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Post Editing

Katie Botkin

On the trail of the intuitive

M

My ﬁrst computer was a large
Macintosh cube with a small screen,
which my mother purchased at a garage
sale in the mid-1990s for $25. About
the only thing this already-obsolete
machine could do was run a word
processor and the early video game
Oregon Trail.
So I printed out essays on the
hideous-feeling paper that had come
with the purchase, and occasionally
sat in front of the screen “playing”
with my four younger siblings, which
basically consisted of us watching
digitized wagon wheels roll across a
pixelated prairie. We waited for the
computer to inform us that one of us,
usually me, had died of snakebite or
cholera. It was like the world’s most
boring historical ﬁction program,
personalized with our names. Since we

did not have television, however, my
sibling’s entertainment expectations
were fantastically low, so they went on
to invent scenarios like Star Warsthemed Oregon Trail, and cackled
with glee when Chewbacca traded for
bullets or shot a bison.
I had largely forgotten about this
until I was reading the articles for
this issue, and came across one that
mentioned early video games. The
author, Julie Brink, was pointing out
that people of my generation have
been playing video games since our
childhood. And so we have, even those
of us that don’t play them regularly.
Even if we dislike video games
theoretically, we are very familiar with
them, and the “alternative media” that
was ﬁrst news to my generation has
quickly become mainstream. I had a

STARt from pole position!
Documentation – Translation – Publication
STAR – your single-source partner for corporate product communication

star-group.net
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college Facebook account back when
Facebook was college-only, and have
been blogging for about a decade now
in spite of my initial disgust when
they told us in journalism class that
everything was going online and we’d
better learn to adapt. That’s old news,
as they say, and now it’s not a matter
of adapting to “alternative media,” it’s
a matter of how to do it effectively and
intuitively. Like many infants, my baby
niece knew how to unlock an iPhone
in order to play with it before she had
even reached the age of one. That
means it’s a pretty intuitive, and highly
intriguing, interface.
In alternative media, you’ve got
to look for the intuitive and the
intriguing — for example, using the
idea of games to improve non-game
performance, which is something
Christopher S. Carter talks about in
the opening to our focus. To improve
real games, Ben Warren has some
tips on audio localization. Next, Ben
Bateman discusses his take on video
game editing, perhaps better explained
as video game dialogue tweaking.
Then there’s Julie Brink’s article on
game-based learning and Talia Baruch’s
explanations of localizing brand names,
which is helped out by Benjamin B.
Sargent’s sidebar on social media and
global strategy (I hope you’re keeping
up with the Benjamins, because there
are quite a few showcased in this issue).
Elsewhere in the magazine, Anja
Rütten details the theory and practice
of translation memories for interpreters,
Kate Edwards looks at the Falkland
Islands and Terena Bell ties the Occupy
movement to the localization industry.
Angelika Zerfaß reviews memoQ 5.0
and Deborah Schaffer reviews Amglish
by Arthur E. Rowse. Michael Cárdenas
wraps it all up with a Takeaway on
keeping your clients happy. W
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Seventh Conference on Legal Translation,
Court Interpreting and Comparative Legilinguistics
June 29-July 1, 2012, Poznan, Poland.

Localization World Paris
Localization World, Ltd., www.localizationworld.com

Institute of Linguistics at Adam Mickiewicz University
www.lingualegis.amu.edu.pl/index.php?option=com_content
&view=article&id=33&Itemid=54

UPA International 21st Annual Conference

DevelopHer Hackday

June 4-6, 2012, Paris, France.

June 4-8, 2012, Henderson, Nevada USA.
Usability Professionals’ Association
www.usabilityprofessionals.org/conference/2012

June 30-July 1, 2012, Mountain View, California USA.
LinkedIn, http://hackday.linkedin.com

July

SMX Advanced Seattle 2012
June 5-6, 2012, Seattle, Washington USA.
Third Door Media, http://searchmarketingexpo.com/advanced

CustomerCentric Selling

Calendar

June

Summer Translation Program 2012
July 2-26, 2012, Kalamazoo, Michigan USA.
Western Michigan University
www.wmich.edu/languages/summertranslation

June 7-8, 2012, Paris, France.
The Localization Institute, http://localizationinstitute.com/
switchboard.cfm?category=public&display=title&ID=114

W3C Workshop — Linked Open Data
and MultilingualWeb-LT Requirements
June 11-13, 2012, Dublin, Ireland.

ACL 2012
July 8-14, 2012, Jeju, Korea.
Association for Computational Linguistics
http://acl2012.org/about/sub01.asp

International Terminology Summer School 2012
July 9-13, 2012, Vienna, Austria.

MultilingualWeb-LT Working Group,
www.multilingualweb.eu/documents/dublin-workshop/dublin-cfp

TermNet, www.termnet.org/english/events/tss_2012/index.php

info360

Website Translation and Localization Course

June 12-14, 2012, New York City, New York USA.
Questex Media Group, LLC, www.info360show.com

LRC Summer School —
Mobile Application Development & Localisation
June 13-15, 2012, Limerick, Ireland.

July 11-August 29, 2012, online and Monterey, California USA.
Monterey Institute of International Studies
www.miis.edu/academics/programs/translationinterpretationshort

Google ARB: Simple and Easy Web App Localization
July 19, 2012, San Jose, California USA.

Localisation Research Centre (LRC), CNGL, www.localisation.ie/
resources/courses/summerschools/2012/index.htm

The International Multilingual Computing User Group
www.imug.org/events/index.html

UA Europe 2012

Literary Translation Summer School

June 14-15, 2012, Dublin, Ireland.

July 22-27, 2012, Norwich, UK.

UA Europe, Writers UA, www.uaconference.eu

British Centre for Literary Translation, www.bclt.org.uk/summer-school

3rd North American Summit on Interpreting

4th IATIS Conference

June 15-16, 2012, Monterey, California USA.
InterpretAmerica, LLC, www.interpretamerica.net/summit

July 24-27, 2012, Belfast, Ireland.
International Association for Translation and Intercultural Studies
http://bit.ly/iSle3w

LT-Innovate Summit 2012

August

June 19, 2012, Brussels, Belgium.
LT-Innovate, http://lti.e-unlimited.com/events/
view.aspx?events_pages_id=1361

MyLanguage Conference 2012

Using Translation Tools to Extract Terminology

MyLanguage, www.mylanguage.gov.au/conference.html

August 6-9, 2012, Brisbane, Australia.
June 21, 2012, Sunnyvale, California USA.
The International Multilingual Computing User Group, http://events
.imug.org/events/52929932/?eventId=52929932&action=detail

RuSSIR 2012
August 6-10, 2012, Yaroslavl, Russia.
Yaroslavl Demidov State University, ROMIP, http://romip.ru/russir2012

Localization Project Management Certiﬁcation Program
June 25-26, 2012, San Francisco, California USA.
The Localization Institute, http://localizationinstitute.com/
index.cfm?page=certiﬁcation

www.multilingual.com
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Humanism in Language Teaching
August 26-29, 2012, Portonovo, Italy.
Lend Portonovo, www.lendportonovo.it/home.html
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GDC 2012 (March 5-9) increases localization focus

News

The Game Developer Conference
(GDC) is the marquee event for the
video game industry, attracting more
than 19,000 participants from all
sectors of the industry for an annual
weeklong trade show and business
networking event in San Francisco.
Celebrating its twenty-ﬁfth anniversary this year, GDC 2012 was
a buzzing whirlwind of big screen
game demos, exclusive parties and
brilliant young developers seeking to
make it big in the entertainment industry. Newbies to GDC can be overwhelmed with the sheer magnitude
of the experience, from the size of
the Moscone Center to the lightening-quick
speed with which meetings get organized
and pitches delivered. The energy is contagious, but having attended this event for the
past ﬁve years, I learned the hard way that if
one does not spend a signiﬁcant amount of
time prepping for the event, one can easily
ﬁnd oneself scrambling to keep up.
As with many industries, localization
has traditionally been an afterthought for
game companies. With the exception of
the well-established mega players in the
industry, localization is often implemented
after a game is a hit, by publishers seeking
to maximize their global revenue opportunities. And even then, localization many times
is simply a superﬁcial exercise, with little at-

tention paid to full localization of all game
elements and even less energy spent on truly
adapting games to the idiosyncrasies of local
markets. This year, though, one could sense
a pronounced shift. More game developers
and publishers seem to be moving in the
direction of full localization of games, rather
than simply translating packaging and basic
support documentation. I had fewer conversations than in any past year that began
with the client saying, “Oh yeah, I guess we
should probably think about that” or “You
know, somebody just brought that up the
other day at a meeting and we thought we
should probably look into it.”
In general, clients from all geographic
regions seemed to be taking a more proactive stance vis-à-vis localization. Similarly,
the vast majority of clients had already begun implementing, at the very least, basic
internationalization standards. In addition
to companies from all geographies demonstrating a more mature understanding of
the technical aspects of localization, I found

