said, “No. You
are detained.” I asked, “What’s the difference between what you
are doing to us now and being arrested?” He said, “If you were
arrested, it would be worse.” I learned that you do not argue with
a man who has four hand grenades dangling from his bulletproof
vest. But fortunately, I had told a friend of mine to go across the
border into Costa Rica and call the US embassy to tell them we
had been taken away. He did, and the embassy sent a CIA agent
who knew the military types to get us out of jail.
Noriega was paid by the CIA when Jimmy Carter was President
of the USA and paid by Ronald Reagan when he was President. All
this was before the Soviet Union collapsed, and essentially all you
had to do to get on the CIA payroll in those days was profess you
were not a communist. Noriega professed anti-communism while
assassinating and even beheading opponents, selling arms to
whomever wanted them, letting Colombian drug lords set up
operations in the country, laundering drug money and extorting legitimate businesses. All this was okay as long as you were
anti-communist. But finally in 1989 when Noriega started killing
American citizens, President H.W. Bush invaded Panama and
arrested Noriega (Operation Just Cause). Noriega spent 20 years
in a US jail and just now is being shipped to France to serve out
another ten years. He will be 80 by the time he gets out of jail.
As the French would say, c’est la vie. M
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The Business Side

Internationalization
budget expectations

I

If you’re considering internationalizing a large
and complex software product, there’s one thing
you should be prepared for: it’s expensive. There’s
just no way around it if you want an application
that properly presents, inputs, transforms and reports complex data. I’m talking about applications
measured in the hundreds of thousands to millions
of lines of code. Seriously, you’re just not going to
internationalize a sizeable application that you’ve
taken years to develop with money just lying
around — unless you have a lot of money lying
around, which is pretty rare these days. But before
we consider what to do about it, let’s consider the
main reasons you may need to internationalize.

Survival — Your customers are increasingly global, and perhaps they use your product to reach their customers. If you’re
not internationalized, you’re limiting their business. The competition and your customers will know this and will eventually eat
your company alive. You’d better start finding some money.
A sale — There is nothing like an important customer to get an
initiative moving. If this sale funds the internationalization effort,
it makes things easier, though there will be commitment that will
extend beyond any one customer. I’ve written before how changing your encoding will change your company. But if this sale
doesn’t pay for the effort, corporate initiative will be needed.
Your company is global — Perhaps your company is a global
brand, and you’ve quickly developed or acquired a product that
isn’t internationalized. In this case, the decision to internationalize
is usually simple. You do it because you already have a global
reputation, sales and distribution. If you have to justify return
on investment, either somebody is missing the point, there’s a
temporary issue, or the product isn’t showing promise.
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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Strategic initiative — This article isn’t going to be about all
the strategic benefits of growing global revenues with products
that leverage themselves worldwide. You already know all about
that, right? Acting on strategy, however, takes foresight, money,
expertise and perseverance.
I’ll repeat a situation I’ve seen many times. My firm will be
called upon for initial consulting as a company is considering
internationalization in reaction to a declared strategic objective
to gain business outside a home market. They usually have one
or two customers asking for just that, but perhaps there isn’t
enough initial interest to finance the necessary development
and localization. We go back and perform static analysis on the
code using our software, counting the embedded strings, localelimiting methods/functions/classes and programming patterns
that will need attention and refactoring, combined with architectural changes to support locale and changes in processing.
Even with automating tasks for batch efforts such as string
externalization (after analysis), you still have design, engineering and testing cycles that add up to significant expense. At this
point we find out just how strong corporate global resolve sits.
In some cases that resolve is just not quite ready. It’s not a lost
cause by any means. In fact, it’s almost always just a matter of
time and resources; most come around in future quarters or fiscal years. But there lies the gap for development managers.
Rarely do developers internationalize software just because
it would be cool. You do see that kind of initiative for new
features, where a developer might get an idea, work on it during
odd or even personal time, and voilà, present it to his or her
company peers. I have yet to see that happen regarding internationalization (write me if you see otherwise). Still, developers
and management often know the need to internationalize is
there, ready to become a firm requirement any quarter now.
They can go on continuing to develop new features and update
current code and not go near internationalization, but actually
increasing the scope of the internationalization effort as they
grow the code base. Or they can take some simple steps to get
ready. To use an expression, “When you find yourself in a hole,
stop digging.” Here’s a brief list of what you can do.
First, gather requirements. New locale requirements will go
much further than what languages will need to be supported. An
architect can be tasked with learning about character encoding

editor@multilingual.com

5/20/10 8:41:22 AM

Column
resources and schedules. Consider application logic. Does your
and locale frameworks. A product marketer can learn a bit about
software manage a process that is performed differently around
use cases and business logic that may alter how the product
the world?
behaves in new countries. It is all too easy to underestimate the
Talk with experts. It’s not prudent to try and reinvent the
requirements phase. Locale behavior will involve quite a bit more
internationalization process. An experienced expert who’s really
than just string externalization. Start recording what is found in
been through multiple implementations can get you prepared
a centrally available resource, such as a company wiki, for all to
faster and cheaper than the time it will take using your internal
build upon and learn about.
developers. I’ve seen companies create their own proprietary apPrototype a string retrieval method. Learn about resource files
proaches that ultimately get in the way of a successful impleand string IDs and how to make them work. Again, list your rementation. Initial consultation shouldn’t be a budget buster.
sults in the company wiki. Do a little reading about Unicode and
Even so, there are free webinars (we give them and others do,
its various encodings, along with appropriate technologies for
too) and excellent conferences available (such as Worldware and
their use. It’s not enough to commit to using Unicode. You have
the Unicode conferences).
to gain some understanding of just what that means.
Finally, start measuring toward your expected outcome. If
Consider your database schema and how that might change
you establish internationalization development practices and
for locale support along with likely changes to character encodmeasure benchmarks, you are likely to see improvements to
ing. Consider any third-party components or open source you
new development without significant cost in time and money.
use within your application. Start inquiring about their internaStatic analysis tools create a systematic approach, but if there’s
tionalization support. Consider internationalizing a pilot effort
no budget, then a simple and clear inclusion of practices and
or component of your software if your product architecture
expectations can go a long way.
will permit it. There’s nothing like learning by doing. And if you
If you do at least some of this prior to any funded but highly
decide to take a somewhat different approach later, it probably
likely internationalization requirement, you’ll be a tremendous
won’t be too difficult to alter what you’ve already done.
asset to your firm’s globalization efforts. And globalization
Refine your planning. As you learn more, your planning efforts
might just be one of the more significant and company-making
are likely to get clearer. As plans get clearer, they seem less risky
undertakings. M
and
large.
You’ll
be
in
a
better
position
to
defend
expected
costs,
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Perspectives

Educating the client

A

At some point in your professional life you’ve probably encountered a situation that left you at a loss
for words. You wanted your questions answered and
issues clarified, but you didn’t even know what to ask
because your frame of reference didn’t provide you a
starting point.

Such moments occur because conversation is inherently a
cooperative endeavor, and we can merely do our best to understand what’s being said. Even when something doesn’t seem to
make sense, we automatically try to make it fit the context. The
ensuing confusion often proves amusing in personal conversations (“Oh! I thought you said such-and-such; that’s why I
answered you with so-and-so”). In business, however, unvoiced
assumptions and unresolved inaccuracies on both sides are no
laughing matter. A client’s fuzzy understanding doesn’t necessarily prevent a business from selling. It does, however, create
wary prospects and anxious buyers. They’ll reach out for help,
but remain cautious if not skeptical.
In professional services, it’s up to the provider to find the
potential buyer’s starting point. That’s no easy task, especially
if the seller attempts to do so during one phone call, meeting, e-mail or collateral piece. It’s hard to determine at a
moment’s notice how knowledgeable another person is. Sellers
fear that stating what they consider “common knowledge”
will offend their prospect. The prospect is left to fill in the
holes with assumptions, which are often faulty to a lesser or
greater degree. If the prospect knows next to nothing about
the industry, it’s hard to pin down a starting point to ask intelligent questions. And if the listener’s information pertaining
to the industry is based on a set of principles that is flawed or
incorrect, his or her comments or questions may confuse the
provider and skew their answers.
Language service providers (LSPs) face an especially tough
audience. For any seller of services, maintaining a degree of
objectivity is difficult. What they consider to be intuitively

Susan Remkus writes marketing collateral and website content
at whyyouwhynow.biz for service providers.
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obvious to the most casual observer can be anything-but to
the buyer. Even a seasoned buyer of professional services often
relies on shaky half-truths or downright false information
when choosing a seller. But the seller of language services is
up against an insidious undercurrent of flawed information so
deeply ingrained in the business world that most people would
hesitate to believe their “facts” are, in fact, incorrect.
Let me give you two quick examples. A seller of educational
services, a business much like LSPs in that its proprietors had
a strong academic background, did not initially believe that so
many people in corporate America take as fact the oft-cited
“70% [or variants of 80%, 90%, even 95%!] of communication is
nonverbal.” The information provided for a collateral piece I was
writing also assumed a level of understanding quite beyond the
prospects’ starting point. The second example concerns a direct
mail piece I was hired to rewrite for a marketing firm; the PDF
they sent me also contained the Spanish translation. I mentioned to my client that even with my poor recall of undergraduate Spanish, I’d noticed a number of typos in the first few lines.
They then asked me if I’d mind translating the new direct mail
piece after I wrote it. This was a marketing firm, whose business
it is to sweat and agonize over word choices for getting people
to buy. Talk about a disconnect!
It’s easy to forget that mainstream business knows very little
about the nature of language, much less the nature of translation. Sometimes it’s easy to think that people want an adversarial
relationship or that they enjoy a smug satisfaction about what they
think they know about language. But many buyers feel awkward
asking for help in understanding what exactly you’re doing for them.
It’s human nature. Your main contacts may feel they should somehow know, merely by being business people, what they are buying.
Perhaps they’re concerned what their manager or boss will think if
they admit they’re not well-informed.
You, however, know what’s at stake. Like so many providers of professional services, you set about to do your very best
on the project you’ve been assigned. Dedicated to your client
and to your love of your work, you pour yourself into delivering the best. Yet how do your clients know that? From their
viewpoint, you take their project and become invisible for a
while. Then you reappear with a final product that remains
outside their intellectual grasp. They continue to wrestle with
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their own jumbled ideas about the nature
of language services, forming their own
answers to questions that remain unspoken and unaddressed.
By their nature, business services are
intricate and involved. They often require
buy-in from a team or from levels of
management. It becomes necessary to
persuade several people — each of whom
carries a distinct set of beliefs culled from
individual experience — to select a given
vendor. Furthermore, at any stage within
the buying cycle, decision-makers and
decision-influencers rely on themselves
and their peers to fill in what they don’t
know about a service. They’ll use their own
misguided ideas gleaned across a spectrum
of disciplines. They’ll use what they think
they know as their starting point. If the LSP
they’re considering hiring hasn’t taken the
time to educate them about the fundamentals
of their services, both sides will contend with
supposition and conjecture. Throughout
each side of the relationship lurks potential
for frustration and resentment.
It doesn’t matter whether your prospect consists of a single decision-maker
or a committee. Your best shot at deconstructing flawed foundations of ideas
and your most effective way of filling in
the gaps in their education remains the
same: you. It’s up to you to anticipate
their mistaken ideas about translation;
it’s up to you to preempt their naiveté
about language. Most business people
bring deeply entrenched and often
prescriptivist beliefs about language.
Inundating them with facts won’t work
in a field as intricate as yours. Better to
build their awareness and educate them,
both as you win their business and as
you continue providing services to them.
Direct their attention to where you want
it; don’t let them flounder in their ideas.
The antidote to information overload
is an array of educational pieces. Imagine
how helpful it would be to a committee of decision-makers to have a variety
of one-to-two-page fact sheets that
describe various aspects of language and
translation. Everyone would be accommodated. No matter what level of awareness the members currently occupied,
they would be further enlightened on
what they were purchasing. You’d create
for yourself the opportunity to cover the
basics. You wouldn’t have to worry that
you were offending anyone’s sensibilities;
you’d simply be providing an assortment of
materials about your industry and your

particular business. You’d have a convenient way to avert information overload.
And you could describe yourself well
beyond those nebulous qualities we’ve
come to regard as “skill” or “experience.”
And you could direct yourself to the
people who hold the power to veto the
decision to use your services!
In the United States where the “bigger
is better” mentality dominates, translation buyers quickly realize that over
three-fourths of the firms in the market
fall into the category of very small (one
to four employees). Choosing among this
pool of vendors proves difficult enough
when they don’t really understand what
they’re buying in the first place. Why
wait for your buyers to find you when
you can approach them directly? The
solution is more “direct” than you may
think! Send letters about your services.
Well-written letters outpull brochures.
Use the short educational pieces
described above; corporate America loves
“fact sheets.” Using direct mail, you enjoy
the chance to introduce yourself and
educate prospects piece by piece without
overwhelming them. Each mailer builds
name recognition and develops credibility with prospects as well as clients.
The fact is that you’d be remiss to
dismiss direct mail. Still the preferred
method of contact in the business-tobusiness world, direct mail offers you
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tangibility. This remains particularly
useful for service businesses, since a
prospect can’t touch or hold a service in
their hands. Plus, direct mail offers the
advantage of allowing your business to
be the sole contender at the moment
— no barrage of banner ads from other
firms, no competitors’ ads on the other
side of the printed page.
By the time they’re ready to work
with you, they’re more knowledgeable
about your industry, your services and
your business philosophy. An educated
buyer saves you time and helps you avoid
inconvenience. By choosing not to educate your prospects and buyers, you’re
encouraging them to rely on the abundance of urban legends about language.
You’re silently approving those subtle
suggestions so many business people
bounce around: that translation and
interpretation are as simple as changing
font colors in a document.
You don’t have to worry about what
your clients think they know. You can
continually — and directly — provide
them with information that allows them
to course-correct. You have the power to
establish the starting point for business
conversations that will benefit you and
your clients. You can share professional
industry knowledge while you express
your own personal business philosophy,
no matter what your reader knows. M

. localization of all multimedia and eLearning
applications
. professional studio editing and subtitling
. native speaking actors for voice-over,
dubbing, transcription and recording
. audio-visual localizations of all multimedia
applications and animations
. multilingual animations in all formats
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Perspectives

Embracing disruption:
translating e-learning texts

O

“Our company is developing and releasing new
products and services quicker and in more markets
than in the past five years. My group is responsible
for instructor-led training for 12 markets; coordinating the logistics and distribution of eight new
programs, not to mention the other 40 programs
that need to be maintained. Our budget will only
support four programs. Our bandwidth is the
same, and we can’t do it all for all the programs in
all the countries we’re supporting.”

Sound familiar? The challenges facing the e-learning industry are not significantly different than those of other industries
looking to produce and distribute increasing amounts of content to their users. Global competition is driving rapid product
life cycles and time-to-market turnarounds. As a result, corporate leaders are starting to believe that they cannot possibly
provide training to employees worldwide.
Corporate learning managers see the need for increasingly
flexible methods for delivering content on their products,
services or in-house information systems to employees in all
their native languages. This presents a perfect opportunity for
disruptive technologies to change how teaching, training and
communication are managed within a global workforce. Language service providers (LSPs) can play an even more important
role in promoting the use of informal collaboration in learning.
Rob Skeet from Emerge Learning, a provider of customized
learning solutions based in Canada, was quick to point out
that there is and still will be a strong demand for instructorled training that is localized. “The translation of compliance
and regulatory information is often required by law,” says
Skeet. “Secondly, corporations need to include employees
worldwide with training and information to make sure they
are valued and treated. Because of this, the work of LSPs in

Adam Blau is the rebellion leader at Milengo Ltd., a
provider of translation and related localization services.
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planned translation workflows, voice-over and engineering
services will remain in high demand.”
One of many challenges faced within a global workforce
— with teams working from headquarters, regional offices or
from home — is how to capture and distribute the day-today skills to the rest of the team. The exchange of knowledge
within a company can differentiate it from the competition.
Learning from one person is great, but learning from 50 is
even better. New models of communication are rapidly developing to fulfill this need. We chat online, send e-mails from
our mobile devices while shopping, Skype with our boss from
the beach or webcam on internal training sessions. Many of
us take pictures on our cell phones instead of using standalone cameras. We also listen to music on file formats and
not CDs. With all these rapid-fire, multitask-oriented influences, we need to get our jobs done well, and quickly. In text
speak, we “wnt 2 see reslts.”
Common Sense Advisory estimates that more than 99% of
what people write, say or generate never leaves the language in
which it was created. Skeet has already seen a shift in individuals, be they colleagues or clients, using technology-enabled
services such as online translation services from Babel Fish or
Google Translate to “get the gist” of content received. They can
read and understand more, faster and for very little cost. Herein
lies the challenge and potential reward.