that East Asian companies speciﬁcally demonstrated a higher level of business savvy
during conversations about localization. In
past experiences with localization buyers
from these markets, Chinese companies
in particular, localization discussions were
often stymied by an acute price sensitivity
that made what would be deemed aggressive pricing in the United States and Europe
a nonstarter for companies that have ready
access to ultra-discounted local vendors.
This has been driven by the realization that
using nonnative target language speakers
for translation tasks results in unacceptable
quality and by a shift in resources from
Europe and the United States to Asia.
Recent consolidation in the industry, in
particular acquisitions by Asian companies
of Western game companies, has resulted
in a shift of localization control in several
companies to hot spots such as Hong Kong.
Gone are the days of simply outsourcing development to emerging markets. Companies
in emerging markets now have the expertise
and resources to be major buyers of localization services. With traditional development
outsourcing markets such as Russia and
China now becoming more dense with
full-ﬂedged publishers, new markets for
development talent are emerging. The most
visible of these was Latin America, with Chile
sponsoring its ﬁrst booth. There was tremendous buzz regarding Colombia and packs
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News
of Spanish-speakers roamed the halls of
the event venue. Another trend related
to localization was the emergence of new
platforms and devices, in particular social,
online and mobile. This was on display in
the massive Expo hall and even apparent
in discussions with traditional console
game publishers that are now seeking to
compete for this emerging space in the
industry. Notably, with self-publishing
in iTunes, Android Market and other app
stores, now a viable alternative for small
developers wishing to circumvent major
publishers, new opportunities are opening
up for small and mid-sized localization
vendors that may in the past have been
squeezed out of the game localization
market by the established console game
localization vendors and their supporting
ecosystem of single-language audio localization studios. Audio is a less frequent
requirement for new game platforms; fast
multilingual services are now in vogue.
Largely as a result of this shift away
from console games, the buzz with regard
to target languages for games revolved
heavily around emerging markets, with
the Middle East, Turkey, Brazil and Eastern
Europe leading the pack. While many in
localization would recognize that the languages of these markets have been important for several years, it was only this year
that talk of localizing for these markets
became a part of core requirement discussions rather than an element associated
with secondary market expansion.
The key event of the week for us
localization geeks was the Localization
Summit, a day-long event organized
by the International Game Developer
Association Localization Special Interest Group and presided over by Kate
Edwards of Englobe Inc. and Miguel
Á. Bernal-Merino of the University of
Roehampton. Highlights of the event,
which boasted the largest attendance
in its four-year history, were the keynote session with Ted Woolsey and Matt
Whiting of Microsoft and an innovative
localization micro-talk session — ﬁve
speakers in one hour. Participants commented on the greater diversity of
speakers compared to previous years
(developers, publishers, vendors, tools
developers and even ex-translators) and
broader participation by large publishers such as Square-Enix and Blizzard.
— Aaron Schliem,
Glyph Language Services

www.multilingual.com
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Business
Netwire opens second Rosario ofﬁce
Netwire, a provider of translation solutions,
including a glossary creation and management service, creating translation memories
and audiovisual translation, has opened a
second ofﬁce in the city of Rosario, Argentina.
Netwire www.netwire.com.br

hiSoft acquires Logoscript
hiSoft Technology International Ltd., a
provider of research and development, information technology and business process
outsourcing services, has acquired Logoscript, S.L., a language services provider
located in Barcelona, Spain.

vices, the website includes the ES Academy,
an on-site training program for localization
professionals.
ES Ltd. www.estr.com

Basis Technology establishes
European headquarters
Basis Technology Corp., a provider of multilingual text analytics, has opened its new
European headquarters. The London-based
ofﬁce will be headed by Chris Brown, a 25year veteran in the text analytics and enterprise software industries. He has extensive
business development and sales experience

hiSoft Technology International Ltd.
www.hisoft.com
Logoscript, S.L. www.logoscript.com

VNLOCTRA relocates
VNLOCTRA Co., Ltd., a provider of language services, has relocated its Hanoi,
Vietnam, headquarters to a larger space.
The company focuses on the language pairs
of English and Japanese to Vietnamese, Indonesian, Thai, Malay, Kh’mer (Cambodian),
Lao, Tagalog and Burmese.
VNLOCTRA Co., Ltd.
http://vnloctra.com/trang-chu.html

ES Ltd. redesigns website
ES Ltd., a software localization company,
has redesigned its website. In addition to
showcasing its language and audiovisual ser-

Letters

20 Years
amta2012.amtaweb.org

Machine
Translation
in the Age of
Globalization

Geopolitical appreciation
I am writing to thank you for
the exciting article “Cyprus — a dividing
issue” by Kate Edwards featured in the Off
the Map section in the March 2012 issue
of MultiLingual (#126 Volume 23 Issue 2).
The article offers the reader a wellstructured wealth of details about important geopolitical aspects and language
strategy of modern Cyprus. In our industry, we tend to often pay attention only to
translation or localization-related topics
(such as tools, processes, languages and so
on), but not many people take a moment
to think about the past, present and future
of countries and their locals.
I encourage the publication of similar
columns with views on different geopolitical situations around the globe.
— Pilar García Sánchez, The Netherlands

San Diego, CA

At The Catamaran Hotel

October 28 - November 1
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News
throughout Europe and the Middle East.
Basis Technology Corp. www.basistech.com

HT Localization expands
to northern California
HT Localization, LLC, a language services
provider, has expanded its presence to
northern California. Lyn Jakab has joined
the company as the North American business development manager in San Francisco.
HT Localization, LLC www.htlocalization.com

People
Recent industry hires
■ Netwire, a provider of translation
solutions, has hired Patrícia Padovani to
its quality assurance team. Juliana Oliveira
has been hired for project management.
The company has also promoted one of its
translators, Luiza Lima, to project manager
■ Language I/O LLC, a provider of software globalization products and services, has
hired Kaarina Kvaavik to lead the company’s
sales and marketing initiatives.

■ e2f translations, inc., an English >
French translation agency, has made staff
changes. Founder and president Michel Lopez is now chief executive ofﬁcer, and Julien
Gaulon-Brain has been promoted to chief
operating ofﬁcer.
■ WIENERS+WIENERS GmbH, a provider of translation, adaptation and proofreading services, has hired Oliver Lindner as
head of sales.
■ Moravia Worldwide, a globalization
solutions provider, has appointed Haijun
(Jason) Mao as director of operations China,
to head the company’s Asian production
hub located in Nanjing, China.
■ STAR UK, a division of STAR Group, a
supplier of translation services, has hired
Nicholas Jones as its new sales and marketing executive.
■ MultiCorpora, a provider of multilingual asset management solutions, has hired
Steven McNair as director of sales, North
America.

Netwire www.netwire.com.br
Language I/O LLC www.languageio.com

e2f translations, inc. www.en2fr.com
WIENERS+WIENERS GmbH
www.wienersundwieners.de
Moravia Worldwide www.moravia.com
STAR UK Limited www.star-uk.co.uk
MultiCorpora www.multicorpora.com

Resources
Common Sense reports
Common Sense Advisory, Inc., an independent market research ﬁrm specializing in the
language services industry, surveyed buyers
of translation management systems to ﬁnd
out how products have gone from being applications in search of users to an indispensable part of the arsenal used by companies
in command of or in search of global markets. The results are compiled and analyzed
in two new reports: “TMS Users Revealed:
How Enterprise Buyers Deploy Translation
Management Systems” and “How Buyers
Use Translation Management Systems: What
Vendors Need to Know about Enterprise TMS
Implementations.”
Another report by the company explores
how investment in translation at Fortune
500 companies affects their ﬁnancial performance. It analyzed why these companies
chose to invest in translation, their rate of
market expansion, the number of languages
they deliver, content volumes and translation budget ﬂuctuation.
Common Sense Advisory, Inc.
www.commonsenseadvisory.com

EDI-TA research and development
project on post-editing
Linguaserve Internacionalización de Servicios, S.A, a provider of language services,
and Universidad Europea de Madrid have
reached an agreement for the development
of EDI-TA, a research and development
project on post-editing. The project is being
developed within the MultilingualWeb-LT
(Language Technologies) Working Group.
Linguaserve Internacionalización
de Servicios, S.A www.linguaserve.com

Healthcare Translation Center
Translators without Borders has opened
its ﬁrst Healthcare Translation Center based
in Nairobi, Kenya. Supported by the Kenyan
Ministry of Public Health and Sanitation,
the Healthcare Translation Center will empower Kenyan communities by forming a
generation of translators. Local people will
be trained to be able to translate simple and
detailed vital health information into major
Kenyan languages. Trainees will get intensive

10
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News
language and technology training over a
four-week timescale. The center intends to
create a blueprint to develop similar centers
across Africa.
Translators without Borders
http://translatorswithoutborders.com

ﬁlter enhancements have also been implemented for MS Ofﬁce, and Adobe InDesign
and FrameMaker.
XTM International www.xtm-intl.com

Dragon Dictation and Dragon
Search apps debut in Middle East

Sochi 2014 English-Russian glossary
An English-Russian sports dictionary has
been prepared by the Organizing Committee
Sochi 2014 Language Services Department.
The glossary is not only an attempt to systematize the modern terminology used in
winter sports, but also includes terms from
various areas of activity. These include intellectual property management, marketing,
construction, ﬁnance, rights matters and
commercial activity, and they broaden the
extent of the glossary’s potential application.
The Olympic terms, expressions and abbreviations have been broken down into
thirty sections by subject and put in alphabetical order. The organization invites suggestions and feedback about the glossary.
Sochi 2014 Winter Olympics
http://sochi2014.com/en/games/translation

Moravia Worldwide www.moravia.com

Nuance Communications, Inc.
www.nuance.com

Globalyzer 4.0

ABC Language Solutions adds
interpretation-by-phone service
ABC Language Solutions, Inc., a translation agency, has added over-the-phone simultaneous interpretation service to its list
of offerings. The interpretation-by-phone
service uses interpreters with specialized
training and skill in the areas of technical,
legal, medical and ﬁnancial translation.

Gameloji game localization
XTM Suite 6.2
XTM International, a developer of XML
authoring and translation tools, has released XTM Suite 6.2. Updates include a
full integration with machine translation
system Asia Online Language Studio and
the content management system XTRF. File

Moravia Worldwide, a globalization solutions provider, has announced an extension
of its linguistic validation services designed to
ensure accurate linguistic validity of translations for patient-reported-outcomes instruments. As part of the expansion, the linguistic
validation team has increased language coverage to support global research studies in
emerging countries and has added local subject matter experts for new therapeutic areas.

Nuance Communications, Inc., a provider
of voice and language technology, has announced that its Dragon Dictation and Dragon
search applications for the iPhone, iPod touch
and iPad are now available in Saudi Arabia
and support the Standard Arabic language.

ABC Language Solutions, Inc.
www.abc-lang.com

Products and Services

Moravia expands
linguistic validation services

Gameloji, a provider of game management and publishing solutions, has added
game localization to its list of services offered. The new service is intended to help
companies bring online games to audiences in Turkey.
Gameloji www.gameloji.com

Lingoport, Inc., a software internationalization tools and services provider, has announced the release of Globalyzer 4.0. The
latest version features a completely reworked
development workbench that can be installed
as a standalone version or as a plugin to an
already existing Eclipse environment.
Lingoport, Inc. www.lingoport.com

1TL.com
Ticonderoga Ventures, Inc., a provider of
products and services for niche markets, has
launched 1TL.com, a translation service for
software developers. The translation service
translates websites, mobile applications and
databases in more than 12 languages.
Ticonderoga Ventures, Inc. www.1tl.com

Wordfast Pro 3.0
Wordfast LLC, a provider of translation
memory software, has released Wordfast Pro

Recharge your translation
business!

www.kilgray.com | sales@kilgray.com

www.multilingual.com
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News
3.0. New features include bilingual review,
batch transcheck, reverse source/target and
pseudo-translation.
Wordfast LLC www.wordfast.com

CloudLingual
GlobalVision International, Inc., a language
services provider, has developed CloudLingual, an online translation service. The new
portal does not require a subscription fee
and connects translation buyers directly with
professional translators.
CloudLingual www.cloudlingual.com
GlobalVision International, Inc.
www.globalvis.com

Multilizer 8
Multilizer, a localization and translation
software developer, has released Multilizer
8. The latest release includes updated localization processes and additional platform
capabilities and support.