Scenarios

A Chinese electrical engineer in Shenzhen, China, has been
experimenting with testing reports used in his production
work. He has found some helpful, but not necessarily earthshattering, improvements over the current procedures he
and his colleagues use in their daily work. Like all motivated
employees, he documents and records the information, and
submits it to his supervisor for distribution. The report is written
in Chinese and would need to be professionally translated into
English by skilled experts due to the terminology. But there is no
budget for it. Is it worth it to take the money out of his budget
to make a good impression? Alternatively, he could a) translate
it into English himself, but this is not necessarily his forte; b)
ask his colleagues to collaborate together to translate it, but
prefers that they continue designing electric circuits; c) use pure
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machine translation (MT) to “get the
gist”; or d) have it machine translated
and then ask an LSP to provide editing
of the output to make it intelligible or
to correct it from a terminology point of
view. It would cost, say, a few hundred
dollars. The likelihood of the company
expending basic translation to review the
benefit of further research and resources
is much higher, in my opinion, than the
company spending several thousand dollars on a perfect translation at this stage.
If the potential to reduce testing time
by 5% in the office in Texas for 60 other
electrical engineers is supported, greater
resources and efforts will be spent in
documenting, training and delivering this
know-how to multiple offices.
Whether a simple example or a complex,
real-world scenario, the key challenge to
LSPs is their ability to adapt and flexibly
embrace new forms of productivity in the
translation process. Ad hoc projects are a
challenge to manage. Chinese > English is
probably not the best language combination for MT post-editing. As an alternative,
harness the potential and energy of the
crowd to organize the translation of useful
training information. LSP project managers
continue to interact with customers, where
they would have normally stopped in the
past. Offer professional spot-checking on
more critical projects. Multilingual glossaries, which maybe did not exist before, can
help consistency and readability. TinyTM,
an open-source TM technology, provides an
interesting opportunity to recycle and reuse
internal translations within communication
without greater expenditure.
Another example is the use of video in
training. Although a popular method for
training modules, voice-overs and related
multimedia engineering tasks make video a
costly endeavor for many training departments. With the use of a camcorder and
microphone, however, subtitles can be
quickly added using dotSub, an online solution for cross-platform multilingual video
projects. Employees, MT, or a combination
of both can provide multilingual subtitles
and have the video ready for distribution
much quicker and at a much lower cost
than otherwise possible. If the need for
more professional production arises, LSPs
can jump in and re-translate, post-edit and
engineer it for global distribution.

Brainstorming the ‘how’

We can use technology to help companies exchange information to help them
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collaborate and communicate internally.
Shortly before I wrote this article,
Salesforce.com launched its Translation
Workbench, a tool that allow users to customize the labels of the Salesforce platform into their own language. This change
would empower users to use the tool
more in their own language and within
their own linguistic preferences. This is
yet another example of how software
providers can heed and embrace technology to allow for collaborative learning and
language.
Many challenges still remain, however,
for both training departments and LSPs
alike. How does a company effectively
track all of the collaborative learning taking place? How does it deploy
increased amounts of content, multilingual at that, to its staff within their
same constraints? How can it make sure
it is SCORM-compliant so it will work
within its learning management system?
How will LSPs and translators embrace
technology to think beyond traditional

models to meet varying needs of customers? Training managers may encourage the use of new forms of disruptive
technology, but we assume they do not
want the increased burden of training
and supporting it. This could be an area
where close relationships between LSP
and customer can help bridge a divide
of enablement and support.
Perhaps the disruptive nature of new
technology will provide breakthroughs
sought by both corporate training departments and their localization partners. As
Josh Little proposes in his online article
“Collaborate learning — for the people, by
the people,” think of yourself as an expert
on a learning construction site. “Use the
right tool for the right purpose. You can
pound a nail with a saw, but why not just
use the hammer?”
I personally hope Common Sense Advisory can report a 10% increase in translated
content within the next five years. How will
your business be positioned to take advantage of a growing multilingual world? M
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When cultural values interfere
with globalized e-learning
Andrea Edmundson

I

I recently reviewed an e-learning course for a
US company that wanted to redesign it to sell in a
European country. The course included a video of
interactions between leaders in a multinational company, including a young female CEO. Almost half
the actors were black Americans, and the remainder
represented a mix of Asian and Anglo characters.
This proportion of ethnic representation was not
really a surprise because the video correctly represented the cultural mix of the large, multicultural
US city in which the video was cast. However, the
e-learning company wanted the course redesigned
for a European country in which less than 1% of the
residents had dark skin and less than 10% of executives were female. I noted these discrepancies to the
e-learning project manager, who brought it to the
attention of corporate leaders.

The leaders concurred, however, that “it [the 1% and male
dominance in the target culture] just wasn’t right” and that we
should leave the video as it was. However, when the US company
presented the prototype to its European customer, they immediately pegged it as “too American.” What the e-learning company
leaders did not consider was that the cast of characters was not
a reflection of its perception of what’s right or wrong — of their
American values of workplace equality and cultural diversity
— but rather a reflection of what exists in that country’s context.
The e-learning company lost business because it refused to adapt
the video.

Andrea Edmundson, CPLP, is a global
learning strategist with eWorld Learning,
Inc. She is the editor/author of Globalized
E-Learning Cultural Challenges.
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To date, most businesses have typically treated e-learning
courses as software products, subjecting them exclusively to
translation and minor localization before marketing and distributing them globally. For courses that cover straightforward
topics, such as how to use a spreadsheet or company product
overviews, these two processes are usually adequate because
such topics contain few cultural nuances. They are low-context
and do not tend to vary across cultures.
However, all e-learning courses are cultural artifacts embedded
to varying degrees with the values and preferences of the cultural
group that designed them. In low-context subject matter such
as math, translation and basic localization are usually adequate
preparation for export. For example, an American university was
exporting an online statistics course to Brazil. To localize it, we
simply removed references to American products, changed some of
the exam questions (one required the students to use the American
real estate market to solve a problem), and simplified the language
before translating the course into Brazilian Portuguese.
Here is another case. A US company wanted to use e-learning
to train its Latin American sales representatives how to sell its
products. At first review, the course content may seem black and
white. With respect to sharing product information, it probably is.
Nevertheless, not all cultures approach selling in the same manner. For example, how do you incorporate US sales techniques
into a Latin American culture where relationships and favors get
you the sale, not persistence or discounts? In their world, the US
approaches were perceived as crass. The US company, on the
other hand, perceived the Latin American approach as unethical.
In this case, the e-learning course was adapted to address both:
what is, what might be better, and what is expected and why. In
contrast, however, it would have been unadvisable to approach
the topic with the attitude that “you are doing it wrong.”

Another story

In another case, a company wanted to export its award-winning
US leadership course to an Asian country. The corporate leaders had
visited this country and found that their hosts were fascinated with
the e-learning leadership course and even remarked on the high
quality. Based on that warm feedback, the Americans anticipated
entering a large, new market and had the course translated into
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three major Asian languages. However, when they announced the
Asian-language releases, sales were disappointingly weak. On their
next visit, the corporate leaders asked their previous hosts why
they had not adopted the course within their company. Their hosts
responded that while they still agreed the course was interesting
— from an academic standpoint — and well done, they could not
implement US leadership principles into their businesses. What the
enthusiastic US company overlooked was that, despite a growing
interest in American leadership practices, the current way of conducting business in other countries is often too culturally different
to implement American ways. For example, American leaders value
risk takers, whereas, in China, acting too quickly is considered
foolhardy. In Frank Gallo’s book Business Leadership in China,
contrasting proverbs illustrate the difference. In the United States,
the early bird gets the worm. In China, the first bird out gets shot.
In this case, the Americans failed to adequately research and
address the significantly different leadership values in Asia.
In addition, they made the mistake of assuming that all Asian
countries were the same. However, Americans perceive leadership competencies quite differently than do the Chinese. In the
United States, we value leadership traits such as being willing
to take risks, being decisive and having the ability to empower
employees. Yet the Chinese value wisdom and deep insight (wu)
and avoiding extremes (zhong yong). In general, the concept of
a relationship between leaders and followers has been foreign to
the Chinese management environment. In addition, the concept
of developing a leader is even more foreign. Thus, in multinational environments, each group’s values can cloud its perception
of the other. The Chinese typically perceive American leaders as
rash and weak — why do they need the help of subordinates to
lead? In contrast, Americans tend to perceive Chinese leaders
as reluctant and indecisive. With even this minimal knowledge,
the Americans should have realized that exporting their course
unchanged from the United States to China would have been
unsuccessful. In fact, our recommendation was to not proceed
and, instead, to consider creating a new course from scratch
to address the unique Chinese values. However, the company
was so convinced that its award-winning course would be easily
consumed in an Asian market, they proceeded with costly translation and marketing. The unwillingness to acknowledge and/or
adapt to cultural differences reflects a cultural value in itself:
Our way of doing things is best. Unfortunately, this common US
perception will continue to either engender future cultural faux
pas or, in the case of globalized e-learning companies, hide new
business opportunities.
In contrast, “doing it differently” creates a phenomenal market niche for US e-learning companies, but why are these rarely
pursued? In most cases, our own cultural values blind us to new
market opportunities.

Taking cues from marketing principles

One of our potential clients had a donut company that wanted
to move into an Asian market. In our conversations with its
marketing people, we mentioned how much sweeter American
donuts were than typical sweets consumed in Asian countries.
The US-based company ignored the advice and simply translated
its materials — and failed. A few months later, a business magazine featured a competing donut company that was succeeding
in China because it had researched Chinese preferences very
carefully. Their modified donuts were considerably less sweet,
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some varieties contained seaweed, and the jelly-filled varieties
were filled with red bean paste. This company was successful.
So, why haven’t we applied these same business concepts
— due diligence and thorough market analysis — to the market for
e-learning courses? In the aforementioned story, we were talking
about flavors of donuts. In e-learning, we are talking about the
flavor of values. Values influence multiple aspects of e-learning:
■ Content must be relevant to the targeted learners. The
concepts that we expound must fit into the context of those
learners. Even the language must be free of jargon and colloquialisms, and any text (ideas, navigation, instructions) needs
to be explained in simple Global English with correct grammar
and punctuation. Thus, jumping immediately to translation as a
globalization process is costly and ineffective unless these other
aspects are addressed.
■ Instructional approach or methodology is also culturally
embedded. Learning styles and preferences vary across cultures.
For instance, learners from a culture that expects teachers to be
the experts may reject group problem-solving activities (learning from your peers). Course designers may need to incorporate
different activities into a course (cross-cultural learning objects),
depending on the cultural preferences of their targeted learners. Moreover, just as importantly, assessment techniques vary
across cultures. Fortunately, the anonymity of some e-learning
courses is actually beneficial in face-saving cultures as they give
learners the opportunity to make mistakes without observation.
■ The type of instructional media used must also be considered.
Beside the typical concern for bandwidth and types of technologies
available in the targeted market, course designers must consider
the visual aspects of a course (images, symbols, metaphors, icons),
in addition to the visual representations of context (physical characteristics of actors, their voices, the scenery and so on).
Interestingly, the content of the course tends to align with
the complexity of instructional approaches and the media used,
as shown in Table 1. Thus, low-context topics are more easily adapted culturally to the new market audiences than are
high-context topics. Extremely high-context topics, such as the
leadership ones previously mentioned, should probably be created by the targeted culture or at least in conjunction with it.
In any case, the course characteristic needs to be aligned to the
cultural characteristics and preferences of the targeted learners (environmental, socio-economic, communications, cultural
dimensions and so forth).
One question on the minds of those considering e-learning
is “What is driving the growth of the e-learning market?” The
answer: economy, the demand for efficiency, dissemination of
innovation, increasingly sophisticated technology and the rapid
pace of globalization.
Who is using e-learning? The US government is relying more
on self-paced e-learning versus other formats. Organizations with
more than one location, especially the international ones, comprise a growing consumer group. Overall, corporate acceptance
continues to grow.
What do learners expect? Learners want innovative platforms,
constant contact with peers (and in the United States, those are
techniques that support the “tribe”), a mash-up of learning and
entertainment, more informal learning, micro-learning, and performance support versus traditional classroom environments.
What is an example of cultural expectations? Chinese learners prefer video, a high level of interactivity and on-demand
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Course
Content

Approach

Level 1

Level 2

Level 3

Level 4

Computer skills, math

Company policy

Supervision skills

Leadership, ethics

Step-by-step instructions,
screen shots

Description of situations
(multiple choice) where
the learner must determine
best response, based on
company policy

Quasi-simulation where
supervisor must handle a
situation with a subordinate

Problem-based learning,
simulations and so on

Videos followed by
questions, interactive
simulations but learner
not directly involved as
a participant, still shots
of actors or participants
in situations, but with
branching to new still shots,
based on user decisions

Branching, based on user
decisions that include
learner as participant, video
for life-like interactions
where learner is actually a
character making decisions

Media

Linear instructions, screen
shots, “click here” steps

Scenario descriptions,
quizzes, multiple choice
types of questions

Other

Could appear to be more
interactive if software
allows the creation of user
fields, such as user name
and password, giving the
appearance that the user
is interacting with
the software

Usually, a company wants
to avoid an inappropriate
situation; so situations are
created to “make a point”
(even if the responses might
vary in different cultures; for
example, think of policies on
preventing sexual harassment)

Usually, the designer
is aware that not all
situations are handled the
same in different cultures,
so he or she allows for
these variations (by using
templates, reusable learning
objects and so on)

Situations, scenarios tend
to be in the context of the
culture that designed the
course, which is usually
irrelevant to the learners in
another culture

Localization via changed
scenarios, names,
symbols and so on

Cultural adaptation of
learning approaches,
“scaffolding” of content,
using “cross-cultural
learning objects” to revise
course components for use
in other cultures

Creation of a new,
contextually relevant course
from “scratch” since it is
culturally different to the
point of being irrelevant to
the targeted learners

Probable
Adaptation
Technique

Use of globalized
English, translation

Table 1: Course content aligns with complexity of instructional approaches.

learning in micro-bites. These learners
are driven to meet testing and certification requirements and their organizations
are driven to accommodate reporting
requirements.
What are the top five topics in demand?
Notice that they are all high-context topics,
and, thus, the process of cultural adaptation,

GRIPS

upstream from translation and localization,
will be critical to success.
Corporate environments:
■ compliance
■ interpersonal skills
■ management
■ customer service
■ leadership
ads_Tools_2010ENG:BubbleWindows.qxd 27.11.2009 14:15 Seite 3
Government organizations:
■ compliance
■ job skills
■ management
■ professional training
■ customer service
www.star-group.net
In short, a major impact of globalization
is the creation of new e-learning markets.
Learners are different, across cultures and
generations (or both). Both learners and
organizations have more sophisticated
expectations, including ubiquitous learnConquer the challenges
ing. All types of organizations are increasof global markets
ing their investments into e-learning.
with information
At what point do we change our
management
perspectives of right or wrong to simply
different? At what point do we realize
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we are not betraying our values by
addressing the values of others from
new perspectives? Cultural values affect
course content, how topics are taught,
and even how media is used. The more
complex and high-context the topic, the
more likely the course will need modifications upstream from translation and
localization. E-learning companies that
have not yet utilized culturally appropriate instructional design to penetrate
new markets do so primarily because
they don’t recognize the opportunities, are unwilling to release their own
cultural values or simply because they
don’t know how.
Culturally appropriate e-learning courses
will not only meet the needs of learners
in other countries, but they will become
sought-after market commodities. The
principles of market research and due
diligence increase the probability of success in new markets. Incorporating simple
processes into the course development
process will open new markets. M
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Guidelines for
e-learning localization
Diana Karel-Longuevergne

E

E-learning has now become a full-fledged
industry. By using existing web technologies,
e-learning companies have been able to make
educational content available to larger and more
international audiences more efficiently than
ever before.

Even if cultural references are less present in those courses
dedicated to technical training, culture plays a large part in
the content involving daily or business frames such as sales,
human resources (HR), finances, accountancy, management and
public relations. These cultural references must be translated
with great care, the objective being that the learner should feel
completely immersed in the courses. Learners of any e-learning
course should be able to interact with the content of a course
with ease and fluidity, without stumbling on an expression or a
cultural reference that they cannot understand.

Names, jargon and society

The first thing to do when you encounter names in an
e-learning course is to ask your customer whether the names
should be localized for the target market. Perhaps a Joe, Bill
or Jane will be acceptable in Taiwan, where students are asked
to choose a Western name in order to prepare for their future
international business life. However, if you want to market your
product in other Chinese-speaking regions, it is wiser either to
translate these names into Chinese characters or to replace them

Diana Karel-Longuevergne, the new marketing
and project manager at WhP International, joined
WhP in 2001 where she successively held the
positions of specialized translator, tester and
project manager on a number of big accounts.
www.multilingual.com
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with traditional Chinese names such as Ming, Wen or Yi. Going
further, a company concerned with providing learners with an
environment free of any cultural anomalies may even decide
to re-shoot a video sequence of the course with Asian actors
replacing the original Western characters.
However, asking the translator to simply adapt the names from
one culture to another seems like a piece of cake compared to
names containing wordplay (Table 1).

French

Voici donc l’histoire d’Albert Lalouse, commercial
expérimenté des établissements Jean Bave. Ce matin,
Albert Lalouse accueille une nouvelle commerciale
dans l’équipe, Léa Prenti.
Table 1: French source.

The fictive names Albert Lalouse, Léa Prenti and Jean Bave
may sound like common French names to foreigners, but
lalouse is a slang term meaning loser in French. The choice of
the company name Jean Bave is not so innocent either, as it
is the homonym for the French expression j’en bave meaning
“I’m having a rough time.” And finally, Léa Prenti, when read
out loud, becomes les apprentis (the apprentices). These names
are humorous but quasi-untranslatable, and our translators
actually had a difficult time finding the right names (Table 2).

French

Albert Lalouse

Jean Bave

Léa Prenti

English

Albert Loser

John Spit

Lea Prentice

Dutch

Albert Loezer

I.K.Baal

Mevrouw L. Eerling

Spanish

Alberto Lalouse

Juan Bave

Leandra Prenti

Table 2: Adaptations into English, Dutch and Spanish.
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As you can see, most languages could
manage a slight adaptation (Table 3),
while the Spanish translator just replaced
the French first names with local ones
without finding good equivalents with the
same level of humour.
Between the wordplay and technical jargon contained in the e-learning
modules, the best advice we can give
is to always call on specialized translators or at least ask your customer for a
bilingual glossary. In fact, in the sales
course already mentioned, only a specialized translator would have spotted
the technical jargon in the French acronym SONCAS, understood its meaning
(Sécurité, Orgueil, Nouveauté, Confort,
Argent et Sympathie), known that it is
a psychological sales technique, and
correctly translated it into English as
SPICES (Security, Pride, Innovation,
Comfort, Economy and Sympathy).
Jargon is usually an issue in the
localization process, but one that can
be easily solved with the creation of a
glossary. At a more subtle level, the
register should sometimes be adapted,
too. Indeed, it is more difficult to spot
a UK English text created with a style
and vocabulary typically from London
and find the right way to translate and
adapt it for Parisians. Moreover, if this
UK English text has to be used as a pivot
for a translation into several European
and Asian languages, the best thing to
do would probably be to rewrite it in a
more neutral English with fewer cultural
references and markers.
A typical UK English e-learning module about HR describes different daily
life or business life situations, sometimes
as trivial as going to the pub after work.
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But when adapted for the Chinese market, this situation would lose much of
its meaning as going to the pub is not
understood as a kind of ritual in China
as it is in Great Britain.
Along the same lines, a French business environment with individual offices
may appear less natural than a big open
space to American or British office workers. Thus, the French sentence Il ouvrit la
porte du bureau de son collègue et passa
la tête pour lui poser une rapide question
would translate better as “He stopped at
his colleague’s desk to ask him a quick
question” rather than “He opened the
door of his colleague’s office to ask him
a quick question,” as the target audience
may be more used to working in openplan spaces without personal offices.
The translation of US English content
into Chinese is quite common nowadays.
But when it comes to finding the right
way to make American references understandable to Chinese learners, it’s quite
another matter!
The television game show Let’s Make
a Deal was used as a scene to illustrate a
statistical analysis lesson in an HR and
business-oriented e-learning course. A
slight adaptation of the original sentence
or some extra information is often sufficient for this kind of reference (Table
4), but the choice of whether to have
a simple adaptation or to completely
change the source text comes from the
customer and, of course, depends on the
target audience. The role of the localizer is, however, to spot these details
that seem innocent at first sight but
could raise questions from the learners
and, therefore, slow down the learning
process.

English

Here is the story of Albert
Loser, an experienced sales
representative with the John
Spit company. This morning,
Albert is welcoming a new
representative to the team, Lea
Prentice.
Table 3: Translated and
adapted English sentence.

English
source

If you have a little
bit of grey hair, you
may remember the
old American TV game
show, Let’s Make a Deal.

English
adaptation for
the Chinese
market

In the 60s there used to
be an old American TV
game show called Let’s
Make a Deal.

Table 4: English source sentence and
adapted English for translation into Chinese.

Quotations and references

At the end of your e-learning HR, law
or marketing module, you might have
included a list of references. But how
could you deal with these references if
they are too culturally marked, when the
lists mostly contain names of, say, quintessentially European French specialists
or mentors whose books could only be
found in France, and you are localizing
the course for the United States?
Again, although a preliminary investigation will help you find out who
the final user is, this question should
be submitted to your customer. In the
best case, you will be given a list of
American references. Otherwise, if you
have carte blanche to adapt the content
of the list, first check whether these
authors and specialists are internationally renowned, in which case their books
may be translated and available in most
bookstores. If not, a longer task is awaiting you because you will have to find
the authors, mentors and specialists of
this field who are equally famous in the
target country. What to do with quotations that you may find in a course? That
is another story. Providing a translation
of a quotation is a perilous task, as you
will have to find the official translation.
Conversely, if the quotation is already
a translation, you will have to find the
original version.
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A last example of issues to contend
with for localizers is to find laws and
treaties or administrative rules that are
sometimes very specific to a country. As
you may know, only the lucky French
workers can benefit from RTT (Réduction
du temps de travail). They only work 35
hours per week and can have half a day
off each week, and any time worked over
this counts as time earned for holidays.
But how do you transmit the same idea
to the UK audience in an HR vacation
management course without showing
that the source text was French? The
solution is to rewrite the sentence for
the UK market, as this concept doesn’t
exist in the UK employment law, with the
possibilities that a) the employees have a
contract indicating they don’t work on
Wednesday; b) the employees take a day
off every Wednesday; or c) the employees work extra time during the week in
order to have Wednesdays off.
For case c), a closer translation would
therefore be “Many mothers work extra
hours during the week in order to have
Wednesdays off.” However, this raises
another question, as this concept is not
obvious in countries where schools
don’t cease classes on Wednesdays,
which is the case in France. As you can
see, a little bit of local knowledge goes
a long way.
These kinds of questions are obvious
when you want to localize from French
> English (Table 5) or Chinese, but they

also have to be asked when adapting the
content without translation for Switzerland, Canada, Belgium or other Frenchspeaking countries — or across a variety
of English-speaking countries if your
course is aimed at an English-speaking
audience.
Every fiscal, legal or accounting reference also has to be checked as the legal
and accounting systems often vary from
one country to another. We cannot stress
enough the subtle difference between
corporation laws, accounting systems,
different types of taxes, all the resulting
acronyms and so on.
One good example is OEM or bundled
software. While it’s usually illegal to sell
OEM copies of a certain software without
hardware, it is, in fact, legal to do that
in Germany. In such a case, a generic
user license agreement would be void in
Germany. One major software company
went to court over this several times, but
lost each and every case. In Germany, a
manufacturer may not determine how
its product is sold. So, no matter how
large “Not for resale” or “Only to be sold
with hardware” is printed on the boxes,
in Germany you can ignore it. This is,
therefore, something to keep in mind
when translating the license agreement
for that country.

E-learning and technology

The learner’s attention is obviously
something that all e-learning course

Le mercredi, une
proportion importante
de mères de famille sont
en RTT.

French
source

English
adaptation
and
translation

On Wednesdays, many
mothers have time off.

Table 5: French source sentence
and English translation and adaptation.

developers struggle to keep. Thus, within
the last few years, one can see all types
of multimedia content thriving among
e-learning courses, with interactivity
being the key to success.
Today, a simple course with PowerPoint slides and a few simple quizzes
as seen a few years ago will look out
of date, and huge amounts of money
are invested to make content more
interactive and entertaining. E-learning
designers search for ever-more innovative technologies including the most
advanced video or audio applications,
and 3D animations with special effects.
Formats as diverse as HTML, XML,
Flash, Adobe Quizmaker, Captivate and
Articulate, Shockwave and so on have
established themselves in the daily life
of e-learning developers and, thus, of
localizers.

when it comes to Arabic
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The localizer’s role goes far beyond
translation. He or she must also be a skilled
engineer who stays on top of the latest
tools or technologies, including dubbing,
subtitles or voice-overs. He or she should
also be able to analyze all types of files
and formats and extract the content that
will be processed by localization tools.
The worst nightmare for any localization
engineer is to receive a course that has
not been created with localization in
mind. This scenario is still not so rare
today, as often text or content is embedded within Flash animations, images or
even codes, plenty of variables remain
within the content, audio scripts are

Content creation (reuse the content)

Localization

JA

SP

DE

CZ

Distribution
Centralization of terminology and linguistics rules
Content management system: centralization
+ maintenance + traceability

PDF

XML

DOC

FM

Figure 1: Content creation and the localization process.

Expertise & innovation
The benchmark in legal &
financial translation
Customised multilingual
projects
Worldwide locations
Unbeatable turnaround
24/7 service

www.mc-lehm.com
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mixed with other texts into storyboards,
or even manual audio/video synchronization is needed. The localizer’s role is,
therefore, to be a real consultant who can
give advice and highlight classic pitfalls
to the content developer and guide him
or her through the e-learning project.
Thus, the three main steps when
designing e-learning courses for an
international audience are the following:
1) creation of the educational content
by experts; 2) set-up of the multimedia
environment that will contain the course
using e-learning technologies, such as
animations, video, audio; and 3) localization of the e-learning modules keeping
the target markets in mind.
Figure 1 shows the different steps of
content creation and localization. This
process is much the same in e-learning
creation as in other typical content development projects, but it has to be rigorously applied in the e-learning field
because multimedia supports can be
very complex and diverse, especially
now with the emergence of e-learning
courses supported by iPhones.
Figure 1 illustrates that the localization
process arises shortly after the content
creation phase. The localizer can, however,
get involved in the content creation methodology and guide the content developer
by providing a few simple rules:
■ Creating a dedicated terminology
or glossary for a better consistency
among writers, which can also be used
by the final user.

■ Creating a style guide with all
the syntactic and structuring rules so
that translation with CAT tools is more
efficient and in order to ensure homogeneity. For instance, avoiding different
variations of “You can click Enter to
validate your choice,” “To validate your
choice, click Enter” and so on.
■ Keeping in mind that the content
will be internationalized. For instance,
character encoding, bidirectional language support.
■ Thinking twice before using too
many cultural references.
■ Targeting the future markets and
defining rules for each target country.
■ Not filling the screens too much as
translation may involve text expansion.
■ Making sure to separate the content
from its media, so that it can be easily
reused either in a manual, a descriptive
brochure, a website or an online help.
For instance, using XLIFF.
Respecting these first rules will not
only facilitate the ease of content editing, pushing the designing, writing and
reviewing time down, but also make all
content consistent through all media,
avoid misunderstandings and simplify
the information. Of course, this all helps
to gain significant time benefits for
the localization process. The right team
for localizing e-learning modules must
always have a skilled and efficient project manager; good native and specialized translators; audio studios; engineers;
and a validation team. M
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Jinny Bromberg & Irina Jesionowski

I

Interpretation is a performing art similar, in a
way, to figure skating. Figure skaters start their
training at an early age, and it takes them years to
reach the professional level. Interpreters learn and
master their working languages for many years,
even decades, if not for a lifetime.

Figure skaters know what technical and artistic elements need
to be included in their programs. They practice for months and
work tirelessly to incorporate them into a cohesive presentation.
Yet very few can consistently perform at their highest level.
Something could be always be done better — this jump higher,
the landing cleaner, this transition more effortless. Professional
interpreters, likewise, are constantly improving and expanding
their working vocabularies and their “collection” of semantic
equivalents. They practice interpretation for years, mastering
simultaneous and consecutive techniques, striving to deliver the
most accurate and elegant target language (TL) counterpart of
the original speech. But how many are capable of producing
a perfect, flawless TL rendition at all times? Something could
always be done better. A more precise word could be found, a
more concise and efficient syntactical structure could be used,
a more vivid idiom could be chosen.
There is one significant difference, though. It does not occur
to any person who can merely skate to perform in a figure
skating competition. Conversely, it is a routine occurrence
when a bilingual person without special training serves as a
language interpreter. This often takes place during extremely
complex procedures that require the highest level of competency. Clumsy skating is obvious to everybody. Inept interpretation, on the other hand, is often only obvious to those who
Jinny Bromberg (left) and Irina
Jesionowski are certified Russian
court interpreters and codesigners
of the Interpreter Education Online
training program at the translation
agency Bromberg & Associates.
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Trends in court
interpreter training

are proficient in both languages. However, the consequences
of poor interpretation are more devastating than of awkward
figure skating. To be qualified for any competition, figure skaters undergo a rigorous screening. To be qualified as a court
interpreter, it is often sufficient for an individual to claim that
he or she is bilingual.
The need for qualified language interpreters in the United
States legal and health care industries has been growing exponentially in the last decades. However, the opportunities for
systematic and comprehensive interpreter training and education, especially for interpreters of languages other than Spanish,
are in short supply. Due to the lack of national certification
process for medical interpreters, the availability of reliable data
on a professional qualification level is limited.

Growing gap

According to the data published at the official website of US
Courts (www.uscourts.gov/newsroom/2010/CourtInterpreting
Events.cfm), the number of federal court events requiring the use
of interpreters increased by 11% in fiscal year 2009. US district
courts reported that they used interpreters in 313,969 events,
compared to the 282,733 events reported in FY 2008. Spanish
remained the most-used language for interpreters by far, with
302,959 events — 96.5% of all reported events. The number of
languages requiring interpretation increased from 113 in 2008
to 120 in 2009. Other frequently used languages were Mandarin
(1,543 events), Vietnamese (987), Portuguese (776), Cantonese
(733), Korean (618), Russian (594), Arabic (556), Haitian Creole
(469) and Foochow (467).
No aggregate data is available on the number of court
events requiring the use of interpreters at the state level across
the United States. In 2006, courts in the state of Washington
handled 71,321 cases that required an interpreter. In fiscal year
2004-2005, a total of 185,118 court interpreter service days were
provided in the California courts for the 12 designated spoken
languages. It would be safe to extrapolate that this number is
well over a million nationwide. To assure some level of court
interpreters’ competency, several certification examinations
have been established on the federal and state levels (Table 1).
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Certifying body

Languages

Passing
score

Federal Court Interpreter
Certification Examination

Spanish

80%

National Center for State
Courts Testing Consortium
(40 states)

Arabic, Arabic-Egyptian Colloquial, Cantonese,
Bosnian/Croatian/Serbian, French,
Haitian Creole, Hmong, Ilocano, Korean, Laotian,
Mandarin, Polish, Portuguese, Russian, Somali,
Spanish, Turkish and Vietnamese

70%

California

In addition to the languages listed above,
the Judicial Council of California also
offers certification exams in Eastern Armenian,
Western Armenian, Japanese
and Tagalog languages.

80%

Table 1: Sample certification examination on federal and state levels.

www.star-group.net

Process automation in
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However, the passing scores on the
various examinations are designed to
identify only a minimally competent
interpreter, that is, minimally competent
in each mode of interpreting. The Consortium exam allows a 30% error margin.
Just imagine that a defendant receives
only 70% of the information pertaining
to his or her case, and almost a third of
the information is either omitted or mistranslated. In addition, a real courtroom
situation requires interpreters to work at
a much higher level of difficulty than the
one used for certification examination.
In a courtroom, the rate of speech is considerably higher; the sentence structure,
legal concepts and terminology are more
complex; and consecutive segments are
much longer and often nongrammatical.
Nancy Schweda Nicholson indicates
in her article “The Court Interpreters Act
of 1978: A 25-Year Retrospective” (ATA
Chronicle, August 2005) that after a new
version of the oral federal test was administered in April 2002, the pass rate became
22%. The data taken from the court interpreter testing databases maintained by

the New Jersey Judiciary shows that the
passing rate in simultaneous interpretation ranges from 2% to 29% depending
on the language combination.
In her research on the correlation
between the availability of training
and the passing rate, Wanda Romberger
demonstrates that the passing rate is
consistently higher in the states that
offer interpretation skill building programs (http://contentdm.ncsconline
.org/cgi-bin/showfile.exe?CISOROOT=/
accessfair&CISOPTR=31). The trained
interpreters in Connecticut have a substantially higher pass rate than the rest
of the population (58% for the trained
interpreters as compared to 19% for
the rest). She observes, however, that
the increased number of training hours
does not lead to an automatic increase in
passing rate. The percentage of successful
examinees in Connecticut, which provides 16-hour training, is almost twice as
high as in Idaho with 40-hour training.
The research does not specify whether
or not trainings offered by states have a
language-specific component.
In 2008, Isabel Framer, then chairwoman of the National Association of
Judiciary Interpreters and Translators,
estimated that there were about 3,000
certified interpreters in the country (www.
usatoday.com/news/nation/2008-11-18court-interpreters_N.htm). Of those, only
500 worked in languages other than
Spanish.
Overall, we see a fairly grim picture.
More than a million court interpretation
events take place yearly in more than 120
languages while the certification process
is established for less than 25 languages.
Only about 3,000 certified interpreters are available countrywide, with the

majority of them living in metropolitan
areas. Furthermore, over 70% of examinees, many of whom are practicing court
interpreters, are unable to meet minimal
certification requirements.
The gap between the need for competent court interpreters and their availability
is tremendous. This gap continues to grow
with the increase of the limited-English
proficient population in the United States.

Training options

Though there is no official data, it
seems safe to assume that the vast majority of court interpreters are primarily
self-taught. Individuals with a passion
for languages learn about the justice
system, research terminology, compile
glossaries, and improve their interpretation skills using well-known resources
for independent study. Some of those
resources are the Federal Court Interpreter
Certification Examination Kit, ACEBO by
Holly Mikkelson and Interpretapes issued
by University of Arizona. Independent
study and short-term courses, seminars
and workshops provided by professional
associations, court administrations and
some language companies are the most
common “colors” of the “educational palette” available to legal interpreters. Very
few language-specific training options
are available, and they are overwhelmingly offered for the English <> Spanish
language pair. Since so many self-taught
interpreters with little additional training
are so successful, possibly formal systematic training is overrated. Maybe Eugene
Nida in Towards a Science of Translating is right believing that translators are
born, not made.
Multiple studies prove this thesis to
be wrong. As Daniel Gile states in Basic
Concepts and Models for Interpreter and
Translator Training, formal training helps
interpreters to “enhance their performance to the full realization of their
potential” and develop their professional
skills more rapidly than through field
experience and self-instruction, which
may involve much groping in the dark
and learning by trial-and-error.”
It is much easier for self-proclaimed
interpreters to gain access to the courtroom than it is for them to join an elite
group of conference interpreters. Most
interpreter education establishments in
the world are geared towards conference
interpretation in business and international
settings. What educational options exist

editor@multilingual.com

5/20/10 8:48:40 AM

Tools & Services Showcase

Medical Translations
MediLingua is one of Europe’s few
companies specializing in medical translation.
We provide all European languages (36 today
and counting) and Japanese as well as the
usual translation-related services. Our 250-plus
translators have a combined medical and
language background.
We work for manufacturers of medical
devices, instruments, in-vitro diagnostics and
software; pharmaceutical companies; medical
publishers; national and international medical
organizations; and medical journals.
Call or e-mail Simon Andriesen or visit our
website for more information.

MediLingua BV

Leiden, The Netherlands
simon.andriesen@medilingua.com
www.medilingua.com

Europe’s No. 1
Greek Localizer
Since 1986, EuroGreek has been providing highquality, turnkey solutions, encompassing a whole
range of client needs, for the following language
combinations:
• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens
production center and covers most subjects:
• Technical
• Medical/Pharmaceutical
• IT/Telecommunications
• Economics/Legal
All EuroGreek’s work is fully guaranteed for
quality and on-time delivery.