Metaphrasis adds
video interpreting services

new technology automates the translation
management workﬂow between products.

Metaphrasis Language & Cultural Solutions,
LLC, a provider of language and training solutions, has added video remote interpreting
(VRI) to its available services. In health care
facilities, the portable, mobile and wireless VRI
system is used to interpret and relay medical
information when in-person interpreters are
unavailable.

Plunet GmbH www.plunet.com
SDL www.sdl.com

Metaphrasis Language & Cultural
Solutions, LLC www.metaphrasislcs.com

Clients and Partners
Foreign Stafﬁng partners
with Allied International

Multilizer www.multilizer.com

Foreign Stafﬁng, Inc., a division of Foreign
Translations, Inc., has formed a partnership
with Carey Moving & Storage, an agent for
Allied International, to provide end-to-end
solutions for international stafﬁng, moving
and corporate relocation.

RC-WinTrans 9.2

Foreign Translations, Inc.
www.foreigntranslations.com

Schaudin.com, a developer of software
localization solutions, has announced the
release of version 9.2 of RC-WinTrans, its
ﬂagship tool for localizing Windows-based
applications. The latest release supports
two new add-on products for working
with translation memories from SDL Trados
2009/2011 and memoQ 5.0.
Schaudin.com www.schaudin.com

LexisNexis Paciﬁc selects
RSI Content Solutions
LexisNexis Paciﬁc, a provider of contentenabled risk and analytics solutions, has
selected RSuite CMS by RSI Content Solutions, providers of automated publishing
solutions, to replace several legacy internal
editorial systems and provide a consolidated and editorial system to manage its
vast collection of XML, DTDs, metadata and
other content.
RSI Content Solutions www.rsicms.com

GSA contract for Afaf Translations
Afaf Translations, a language services provider, has been awarded a General Services
Administration (GSA) Federal Supply Schedule contract. Among many other languages,
the company specializes in translation in
Arabic, Farsi, Kurdish, Urdu and Pashto.
Afaf Translations www.afaftranslations.com

Plunet integrates with
SDL Trados Studio 2011

Wordbee chosen by Aﬂatoun

Plunet GmbH, a provider of business management software for translation services
and agencies, and SDL, a global information
management solutions provider, have developed a connection between SDL Trados Studio 2011 and Plunet BusinessManager. The

Wordbee S.A., a translation software company, has been chosen to provide Aﬂatoun, a
network of organizations interested in education, with the translation tools to create
a collaborative working environment for Aflatoun’s translators, editors and copywriters.
Wordbee S.A. www.wordbee.com

Online linguist booking system
thebigword, a language services company,
has provided backing for an online linguist
booking system called Poppy. Based on a
collaborative network of language services
providers overseen by a professional advisory
panel, the system provides access to qualiﬁed
interpreters.
thebigword www.thebigword.com

Certifications
Net-Translators receives
EN 15038:2006 certiﬁcation
Net-Translators USA, a provider of translation and localization services, has been
certiﬁed to EN 15038:2006, a quality standard for the translation industry. The standard provides language service providers
with a set of procedures and requirements
encompassing the core translation process
and all related aspects involved in providing
the service.
Net-Translators USA www.net-translators.com
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memoQ 5.0
Reviewed by Angelika Zerfaß
Complex ideas implemented in an easy-to-use manner

W

changes. For this, you import the first version of
With version 5.0 of Kilgray’s translathe file and then re-import the second version,
tion memory system memoQ, we now
changing the version number of the file from 1
have access to some nifty new features memoQ 4free allows you to work
to 2. Then the version history function lets you
that offer a lot of productivity gain, es- on projects with one file. memoQ
compare the first with the second version of the
Translator Pro is $770. Please
pecially in project management. While contact Kilgray for memoQ
file. The differences are shown in an HTML table.
In Figure 1, you can see the changes between
the software was still in its beta phase serverFive and memoQWebTrans
two source files, only available with a project
pricing
requests.
and again since its release, I tested its
management license. Red rows are not present in
track changes features, terminology
the second version of the file. Blue rows are new or changed rows
extraction, ﬁle-based pre-translation, ﬁle imports and
in the second version of the file.
more. Although most of these features are useful for
During translation, translators or reviewers can switch on track
changes and see any changes they make in red, or red strike
project managers and translators alike (the availability
through text depending on if they are adding or overwriting preof some features depends on the type of license you
vious text. To visualize changes implemented outside of memoQ,
have), I would say that they mostly add efﬁciency to the
you can compare different states of the same file. These states are
project management side of things.
either saved by exporting the file to a bilingual format for pro-

Track changes
Tracking changes is essential during translation, but changes
also happen before or after translation, and these can be captured
now with the history for translation documents. Changes in the
source documents become visible through the matching and word
count statistics, but sometimes it is better to see the text changes
in a more visual way. The same goes for the review process, which
often happens outside of the translation tool environment, meaning changes have to be transferred back to the bilingual documents manually. With version 5.0 there are now different areas
where the history of a file can be viewed.
You can see changes in source language documents, or can
view changes during translation, proofreading or editing with track
changes. You can see changes between different versions of one
document, even if it has been changed outside of memoQ (using
the Word table export, for example), or changes of one segment
(row history).
Users with a project management license can compare different
versions of the source file and can create an HTML view of those
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cessing outside of memoQ, or by manually creating a snapshot of
the file. Up to now, you could export the file as two-column RTF,
send it for review and import the changed file back, where the
changes from the import file would overwrite the translation file
in the project. Now, after updating your project with the changes
from the review, you can compare the file before and after the
import of the changes and see what changes have actually been
made. In history and reports, there is a list of snapshots of a
translation file, and you can choose two versions and compare
them. Snapshots are created automatically with some commands,
such as export to two-column RTF, but can also be created manually. This is also available with a translator license. In Figure 2,
track changes are visible in the translation editor. The status of

Angelika Zerfaß holds a degree in translation
(Chinese/Japanese) from the University of
Bonn. Since 2000, she has worked as a
freelance trainer and consultant for
translation tools and related processes.
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every changed segment is set back from
confirmed (green) to edited (orange). In
addition to the changes between two
document versions, there is also the possibility to view the changes in a single row.
Be aware, however, that you will need
to activate the history function when creating a project to use this feature, since it
is not a default setting for new projects.
You can also activate the history function
at a later stage, but the history will only
be available for files that are added to the
project afterward, not for files already in
the project, even if you re-import them.

Terminology extraction
Terminology can be the backbone of
translation, so creating terminology lists
or databases should not happen during or
after translation, but rather before. When
documents are created, the authors should
be aware that anything that is productspecific or company-specific, such as
any abbreviations and lists of product
names, should be collected for use with
terminology databases during translation.
memoQ now offers a statistical terminology
extraction component that lets you extract
monolingual lists based on the frequency
of the terms from translation documents,
translation memories (TMs) and LiveDocs
content. From the latter two, the list can
be manually filled with target language
equivalents from the bilingual material.
Any term or term pairs that are accepted
can be transferred to the termbase that is
attached to the project directly. In Figure 3,
there is a list of term candidates. The lower
left-hand window shows the segments
from the TM that was used for extraction,
and the lower right-hand windows show
terms found in the termbase. Termbases
can be used to mark terminology (with the
blue background, like in the editor) that
already exists. Terms can be sent with or
without a translation to the termbase once
they have been accepted.
I have to admit that I was a little disappointed in the beginning because I had
expected a real bilingual extraction. On
the other hand, from my own experience in providing term extractions for my
clients, I know that checking a bilingual
extraction takes as much time as selecting
the translation term from the concordance
hits, so this type of extraction might be
better than having the tool try to find the
translation for you. What I am definitely
missing so far is a way of sending context
sentences to the termbase. Also, at the

14

| MultiLingual June 2012

13-16 Zerfass #128.indd 14

Figure 1: Comparison of two source ﬁle versions. Sentences in red appear
only in the ﬁrst version, and sentences in blue appear in the second version.

Figure 2: Track changes in the translation editor. Edited segments
are shown in orange, while conﬁrmed segments are green.

Figure 3: Term extraction underway. Segments from the TM
used for extraction, and terminology from the termbase is shown.
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Figure 4: Preview of TXT ﬁle after the regular expression has been applied.
The green text would be imported into memoQ editor for translation.

moment, whenever I send terms from the
list to the termbase, all accepted terms are
saved in the termbase, regardless if they
already exist or not. This creates a lot of
duplicate entries if you are not careful.
After having done more extractions we
found that a manual extraction is a good
way to start a terminology project, but
as soon as you have a certain number of
terms in your termbase, it becomes more
effective to use an automatic extraction
for collecting further terms.

Filters for mixed
ﬁle formats and text
When importing a file into a project,
the tool recognizes the file format and
extracts the text accordingly. Unfortunately, many well-meaning clients try
to make it “easy” for translators and a
Word or Excel file gets filled with, for
example, HTML-like content. In this case
the tools usually have a problem marking
up the text correctly. Some examples are
Excel files that contain HTML-like strings
(often exported from software products);
XML files that contain text with HTML
tags (often used in learning management
systems), where the XML file is just the
container; and content within files that
should not be touched during translation
but that should be treated like a tag.
However, if imported with the default
filter, all the HTML codes will appear as
regular text, and will also be counted as
words in the statistics. An additional HTML
filter can create the correct view inside the
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Excel file. This is one of the most useful
features for my daily work, as we often
have to prepare similar files so that they can
run through the translation process without
being damaged. Up to now we had to use
workarounds to get results like this. This
cascading filter functionality should not be
misunderstood — it can deal with text inside
a file that belongs to a different file format,
but not with embedded files. So don’t be
surprised when importing a Word file with

an embedded PowerPoint file inside that
the cascading filter does not offer you PowerPoint as a second filter option. Embedded
files cannot be extracted.
Another filter has been added that
comes in especially handy for text files
where the client specifies that “only the
text between quote marks” or similar
delimiters should be translated. Up to
now that either meant copying the file
to Word, applying a style to everything
that should not be touched, and making
memoQ ignore text with this style during import. Now, there is the Regex text
filter that can be used to define what
text from the file should be extracted. As
the name implies, you will have to use
regular expressions to define the text to
import (or not import). Select the Regex
text filter, select the option to import only
selected text, add your regular expression
and check the preview page to see if the
regular expression is correct (Figure 4).