EuroGreek Translations Limited
London, UK • Athens, Greece
production@eurogreek.gr • www.eurogreek.com
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AlignFactory
Complement your existing TM and
full-text search software with this powerful
alignment tool.
Start aligning with speed and accuracy
and increase the performance of your
existing tools.
• AlignFactory
• AlignFactoryLight
• AlignRobot
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Terminotix Inc.

JFA Marketing

Your Polish
Production Center

More Than Quality

Ottawa, Ontario Canada
termino@terminotix.com
www.terminotix.com

Since 2000, Ryszard Jarza Translations has
been providing 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. We have built a
brilliant in-house team made up of experienced
linguists and engineers, who guarantee a
high standard of quality while maintaining
flexibility, responsiveness and accountability.

Ryszard Jarza Translations
Wrocław, Poland
info@jarza.com.pl
www.jarza.com.pl

Dubuque, Iowa USA
john@jfamarketing.com
www.jfamarkets.com

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,
Ursula Steigerwald
Cologne, Germany
contact@rheinschrift.de • www.rheinschrift.de
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for language professionals serving the US
justice system?
The Monterey Institute of International
Studies (MIIS) and the College of Charleston offer interpretation and translation
programs at a post-graduate level. The
Graduate School of Translation, Interpretation and Language Education at MIIS
offers world-renown training for language
professionals. The languages offered for
the MA degrees in Translation and Interpretation and Conference Interpretation
are Chinese, French, German, Japanese,
Korean, Russian and Spanish. While legal
interpretation courses are incorporated
into the school curriculum, court interpretation is not its primary specialization.
MIIS is a major supplier of the highest quality conference interpreters and
language professionals for government
agencies as well as for international and
business organizations. Completing the
course requires a two-year relocation to
Monterey (four semesters) and a steep
monetary investment.

Complete Localization
Curriculum —
Available Online
Austin Community College (ACC) provides
access to high-quality education at affordable
tuition rates. ACC offers university transfer
curriculum, technical certificate programs,
two-year associate degrees, and a highly
diverse continuing education program. ACC
offers an outstanding nine course, 72-hour
program that leads to a certificate as a
localization generalist certified by Pervasive
Software, Lionbridge, Inc., Bridge360,
Common Sense Advisory, Hewlett-Packard,
IBM/Tivoli, ClientSide News and McElroy
Translation. For more information, visit www
.austincc.edu/techcert or call 512-223-7662.

Austin Community College
Austin, Texas
rmcgoldr@austincc.edu
www.austincc.edu/techcert/localization
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The MA degree in bilingual legal interpreting at the Graduate School of the College of Charleston offers the opportunity to
receive the education and training required
and expected of a professional degreeholding legal interpreter. The curriculum
consists of 14 courses (42 credits) that
can be completed over a two-year period.
However, the program is offered only for
the English <> Spanish language pair and
mostly on campus. Riverside Community
College in Moreno Valley, California, offers
an associate in science degree in community interpretation in English <> Spanish.
The majority of educational organizations involved in court interpreter
instruction offer certificate programs.
Among them are California State University (Spanish and Vietnamese), University of California Los Angeles (Spanish,
Korean and Mandarin), San Diego State
University (Spanish), San Francisco State
University (Spanish), Los Angeles Institute
of Translation and Interpretation (Arabic, Armenian, Korean, Mandarin and
Spanish), New York University School
of Continuing and Professional Studies
(Spanish), Boston University Center of
Professional Education (Chinese, Portuguese and Spanish), Florida International
University (Spanish), Brookdale Community College, New Jersey (Spanish), and
Montclair State University, New Jersey
(Spanish). All these programs are offered
on campus only.
Two programs stand out in terms of
completion feasibility for those students
who are not able to relocate for months
and years. Each summer, the University
of Arizona’s Agnese Haury Institute for
Interpretation in Tucson offers an excellent intensive three-week course. Also, the
Southern California School of Interpretation
(SCSI), which has earned a great reputation
among California professionals, offers a
distance learning option in addition to a
wide variety of on-site courses. However,
again, both facilities provide instructions
exclusively for Spanish interpreters.
On the whole, formal educational
courses from associate degree and certificate programs to post-graduate level are
offered by only a handful of colleges and
universities, primarily in coastal states and
mostly for Spanish interpreters. The majority of practicing and aspiring court
interpreters has limited educational options. These include self-training, compact language-neutral courses offered
by local and state court administrations

or by professional associations. Another
alternative is relocation to the areas
where formal education is available in
the interpreter’s language combination.
The latter option is unattainable for the
vast majority of working adults. In the
meantime, the high standard of interpreter performance in any of the 120 languages spoken in courts should be upheld
in any region of the United States. The
chasm between the need for training and
its availability has been flagrant.

Distance education
for court interpreters

The above sentiment has been a painful reality for many language service
providers (LSPs) throughout the country.
While some larger court systems are able
to maintain their own interpretation
departments, most courts rely on LSPs to
supply legal interpreters, especially those
working in languages of lesser diffusion.
Therefore, LSPs are responsible for screening and training their contract interpreters, for conducting quality control and for
dealing with professional liability issues.
The situation that the translation
agency Bromberg & Associates found
itself in could be a case study on what
many LSPs face in terms of availability
of competent contract interpreters. It
is one of the major providers of court
interpreters in southeast Michigan, with
an assignment volume of hundreds per
month. Requests for Spanish interpreters
amount to about 40%, while other commonly requested languages are Arabic,
Albanian, Slavic languages and Hmong.
Many other languages are in demand,
including those not tested by any certifying authority. In the meantime, just a
handful of certified interpreters reside
in metro Detroit. While assessing the
qualifications of hundreds of candidates,
it was determined that the competency
level of the majority of applicants was
inadequate. To combat the problem,
Bromberg & Associates established internal training in a language-neutral format. While beneficial for beginners, this
just scratched the surface. The company
and its interpreters went searching for
comprehensive, accessible and languagespecific training. Two notable distance
education choices are SCSI and de la
Mora Interpreter Training.
SCSI offers a wide variety of shortterm career training programs in medical, administrative hearings, and court
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interpreting comprised of several 13-hour
modules. The Court Interpreter program
includes four Interpreting Criminal Proceedings modules, two Sight Translation
modules, and one Interpreting in Municipal and Superior Court module. Students
can also take supplementary courses,
such as Advanced English and Spanish
Syntax for the Oral Exam Interpreting,
Advanced Consecutive Techniques and
more. While focusing on developing
students’ interpretation skills, increasing
the speed of simultaneous interpretation
and retention in the consecutive mode,
the curriculum provides in-depth coverage of criminal and civil procedures and
terminology. The distance option allows
students to watch video lectures, access
the audio practice lab, receive printed
study materials and communicate with
instructors. An oral assessment of the
student’s interpreting skills is conducted
over the phone at the end of the course.
SCSI boasts, and deservedly so, that
85% of the candidates who become certified interpreters in California are the
school’s graduates. Without a doubt,
the SCSI is one of the most successful
educational entities for legal interpreters. Unfortunately, as mentioned earlier,
the only language combination offered
for training is English <> Spanish.
Agustin de la Mora, a federally certified court interpreter and renowned
interpreter trainer, offers online classes
for groups of ten at the beginning,
intermediate and advanced levels. Each
course consists of six 90-minute online
sessions conducted in real time. Participants chat one-on-one with the instructors from their homes or offices and are
personally advised on how to better their
skills. But, again, the program offers
only the English <> Spanish or languageneutral options, and real-time sessions
are prescheduled.
While these programs offer many
opportunities to Spanish interpreters, none
of them provides a sufficient scope of
language pairs. The only remedy the team
envisioned was to design its own training
program. The course concept has been
developed by practicing court interpreters
and interpreter trainers. The curriculum
design was based on a premise that a
competent legal interpreter should have
a master-level command of interpretation
techniques, in-depth knowledge of the
subject area and a profound understanding of professional ethics. Implementation
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of this educational project required a
multidisciplinary team. IT specialists have
provided e-learning environments, and
the chapters on legal concepts, specialized
topics and court procedures were written
by legal scholars, practicing attorneys, law
enforcement and forensic professionals. A
multilingual group of experienced interpreters, translators and voice-over talents
dedicated countless hours to developing
glossaries, interpretation exercises and
terminology drills. The entire staff was
enthusiastically acting in video segments
on interpretation ethics and protocol.
Finally, after two years of hard work,
the program was officially launched in
2009. Initially, training was offered in
Arabic, French, Hmong, Mandarin, Polish,
Russian, Spanish and Vietnamese. Instructions in Albanian, German and Portuguese
have been added since. Currently, programs range from the advanced eight-unit
course to single-topic units addressing
specific fields of expertise court interpreters encounter in their practice. The
curriculum consists of three major components. The subject-matter component
includes legal concepts, areas of law, types
of crime, stages of criminal procedure and
special topics such as physical evidence,
controlled substances, slang and jargon,
autopsies, vehicular accidents and more.
The second component is dedicated to
court interpreter ethics and protocol. The

third part covers interpretation theory and
practice. Each student is guided by two
instructors, one of whom is languageneutral and the other is language-specific.
All instructors are state or federally certified and experienced trainers. Some of the
ultimate goals are for students to increase
their “ready-to-use” arsenal of linguistic
equivalents of special terminology and
phraseology and to improve their interpretation performance.
Will distance learning become a fair
substitute for on-site training? It remains
to be seen. For many practicing and
aspiring interpreters, an on-site option
may never materialize. E-learning is the
next best alternative, allowing them to
benefit from comprehensive curriculum and mentoring. However, students
involved in distance education need
to be self-motivated, organized and
disciplined. Multiple studies show that,
unlike translators, interpreters are mostly
extrovert learners who thrive in an environment that allows them to interact
with their colleagues. Unfortunately, a
certain degree of isolation is inherent to
distant learning. Establishing forums and
encouraging active communication could
be a remedy for this impediment. What
is absolutely clear, the language industry
cannot ignore innovations and advantages offered by rapid development of
electronic educational technologies. M
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MBA options for
localization professionals
Tim Altanero

A

An MBA (Master of Business Administration)
is an interesting and promising degree option
for localization professionals seeking to move
into higher management functions within the
industry. It is a popular, widely-recognized
degree offered everywhere from the most prestigious higher-learning institutions to local institutions and online universities.

Coupled with industry experience and relevant training in
languages and/or computer science, the skillset developed by
such a program is wide-ranging across the spectrum of common business needs. Students can expect to study accounting,
information systems, marketing, management, finance and
probably at least one course in international business, although
a potential student might opt for more or seek an international
focus for the program as a whole. The possibility of attaining such credentials is less and less difficult as programs move
online, enabling a potential student to earn his or her degree
entirely via distance or, sometimes at the student’s discretion,
partly online and partly in the classroom.
Online learning has come a long way in recent years, to such
a point that it is common that students have come to expect to
find at least some of their courses, if not their entire programs
or even schools, online. According to the Sloan Report’s “Learning on Demand: Online Education in the United States, 2009,”

Tim Altanero is an associate professor of
technical communications, Spanish and German
at Austin Community College in Austin, Texas.
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online enrollments “have continued to grow at rates far in excess
of the total higher education student population, with the most
recent data demonstrating no signs of slowing. Over 4.6 million
students were taking at least one online course during the fall
2008 term; a 17 percent increase over the number reported the
previous year.” This report also shows that enrollment in online
courses, as a percent of all higher education enrollments, has
steadily increased from 9.6% in 2002 to 25.3% in 2008. This
means that over 4.6 million students were enrolled in at least
one online course in 2008 out of the approximately 16 million
total students enrolled in higher education in the United States
at the time.
With such explosive growth in online courses, more and
more institutions are offering online options, most notably
larger, public institutions. With all the choices available, it
can be difficult to sort through the many offerings to discover
which programs or courses fit a student’s particular needs. There
are some online databases, such as GetEducated.com, that can
help narrow the search and weed out non-accredited “diploma
mills,” but by and large, it’s a tough slog to find what’s out
there. Peterson’s (www.petersons.com) is another reputable and
longstanding college program guide.
This article looks at several MBA programs chosen for their
affordability, percentage of program that can be completed
online, accreditation status and author choice. Prospective students might use the information contained here to help hone
their own investigation into the program that is right for them.
This article does not consider institutions that are not
accredited by at least one of the six regional accrediting agencies or degrees granted by institutions outside of the United
States. Instead, the focus is on degrees that are the equivalent
of those earned on-campus at a traditional brick-and-mortar
institution. Each institution mentioned here offers both online
and on-campus programs, and sometimes a blend of the two.
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Using blogs for localization education
Philippe Caignon
For several years now, professors have
been able to create pedagogical tools using
blogs, wiki sites and more recently microblog
platforms in order to pass on their knowledge
and know-how in new and dynamic forms.
In a university environment, these tools are
precious for several reasons: they encourage
collaboration among students; they generate
a healthy level of competition; they increase
creativity; and they promote quality.
As a professor using blogs to teach terminology
at the undergraduate level, I have noticed that
students are always ready to help one another
with these tools. They openly give advice, share
source material, voice opinions and even teach
one another new ways of managing their
respective blogs. Students become competitive
when they realize that everybody can see their
work, not just the professor. They observe
how others perform and what they write.
This comparison stimulates them to do better.
Of course, since students can actually work
up to 20 hours a week on their blogs alone,
the professor has to intervene to prevent
competition from escalating to a dangerous
Blog covering various aspects of globalization and terminology
level. Technology may make students lose the
created by Michel Tremblay, a Concordia University student.
concept of time, especially when they enjoy
the process.
One of the most potentially upsetting problems that must be faced
Students often like these new pedagogical tools because they are quickly is students’ intellectual property. Everything a student posts
no longer bound to ink and paper. They can search for video and audio on the web can be copied, reworded or simply plagiarized by any one
files to upload on their site, or they can generate a subject-field tree of his or her classmates. Fortunately, terminology has this “prime
using forms and colors as guides. They can also create digital records directive” stipulating that everything a terminologist writes has to be
with links to their contexts or definitions to corroborate their terms substantiated by a proper source or a logical reason. Thus, the professor
and findings. Most importantly, when students know their work will has to remind everyone about the directive and explicitly mention the
potentially be seen by the entire planet, they wise up fast. They check potential violation of trust, as well as its cost to his or her grade.
and double-check their sources, make sure that their texts do not
The main quality of a blog as a pedagogical tool is actually its faculty
contain spelling errors and grammatical mistakes — though this is not to become something different and vital for any student entering the
always a success — search for substance, analyze their subject further, professional market: a calling card. Blogs are a new form of portfolio
and reflect on the best ways of presenting the results of their research, for students searching for a job after graduation. Using blogs, students
both visually and in writing.
can display examples of their work, illustrate work ethic, show their
Of course, using blogs in a course requires some adjustments. creativity, demonstrate their competence and post resumes. These blogs
Traditional forms of teaching must be adapted. Pedagogical objectives, then become natural links between the university and the workplace.
assessment methods and class dynamics have to be redefined to take Such links are too often missing, but are much needed nowadays. M
into account the challenges inherent to the use of information and
communications technologies in and out of the classroom. Pedagogical
objectives have to include learning how to create a blog, manage
terminological content, leave short constructive comments that not
only underline a problem but also propose one possible solution, and
present research results using web-based tools, such as video files, in a
Philippe Caignon is an associate
coherent manner.
professor and the chair of the French
Blogs are dynamic in nature; they change with each passing week.
Studies Department at Concordia
Students regularly update their domain trees, their terminological
University. He is a certified translator
records and entries. They react to the comments left by their peers and
and terminologist, member of the
their professors. This constant movement represents a challenge when a
Ordre des traducteurs, terminologues
professor wants to assess his or her students. Therefore, I had to devise
et interprètes agréés du Québec
an equally dynamic system based on measuring progress made towards
(OTTIAQ). He holds a Ph.D. in linguisthe expected end result. Thus, no grade is final until the end of the
tics from Université de Montréal.
semester.
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Based on recent searching, it seems
that the MBA degree is far and away the
most popular graduate degree program
available, with myriad options from an
equally dizzying array of institutions.
The National Center for Education Statistics reports that of all master’s degrees
conferred, whether online or not, MBA
trailed only education, with more than
155,000 degrees granted in 2009. The
third most popular degree was public service and social services at under 34,000.
Online options abound and can range
from under $10,000 to over $80,000,
according to GetEducated.com, which
maintains a list of “Best Buy” MBAs.
This particular degree, inasmuch as
it is much sought after, has attracted a
wide range of options. It requires quite a
bit of investigation to understand what
one will get from the degree and even
requires a further certification, namely
AACSB (Association to Advance Collegiate
Schools of Business) accreditation — the
gold standard for the degree. Obtaining

such status indicates that the institution has met exhaustive and expensive
standards, such as providing high-caliber
teaching of current curricula and producing graduates who have achieved specified learning goals.
While a good education can be had
at many institutions, the pedigree of
AACSB is often a differentiator, so a student pursuing an MBA will likely want
this moniker on his or her degree. Most
MBAs require 36 credit hours, which
is approximately 12 courses. However,
unless a prospective student has an
undergraduate degree in business, additional preparation is usually required.
As easy as it may seem to simply
choose an AACSB institution, the waters
are rather murky. Of the 410 AACSB
programs GetEducated.com lists, 351 are
completely online, but only 45 allow a
student to enter with any bachelor’s degree
rather than one specifically in business
administration. This is a bit misleading, as
it is rather common for students to enter
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Site that lists top-rated MBA schools.

MBA programs without an undergraduate
business degree as nondegree students
until the additional courses are taken, also
usually available online from the degreegranting institution. The cost of these
courses, of course, increases the total cost
of the degree if one does not already have
these requirements completed.
The leveling course sequence is rather
standard, generally consisting of 24 undergraduate credit hours (eight courses) and
possibly an additional course in statistics.
The eight courses include two courses in
economics, two courses in accounting,
and one course each in management,
information systems, finance and marketing. A prospective student without
an undergraduate business degree would
need to factor these courses into the length
of the program. Taken full-time, the MBA
is usually quoted as being between 18 and
24 months. For those who work and have
not yet completed the leveling sequence,
the estimated time could be five years or
more, as some courses cannot be taken
without others as prerequisites.
Going back to GetEducated.com’s list, a
prospective student would need to investigate all 351 programs in order to find
those that offer not just the degree, but the
prerequisite courses as well. To search this
exhaustive list requires a bit of patience and
perseverance. One way to search the list
would be to view GetEducated.com’s “Best
Buy” list of AACSB-accredited institutions,
look at the costs of in-state vs. out-of-state
tuition (if relevant) and choose those institutions that best meet the prospective student’s
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desire for name recognition, reputation, cost
and course selection. Discerning a reputation is not easy or precise, but a starting
point could be US News and World Report’s
annual ranking of the best business schools,
speaking with colleagues, or discussing the
program with school administrators and/or
current/former students. Assuming we take
the road of finding the cheapest bang for
the buck, GetEducated.com’s list of Best
Buys for AACSB-accredited programs is
quite surprising.
Among the programs that cost under
$20,000 for the entire program (not
including leveling courses) for in-state
students are some large state institutions such as Oklahoma State University, Mississippi State, Colorado State,
SUNY Utica-Rome, and the Universities
of Texas, Georgia, Nebraska, Wyoming
and Wisconsin. Under $10,000 if the
prospective student is a state resident
are East Carolina State University, the
University of Houston at Victoria and
Texas A&M at Commerce. These are
incredible bargains when one considers that the average cost of an MBA is
around $80,000, again not including
leveling courses.
That being said, as is quite common
in business, the “brand” of the degree
may justify a higher cost and negate the
value of the degree being offered online.
According to mbaprograms.org, “the
tuition cost of an MBA is more often
than not an indication of its quality and
regard among employers.” Taking this
into account, it is worth noting that many
of the less-expensive institutions offering
the MBA online are not the top names in
the state.
For example, the University of Texas
degree is offered at only six of the
state’s nine campuses, excluding the
medical campuses. The three that do not
offer the degree include the campus in
Austin, which is the most well known.
However, it does include the campuses
in Dallas, Arlington and San Antonio,
which are all ranked as among the top 20
universities in the state. The University
of Georgia’s program includes six state
universities, all of which are ranked as
among the top 20 in the state.
These two programs are statewide
programs and are thus interesting for
their format. Courses are taken at more
than one institution and “collected” by
a “home” campus. As such, the degree
earned is the same no matter what the
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“home” institution. One might like to
choose a certain home campus for various reasons, such as reputation or name
recognition.
The least expensive degree, that of East
Carolina State University, is a self-contained
program, meaning that all courses are
offered exclusively through this particular
institution. It has been AACSB-accredited

since 1967, offers leveling courses, and
allows a student to complete all degree
requirements online or mix the courses
with on-campus offerings, thus making
no distinction between the on-campus and
online degree. Additionally, it is among the
top ten institutions in the state.
As we can see, the least expensive
programs are not necessarily the most
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well known. However, the prospective
student must ask whether the additional
cost is worth it. That is a difficult question and best answered by the prospective
student’s own research. A very important
consideration, at least to my mind, is the
responsiveness of the program. Once a
student has identified a few programs of
interest, these questions should be asked:
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Can I talk to other students? Can I talk
to professors? How are online courses
given? Do I need special software? Consider how long it takes to get a response
and whether the requests are granted.
Once you choose a program, there are
many more considerations. For example,
one can earn an MBA from any of six
different University of Texas system
institutions through the University of
Texas’ TeleCampus, each following the
exact same curriculum and the exact
same classes taught by the exact same
professors, but only five of the six are
AACSB accredited and, of those, only
three make no distinction between the
online and on-campus programs.
This raises an interesting question. If
the curriculum, professors, classes, costs
and so on are all exactly the same, the
lone University of Texas institution that
is not AACSB accredited would be a difficult choice. Further, those that make
a distinction between online and on
campus present some challenges as well
because according to the Sloan Report
cited earlier, faculty acceptance of the
validity of online degrees has remained
constant, at around 29%, over the past
seven years.
With such low confidence from the
faculty (as a whole vs. those who teach
solely online), there is likely to be some
“spillover” to employers. Based on this
fact, prospective students may prefer
programs that do not mention how the
education was received.
As brick-and-mortar institutions, particularly large, public ones, blur the distinction between online and on-campus
programs or make no distinction at all,
the online stigma will go away. For the
time being, institutions that make a distinction between their online degrees and
on-campus degrees may suffer for enrollments. The University of Georgia program
featured in an online interview with Joe
Bocchi, director and senior lecturer, notably showed that this consortium of state
universities participates in CAPSIM, a
national competition in which students
run their own companies in a simulated
environment. The results may surprise
some readers: “In comparison to our
campus students, who also take the same
assessment, WebMBA students score as
well or better.”
The program’s teams have routinely
finished in the top ten out of 500 teams
in the challenge. In the 2004 Spring

Challenge, one placed second nationally
out of over 300 MBA teams. The interview attests to the increased interaction
among students in online vs. on-campus
programs. This is often overlooked in
that there is an assumption that being on
campus means strong interaction among
students and faculty, when, in fact, the
University of Georgia reports that online
students more frequently interact with
professors and students given the online
environment and the expectations of
virtually instant communication.
Another interesting fact is that in
contrast to many on-campus programs,
the practices associated with “virtual”
teams is common in online programs
and maybe less so in on-campus programs. This is an interesting supposition
in that it is increasingly common in contemporary business to conduct business
in a virtual environment with colleagues
located in different locales and time
zones. An online program makes this
reality a fact of education and replicates
the challenges of such a team within the
educational process vs. an on-campus
program that may not present the challenges of locale and time zones.
Prospective students seeking an
affordable MBA with an international
focus have limited choices. At our pricepoint of under $20,000, one might choose
the University of Houston at Clear Lake,
which offers a Global MBA program at
an estimated cost, again excluding leveling courses, of just over $10,000 for
in-state residents and $17,000 for outof-state students.
At this university, we see a decided
emphasis on the international aspect of
business administration. Courses include
international business strategy, international marketing, international finance
and more. The University of Texas at
Dallas, mentioned earlier, did not meet
our cost criteria for its Global MBA
program, but is yet another choice for
students to consider.
There are a breadth of programs at affordable prices and a host of considerations that must be weighed before
starting an MBA. All of the programs
featured here are eligible for scholarships
and state and federal financial aid, but
for working adults, it could be hard to
qualify. One has so many choices from
such a variety of quality institutions that
research is needed to identify the most
appropriate program. M
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Education video
games in China
Xiaochun Zhang

I

In a mere fifty years, technological advancements have dramatically changed the digital
gaming landscape, developing from a niche
activity to a mainstream global phenomenon.
As an increasingly popular and profitable form
of entertainment, video games have had a major
influence on youth culture in many countries
around the world, including China. Reflecting
the size of the international market, the scale
of the local video gaming industry in China has
been expanding rapidly year by year. According
to the China’s Game Industry Research Report
2009, online gaming contributed an annual sales
income of RMB 25.62 billion (approximately
US$3.75 billion), which is a 39.4% increase from
2008, despite the global economic downturn. The
Chinese online gaming population has increased
to 65.87 million, up by 33.46% from 2008. While
this maturing medium has attracted considerable
attention from academic researchers in various
disciplines, the analysis of video games and education is a nascent area of study in China.
Video games vs education

Starting off a discussion on the relationship between playing
video games and their effects on development usually includes
some comments about negative social consequences: namely
Xiaochun Zhang was born in China and is
currently working on a Ph.D. at the University
of Vienna. She is a freelance translator and
researcher on audiovisual translation with
a specific interest in games localization.

www.multilingual.com

45-49 Zhang #112.indd 45

Road safety education from Learning from Comrade Lei Feng.

addiction, aggressiveness and many other medical and psychological effects. In China, video games are considered to be a type
of “spiritual opium” as destructive as 洪水猛兽 (Hong Shui Meng
Shou, fierce floods and savage beasts). Media interest tends to
focus on the negative consequences of gaming, such as adolescents running away from home because their parents do not
allow them to play games; youngsters stealing parents’ money
for game playing; college students dying after playing games
nonstop for several days; and many other tragedies directly
or indirectly caused by game playing. For some time, teachers
and parents in China have attempted to prevent children and
students from playing video games or at least reduce the time
they spend playing them by giving warnings or even issuing
threats. In spite of these attempts, the gaming sector among
young Chinese players has continued to grow.
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The attraction of video games

One question that many educators are keen to ask is what
makes video games so attractive to players. According to Lu
Zunyi, a professor from the physical culture institute of Shanghai Normal University, on http://game.people.com.cn, if a game
is easy to start with, has interesting or various content and can
incarnate the “wisdom” of a player, it then will give the player
some sense of satisfaction and joy. Video games can also give
people who have been living or working under great pressure
some entertainment and relaxation; they provide people who
can not realize some desire or need with satisfaction in the virtual world; and they can create an easy environment for people
who are not good at socializing.
In the west, Kurt Squire, whose opinions on video games in
education have been acknowledged by Chinese scholars, argues
that three main factors have made video games a pervasive and
prominent medium: first, video games stir up emotions such as
terror, curiosity or delight; second, video games are in a socialcultural context, providing an outlet for adolescents and offering
the “raw material for youth culture”; and finally, video games
reveal humans’ interaction with technology. Video games also
provide players with some experiences that they could not get
from any other form of entertainment or in reality.

Video games and education

With some frustration, educators in China often wish that
their children or students could be as addicted to learning as
they are to playing video games. Determined Chinese educators
have diverted the potential negative influence of video games to
the possibility of 变废为宝 (Bian Fei Wei Bao, change the waste
into treasure), harnessing and refining games for educational
purposes. Although studies on the didactic potential of video
games have already been carried out in the west, dating back to
the 1980s, the research and relevant products have not actually
been developed until recently in China.
When attempts are made to combine video games with
education, longtime enemies in the view of educators, one
unavoidable question is “Will video games do anything good for
education?” Diana Oblinger encouraged Chinese educators by
explaining the five attributes of video games that are associated
with how people learn:
■ Social: Games are social environments. “It is not the game
play per se but the social life around the edge of the game that
carries much of the richness in terms of the game’s meaning, its
value, and its social and cultural impact.”
■ Research: Games require players to read instructions, apply
them to different situations and seek new information to win the
game.
■ Problem solving: The process of game playing is a form of
problem solving by applying certain information or techniques
to resolve various problems.
■ Transfer: Games often involve the transfer of knowledge
obtained from other sources, such as “life, school, and other
games.” Game play requires players to see the links of knowledge
and transfer of skills from previous learning to a new situation.
■ Experimental: “Games are inherently experiential. Those
who play games engage multiple senses. For each action, there
is a reaction.”
Reflecting the west, scholars in China have also acknowledged the potential of video games in education. Fang Fang
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and Gu Huizhong state on www.edutech.com.cn that there are
five advantages of educational video games: allowing players
to learn individually and independently according to personal
preference, intelligence and imagination; providing a platform
for players to gain research skills by exploring the rules and
tips; assisting players to socialize with fellow players and establish a sense of belonging and acknowledgment by cooperation;
satisfying players with the need of self-actualization by giving
them equal attention as any other players; and helping players
to follow moral and legal regulations in reality by obeying rules
in games.
It can be seen that video games have a great deal of educational potential, and, moreover, educators both in China and the
west have high expectations for them.

Educational games

After realizing the positive characteristics of video games
in education, many relevant game products have subsequently
been launched. In the west, the name of video games for educational usage or with educational functions is not entirely
clear: educational games, serious games, light games and so
on. Each of these names has a special focus on some attributes of the type of game, but no agreement has so far been
reached. However, in China, they are called 教育游戏 (Jiao Yu
You Xi, educational games). In the educational games industrial
research report provided by the market research department of
the journal Distance Education in China, scholars have defined
educational games as “computer gaming software that is able to
cultivate game players’ knowledge, skills, intelligence, emotion,
attitude, values and has a certain educational function.”
To differentiate educational games with common entertainment games, at the early stage of the educational games
development in 1981, T.W. Malone outlined the characteristics
that educational games should possess: clear goals that students
find meaningful; multiple goal structures and scoring to give
students feedback on their progress; multiple difficulty levels
to adjust the game difficulty to learner skill; random elements
of surprise; and an emotionally appealing fantasy or metaphor
related to game skills.
Alan Carpenter, creative director at 3T Productions, a leading
interactive media design and development agency for education,
recently pointed out: “Software should incorporate a sound educational philosophy, and should have clearly stated educational
objectives and content.” He also believes that educational games
should be “designed to be inclusive of a wide range of aptitudes and abilities, providing support for the learner and some
guidance for teachers planning to use the software.” According to his experience in this field, a good educational game is
“task-driven,” but has “multiple ways of achieving your aim.”
While educational games are still based on the general design of
common games, they have been further developed with stronger
educational features and style.
Other than assisting in the classroom, educational games
have been widely explored and applied in various areas around
the world. In the United States, for example, games are especially designed for military training, while in Lithuania games
are tailored to help prisoners adapt to life on their future return
to society. The extensive application of educational games in
the west has greatly inspired Chinese educators and game producers to explore further into this new field.
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Development of
educational games in China

As previously mentioned, the development of educational games is a recent phenomenon in China. The first educational
game, Students’ Wisdom World, was not
launched into the market until the year
2000 by Clever, a Chinese software company. Although a late starter, educational
games have rapidly developed, and these
products have covered various fields.
The most common educational games
in the west are designed in accordance
with school curriculums to assist the
learning of players alongside traditional
classroom teaching on subjects such as
mathematics, languages and art. So far,
in China, no educational games have
been officially introduced into schools
and applied in classroom teaching. Nevertheless, a widely acclaimed educational
game 游戏学堂 (You Xi Xue Tang), used
in 95% of the schools in Taiwan, has
been subject to trials in more than 20
schools in Shenzhen, China, which has
received positive feedback from both
students and teachers. Subsequently, an
increasing number of educators have
acknowledged the contribution of video
games in teaching. Furthermore, the
popularity of computer and internet use
in schools has also provided additional
capacity for enhanced facilities to allow
for the practical application of games
into classroom learning in the future.
Given the speed of game development, a
number of experts in the field have predicted that there will be a large demand
for this type of educational game in the
immediate future.
Although game producers are also
aware of this vast potential market,
many educational games are presently
not available for various reasons. One
particular issue is that the Chinese
education system is undergoing reform.
For many years, Chinese education has
predominantly focused on theories and
exam results, which is the only evaluative method for academic performance
and students’ school life. This is known
as an examination-oriented education.
As a result, students spent most of their
time working on exam papers in order
to gain higher marks but neglected to
apply this theoretical knowledge into
practice, thereby isolating themselves
from the wider world. In recent years,
urged by the educators, the Chinese
education system has been reforming

www.multilingual.com

45-49 Zhang #112.indd 47

from the old model into a quality-oriented education that aims at the overall
development of students. The teaching
focuses on the ability of using knowledge instead of simply knowing the
theories. This reform has led to many
changes in the educational system,
resulting in the reconstruction of textbooks in particular. Other than the series
of national uniform textbooks, there
are now many different ones available. Although most of them are based
on the national uniform syllabus, the
detailed lesson planning is more varied.
In these circumstances, game developers have hesitated in developing games
too closely with any of the textbooks,
which could be altered or even replaced
in a couple of years. The development
of educational games in school subjects
has slowed down somewhat but is very
likely to accelerate in the near future
when the reforms within the education
system have been fully implemented.
As a result of educational reform, most
of the games in the market are not directly
related to textbooks but assist learning
with their own structures, among which
language learning has the most varieties. English, in particular, covers different levels and age groups from primary
school pupils to college students and
workers. Reflecting the requirement of
quality-oriented education, some games

Learning from Comrade Lei Feng
teaches students about patriotism.

have been developed for the popularization of common knowledge and skills
that are required in real life, ranging
from responding to an earthquake or fire
escape, first-aid and even insurance management and stock investment.
At the same time, the government has
also funded a number of game developers
to produce educational games in order to
enhance patriotic education and promote
social moralities. A few games have already
been launched, such as 学雷锋 (Xue Lei
Feng, Learning from Com rade Lei Feng)
developed by Shanda Interactive Entertainment Limited, in which players assume
the identity of Lei Feng, a soldier of the
People’s Liberation Army and a symbol
of selflessness, modesty and loyalty to the
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party and the people. Players try to achieve
the ultimate goal of meeting Chairman
Mao Zedong and getting his autograph
by doing different charitable things, such
as working on a construction site for free
and fighting against anti-government spies.
Tools include Quotations from Chairman
Mao Zedong, and if injured, players can be
healed by talking to a party secretary. This

game is part of a series of games called 中
华英雄谱 (Zhong Hua Ying Xiong Pu, A List
of Chinese Heroes), organized by the Central
Committee of the Communist Young League
and the General Administration of Press
and Publication. This series of games will be
based on the life stories of the 100 most outstanding Chinese characters in the country’s
history, which aims at promoting traditional
Chinese social morality and values as well as
enhancing history and patriotic education.
Several educational games have also
been funded by local government. One
such game is called 清廉战士 (Qin Lian
Zhan Shi, Incorruptible Fighter), which
aims at helping youngsters to learn about
fighting corruption. In the game, players
are allowed to kill corrupted officials and
their mistresses to achieve the final goal
of entering a corruption-free paradise. A
similar game is 贪官通缉令 (Tan Guan
Tong Ji Ling, Corrupted Officials Wanted),
which allows gamers to play an inspector
who investigates a car smuggling case
and finds out that many government
officials are involved. The ultimate goal
is to arrest all the criminals by engaging
in detection and research. A game called
官场人生 (Guan Chang Ren Sheng, The
Life of a Civil Servant) suggests the right
way of working for the government as
a “people’s servant.” The main character
of the game is Yao Qinglian, meaning
incorrupt, a university graduate who
wants to be a government official. The
game begins with Qinglian’s first working day as a civil servant, and the goal is
to reach the highest rank by working and
studying hard. Although these games
have not been warmly welcomed by
some gamers due to their sloppy design
and storylines, the participation of the
government in game development shows
that the authorities are fully aware of
the influence of video games and have
employed games as educational tools to
strengthen social morality, one’s view of
history and other values that are promoted by the government.