Automation and beyond
By using the application programming
interface (API) it has always been possible
to add your own automations to memoQ,
but now one of these comes with the new
version directly. After installing the content connector and activating the license,
you can set up the connection to a folder.
When you create that connection, you
are actually setting up a new kind of

DIY
SMT
From the leaders of Open Source MT:
- Build your own engines
- Update at will

- Retrain with new material
- Create new engines
- Control Panel & Stats

- Customize your own SMT

pangea.com.mt
pangeanic.com

- Integrate MT in your workﬂow
- SaaS

- MT API developments for CAT & Web
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project with file formats to import, the
export path and any filters for the files
you might need. Now you create a new
project in memoQ and connect to the
content source. The files within the folder
you specified can be imported and the
folder can be polled again and again for
any changed or new files. But note that
with this kind of project, you will have
to add all files via this content connector folder. Adding files in the usual way is
not possible, as the links for adding documents are not available. This feature was
officially implemented in version 5.0.21.
memoQWebTrans is another component that moves the worlds of translation
and review closer together. It is a separate component that allows for use of a
browser to translate or review translation.
The web-based interface looks a lot like
the memoQ editor, but it is limited in
functionality and also does not allow you
to change any project settings (Figure 5).
The development team at Kilgray always
amazes me by implementing quite complex
ideas in an easy-to-use manner. Tracking
changes is one of the things that people
had been impatiently waiting for and I can
see many uses for this feature. But still,
you will have to take some time to get to
know all possibilities, when to create snapshots, when they are created automatically,
which versions to compare and so on. The
cascading filters and the Regex text filter,
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Figure 5: WebTrans translation editor view in the browser.

which came with version 5.0.53, where you
can specify what parts of a file should be
extracted (very good for PHP files) are my
favorites — mainly because these are the
points where I had to come up with lots of
workarounds, macros and other inventive
stuff to protect text or extract text. In the
cascading filters there is a Regex tagger as

well that lets you mark up elements in a
file as tags. However, using Regex will not
appeal to everyone as you do need to more
or less think like a programmer, but it is a
great help to achieve things that are not
there by default.
Terminology extraction is also an excellent feature, but I do think that there is
still room for further development to make
it more efficient to use, such as not creating duplicates when saving candidates to
a termbase or adding context sentences.
The content connector was easy enough
to set up for polling a folder on my local
machine. When setting up a content provider folder with a service project, you
can even have the system check the folder
every certain number of minutes — every
ten minutes, for example.
WebTrans will offer a great way to
share documents with nontranslators,
such as in-country sales staff who are
asked to proofread a file. Now they can
see the same thing the translators see
and the changes can be discussed right
inside the file itself and not via annotated
PDF or Word files. On the other hand, the
WebTrans module is, in my view, not a
full substitute for the memoQ translation
environment. Depending on the internet
connection, it might take some time for
the screen to refresh after each change,
and the user does not have the full range
of settings available. M

editor@multilingual.com

5/15/12 9:55 AM

Reviewed by Deborah Schaffer
Useful as a source of fun trivia but lacks linguistic depth

Reviews

Amglish

F

For a few years now, I’ve been examining prescriptive attitudes and pet peeves
targeted in current mass-market publications dealing with English grammar, writing and other communication concerns,
especially works that have achieved
considerable public recognition, such as
Lynne Truss’s Eats Shoots & Leaves and
June Casagrande’s Grammar Snobs Are
Great Big Meanies.

the apparent decline in English speakers’ mastery
of formal grammar and educated usage, and each
subsequent chapter considers some array of topics
related to the informality or spread of Amglish,
Rowse’s adopted name for informal American
English. The overall focus of each chapter is helpfully identified in a statement of purpose located
in its last paragraph. For example, Chapter 3, “The
New World Lingo,” “[describes] how Amglish has
become the first truly international language” and
Chapter 6, “Ten Easy Lessons,” “offers ten lessons
in how to master Amglish.”
So a fitting addition to my ongoing considerWhile these synopses suggest an easily idenation of all things prescriptivism-related, as well
tifiable focus and purpose for each chapter, the
as a contribution to the growing body of work on
actual reading experience is something more
World Englishes (see Mark Abley’s The Prodigal
fragmented, even rambling. A good example is
Tongue, reviewed in the December 2009 issue of Amglish in, Like, Ten Easy Lessons: presented by the very first chapter. It opens with
MultiLingual, for example), is another recent book A Celebration of the New World
the Sarah Palin “refudiate” incident; ties it to “the
attempting to shed new light on English stan- Lingo by Arthur E. Rowse, with
new lingo that’s sweeping around the world” —
dardization, globalization, electronic transmuta- illustrations by John G. Doherty.
that is, Amglish; and goes on to consider other
tion and perceived deterioration: Arthur Rowse’s Rowman & Littlefield Publishing
recent neologistic or grammatical controversies,
Amglish in, Like, Ten Easy Lessons: A Celebration Group, 2011. 239 pages.
including Greta Van Susteren’s coinage of the
Paperback, $16.95.
of the New World Lingo. While its main goal is to
term squirmish to characterize the United States’
“[describe] how informal American English . . . has
role in the uprising in Libya. George W. Bush’s
begun to dominate the globe,” as the back cover says, Rowse also
malapropistic “They misunderestimated me” after his 2000 courthas something to say about the state of this dialect and others’
decided election victory is then presented, and other more general
opinions of it.
prescriptive shibboleths such as nonstandard past-tense verb forms
The book contains the usual array of six chapters, index and so on,
and chaotic spelling. It carries on from there to offer a bulleted list
plus over two dozen cartoons drawn specifically by illustrator John
of “fading commandments” such as “Thou shalt not make verbs
G. Doherty to reflect various anecdotes or other material in the text.
out of nouns” before finally reviewing some Native American and
The Preface establishes Rowse’s slightly conflicted feelings about
other language influences on English. All this discussion is mixed
in with commentary from various language pundits — Mark Twain,
George Orwell, H. L. Mencken and many more — and background
information and opinion from Rowse himself, as in “All nitpickers
Deborah Schaffer is professor of English at
should put their picks away. Let’s face it, formal English is dying. A
Montana State University Billings, though her
new, much less formal language is taking over this country and the
degrees are all in linguistics and her research
world. And it’s time to welcome it with open arms. In fact, there’s
interests lie in popular-linguistics topics.
no way to stop it” (p. 2).
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Following chapters proceed in much the
same way. As another example, Chapter 2,
while mostly focusing on teachers and professional education organizations, also comments on the 1954 cigarette ad proclaiming
that “Winston tastes good like a cigarette
should” and devotes several sections to the
influence of popular music, from Woodstock to hip-hop, along with references to
comedians, authors and radio shock jocks.
Other language shapers and trends covered
in future chapters include business and
marketing forces, MTV and other American
music developments, anti-Amglish movements, and electronic and social media
innovations, sometimes with at least broad
category overlaps across chapters. Thus, MTV
and American youth-oriented music appear
in both Chapter 2 and Chapter 3.
While all these anecdotes, examples
and commentary are often amusing, and I
admire the depth and breadth of information that Rowse, a longtime, now-retired
journalist, brings to his discussions, the
book as a whole ends up feeling like something less than the sum of its many parts.
Yes, I recognize a logical and coherent
plan laid out in Amglish’s chapter titles
and chapter-ending synopses, but for
me, the accumulation of often loosely (or
un-) related details within chapters tends
to obscure the larger focus and to some
extent bury Rowse’s central thesis. Perhaps
this impression is reinforced by the decision