Problems of educational
games in the Chinese market
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Despite its rapid development, there
are many problems and obstacles in the
educational games industry. First of all,
the industry still needs more acknowledgement and support from parents and
teachers. As previously mentioned, the
attitude of the general public towards these
games is still very critical. According to a

survey on the attitude of parents and children to online games (www.360doc.com/
content/06/1010/07/11880_226716.shtml),
60% of the parents worry that their children may become addicted to games and
therefore perform badly in school, while
40% of the parents have a concern that
online games are too sexual and violent
for children, which may affect mental
health. Although educational games
are widely promoted to be distinct from
common games and useful for children’s
learning, parents and teachers still take a
skeptical position. The survey also shows
that only 20% of the parents would suggest their children play games that are
relevant to their studies in school, while
30% of the parents prefer to check the
game with their children before making
a decision. Since video gaming itself is
fairly new to the Chinese people, it will
take some time for parents who have
never played video games themselves
to accept this new medium favored for
entertainment and learning.
Secondly, educational games developers need to find a better balance
between learning and playing. The
key feature of educational games is
to learn while playing; however, most
educational games in the Chinese
market focus only on learning, which
makes the product more like learning
software than a game. Many students
consider existing educational games
as sugar-coated pills, tasting bitter
after a few sips. Some players prefer
either learning or playing, since playing educational games is not much fun
but the time they spend on them is still
seen as playing by parents. Meanwhile,
some parents believe that educational
games keep their children occupied for
long periods of time without teaching a
great deal. To solve this problem, it has
been suggested that game developers
work in collaboration with education
experts. At present, most game designers do not have a background in educational games, which arguably limits
their ability to produce a game that
brings fun to players but also embeds
systematic learning content. Nevertheless, if an education expert designs a
game, he or she may not have enough
programming, art or design knowledge.
Therefore, the cooperation of game
developers, educational experts and
perhaps student players themselves
would help to make educational games
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Another idea is to develop games with
two versions — commercial and educational — from the beginning. Of course,
it also depends whether the game itself
has any educational potential. Whatever
issues exist, the improvement of educational games will ultimately require
a greater degree of commitment from
game producers.
Learning and playing are traditionally
considered two contradictory elements;
however, they are now linked through
the medium of educational video games.
Although it might take some time
for them to work together, they have
brought new ideas to both educational
methods and the video gaming industry
in China. With high expectations from
educators in terms of its educational
potential and from games producers for
its vast industrial prospects, educational
games are expected to make impressive
progress. Nevertheless, this new promising field still needs strong support and
commitment from every player. M
Incorruptible Fighter allows the player to kill corrupt government officials.

not only interesting to learn but also
fun to play. Also, the training of game
designers who specialize in educational
games is crucial for future development. Since educational games require
designers to have both game designing skills and knowledge on teaching
strategies, it is necessary to train future
talents working in this field with a
well-rounded knowledge.
Thirdly, the quality of educational
games requires a great deal of improvement. Another issue raised by student
gamers is that the educational games
are not as well-designed as commercial
games. The interface is plain, the art
and design are sloppy, the background
music is boring and so on. The poor
quality of educational games is mainly
caused by a lack of capital investment
in its development. Since commercial
online games have been profitable in the
Chinese market in recent years, most of
the game producers have devoted their
resources to developing commercial
games. Educational games are still seen as
an experimental field without any guaranteed profit return; therefore, they are
given only limited funding and human
resources. The situation is rather complex: on one hand, there is a demand for

www.multilingual.com

45-49 Zhang #112.indd 49

better quality games to be developed in a
vast emerging market; on the other hand,
it may be unrealistic for game producers
to invest in a market they do not have
confidence in. An economical solution
is to make the most of the existing commercial games and convert them into
more educational versions instead of
developing a new game from scratch as
it were. Many commercial games contain knowledge on history, geography as
well as outdoor survival skills, which can
be recycled easily for educational games.
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Open and flexible
localization metadata
Dimitra Anastasiou

H

How often have you tried to open a translation memory (TM) created with one computeraided translation (CAT) tool in another CAT
tool? I assume pretty often. In the worst case,
you cannot open the TM. In the best case, you
can open it, but data and metadata are lost.
You aren’t able to tell which strings have been
locked, which are under review and so on.

The standard Translation Memory eXchange (TMX), developed by the Localization Industry Standards Association’s
(LISA) standards committee called OSCAR (Open Standards
for Container/content Allowing Reuse) undoubtedly makes the
exchange of TM data easier and does not lock the translator into
a specific tool or tool provider. Also, the standard XML Localisation Interchange File Format (XLIFF), developed under the
auspices of the Organization for the Advancement of Structured
Information Standards (OASIS), is an interchange file format
that exchanges localization data and can be used to exchange
data between companies, such as a software publisher and a
localization vendor, or even between localization tools.
Both TMX and XLIFF are important standards for the localization process. These standards have their own formats, though
the synergy is there: XLIFF’s current version 1.2 borrows from
the TMX 1.2 specification, and the inline markup XLIFF support
in TMX 2.0 is currently in progress.
Dimitra Anastasiou, a postdoctoral
researcher at the Localisation Research
Centre, University of Limerick, is working for
the Centre for Next Generation Localisation
Project as chair of the CNGL-metadata group.
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Figure 1: Metadata often surrounds and describes the actual data.

There is a range of standard data formats, apart from TMX
and XLIFF, such as Darwin Information Typing Architecture
(DITA), attached to OASIS, Internationalization Tag Set (ITS),
put out by W3C, Segmentation Rules eXchange (SRX), affiliated
with LISA/OSCAR along with Global Information Management
Metrics eXchange-Volume (GMX-V) and so on. Each of these
standards focuses on a particular aspect of the localization
workflow. For example, DITA is for authoring, ITS for internationalization, SRX for segmentation and GMX-V for counting.
There are also some frameworks such as the ISO-based Multilingual Information Framework and the Open Architecture
for XML Authoring and Localization, an OASIS specification,
which try to take advantage of and combine some of the aforementioned standards.
In a period where many CAT tools are created and features
are added to their feature lists, what really matters is to have full,
proper support of standards by most if not all tools. However,
reality proves that currently each CAT tool, commercial or opensource, supports a standard in a different way, and each provider
customizes it according to need. In the end, the standards cease
to have a proper and rigid structure. Supporting these standards
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on the project, process and workflow followed. In most cases, in
the localization industry metadata is project-specific, resourcesdependent and process-oriented. Generally speaking, metadata
provides additional knowledge about digital content, services,
Data
Metadata
processes and the people or organizations who use them; it
can be differently applied to any given data depending on the
activities and purposes to which it is put.
As aforementioned, metadata is often process or contentfocused. That is why metadata in the localization process is
Figure 2: The metadata is inserted in the actual data.
needed. Perhaps the most important reason we need metadata
definitely lends advantage to the tool and tool provider and
is in order not to lose any relevant content. The content should
extends their feature lists, but having poor support is undoubtedly
be maintained during the authoring, internationalization and
not good for anyone, not the translators, developers or project
localization process and even after that for its reuse in future
managers.
projects.
In order to check out the adoption of XLIFF by different
But having metadata does not solve all these problems.
stakeholders, translators, publishers/clients, tool providers and
Metadata should be useful. By useful metadata, we mean rich,
localization service providers, we conducted a survey and asked
explicit, easily-transferred metadata. Software developers
the respondents for their feedback regarding the general structure
should write explicit metadata in a form that is understood by
of XLIFF, the problems they face using it and any recommendathose without an engineering background. Also, the metadata
tions improving it. Some general comments are that XLIFF can
should be understood and supported by software through the
be very complex, and thus simplicity
various filters. Then the result is
and modularization are needed. Also,
reflected both in terms of cost and
clarification of necessary metadata can
time saving.
Open standards help to bring
help in this direction. Before we go on
The question that arises is why
in detail to XLIFF as a standard to carry more people together, develop
metadata should be standardized in
metadata, the distinction between data
the first place. Many tool providand metadata is crucial. While data is more tools and break the locks
ers may think that standardization
the actual content, metadata is any between tool providers. XLIFF is a
restricts their tasks and narrows their
data about other data. In other words,
focus. Also, they have to either find
metadata keeps data together and con- good example of open standards
people who are familiar with working
nects them in a chain flow. Metadata
with standards or train their recruited
often surrounds and describes the in localization carrying, in addition,
staff. And that is, of course, reflected
actual data (Figure 1).
in time consumption and cost. So, the
much metadata.
Sometimes, though, the metadata is
adoption of standards by both clients
inserted in the actual data and the diaand vendors is sometimes tricky and
gram changes (Figure 2). In this case, it is even more important
ultimately depends on the motivation of the companies. The
to distinguish between data and metadata so that nothing gets
main advantage of standardizing metadata is that there is
lost on the way. Different localization workflow stages furnish
then common ground. Standardization is needed to ensure the
examples of metadata:
safe capture, usage and reusage of metadata so that those in
■ project management: distinction between translatable and
a localization process can communicate easily and the process
nontranslatable files; start and due date of the project; comis performed faster, cheaper and with higher accuracy. Morements; locking strings.
over, when standards are open, then more people are involved
■ technical writing: author’s details (name, e-mail); content
in projects, more tools are developed and generally there are
domain; style guides used.
independence and freedom in selecting the best solution.
■ translation: status of the strings (needs translation, under
XLIFF
review, approved/confirmed); context information; linguistic assets
XLIFF is an open standard for translation and localization
used, for example, TMs, terminology databases, glossaries or preand exchanges data between software publishers, localizatranslate with MT; leveraging information (matching percentage).
■ web and software localization: coordinates of menus and
tion vendors or localization tools. It is developed under the
auspices of the OASIS Technical Committee, whose purpose is
dialogs; layout formatting; version control; bug status/report.
to define and promote the adoption of a specification for the
The advantages of using metadata are many and diverse.
interchange of localizable software-based objects and metaMore precisely and in relation to the above, metadata in softdata so that documents can go through several localization
ware localization is important, as most often software versions
phases. In general, XLIFF supports custom-defined workflow
are based on previous ones. Also, the project manager and the
metadata during the localization process. During the differtranslator benefit from metadata. The project manager using
ent stages of localization, the XLIFF document might include
metadata will have a better folder structure and will be able to
data from TM, MT and termbases. Segments can be marked as
identify and search the relevant files. The translator is helped by
signed-off, needing review and so on. It also supports metametadata in that he or she sees what to translate and what not,
data such as restrictions on string length, coordinates of dialog
sees the suggested translations provided by TM or MT and so on.
boxes, as well as specifying data type for a translation unit.
These examples can be either increased or decreased depending
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For example, a simple valid XLIFF example without metadata
would include the current version of XLIFF declaration and the
elements file (including the original file, source and target
language and datatype), body and translation unit (transunit), as shown below. What the example says is that the
US English source word magazine is translated into German
Zeitschrift.
<?xml version="1.0" encoding="UTF-8"?>
<xliff version="1.2" xmlns="urn:oasis:names:
tc:xliff:document:1.2"
xmlns:xsi="http://www.w3.org/		
2001/XMLSchema-instance"
xsi:schemaLocation="urn:oasis:names:tc:		
xliff:document:1.2
xliff-core-1.2-transitional.xsd">
<file original="magazine_without_metadata.txt"
source-language="en-US" target-			
language="de-DE" datatype="plaintext">
<body>
		
<trans-unit id="#1">
			
<source>magazine</source>
			
<target>Zeitschrift</target>
		
</trans-unit>
</body>
</file>
</xliff>

Another example of an XLIFF file, rich in metadata this time,
follows:
<?xml version="1.0" encoding="UTF-8"?>
<xliff version="1.2" xmlns="urn:oasis:names:		
tc:xliff:document:1.2"
xmlns:xsi="http://www.w3.org/			
2001/XMLSchema-instance"
xsi:schemaLocation="urn:oasis:names:tc:		
xliff:document:1.2
xliff-core-1.2-transitional.xsd">
<file original="magazine_with_metadata.txt" 		
source-language="en-US"				
target-language="de-DE" 				
datatype="plaintext" tool="TM-ABC">
<header>
<phase-group>
		
<phase phase-name="review"
			
process-name="Terminology
				
Management"
			
contact-name="Dimitra			
				
Anastasiou"
			
contact-email="Dimitra
				
.Anastasiou@ul.ie"/>
</phase-group>
<glossary>
<external-file
href="file:///C:/MyFolder/MyProject/
Multilingual_glossary.htm"/>
</glossary>
<note>Please consult the multilingual
glossary!
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</note>
</header>
<body>
<trans-unit id="#1">
<source>magazine</source>
<target>Zeitschrift</target>
<alt-trans match-quality="75%">
<source>magazine issue</source>
		
<target>Zeitschriftenausgabe</target>
</alt-trans>
</trans-unit>
</body>
</file>
</xliff>

In this example, we have an XLIFF file full of metadata.
In the header element we have metadata about the whole
localization process: phase-name="review" and process-name="Terminology Management" as well as the
contact details of the person responsible (name and e-mail).
We also have a glossary external file and a comment to consult
this glossary. Interesting is also the metadata related to the
alternative translation element (alt-trans), where from the
tool TM-ABC we have the entry magazine issue translated into
Zeitschriftenausgabe and also the matching percentage (75%).

Metadata research
The Centre for Next Generation Localisation (CNGL) is an
academia-industry partnership project that integrates MT technology, speech-based interfaces and personalization, multilingual digital content management and localization workflows.
With more than 100 researchers working in the terms of CNGL
and covering the whole localization process, a common open
metadata model is necessary for the better collaboration both
for people (such as developers, translators and communities) and processes (authoring, localization, maintenance and
management). A metadata group is set up within CNGL, and
one of its tasks currently is to check the types of metadata
models utilized within CNGL and foresee which extra metadata
is needed in the future. This future metadata can be accordingly recommended for the next XLIFF releases. As for our
initial recommendations, tools should have converters to be
interoperable. What we need is open exchange of workflow
data and to build global concern for standardization. In the
CNGL project we examine the use of XLIFF and suggest future
metadata needed. This research is supported by the Science
Foundation Ireland.
There should be a clear distinction between data and metadata so that neither of them is lost through the various localization processes. Metadata connects the data and therefore should
be rich, explicit and useful. Standardization of metadata gives
a common basis to developers, translators, project managers,
and other users and facilitates their communication. Open standards help to bring more people together, develop more tools
and break the locks between tool providers. XLIFF is a good
example of open standards in localization carrying, in addition,
much metadata. M
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Basic terminology
This section offers terminology, abbreviations, acronyms and other
resources, especially as related to the content of this issue. For more
definitions, see the Glossary section of MultiLingual’s annual Resource
Directory and Index (www.multilingual.com/resourceDirectory).
computer-aided translation (CAT). Computer techno
logy applications that assist in the act of translating text
from one language to another.
consecutive interpreting. The interpreter begins his or
her interpretation of a complete message after the speaker
has stopped producing the source utterance. At the time
that the interpretation is rendered, the interpreter is the
only person in the communication environment who is pro
ducing a message. Normally, in consecutive interpreting,
the interpreter is alongside the speaker, listening and tak
ing notes as the speech progresses. When the speaker has
finished or comes to a pause, the interpreter reproduces
the message in the target language, in its entirety and as
though he or she were making the original speech.
content management system (CMS). A system used
to store and subsequently find and retrieve large amounts
of data. CMSs were not originally designed to synchronize
translation and localization of content, so most of them have
been partnered with globalization management systems.
controlled authoring. Writing for reuse and translation.
Controlled authoring is a process that integrates writing
with localization so that the text can be written for reuse
and at the same time written for efficient translation.
crowdsourcing. The act of taking a task traditionally per
formed by an employee or contractor and outsourcing it to an
undefined, generally large group of people, in the form of an
open call. For example, the public may be invited to develop
a new technology, carry out a design task, refine an algo
rithm, or help capture, systematize or analyze large amounts
of data.
Darwin Information Typing Architecture (DITA). An
based architecture for authoring, producing and
XMLbased
XML
delivering technical information. This architecture con
“information
sists of a set of design principles for creating “information
typed” modules at a topic level and for using that content
www.multilingual.com
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in delivery modes such as online help and product support
portals on the web.
escort interpreting. The interpreter accompanies a per
son or a delegation on a tour, on a visit or to a meeting or
interview. These specialists interpret on a variety of sub
jects, both on an informal basis and on a professional level,
and most of the interpretation is consecutive.
eXtensible Markup Language (XML). A programming
language/specification pared down from SGML, an interna
tional standard for the publication and delivery of electronic
information, designed especially for web documents.
globalization (g11n). In this context, the term refers to
the process that addresses business issues associated with
launching a product globally, such as integrating localiza
tion throughout a company after proper internationaliza
tion and product design.
internationalization (i18n). Especially in a computing
context, the process of generalizing a product so that it
can handle multiple languages and cultural conventions
(currency, number separators, dates) without the need for
redesign.
lingua franca. A language that is adopted as a common
language between two speakers whose native languages
are different.
adapting
localization (l10n). Inn this context, the process of adapting
a product or software to a specific international language or
culture so that it seems natural to that particular region. True
localization considers language, culture, customs and the char
acteristics of the target locale. It frequently involves changes to
the software’s writing system and may change keyboard use and
fonts as well as date, time and monetary formats.
machine translation (MT). A technology that trans
lates text from one human language to another, using
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terminology glossaries and advanced grammatical, syntac
tic and semantic analysis techniques.
quality assurance (QA). The activity of providing evi
dence needed to establish confidence among all concerned
that qualityrelated activities are being performed effec
tively. All those planned or systematic actions necessary to
provide adequate confidence that a product or service will
satisfy given requirements for quality. QA covers all activi
ties from design, development, production and installation
to servicing and documentation.
return on investment (ROI). In finance, the ratio of money
gained or lost on an investment relative to the amount of
money invested. The amount of money gained or lost
may be referred to as interest, profit/loss, gain/loss or net
income/loss.
search engine. A program designed to help find infor
mation stored on a computer system such as the World
Wide Web or a personal computer. A search engine allows
a user to ask for content meeting specific criteria — typi
cally those containing a given word, phrase or name — and
retrieves a list of references that match those criteria.
search engine optimization (SEO). A set of methods aimed
at improving the ranking of a website in search engine list
ings. SEO is primarily concerned with advancing the goals of a
website by improving the number and position of its organic
search results for a wide variety of relevant keywords.
simultaneous interpreting. The interpreter reformulates
the message into the target language as quickly as possible
while the source speaker is speaking. Normally, in simulta
neous interpreting between spoken languages, the inter
preter sits at a microphone in a soundproof booth, usually
with a clear view of the speaker, listening through head
phones to the incoming message in the source language.
The interpreter then relays the message in the target lan
guage into the microphone to whoever is listening.
source language (SL). A language that is to be trans
lated into another language.
target language (TL). The language that a source text is
being translated into.
telephone interpreting. The interpreter, who is usually based
in a remote location, provides interpretation via telephone for
two individuals who do not speak the same language. Most
often, telephone interpreting is performed in the consecutive
mode. This means that the interpreter listens to each utter
ance first and then proceeds to render it into the other lan
guage, as opposed to speaking and listening simultaneously.
translation. The process of converting all of the text
or words from a source language to a target language. An
understanding of the context or meaning of the source lan
guage must be established in order to convey the same mes
sage in the target language.
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translation memory (TM). A special database that stores
previously translated sentences which can then be reused on
a sentencebysentence basis. The database matches source
to target language pairs.
Translation Memory eXchange (TMX). An open stan
dard, based on XML, that has been designed to simplify and
automate the process of converting translation memories
from one format to another.
translation unit (TU). A segment of text that the translator
treats as a single cognitive unit for the purposes of establish
ing an equivalence. The translation unit may be a single word,
a phrase, one or more sentences, or even a larger unit.
Unicode. The Unicode Worldwide Character Standard
(Unicode) is a character encoding standard used to repre
sent text for computer processing. Originally designed to
support 65,000, it now has encoding forms to support more
than one million characters.
XML Localization Interchange File Format (XLIFF). An
XMLbased format for exchanging localization data. Stan
dardized by OASIS in April 2002 and aimed at the localiza
tion industry, XLIFF specifies elements and attributes to aid in
localization. XLIFF could be used to exchange data between
companies, such as a software publisher and a localization
vendor, or between localization tools, such as translation
memory systems and machine translation systems.