to save the “ten easy lessons” of the title
for the last chapter. This choice is certainly
a logical option, even a fitting capstone for
any consideration of English around the
world, but much of the content of previous chapters still might feel like delays or
digressions to other readers besides me.
Moreover, even though according to the
book’s back cover Rowse “has spent five
years researching language,” his lack of
linguistics training does occasionally show.
For instance, on page 49, he proclaims UCLA
students’ use of schwa for the exclamation
wow “an example of pulling new words
out of thin air.” Granted, this use of schwa
looks new, but the word itself has been used
by linguists and others for over a century
as the name for the mid-central (neutral)
vowel found, for instance, at the end of the
word sofa in most informal English. And
while Manglish (Malaysian English) may
be more exotic to other English speakers
than Singlish (Singapore English), it cannot
be the case that Manglish “doesn’t follow
any grammatical rules” (p. 196), since all
languages are, by definition, rule governed.
Rowse also seems not to be aware of the
many resources available for English educators, as his plaintive question, “But where are
all the studies of innovative techniques to
help other teachers adapt to today’s scene?”
(p. 49) can be answered by any member of
the National Council of Teachers of English
and other professional organizations.
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I also find him misrepresenting some language professionals’ attitudes toward various aspects of language use and change.
For instance, I suspect that as a descriptive
linguist, I would have several objections to
his claim that “Amglish was partially certified in 1997 when the Linguistic Society of
America formally declared it ‘incorrect and
demeaning’” (p. 83) but since no citation
is offered for this quote (an oversight, I
assume), I have no idea of its source or the
larger context from which it was taken.
However, I can offer a clearer and particularly egregious example of Rowse’s
interpretive failings. He quotes a small part
of the well-known 1974 statement “Students’ Right to Their Own Language” by the
Conference on College Composition and
Communication’s (CCCC): “We affirm the
students’ right to their own patterns and
varieties of language. . . . The claim that
any one dialect is unacceptable amounts
to an attempt of one social group to exert
its dominance over another. Such a claim
leads to false advice for speakers and writers, and immoral advice for humans.” He
then goes on to say, “In other words, what
could be called a mistake in formal English
could mean a dialect that needs protection,
not correction. . . . The instructors obviously
chose [to be politically correct], and the
cause of promoting less formal English has
benefited as a result” (p. 40).
Now, as anyone in linguistics or English
education knows, and as the full CCCC
statement itself makes clear, defending any speaker’s right to use the dialect
of his or her home community does not
argue against the benefits of mastering
the conventions of formal academic written English for all speakers. Nor does this
position indicate approval of a linguistic
free-for-all, where learning how to use
different forms of language in different
contexts in order to achieve strategic ends
is no longer effective or important. Quite
the contrary. Proponents of language and
dialect rights simply believe that all language forms have legitimacy. Being able to
use multiple styles, dialects and languages
appropriately for the purposes at hand,
as variable as they are in real life, makes
anyone a better communicator, not a linguistic outlaw or know-nothing. The fact
that Rowse refers to “correcting” dialects
suggests that he is indeed unaware of this
distinction. As opponents to the movement
to make English the official language of the
United States frame their own approach,
we should be supporting (formal) English
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Plus, not (formal) English Only — a position for which Rowse actually seems to be
arguing in his Preface, when he says, “The
ultimate cool is knowing how and when to
use the prevailing language of business and
government for one’s own benefit while
fully enjoying the ‘current’ wild world of
informal language” (p. xi).
The chapter I might be feeling most
conflicted about, however, is Chapter 5,
“The Lishes of Amglish,” in which Rowse
surveys 26 native-language-influenced
dialects of English around the world, from
Arablish to Yidlish, though some, including
the first just mentioned, are not English
dialects at all. My dissatisfaction stems
not from a lack of humor or interesting
tidbits about these varieties, but from the
lack of a substantial analytical grounding
for any of the cases presented. Each Lish’s
home territory is identified, true, but then
each section offers what amounts to a
hodgepodge of language examples from
speakers, signs, or other sources without
any systematic review of language features
to enable either an overall sense of each
variety’s nature or a consistent framework
of comparison across varieties. In other
words, it offers lots of fun bits and pieces
but will certainly leave readers hungering
for a deeper and more linguistically sophisticated survey of global English dialects
feeling unsatisfied.
As for the “Ten Easy Lessons” themselves
(Chapter 6), most of them are actually well
considered and likely to be helpful to those
conflicted over the vagaries of modern
English. I wholeheartedly agree with Lesson One (“go with the flow”), Lesson Four
(“be creative with language”) and Lesson
Ten (“learn to code-switch”); can see the
point of Lesson Two (“better to phone than
write”), Lesson Five (“abbreviate where possible”) and Lesson Nine (“kill obscenities
with excess”); but do take issue with Lesson Three (“fudge the grammar”), Lesson
Six (“let words spell themselves”), Lesson
Seven (“disconnect the dots”) and Lesson Eight (“use fillers, like, a lot”). In other
words, I agree that we need to recognize
and accommodate to language change and
variability. However, though some recent
English developments can be adapted for
many communication contexts, even some
more formal ones, we still need to recognize the many situations where prescriptivism does still hold sway. Details of fluency,
appropriate vocabulary, formal grammar
and punctuation do still matter to many
readers. My impression from the very open-
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ing of the book is that Rowse may not be
quite as laissez-faire about formal English
conventions as many of his comments suggest on the surface — that is, he may be
exercising a certain amount of irony in his
“free English” pronouncements — but this
last chapter’s tone seems earnest enough
to give me pause. Even descriptive linguists
recognize the social functions of many
prescriptive rules for formal language use,
especially for writing and most especially
for visual elements like punctuation and
spelling.
So final verdict? Pretty much as mixed as
my feelings about many of the individual
elements of the book. Did I enjoy reading it?
Yes, most of the time. Its humorous stories,
examples and turns of phrase certainly kept
me amused when I wasn’t finding something to contradict or wish to see discussed
in more linguistically-savvy detail. Who,
for example, could resist references to “the
perfection police” (p. 21) for prescriptivists, “lapdogs in bulldog drag” (p. 82) for
Amglish-deficient Brits or “digital diarrhea”
(p. 154) for nonstop texting?

Do I think non-linguists would benefit
from reading Amglish? That very much
depends on those readers’ goals, though
the rich source notes, including some
resources by well-known linguists, would
certainly provide useful additional references (and possible correctives) for those
wishing to delve more deeply into specific
topics just touched on in this book. Does
the book contribute anything new to the
discussion of modern English? Not in any
significant way, but it does collect a host of
different language factoids and languagepundit observations into one convenient
package. Bottom line: Do I think this book
is worth adding to a reader’s own collection of works on English? It could be useful
as a source of fun trivia for use, say, in the
English classroom, or simply as a current
snapshot of numerous English worldwide
incarnations, but personally, I’d wait to
acquire it until it could be found at a good
discount, rather than pay the full $16.95
for a fairly slender paperback. By then, its
shelf life might well have expired. Amglish
2020, anyone? M
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Off the Map

The spatialization
of information

A

As professionals involved in the localization,
culturalization, globalization and internationalization of content (and any other related -ization I
may have missed), one of our greatest challenges
these days is being able to keep pace with rapidly
changing and emerging technologies. This applies
not only to the tools used in content development but also the distribution channels and media
that are available for presentation to the end
consumer. More than ever, we seem to be riding a
wave of relentless innovation in content management and media devices even beyond consumer
desire. To quote the late Steve Jobs, “People don’t
know what they want until you show it to them.”

We deal with information streams from a wide variety of
sources on a daily basis, and many applications and tools have
focused on helping us ﬁlter the information appropriately, as per
our needs. Those needs continue to evolve and we often see new
applications arise that provide us with amazing capabilities via
our digital devices. After a short time we wonder how we ever
got along without such innovations.
A clear trend over the past decade or so has been the introduction of spatial information into our digital lives. While I could
be referring to conveniences like Google Maps, which is a good
example, I’m really addressing the prevalence of not just maps
but location-based information and how it’s become increasingly more mainstream. This has occurred through an infusion of
consumer devices that have made knowing one’s location convenient, critical and often fun. The ﬁrst wave of location-based
media came through handheld global positioning system (GPS)
devices that enabled consumers to pinpoint their geographic
location quite easily. People use such devices primarily for outdoor
activities like hiking and backpacking, as they make ﬁnding your
location incredibly easy. One popular and now global sport that
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was created solely from the existence of GPS units is that of geocaching, where someone plants a “cache” at a speciﬁc latitude and
longitude, records the location on a geocache website and then
others use their GPS device to try and ﬁnd the cache. It’s become
a modern form of treasure hunting.
Just to provide a brief but important historical footnote, the
idea of a satellite-based GPS has been in existence for several
decades. What we know colloquially as GPS was a satellite network established by the United States starting back in the late
1970s and now in continued upgrade mode. The system quickly
became a global standard for location-based applications and
revolutionized several industries, such as navigation and surveying, but remained primarily a US military resource. Because of
this, the European Union initiated its own GPS network known
as Galileo in the late 1990s to serve a chieﬂy civilian purpose.
Galileo was designed to work cooperatively with the US GPS,
thus creating a powerful combined system. Wary of the apparent US inﬂuence over global GPS, China activated its own
Beidou GPS system in late 2011.
The existence and rapid growth of GPS technology has
introduced whole new realms of content and applications. Not
to be left out of the trend, automobile companies saw how
people were becoming comfortable not only with handheld GPS
devices, but with the convenience of knowing their location.
Thus, car companies started including built-in GPS devices in
their cars to provide onboard navigation. Many hailed this as a
major advancement, since it meant they no longer had to pack
paper maps in the car. However, a 2006 study actually showed
that GPS units are more distracting than using folded paper
maps. This was partly due to the fact that 10% of the drivers
don’t even program their GPS units until they’re actually driving,
and 13% said they rely solely on their GPS unit for direction and
remain nearly oblivious to what’s happening on the actual road.

Kate Edwards is a geographer and the principal consultant of
Englobe, a Seattle-based consultancy for geocultural intelligence
and content strategy. Previously, Kate spent over 13 years at
Microsoft as a geographer and its senior geopolitical strategist.
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Figure 1 (above): An example of a Foursquare
badge being unlocked.
Figure 2 (right): A sample proximity search
for where to ﬁnd a burrito, using Yelp.

Automobile-based GPS was one more
step toward helping the consuming
public feel more at ease with the use of
spatial data on an everyday basis. The
next major revolution came with powerful smartphones like Apple’s iPhone and
Google’s Android. Now with a pocket
computer that had a built-in GPS, a
whole new world of location-based
media was opened up and made readily accessible. This is what initialized the
evident trend of what I tend to call the
overt spatialization of information. The
notion of spatialization isn’t new in the
academic world and certainly not to us
geographers, but its emergence in the
consumer realm as location-based services is an exploding phenomenon. The
plethora of this new media has served
a wide range of interests, such as the
following:
■ Foursquare: This location-based
game allows you to “check in” at virtually any real-world location and gain
points and badge awards in the process
(Figure 1). You can also connect with
your friends and ﬁnd out where they’re
checking in, and compete with them for
check-in points.
■ Yelp: This has become one of the
key go-to applications for ﬁnding essentially anything that might be near you,
along with user-submitted reviews of
those locations (Figure 2). Yelp has found
many diverse uses, from ﬁnding an auto
repair shop to ﬁx your ﬂat tire to locating a great Thai restaurant within walking distance of your current location.
■ Dating apps: For those looking for
dating and romance, apps have been
developed to facilitate ﬁnding people
nearby. OkCupid and SinglesAroundMe
are examples of such services, which try
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to match your proﬁle’s compatibility with
potential good matches in your immediate area.
Naturally, one of the primary concerns
about location-based technologies is that
they open up a wide range of privacy
concerns. Many consumers have already
been alarmed at the amount of personal
information being collected by their
favorite companies, websites and so on,
such as Google, Apple and Facebook. The
news media seems to be rife with stories
about citizens of various governments
being wary of the kind of information
being collected about them.
What’s interesting about the spatialized apps and location-based media is
that the information being collected
isn’t involuntarily; in fact it’s exactly
the opposite. Users of some services are
actively telling the world where they are
and often times why they’re there, all
for the sake of gaining points or being
social. Usually this is harmless fun in the
realm of augmented reality, where our
mobile devices are providing us with a
layer of metadata on top of our realworld experience. However, sometimes it
can be taken to negative and unpopular
extremes. The Girls Around Me app was
quickly discontinued in March 2012
after many users complained about its
stalker-like business model, providing
users with the ability to ﬁnd women
from social networks within their immediate vicinity.

For those of us adapting content for
international markets, location-based
media introduce a regulatory and legal
aspect of our work that isn’t often
addressed. One aspect requires the careful
consideration of privacy laws and whether
or not such media will be able to follow
such laws. Another aspect is the cultural
acceptability of divulging your location
so readily and essentially opening up your
personal life to scrutiny by your friends,
family, workers and so on. There is also a
host of technical and geopolitical issues
related to location-based information,
which will require another column to cover
in depth, but let me mention geocoding as
a brief glimpse into the issue. Geocoding
of information is an important component
of spatial data; it’s how a place is tagged
as being part of a speciﬁc country or province. The speciﬁc tag will be dependent on
having accurate information from a data
provider, where “accurate” also implies
being sufﬁciently culturalized for global
consumption. If a location is geocoded as
being in one place (such as Taiwan) when a
user in another locale thinks it belongs in
another place (such as China), it can lead
to content complications.
It’s amazing how quickly people
discover, adapt to and integrate new
forms of technology into their lives. It’s
also clear that location-based media is
more than just a fad, and that people are
quickly discerning both the beneﬁts and
limitations of this new media. M
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Macro/Micro

How the Occupy movement
affects language business

I

I am the 99%. Or maybe I’m not. To be quite
frank, it doesn’t matter. I understand that apathy
regarding the Occupy Wall Street movement may
not be the best thing to admit in an internationally circulated publication, but to be honest, I have
enough going on in my own life and with my own
company to plead it. I’m really not as apathetic
as I seem — I do have an opinion on the Occupy
movement and a very strong one at that — but my
opinion is irrelevant right now. What is relevant
is how the movement affects my business and
others like it. I run a translation company, and like
many US-based translation companies, we rely on
independent contractors to conduct some of our
translation work.

Independent contractors. By nature they’re individuals, working independently. A no-brainer, huh? But the key point here is
that independent contractors are individuals — in other words,
people.
Language service providers (LSPs), meaning translation companies like mine, are legally not people. We’re entities. In Every
Language is a limited liability corporation (LLC). According to
an Association of Language Companies’ member survey, 14%
of American LSPs are structured as LLCs. The majority (57%)
are S Corporations. Only 2% were classiﬁed as sole proprietorships, which means according to the Internal Revenue Service,
only 2% of translation companies in the United States are
considered people.

Terena Bell is CEO of In Every Language and recently
completed a two-year term on the national leadership
council for the Association of Language Companies.
22

Terena Bell

| MultiLingual June 2012

22-23 Bell#128.indd 22

Indeed, with all the anti-corporation rhetoric circulated by
the Occupy movement and elsewhere, it’s really easy to forget
that businesses are run by people. In Every Language may not be
a person, but I am. My assistant Abigail is one and our bookkeeper Peggy is also a person. In fact, every employee we have
working here is, well, a person. No Data from Star Trek or robots
of any other type. We’re people. But this is a fact that’s easily
forgettable in today’s social climate.
Perhaps I think this way because I hang out with hipsters,
shop local and drink micro-brewed beer. Maybe if I spent more
time with Republicans I’d hear arguments in the opposite direction, but the macro-trend I’ve noticed recently in these American states is one where people don’t like companies too much.
In fact, a February 2012 Inc. Magazine poll reports that only
61% of Americans have a favorable opinion of large corporations. That may still be a majority, but it’s not a very big one.
Perhaps this lower ﬁgure is part of the backlash from US government bailouts and the general state of our economy worldwide. Voting “unfavorable” in a poll is one thing, but remember
the death threats made against AIG’s CEO? And let’s not forget
that the US Supreme Court recently had to rule in Citizens
United v. Federal Election Commission whether corporations are
constitutionally people.
It’s all so silly. Again, I am a person. Peggy, Abigail, both
people. In Every Language, not a person. It does not have a
pulse, it cannot give blood, and it can’t put its arms around you
when your boyfriend has left or your grandmother has died.
However, the silliness is taking hold and affecting how LSPs deal
with independent contractors. I don’t know how many of you
know Jill Sommer, who works as a freelance German translator
and publishes the blog Musings from an overworked translator
(translationmusings.com). January 18, one of her entries,
“Unprofessionalism in the industry” took hold and started to
grow like Audrey II, that evil plant in Little Shop of Horrors.
Here’s a summary, just to get you up to speed. An LSP project
manager told Sommer that she’d asked a translation applicant
to complete a translation test so quality control could screen
him before putting his information in the LSP’s system. The
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Dolly Parton “swear[s] the
man is out to get [her],” and
Johnny Cash made a joke of
stealing Cadillac parts from
his employer “One Piece at
a Time.” Americans have a
cultural tradition of sticking it to “the man.” Add to
that anger over our recent
recession, and you have a
social climate prime to be
occupied.
As LSPs we have to be
cognizant of the fact that
this attitude is out there.
Yes, I’m a person, but I represent In Every Language.
A photo from the Occupy Louisville protest, courtesy of
When
freelancers hear from
Curtis Morrison, shows an idealogical split between “person”
us,
they
don’t hear from
and “corporation.”
us as individuals, but as
corporations. Most LSPs will tell you the
freelancer’s response? “F--- off.” Nothstereotypical relationship between freeing less, nothing more. Since Sommer
lancers and LSPs has long been tenuous
used to serve on the American Translators
at best. Of the 91 different comments
Association’s business practices commiton Sommer’s blog, far too many justitee, she blogged that she was of course
ﬁed the freelancer’s behavior. It didn’t
appalled that any freelancer could act so
take long for those sort of comments to
unprofessionally.
start rolling in either. Comment number
So that’s the blog post. Now we get to
three takes up for the freelancer, statthe comments — ah, yes, the comments,
ing “Bottom line, I can understand if
which were closed after only a few days.
some translators, especially in Europe,
46 principle and 45 secondary comare sick and tired of agencies!” One
ments later, we have a lack of consensus
poster even goes so far in defending
over whether that type of language is
the freelancer’s behavior against the big
ever appropriate in business as well as
bad agency that he compares “Mr F--an interesting argument brought up by
Off” to Jesus. Clearly, there are some
Catherine Christaki, a Greek freelancer.
freelancers out there who think of LSPs
“I think we keep forgetting,” Christaki
as “the man.”
writes, “that [project managers] are
The issue now becomes how we’re
humans too and should be treated
going to ﬁx this. The language services
accordingly.” It seems as though a bit of
website contractinterpreters.com reports
that Occupy thinking has seeped into the
that 93% of all translators and interprettranslation industry after all.
ers are independent contractors. 40.7% of
It’s very easy to ignore that while a
them have been working independently
corporation isn’t a person, the employee
for 15 years or longer. The business model
working there is, particularly when your
of the LSP client-independent contractor
only interaction with that employee is
provider is long established in our indusvia e-mail. You don’t see the employee’s
try. While it seems easy to those outside
face and you can’t hear the quiver in
our industry for “the man” to simply
her voice that tells you if she’s having a
hire everyone in-house, the majority of
good day or a bad one. She represents
LSPs, regardless of size, are ﬁnancially
“the man,” a derogatory expression for
and logistically incapable of bringing on
an oppressive authority ﬁgure, and it’s
translators as employees for every lanlong been American culture to scorn or
guage and specialization they serve. Not
shirk “the man.” Unless you count the
to mention independent translators don’t
Seven Dwarfs’ “Hi-Ho” from the Disney
want this. In another blog entry, “Freecartoon Snow White, there aren’t really
lance translators and interpreters are NOT
any positive songs in the American
employees,” Sommer writes with pride,
repertoire about people heading off
“I am a full-time freelance translator.”
to work. Instead, Johnny Paycheck has
This entry discusses recent Language Line
taught us to “take this job and shove it,”
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efforts to deny the independent contractor model. Sommer’s response to these
efforts is that freelancers willingly see
themselves as separate from companies.
While freelancers must think and operate
like businesses to be ﬁnancially successful, I’m certain if you asked them if they
were businesses or people, they would
say people.
As people, though, they need us and
we need them. We are a pipeline to
work, revenue, income. We connect
them with end clients and without us,
that whole left side of their balance
sheet — assets — would be bereft. But
they’re also the right side of our balance sheet, as liabilities and accounts
payable. They are operating expenses
because we do need them to operate.
What is translation, after all, without
a translator? It’s all so silly, biting the
hand that feeds you. But that’s the
potential this Occupy movement has to
affect our industry. M
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Gamification is
serious business
Christopher S. Carter

I

It's a beautiful summer day and you're in
your Volkswagen with the windows down, driving around the suburbs of Stockholm. But you're
exceeding the speed limit. That's a shame — the
Swedish National Society for Road Safety in
Stockholm has already started their Speed Camera Lottery program, and you just made someone else's day.

The Swedish road safety program was started in early 2011
as an attempt to make more drivers obey speed limits. Cameras
take pictures of drivers while measuring their speed, and if your
car is over the limit, you will have to pay a ﬁne. However, in this
unique program, even drivers going below the speed limit are
photographed, and these safe drivers are entered into a lottery
to win the money paid as ﬁnes by the speeders. In the ﬁrst three
days that this program was tested, taking pictures of almost
25,000 cars, the average speed dropped by 22%. Focusing on
positive reinforcement (lottery) instead of negative reinforcement (ﬁnes) had dramatic results. And this was all because of
Sweden’s intentional use of gamiﬁcation.