Resources
OrganizatiOns
American Translators Association (ATA): www.atanet.org; and
its Language Technology Division: www.atadivisions.org/LTD
Project Management Institute: www.pmi.org
Translation Automation User Society (TAUS):
www.translationautomation.com

Publications
Ethnologue: Languages of the World (15th edition), Raymond G.
Gordon, Jr.: www.ethnologue.com/print.asp
The Guide to Translation and Localization,
published by Lingo Systems: www.lingosys.com
Index of Chinese Characters With Attributes, George E. Bell,
2006: www.multilingual.com/eBooks
Globalization Handbook for the Microsoft .NET Platform, Parts I - IV,
Bill Hall, 20022006: www.multilingual.com/eBooks
Translation: Getting It Right, published by the ATA:
www.atanet.org/docs/getting_it_right.pdf
Translation: Standards for Buying a Non-Commodity, published by
the ATA: www.atanet.org/docs/translation_buying_guide.pdf

references
CIA World Factbook: https://www.cia.gov/library/publications/
theworldfactbook
Omniglot — Writing Systems & Languages of the World:
www.omniglot.com
Unicode, Inc.: http://unicode.org
editor@multilingual.com
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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: customer_info
@kcsl.ca, Web: www.kcsl.ca See ad on page 5

Conferences
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

TAUS

Description TAUS is a think tank for the translation industry,
undertaking research for buyers and providers of translation
services and technologies. Our mission is to increase the size
and significance of the translation industry to help the world
communicate better. To meet this ongoing goal, TAUS supports entrepreneurs and principals in the translation industry
to share and define new strategies through a comprehensive
program of events, publications and communications.
TAUS Oosteinde 9-11, 1483 AB De Rijp, The Netherlands, 31-299-672-

028, E-mail: info@translationautomation.com, Web: www.translation
automation.com

Automated Translation
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 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 translation memories (TMs) as well as cleans, grades and increases leveraging
of existing TMs. Automatic and accurate, the easy-to-use

www.multilingual.com
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Localization World

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 63
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Associations
Automated Translation
Conferences
Enterprise Solutions
Internationalization Tools
Localization Services
Multilingual Software
Speech Technologies
Translation Mgmt Systems
Translation Services
Translation Tools

The software platform incorporates translation memory
storage and retrieval, terminology management, machine
translation, project management and workflow engine, all
sitting on top of a massive data warehouse of centralized language data. We deliver our software to our customers in a traditional enterprise software install and software-as-a-service
(SaaS) model via the web. In many ways, we’re enterprise
software with a social twist. We’re focused on delivering commercial grade productivity software to companies to engage
their social and customer networks.
Lingotek 15 Scenic Pointe Drive, Suite 325, Draper, UT 84020,

877-852-4231, 801-727-1580, Fax: 801-727-1581, E-mail: sales
@lingotek.com, Web: www.lingotek.com See ad on page 21

Worldware Conference

Description The Worldware Conference illuminates the “why”
and “what” of internationalization in a two-day conference
setting. Subject matter experts from leading companies offer
indispensable insights into key topics for any company delivering software to a global audience. The formal conference is followed by a third workshop day for hands-on inclined attendees
who just can’t live without a little bit of guidance in the “how.”
The Worldware Conference is produced by the same team that
placed Localization World on the conference map.
Localization World Ltd. 319 North 1st Avenue, Sandpoint, ID 83864,
208-263-8178, Fax: 208-263-6310, E-mail: notify@worldwarecon
ference.com, Web: www.worldwareconference.com

Enterprise Solutions
Across Systems
Multiple Platforms

Languages All Description Across Language Server is the
world’s leading independent linguistic supply chain technology. It provides a central software platform for corporate
language resources and translation processes. The all-in-one
enterprise solution includes a translation memory, a terminology system, and powerful PM and workflow control tools.
It allows end-to-end processing so that clients, LSPs and
translators collaborate seamlessly. Open interfaces enable
the direct integration of CMS or ERP solutions, among others. Across clients access the Language Server via LAN, WAN
or web, or as a hosted service. Across customers include
Volkswagen, HypoVereinsbank, SMA Solar Technology and
hundreds of other leading companies.
Across Systems GmbH D-76307 Karlsbad, Germany, 49-7248-925425, E-mail: international@across.net

Across Systems Inc. Glendale, CA 91203, 877-922-7677, E-mail:
americas@across.net, Web: www.across.net See ads on pages 2, 64

Lingotek Collaborative Translation Platform
Multiple Platforms

Languages Supports all language pairs Description Lingotek
is a software company in Salt Lake City, Utah. We have
developed the world’s first Collaborative Translation Platform.

Advanced Leveraging Translation Memory
Multiple Platforms

Languages All Unicode languages Description MultiCorpora,
celebrating ten years as the language technology experts, is
dedicated to providing language technology solutions to
enterprises, language service providers and governments. Its
flagship product, MultiTrans, pioneered the advanced leveraging TM concept that features hassle-free document pair
alignment, recycles past translations with context at a granular level and provides an on-the-fly view of how ambiguous
terms were previously translated. MultiTrans is an innovative client-server application with a best-in-class terminology management system, designed to transform translation
expenses into a growing repository of reusable assets. The
Translation Bureau of Canada, UNESCO, Toys “R” Us, Kraft,
HSBC and many others have selected MultiTrans as their
multilingual asset management solution.
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 ad on page 23

STAR Group
Multiple Platforms

Languages All Description STAR Group was founded in
Switzerland 26 years ago with the exclusive focus of facilitating cross-cultural technical communications in all languages. The company has grown to be the largest privately
held multilingual information technology and services
company in the world with 42 offices in 32 countries. Its
advanced technology developments have propelled STAR to
its current market position. Core services: information management, translation, localization, publishing, on-demand
printing, consulting. Core technologies: Transit (translation
memory), TermStar/WebTerm (terminology management),
GRIPS (product information management), MindReader
(context-sensitive authoring assistance), STAR CLM (corporate language management), STAR CPM (corporate process
management), i-KNOW (competence management), and
SPIDER (Interactive Electronic Technical Manual).
STAR Group Wiesholz 35, 8262 Ramsen, Switzerland, 41-52742-9200, 216-691-7827, E-mail: info@star-group.net, Web:
www.star-group.net See ads on pages 10, 19, 30, 36
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Internationalization Tools
Beijing E-C Translation Ltd.
Advanced Leveraging Translation Memory
Multiple Platforms

Languages All Unicode languages Description MultiCorpora,
celebrating ten years as the language technology experts, is
dedicated to providing language technology solutions to
enterprises, language service providers and governments. Its
flagship product, MultiTrans, pioneered the advanced leveraging TM concept that features hassle-free document pair
alignment, recycles past translations with context at a granular level and provides an on-the-fly view of how ambiguous
terms were previously translated. MultiTrans is an innovative client-server application with a best-in-class terminology management system, designed to transform translation
expenses into a growing repository of reusable assets. The
Translation Bureau of Canada, UNESCO, Toys “R” Us, Kraft,
HSBC and many others have selected MultiTrans as their
multilingual asset management solution.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,

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 fulltime 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

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

See ad on page 23

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 17

Alliance Localization China, Inc. (ALC)

Languages Major Asian and European languages Description
ALC offers document, website and software translation and
localization, desktop publishing, and interpreter services.
We focus on English, German and other European languages
to and from Chinese, Japanese, Korean and other Asian
languages. We use TRADOS, CATALYST, SDLX, Transit
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
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

56

|  MultiLingual  June 2010

55-61 Buyer'sGui#112 .indd 56

Binari Sonori

Description Binari Sonori is a leading provider of international media localization services since 1994, with a unique
team of project managers, studios, engineers and selected linguists spread over 30 countries worldwide. Solid procedures
and transparent relationships with clients guarantee high
quality of text, audio and video, timeliness and flexibility.
We are accustomed to working for global companies that
need to reach a broad range of markets with their media and
entertainment products. Specialized support for any media
localization activity, from effective audio localization to
international content creation. Highly professionalized onestop shop supporting today’s media localization projects.
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo,

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

Interpro Translation Solutions

Languages All modern languages Description Since 1995,
Interpro Translation Solutions has been providing worldclass language translation, software and web content localization, desktop publishing and project management solutions,
enabling our clients to deliver multilingual products to their
global audiences. Adapting products, services and corporate
messaging to each potential target market’s language requires an experienced team of professionals in order to get
it done right the first time because you don’t always get a
second chance. Our mission is to assist our clients in gaining
revenue, market share and user satisfaction by providing the
highest quality and most comprehensive language services
available in the market.
Interpro Translation Solutions 4200 Commerce Court, Suite 204,

Lisle, IL 60532, 630-245-7150, Toll-free: 877-232-3277, Fax: 630245-7155, E-mail: info@interproinc.com, Web: www.interproinc.com

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

page 47

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 37

iDISC Information Technologies

Languages Spanish (all variants), Catalan, Basque, Galician
Description iDISC, established in 1987, is a privately-held
translation company based in Barcelona that focuses on

advertising@multilingual.com
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The Greek, Bulgarian, Romanian, Turkish partner

Languages Greek, Bulgarian, Romanian, Turkish, French,
Italian, German, Spanish, English Description Intertranslations Ltd is a leading Greek translation and localization service provider, established in 1995, with extensive
experience in medical and pharmaceutical products and
equipment, legal, financial, mechanical, automotive, engineering, electrical, technical, software, media and marketing, tourism, health and nutrition, the food industry and so
on. Among the tools used to ensure the quality of our projects are TRADOS, Transit, SDLX and other CAT tools and
for DTP, InDesign, PageMaker, Photoshop, QuarkXPress,
Illustrator, CorelDraw and FrameMaker. We proudly have
acquired the following certifications: ISO 9001:2000, DIN
EN 15038:2006-08 and are members of ATC, GALA and
LISA. We provide free samples upon request.
Intertranslations Ltd 4 El. Venizelou Street, 176 76 Athens, Greece,
30-210-92-25-000, Fax: 30-210-92-25-500, E-mail: a.arvanitis@
intertranslations.gr, Web: www.intertranslations.gr

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
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 9

Lingo Systems, Translation & Localization

Languages 170+ Description Lingo Systems, powered by
Language Line Services, provides customer-focused sole-source
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 16

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

www.multilingual.com
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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, 718-

multilingual needs in a wide range of fields such as video
games, software, automotive, medical and marketing collateral translation. With our streamlined localization and QA
processes, experienced project managers, and native translators, testers and QA professionals, your translation/localization projects will be a success on budget and on time every
time. We strive to become a strong and proactive partner
with all our clients.
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-translations.com

623-3066, 718-789-2782, E-mail: info@linguagraphics.com, Web:
www.linguagraphics.com

Moravia Worldwide

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

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 highquality multilingual products. Moravia’s solutions include
localization and product testing services, internationalization, multilingual publishing and technical translation.
Hewlett-Packard, IBM, Microsoft, Oracle, Sun Microsystems
and Symantec are 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

See ad on page 27

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

MO Group International

Languages 40+ Description MO Group International is a
Brussels-based company with many years of experience in
translation, localization and testing in 40+ languages. We are
dedicated to achieving high-quality translations for all your

Your Vision. Worldwide.

Worldwide Localization and Translation

Languages 60+ Description Net-Translators specializes
in software localization and translation into more than
60 languages. Our localization, internationalization and
multilingual testing services instill the confidence that the
product is accurately and consistently localized, translated
and tested. Our translators are industry specific and have
amassed a wealth of experience in their particular areas
of expertise. We have a proficient in-house multilingual
staff of project managers, QA professionals and DTP specialists who provide world-class service to our customers.
Our staff remains on the cutting edge of CAT, QA and DTP
technology. Net-Translators is ISO 9001:2000 certified, and
we maintain branch offices in the United States, United
Kingdom and Israel.
Net-Translators Worldwide
USA 1250 Oakmead Parkway, Suite 210, Sunnyvale, CA 94085-

4037, 408-501-8839, Fax: 408-212-8956, E-mail: salesusca@
net-translators.com
Europe 44-20-3393-8385, E-mail: saleseu@net-translators.com
Israel 972-3-5338633, Fax: 972-3-5336956, E-mail: salesil@nettranslators.com, Web: www.net-translators.com See ad on page 48
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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-

Greek Localization Experts Since 1983

Languages Greek Description Founded in 1983, ORCO S.A.
is a leading translation and localization service provider, specializing in software localization and technical translations
(IT, telecommunication, medical, automotive, engineering,
marketing, financial). ORCO deals primarily with Englishinto-Greek projects, although translation from several other
European languages can be taken aboard. With its experienced in-house personnel, ORCO offers all language services
at the highest quality level, including localization, product
testing, engineering, DTP and so on. Our client list includes
many IT companies such as Google, HP, IBM, Microsoft and
Oracle, as well as international corporations such as Abbott,
Ford, Nokia, Sony, Kaeser and Hitachi.
ORCO S.A. 6, Vas. Sofias Avenue, 106 74 Athens, Greece, 30-210-7236001, Fax: 30-210-7249124, E-mail: info@orco.gr, Web: www.orco.gr

Localization and Globalization Partner

Languages 50 languages including English, Chinese, Japanese, Korean Description Saltlux was founded in 1979 as the
first localization and globalization service provider in South
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 services, 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
and editing, digital publishing, two-way electronic manual
production and database establishment. With this business
direction, we are striving to grow into and excel as a leader
in global technical communications.
Saltlux, Inc. 5~7F, Deok-il Building, 967 Daechi-dong, Gangnam-gu,
Seoul 135-848, South Korea, 822-379-8444, Fax: 822-379-5996,
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

Promova

Languages Major European languages into Russian and
Ukrainian Description Promova is a translation and localization company based in Ukraine providing a full scope of
language-related services including translation, localization,
QA check, DTP, linguistic testing, copywriting and consulting. We focus on large-scale, long-term projects for clients
with unique requirements. We offer professionalism and ISO
9001-certified quality, integrate best-technology solutions on
the market, and ensure effective management and best timeframes while adhering to even the tightest budgets.
Promova Velyka Goncharivska 9, 18, Kharkiv 61052, Ukraine, 38-057760-14-13, Fax: 38-057-372-89-27, E-mail: info@promova.com.ua,
Web: www.promova.com.ua