How many players?
A growing number of organizations are motivating people by
using gamiﬁcation. Gamiﬁcation is the use of game mechanics to
engage people and communities and to motivate them to complete
actions that they may not normally perform. By understanding

Christopher S. Carter is the general manager
at aLanguageBank in New York City. Currently
serving on the Leadership Council for the
Association of Language Companies, he
has been studying languages and
linguistics since he was 12 years old.
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human psychology and what motivates people, you can apply
mechanics that drive desired behaviors. According to Gabe Zichermann, CEO and founder of Gamiﬁcation Co and chair of the Gamiﬁcation Summit, gamiﬁcation usually consists of three Fs: fun,
friends and feedback. Gamiﬁcation is not about making something
into a game; it is about making something feel like a game.
Large organizations are currently using gamiﬁcation to promote their brand, drive sales or engage customers. But many have
found beneﬁts in gamifying their employee training programs
too. Siemens' Plantville, SAP's ERPsim and IBM's INNOV8 are
just a few examples put forth by Forbes Global 2000 companies
that have shown documented improvements in learning and
knowledge retention during training by converting the process
into a form of a game. This is a relatively new concept, but it is
growing, and quickly. There are examples of gamiﬁed processes
everywhere, and analysts predict that the rate of adoption will
continue to rise. Gartner Inc., a leading technology research
ﬁrm, claims that 50% of all organizations will innovate through
gamiﬁcation by 2015. Gartner also believes that larger companies will recognize the value of gamiﬁcation ﬁrst, calculating
that 70% of Global 2000 businesses will apply gamiﬁcation in
the next three years, while most small businesses will not.
We are not talking about small money, either. M2 Research
calculates that gamiﬁcation will grow from $100 million in 2011
to $2.8 billion in 2016. Everyone is not going to use gamiﬁcation in the next few years, nor is it appropriate for every organization — but expect to see much more of it in the near future.

Choose your weapons
Gamiﬁcation is taking the best of games and applying their
feel and motivations to purposes other than games. Game
mechanics are rules or constructs that guide how elements of a
game, including players, will interact. Many of these mechanics can also be powerful tools outside of games, and thus the
rise of gamiﬁcation. You are already familiar with some of these
mechanics, such as bidding. Others, like discovery, are less obvious, though people love to explore or be surprised with new
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things. Countdowns are also often used
as a constant reminder of a pending
deadline, leading to increasingly frenzied
activity as time runs out. Similarly, progress bars are a constant reminder of how
much users have accomplished, and how
close they are to reaching their ultimate
goal.
Aside from a long list of game
mechanics, game theory can also be
applied. Much research has been done
on gaming, games and the people who
play them. There are four basic player
types: achievers, socializers, explorers and killers. These four types of key
motivation can be exploited by gamiﬁcation because it is based on behavioral
psychology. Other concepts such as cascading information theory and Mihaly
Csíkszentmihályi’s ﬂow theory do not
have their origins in gaming, but game
design has developed and expanded on
them. Gamiﬁcation now takes advantage
of the game version of these ideas also.
One effective and common tool is
points. Collecting, managing and spending points has numerous possible applications. Having the highest score, or the
most points, is a form of status. Points
can also be part of a resource management system, where points are used to
buy items or actions of high value to
the users, even if they do not have high
dollar value. Users should want to earn
points. Then the agency just needs to
offer points for behavior that it wants
the person to engage in, while continuously reminding the participants how
many points they have, and how many
they need for various purchases.
Leader boards are a classic example
of points creating a hierarchy of status.
Already used by some sales teams, sales
people earn points for each success in
their pipeline. This can be actual completed sales transactions or it can include
some presale tasks. Sales people are usually already earning a commission, but
the leader boards provide status to some,
while attempting to bring out a friendly
sense of competition in everyone.
Aside from status, companies could
allow employees to redeem points for
rewards. Rewards should be unrelated
to work — for example, gift certiﬁcates,
spa days or small electronics. Hard work
and earning points becomes positively
reinforced with fun beneﬁts. Do not
arbitrarily give out points, as this could
undermine the system or even patronize
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the receiver. People need to assign value
themselves to the points by knowing that
they truly earned them.
One example of resource management and points is the language learning
website Livemocha. You begin learning
a speciﬁc language at the entry level,
and at the end of each level, you complete exercises in your target language.
Before you can move on to your next
level, though, you have to correct the
exercises of other users who are studying your native language. Each exercise
you review earns a certain amount of
credit, and when you earn enough credit
you are allowed to advance to your next
level. This process of requiring one user
to review and send feedback to other
users creates a collaborative system
of feedback. It uses points to motivate
people to perform necessary tasks, which
Livemocha's employees would otherwise
have to perform by themselves.
Collaboration can also be a powerful
tool in gamifying a production staff.

Much of the marketing we see today
implies that collaboration is a new business approach, but for years we have all
talked about our “teams.” Teamwork, of
course, is social in nature, making it a
powerful motivator. In fact, David Rock,
author of Your Brain at Work and director of the NeuroLeadership Institute, said
“social interaction is addictive because
it activates the rewards center of our
brains.” Social activity can be a stressreliever, even if it is used for work itself.
We all worry about how much productivity we lose to Facebook or Twitter,
but production teams can chat in groups
without ever leaving their desks. While
continuing to work, employees can
discuss a project with each other, with
supervisors or even with vendors.

Build your team
Gamiﬁcation is in large part about
motivation. In business, most of us
assume that money is needed to motivate.
But the research just doesn’t support that.

Agility
It’s about the speed, isn’t it?
Today’s competition is about getting
your products or content to your global
customers faster. Rapid development
leads to very short release cycles,
and almost instantaneous publication.
Use our agile localization best practices
to accelerate your localization process
and jump ahead of the curve.
And remember, you don’t need to
be purely “Agile” to be truly agile.

www.moraviaworldwide.com/agile-localization
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According to Zichermann, there are four
features central to a successful gamiﬁcation process: rewards, creating a hierarchy, building a network and providing
a challenge. Even Abraham Maslow
suggested in his triangle of needs that
money was not the most important motivator of employees once baseline salary
needs have been met.
Microsoft uses gamiﬁcation to motivate employees to perform tasks that are
not part of their normal job duties. Staff
not in the quality assurance department
can perform bug testing tasks for rewards.
Multilingual employees can also contribute better translations on localized
content for rewards. After providing this
extra work, the employees are given recognition rewards or certiﬁcates, or they
receive direct beneﬁts such as short-term
use of a more desirable parking space.
These accomplishments are also posted
publicly to provide additional status and
to motivate non-contributing peers.
Gamiﬁed networks of people can be
collaborative or competitive. It is easy
to assume that most game players are
motivated by competition, but studies by
Richard Bartle and Jon Radoff show that
only about 5% of players focus mainly
on competition, while about 75% of
players are concentrated on collaboration. The component that drives people
is the meaningful social interaction that
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both collaboration and competition can
create. Many business applications are
collaborative. They use cloud-based networks to allow teams to work together in
real time. But competition has its beneﬁts
too, as evidenced by organizations that
have used crowdsourced competitions to
complete tasks and to generate ideas. The
people who thrive on competition will
often respond to such an environment
by rising to leadership roles. Naturally,
people are different and respond differently to each model, though it is possible
to combine the two models, where a
team collaborates to compete against a
common competitor.
For example, in New York City, the
CEO of tech ﬁrm Next Jump, Charlie
Kim, decided to bring his personal passion for ﬁtness to his staff. He built
gyms in each of his ofﬁces and created an application that employees
could use to check in and track their
workouts. A cash prize was offered to
the top achievers. But Kim knew that
he could raise the 12% rate of regular
gym usage. He allowed employees to
form teams and work together to compete against each other. Leader boards
tracked team progress, and prizes were
awarded along with status. Participants
encouraged or received encouragement
from other team members. This shift to a
social approach to competition allowed

employees who were not top achievers
to still feel as if they could win. The rate
of regular gym usage quickly jumped to
70%, consequently lowering employee
absenteeism and long-term insurance
costs, as well as raising overall morale
and staff cohesiveness.

Select a mission
Gamiﬁcation aims to solve problems
or achieve goals. Which goals could
translation and localization companies
try to accomplish with gamiﬁcation?
Perhaps you want more vendors to register
in your online database, or for the vendors
already in it to update their information
regularly. With a points system, vendors
could earn a large number of points as
a signing bonus, and they could earn
points or rewards each time they log in to
update or verify their proﬁle information.
Rewards do not need to be points, though.
Be creative. Perhaps they earn marketing.
Each time the vendor updates its proﬁle,
your system automatically sends an
e-mail to the company project managers
reminding them that this vendor is available for work.
Do you have difﬁculty ﬁnding vendors
for a certain language or with special
expertise? Existing vendors could earn
points or rewards by referring other linguists. You should have speciﬁc criteria,
however, that referrals must meet. If they
qualify, the current vendor earns a reward.
Using tokens and the capture concept
can manage vendor performance. When
vendors start working with your company, they are assigned a set number of
tokens in a few categories. These could
be quality, meeting deadlines, following directions and so on. Each time a
vendor does not meet agency expectation in a category, a token is captured,
like a chess piece could be captured. But
the vendor is able to rescue lost tokens
through some action such as excellent
performance in that category on the
next project. The vendor’s proﬁle in your
online database could display how many
tokens it currently has, and remind the
company of what it needs to do to win
the token back. If this sounds like a vendor rating system, it is. But instead of
simply giving out ratings, this gamiﬁed
approach reminds the vendors how they
can improve their rating and motivates
them to do so.
I have had conversations recently with
owners of other language service providers
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about the need for continuous teaching
and training of employees, especially in
production. Most employees learn what
they are required to during their original
training, but once they feel comfortable
handling their basic job description, the
motivation to keep learning disappears.
After that, existing staff typically only
study something when it is required to
complete their actual work. As owners
and managers, however, we know that
the more each employee learns, the more
collective knowledge the company has.
Your company can also use quests in
an ongoing system of risk and reward.
Each quest is a learning sequence, framed
as a short adventure. Successful completion could involve a report to a supervisor, or maybe a presentation to other
staff about what the person learned. But
the criteria for successful completion
must be clearly deﬁned. Examples of
such quests could be studying a speciﬁc
font input system, learning the basics
of specialized software, or creating a
guideline for how to distinguish and
identify similar languages. It could even
be a problem that the company needs
to solve but no individual wants to be
burdened with the task of dealing with.
Any documentation an employee creates
can become part of a quest for another
employee later.
Why would an employee try to
complete one of these quests when they
already have plenty of work to do?
Rewards. Your staff is not required to try
any of these, but if they do, they could
earn something for their efforts. What
kind of rewards? That depends on you
and your company culture. In his book
Gamiﬁcation by Design, Zichermann identiﬁes the strongest types of rewards with
his acronym SAPS: status, access, power
and stuff.