PTIGlobal

Languages All commercial languages for Europe, Asia
and the Americas Description PTIGlobal is committed to
developing ongoing, long-term partnerships with its clients.
This means a dedication to personal service, responsiveness,
high-quality output, and sensitivity to clients’ cost goals and
timelines. Backed by over 30 years of experience in technical translation, PTIGlobal provides turnkey localization
services in 30 languages simultaneously for software, web
applications, embedded devices, wireless applications and
gaming technology. Projects employ our expertise in end-toend project management; internationalization consultation;
glossary development; native language translation; multilingual web content management; translation memory maintenance; localization engineering; linguistic and functionality
testing; desktop publishing; complete multilingual video and
audio services; as well as onsite managed services.
PTIGlobal 4915 SW Griffith Drive, Suite 200, Beaverton, OR 97005,

503-297-2165, 888-357-3125, Fax: 503-352-0729, E-mail: info@
ptiglobal.com, Web: www.ptiglobal.com

TOIN Corporation

Languages Japanese, Traditional and Simplified Chinese,
Korean, Malay, Thai, Vietnamese and European languages
Description TOIN is a solidly established Asian MLV with
more than 45 years’ experience. Our services encompass translation, localization engineering, DTP, MT post-editing, workflow/process consulting and project management. TOIN offers
global reach and exceptional strength in Asia, with headquarters in Tokyo and additional operations in the United States,
Europe, China and Korea. The company has been helping
Global 1000 companies in industries such as automotive, IT,
telecommunications, life sciences, e-learning, computer software/gaming, semiconductors and consumer products.
TOIN Corporation
Japan Shiba 1-chome Building, 1-12-7 Shiba, Minato-ku, Tokyo

105-0014 Japan, 81-3-3455-8764, Fax: 81-3-3455-6514, E-mail:
toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America Minneapolis, MN, 612-926-0201, E-mail: aki-ito@
to-in.co.jp, Web: www.to-in.com
Europe London, 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

341-4493064, Fax: 54-341-4492542, E-mail: info@ushuaia
solutions.com, Web: www.ushuaiasolutions.com See ad on page 39

VistaTEC

Languages All Description VistaTEC is a leading provider
of globalization services and specializes in the localization
and testing of enterprise, mobile and desktop applications.
VistaTEC provides translation, technical consulting, 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 32

WhP International

Languages All European and major Middle Eastern and Asian
languages, including local variants Description Established
in 1994, WhP offers a wide range of linguistic and technological solutions, designed to match each client’s needs. WhP
has over several years become a renowned player in the localization world, with a yearly average growth rate of 20% since
2005. By committing huge efforts and best practices, WhP
has gained the loyalty of international accounts in the fields
of IT and telecom, industry, business and web applications,
training and e-learning, video games and more. WhP has
its headquarters in France with local offices and production
centers in China and Slovakia.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex,
France, 33-493-00-40-30, Fax: 33-493-00-40-34, E-mail: enquiry
@whp.net, Web: www.whp.net See ad on page 42

Ushuaia Solutions

Languages Spanish (all varieties), Portuguese (Brazil) Description Ushuaia Solutions is a fast-growing Latin American
company providing solutions for translation, localization and
globalization needs. Ushuaia Solutions is focused on being
creative and proactive to meet tight time frames with a highquality 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-

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

Multilingual Software

Unitype Multilingual Software —
Type a World of Languages

Languages Over 100 languages Description Unitype multilingual products — Global Writer, Global Office and Global
Suite — run on Microsoft Windows and include over 100
modern and ancient languages — Middle East, Far East,
India, other Asia, Africa, Europe and more. Unitype Global
Writer is a standalone multilingual word processor; is fully
bidirectional; creates Unicode-compliant documents; and
imports/exports international encoding standards. Unitype
Global Office is a plug-in product allowing the user to type
Unitype languages directly into Microsoft Office Word, Excel,
PowerPoint and Outlook. Unitype Global Suite includes both
Global Writer and Global Office. See www.unitype.com for
more information and a complete language list.
Unitype, LLC 116-A Mockingbird Lane, Lockhart, TX 78644, 512-6200384, Fax: 512-233-0094, E-mail: sales@unitype.com, Web: www
.unitype.com
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Speech Technologies

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 speechto-speech translation devices.
AppTek 6867 Elm Street, Suite 300, McLean, VA 22101, 703-394-2317,

Translation Services
Arcadia Translations

Languages English, Spanish (all variants), Brazilian Portuguese Description Arcadia Translations, a translation agency
based in Argentina, provides translation and localization
services from English into Spanish and Brazilian Portuguese.
We value quality, words and communication, and we offer
integral linguistic solutions that include a wide range of services such as translation, editing and proofreading of documentation, software localization, web solutions, voice-over
and DTP services. We have an experienced in-house staff
who guarantees our high standard of quality. Our values as
a company are cost-effectiveness, responsiveness, customeroriented service, reliability and fast turnaround.
Arcadia Translations Avenida Corrientes 2032 1º E, CP 1045, Buenos
Aires, Argentina, 54-11-4954-3973, Fax: 54-11-4954-3973, E-mail:
info@arcadia-t.com, Web: www.arcadia-t.com

Fax: 703-821-5001, E-mail: info@apptek.com, Web: www.apptek.com

Translation
Management Systems

Plunet BusinessManager
Multiple Platforms

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, 49-30-

322971340, Fax: 49-30-322971359, E-mail: info@plunet.de, Web:
www.plunet.de See ad on page 11

XTRF Translation Management Systems
Multiple Platforms

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 Sławka 3, 30-653 Krak´ow, Poland, 48-12-

2546-126, Fax: 48-12-2546-122, E-mail: sales@xtrf.eu, Web:
www.xtrf.eu

www.multilingual.com
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Biro 2000 — Your partner for Eastern
European Languages

Languages Eastern European languages Description Biro
2000 is located in the heart of Europe (Slovenia). We’ve been
in business since 1992. Our clients come from all areas of
industry, but for the past few years our work priorities have
concentrated on the following areas of expertise: life sciences,
legal, IT, cell phone, automotive and technical industries. Our
work has focused on Eastern European languages. We work
according to the EN 15038 standard. We utilize the following
programs in our work: MemoQ server, Trados SDL Synergy,
Across Language Server and Transit XV.
Biro 2000 d.o.o. Jerebova ulica 14, 1270 Litija, Slovenia, 386-1-51318-20, Fax: 386-1513-18-21, E-mail: biro2000@biro2000.si, Web:
www.biro2000.si See ad on page 12

CETRA Language Solutions

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

Diskusija – Baltic and CEE languages provider

Languages Lithuanian, Latvian, Estonian, Bosnian, Bulgarian, Czech, Hungarian, Polish, Russian, Serbian, Slovak, Slovenian, Ukrainian Description Founded in 1993, Diskusija
specializes in technical translation and localization services
from Western European languages into all Central and Eastern European languages with a strong focus on Baltic languages (Lithuanian, Latvian, Estonian). Our experienced

team is able to handle projects of any complexity. We guarantee a professional and personal approach to our clients’
needs, the use of state-of-the-art industrial technology, quality management at all stages of a project, on-time delivery,
competitive rates and flexibility. We have extensive expertise
in the following industries: IT, software, hardware, telecommunications, medical equipment, medicine, pharmacology,
accounting, finance, automotive industry, electronics, legislation, and EU documents.
Diskusija Seimyniskiu g. 1A, Vilnius LT-09312, Lithuania, 370-52790574, Fax: 370-5-2790576, E-mail: diskusija@diskusija.lt, Web:
www.diskusija.lt

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

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

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

ForeignExchange Translations

Languages 42 languages and growing Description ForeignExchange is the global leader in providing translation 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,
Waltham, MA 02452, 866-398-7267, 781-893-0013, Fax: 781893-0012, E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com
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KERN Global Language Services
Your language partner

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, 212-953-

2070, 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

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. The LinguaLinx Building, 122
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-3880066, E-mail: info@lingualinx.com, Web: www.lingualinx.com

medical, 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: sales@neotech.ru, Web: www
.neotech.ru

Mc LEHM Language Services

Languages All European languages Description With over
12 years’ experience, Mc LEHM Language Services is the
legal and financial reference point in the Spanish market. We
render services all over the world, and over 1,500 companies
place their trust in us. Our core values are client satisfaction,
quality and fast turnarounds. These form the driving force
behind our 24/7 service, after-sales attention and personalized approach to our clients.
Mc LEHM Language Services García de Paredes, 88 Bajo Dcha,

28010 Madrid, 34917022797, Fax: 34917023137, E-mail: mc-lehm
@mc-lehm.com, Web: www.mc-lehm.com See ad on page 34

Rheinschrift Übersetzungen, Ursula Steigerwald

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, Ursula Steigerwald Rolshover

Strasse 99, 51105 Cologne, Germany, 49-221-80-19-28-0, Fax: 49221-80-19-28-50, E-mail: contact@rheinschrift.de, Web: www
.rheinschrift.de See ad on page 37

Medical Translations Only

LIDO-LANG Technical Translations

Languages All Description LIDO-LANG Technical Translations, based in Poland, is one of the leading translation
companies in Central Europe. Having the capacity to offer
services in virtually all world languages, we specialize in
Central and Eastern European languages. LIDO-LANG specializes, above all, in technical translation, but, thanks to our
network of over 2,000 translators specializing in different
branches, we also work in IT and telecommunication; advertising and marketing; economics and finance; law; technology and industry; medicine and science. The quality of our
services is enhanced by over 50 years’ experience in the translation sector and by the quality certificates of ISO 9001 and
EN 15038 standards.
LIDO-LANG Technical Translations ul. Walerego Slawka 3, 30-653
Kraków, Poland, 48-12-2546-123, Fax: 48-12-2546-122, E-mail:
office@lidolang.com, Web: www.lidolang.com

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, Rijnsburger-

weg 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 37

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 Wrocław,

Poland, 48-601-728018, Fax: 48-71-3414441, E-mail: info@jarza
.com.pl, Web: www.jarza.com.pl See ad on page 37

LinguaLinx Language Solutions, Inc.

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

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,

PDFs of all Getting Started Guides are available at
www.multilingual.com/gsg
Topics include translation, localization, writing for
translation, technology, going global and more

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, 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

See ad on page 25
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SpanSource
Languages Focus on Spanish and Portuguese, other language combinations through partners Description SpanSource
provides translation, localization and related services from
Western European languages into all regional varieties of
Spanish as well as other language combinations through
our network of select SLV partners. Our domain focus is on
health care and life sciences, software and IT, heavy machinery and automotive, legal and financial, oil and gas, corporate training and educational materials. Our comprehensive
service portfolio also includes unparalleled desktop publishing and multimedia localization engineering support
for e-learning materials. Our in-house staff of 25 includes
project managers, senior linguists, desktop publishers,
software engineers and graphic designers, which prove to
be fundamental in SpanSource’s centralized, customercentric approach.
SpanSource SRL Santa Fe 1264, 1ºB, Rosario, S2000ATR Argentina,
54-341-527-5233, Fax: 54-341-527-0035, E-mail: info@span
source.com, Web: www.spansource.com

The Polish Language Specialists

Languages From major European languages into Polish Description Wratislavia Translation House Sp. z o.o. is a Polish
translation agency established in Wrocław in 2005, comprised
of 15 in-house translation professionals and in cooperation
with numerous seasoned, properly selected and prepared
translators. Our comprehensive service portfolio includes
translation, editing, proofreading and project management in
the following fields: IT, technical, legal, financial and business.
We are experts in SAP translation — SAP systems, documentation, training materials — and related services, including
preparation of documentation using SAP Tutor. Graphic
services include DTP, transcreation and graphic preparation.
Our strict quality procedures and usage of CAT tools allow us
to deliver high-quality products within tight deadlines.
Wratislavia Translation House Sp. z o.o. ul. Powstańców Śl. 28/30,
53-333 Wrocław, Poland, 48-1-33-50-512, Fax: 48-71-33-50-511,
E-mail: wth@wth.pl, Web: www.wth.pl

Translation Tools

SYSTRAN
Multiple Platforms

Languages 52 language combinations Description SYSTRAN
is the market leading provider of machine translation solutions for the desktop, enterprise and internet. Our solutions
facilitate multilingual communications in 52+ language
pairs and in 20 domains. SYSTRAN Enterprise Server 7,
our latest achievement, is powered by our new hybrid MT
engine which combines the predictability and consistency of
rule-based MT with the fluency of the statistical approach.
The self-learning techniques allow users to train the software to any specific domain to achieve cost-effective, publishable quality translations. SYSTRAN solutions are used
by Symantec, Cisco, Ford and other enterprises to support
international business operations. For more information,
visit www.systransoft.com
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, San Diego, CA 92121,
858-457-1900, Fax: 858-457-0648

Europe 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 7

Advanced Leveraging Translation Memory
TripleInk Multilingual Communications
Languages All major commercial languages Description As
a multilingual communications agency, TripleInk has provided industrial and consumer products companies with
precise translation and multilingual production services for
audio-visual, online and print media since 1991. Our 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

Multiple Platforms

Languages All Unicode languages Description MultiCorpora,
celebrating ten years as the language technology experts, is
dedicated to providing language technology solutions to
enterprises, language service providers and governments. Its
flagship product, MultiTrans, pioneered the advanced leveraging TM concept that features hassle-free document pair
alignment, recycles past translations with context at a granular level and provides an on-the-fly view of how ambiguous terms were previously translated. MultiTrans is an
innovative client-server application with a best-in-class terminology management system, designed to transform translation expenses into a growing repository of reusable assets.
The Translation Bureau of Canada, UNESCO, Toys “R” Us,
Kraft, HSBC and many others have selected MultiTrans as
their multilingual asset management solution.
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 ad on page 23

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

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
Canada, 613-233-8465, Fax: 613-233-3995, E-mail: termino@
terminotix.com, Web: www.terminotix.com See ad on page 37
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Takeaway

Gabriel Fairman

Checking 100% matches

I

In theory, coming across exact matches in translation memory (TM) databases saves time and money
for clients and vendors. This is because exact matches
do not require further review during the translation
process, at least according to common practice.

However, reviewing 100% matches leads to greater textual
homogenization — which is desirable in most technical documents — as well as important contextual insights. It also reminds
the translator that he or she is actually the author of an end
document in a target language for which he or she is responsible, rather than just a mechanic punching in segments.
100% matches can be far from 100% done. A team of translators working in the same TM with documents that share content
will feed 100% matches to and from each other prior to review.
Differences in skill levels, methodologies and specific knowledge
of the client may mean a 100% segment for one translator is not
acceptable for another team member. Technically, of course, the
reviewers could be responsible for the work of improving those
segments and then reapply them to the entire text. However, the
issue at hand is craftsmanship. While it’s more time consuming,
several translators reassessing exact matches during the translation will produce more refined documents for reviewers, who can
then worry specifically about assessing the text rather than editing it. In the long run, the TM will also become more reliable. In
addition, the more often a 100% match occurs, the more relevant
it is, which means that more attention should be given to it.
Context, as well, can lead to key insights on previously translated
segments. Depending on where the segment comes up in the document for each translator, the translator is going to be equipped with
more or less contextual information; that is, chances are that a 100%
match in the first couple of segments is not going to be as reliable
as in a segment towards the middle of the document, by which time
the translator will have acquired information that is fundamental to
overall text comprehension. When translators use the fuzzy option to
skip over 100% matches, they may lose access to this vital information and consequently impair their ability to properly translate their
no-match or fuzzy-match segments.
The loss of information and context by skipping 100% matches
with the fuzzy option can compromise the overall understanding of
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a translation project. The most tacit and perhaps most important issue takes place at an emotional level when the translator’s
feeling of authorship over the document gets impaired. As a
translator’s work is reduced to translating segments rather than
documents, power and responsibility get dimmed as well. The
translator who inputs segments ascribes more clearly to a machine metaphor, while a translator who crafts a text corresponds
more to an artistic metaphor. The more clearly a translator, or any
professional for that matter, has sight of the overall purpose and
art of the work, of his or her ownership of everything that lies
within a certain realm, the greater the chances of self-improvement and self-satisfaction.
To put it more clearly, if one were to sign off on a car he or
she personally designed, one would almost certainly review all
the automotive parts and test the car, regardless of whether
those parts had already been tested. However, if one felt like an
employee at the car plant fulfilling a limited role, one would go
through the checks and pass the car on to the next stage. One’s
sense of due diligence would be lessened. In the same way, allowing exact matches to be reviewed increases the feeling that the
translator is not just churning out a segment but authoring a
document over which he or she has power and control. This empowerment is crucial to personal satisfaction and development.
The more translators know that their segments are going to
be seen by other peers in addition to reviewers, the greater the
chances of putting their best shot at each one. Having an audience enhances the feeling that a translator is not just outputting
segments, but performing. The feeling of performing is much
more exhilarating and fulfilling than the feelings brought about
by working alone for no audience. In addition to bringing out
the best of the individual, the performance guarantees healthy
competition for the best, which in turn increases the likelihood
of high-quality matches as opposed to exact matches that are
translated and reviewed once and then go unseen. M

Gabriel Fairman has been the CEO at Bureau Translations since 2005 and
is fluent in English, Portuguese, Spanish, Italian, French and Mandarin.
To offer your own Takeaway on a language-industry issue, send a
contribution to editor@multilingual.com
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Integrated.
Across integrates language technology into your company IT. Open interfaces
enable seamless connection of PIM, CMS, and ERP systems as well as smooth
collaboration with international subsidiaries and language service providers.

Independent.
Being a technology specialist, Across does not offer any language services, and
is solely committed to the optimization of its software products. This eliminates
conflicts of interest and ensures flexibility and transparency for all involved.

Across.
Hundreds of leading market players including Volkswagen, HypoVereinsbank,
and SMA Solar Technology have already migrated to Across. What about you?

Across Systems, Inc.
Info-Hotline +1 877 922 7677
americas@across.net
Across Systems GmbH
Info-Hotline +49 7248 925 425
international@across.net

www.across.net
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