When you do decide to apply game
mechanics, do not just copy what you
see around you. Be original and remember your intent. You cannot copy what
everyone else is doing and then call it
innovation. The ubiquitous example
today is badges, which are used to show a
person’s status or achievements. The Boy
Scouts and Girl Scouts of America successfully use badges to give the individual a sense a pride by showcasing each of
their accomplishments. Today, badges are
a very commonly used form of gamiﬁcation. Many experts believe that they are
over-used, in fact. They can still be valid,
but do not use them just because you
see them everywhere. They may not be
relevant to your speciﬁc goals, and they
still have to be applied properly.
I am not an expert at gamiﬁcation,
so do your own research. I also recommend that you contact an expert before
you gamify any part of your business.
Gamiﬁcation is not a task that you complete, it is an ongoing process that you

will need to incorporate, monitor and
adjust. Companies such as Bunchball,
Badgeville, Dopamine or RedCritter can
help you identify your goals, choose the
best mechanics to apply and teach you
how to manage continued use.
Some people claim that there is nothing new about gamiﬁcation and that it
is just the reorganization of old concepts
under a new buzzword. I personally
disagree. But even if that were true, so
what? The recent rise of gamiﬁcation
brings a variety of solutions to our attention that most of us were not previously
aware of. And right now, there are more
resources than ever, making it easier to
ﬁnd information and experts for these
types of solutions.
So consider gamiﬁcation for your
business. You will be forced to understand your clients, staff and vendors
better by learning what motivates each
of them. You could improve your business, and you might even have some fun
along the way. M

Are you ready to play?
So how do you start implementing these features and gamifying your
organization? Wait just a second. Like
any other process you add to your business, you need to do it wisely. Know
what you are trying to accomplish. Have
goals. Decide if gamiﬁcation can help
you achieve them. Determine which
game mechanics or processes will move
you toward those goals, and just as with
any other business investment, measure
your progress to evaluate the return on
investment and general success.
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Tips on audio localization:
synthetic vs. real voices
Ben Warren

T

The proliferation of games and e-learning
over the past few years has had a dramatic effect
on localization companies. From traditionally
translating training information in documentation form, usually in enormous quantities, the
rise of multimedia trainings has meant that
localization companies, including our own, have
had to adapt to a new way of thinking and of
working. Nowhere has this been seen more than
the rise of audio-related projects.

Over the past ﬁve years alone, the number of audio projects
that have been included in translation project requests to localization companies have increased year on year. Now multimedia
projects composed of audio, video or any other motion-capture
formats need a dedicated full-time team to ensure that clients
receive the expertise and professionalism they would except
from any straightforward translation project. If the golden
tenets of traditional translation have always been to stick to
the source material, keep the translation memory (TM) clean
and preserve the voice of the author, when it comes to audio
projects these rules are there to be bent. And none more so than
in the ﬁrst choice any client has to make: considering humans
vs. machine voices. So let’s see what that choice entails.

The humans are dead
The ﬁrst thing to bear in mind in any e-learning audio
project, be it with synthetic or real voices, is how the majority of e-learning projects are created. Most learning content
management systems (LCMS) are designed the same way. There
are visual ﬁles — maybe Flash-based, Captivate-based or simple

Ben Warren is the audio/visual
manager at WhP. He has more than
20 years of audio and studio experience.
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videos — and then the audio ﬁles. The LCMS collates all these
individual ﬁles and pulls them together to be displayed or heard
based on a speciﬁc naming system.
This means a localization company working on audio projects needs to decide how to cope with hundreds of individual
audio ﬁles usually only a few seconds long. Straightaway you
can see the potential costs and engineering time needed for
audio tasks like these, and to some extent, that is where synthetic voices can be useful.
Synthetic voices have been around for years. Indeed, the ﬁrst
machine to create a “real” synthesized voice was built in the
1950s. By 1961, scientists had managed to program a machine
that could “sing” the song “Daisy Bell," a feat that just happened to have been seen by the author Arthur C. Clarke, which
in turn inspired him to use it in his novel 2001: A Space Odyssey
to represent the moment when the all-powerful computer Hal
slowly reverts back to its own creation. The scene in Kubrick’s
ﬁlm version where Hal sings “Daisy, Daisy, give me your answer
do,” was the most famous representation of synthetic voices for
many years. However, today, your phone can tell you in a soothing voice if you need to buy milk. How technology moves on.
The basic science behind the tools is known as Text-ToSpeech or TTS for short. This is the starting point for all synthesized voices. In simple terms, the machine developed in the
1950s and represented today by software tools that work on
an ordinary PC or over the internet took the written word and
turned it into an audio representation. Today the major players
in TTS can offer both male and female voices in all major languages and, sometimes, dialects. This instantly gives a company
access to a wide range of markets without having to source
voices in different countries.
But while the basic idea might be easy to follow, the technology behind it and the rules governing it are understandably
more complex. Especially when you have to start thinking about
phonetics. For those involved at the cutting edge of TTS, years
of study comprising both phonetic language skills and intelligent
programming are needed. There is slightly more to it than simply
typing in some words and pressing record. So let’s see how a
localization company needs to think about TTS in practical terms.
As previously mentioned, the ﬁrst major beneﬁt of TTS is its
suitability to handle large numbers of ﬁles in batches. If your
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e-learning module has 250 separate audio
ﬁles, each of them just a few words long,
then TTS can be an interesting starting
point. Most TTS tools allow the user to create multiple input ﬁles as basic text ﬁles.
This means that users can edit and double
check all of their text before they create
the audio ﬁles themselves. Once they are
happy with the text, they can simply batch
process the input ﬁles, which will create
audio ﬁles of the same name, using the
text in each ﬁle. For those projects where
time, budget and engineering abilities are
a constraint, this way of working could
be an interesting alternative to using real
people. The end user generates hundreds of
ﬁles, already named, with the needed text.
No third party is required, the process is
quick and easy, and many ﬁles can be produced and engineered by almost anyone
with a PC and a synthetic voice.

Say what you see
As mentioned before, however, experts
in TTS have years of training, a huge
wealth of linguistic and phonetic experience, and can “see” language in another
way. So the main problem is, have you
got someone in your organization who
thinks the same way? If you want “perfect” speech, or a voice that pronounces
words in the way you think they should be
pronounced, then you will need a linguistic expert to work through the input text
to tweak and shape it. In an ideal world
there would be someone who is fully
conversant with phonetics, and can type
using phonetic characters to ensure all
words spoken sound correct. Pronunciation is probably the biggest engineering
issue with synthetic voices. For example,
in a typical e-learning module, you might
expect to hear the word “module” more
than once, perhaps the sentence: “In this
module, we will learn…” In one project I
can think of, switching between two synthetic voices, one male, one female, meant
we could hear that the voices pronounced
the word differently. Ideally, at this point
your phonetic expert would step in and
rewrite the code to make sure the sounds
are changed. But what do you do if you
don’t have a phonetic expert in the language you happened to be working in?
Paying an outsider or freelancer would
be expensive and negate any cost savings
made by using TTS in the ﬁrst place.
One of the most common solutions
therefore is to “cheat” by creating new
words. In this case, by changing the way
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the module was written (changing it to
mod-yule in simple typing terms) would
make it sound correct, while with the other
voice maybe a simple case of playing with
the intonation using punctuation would
do the trick. Even so, it is this sort of ﬁne
tweaking that really can only be done by
a native speaker of the language, and this
is probably the biggest drawback to synthetic voices. The technology is undoubtedly superb, and getting better all the time
— and if speed of production, quantity
and (sometimes) price are more important than overall quality of sound, then
TTS is a perfectly adequate solution for
a company searching for multiple audio
ﬁles. Just bear in mind it’s not always as
simple as typing, listening and signing
it off. And what about those instances
where you have time restrictions on the
audio ﬁles? Where you need to sync to an
image or cue point? While TTS does have
the ability to alter the speed of the voice
talking, the level of programing involved,
and therefore the time needed to produce
ﬁles and check them, doubles at a stroke.
So beware! This leads us nicely to what
is probably the main drawback of TTS: it
might be smarter, it might be faster and it
might even sometimes be cheaper, but it
still isn’t a real person!

to ﬁnd talented, readily available voice
artists to add to a professional roster.
Obviously the QA process of voice
talents is vital. Any potential clients wanting to create an e-learning module in a
new language need to have a selection of
voices from which to choose. They want to
feel that they have the ﬁnal say over the
tone and style of voice being used, rather
than just have a voice thrust upon them
that might not always suit the end product.
And that is why it is vital that you should
offer them a selection of top quality voices.
My recommended approach has always
been to try to have the voices record a
sample piece of text of my choosing, rather
than use the voice talent’s own show reels.
This allows potential clients to listen from
a level playing ﬁeld of samples. Of course,
it also means that it is necessary to have a
strict vetting process to ensure that only
the best quality voices are in the database.
Voices selected must be of high quality in richness of sound and energy, and
also from an engineering point of view.

Mankind fights back
So if synthetic voices are not the
choice for you, then what are your
options? Well, if synthetic speech started
in the 1960s, real human voices can at
least claim to have been around for a
little bit longer, so that’s one point for
them. It also means there are no limitations. If you want a male or female voice
in any language, with any accent and in
any dialect, it is possible to make it happen. If you want passion, comedy, anger
or any emotion at all, you can make
it happen. And even if you want it to
sound like someone famous is narrating
your e-learning module, it can happen.
So long as you pay for it, and pay well.
But, of course, ﬁrst you have to ﬁnd
the voice talent. Today anyone with a
microphone can claim to be a voiceover
artist or recording voice talent. It doesn’t
necessarily mean you would want to listen to them. When it comes to real voices,
perhaps the most important aspect to
consider is the role of the vendor manager
and quality assurance (QA) team from the
very beginning. From my experience, it
can take years of work and negotiation
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Figure 1: Editing process for numerous audio ﬁles.

When you combine the selection of voices,
male and female, across all major and
most minor languages, then the scale and
importance of the voice database becomes
obvious. I have found a balance between
using standalone voice talents in their own

studios, and partnering with recording studios around the world, which has allowed
us access to professional voices who might
never have considered working on small or
medium-sized e-learning projects. Instead
of a dry presentation style, we have been
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able to offer voices with the experience
of working on major ﬁlms or advertising
campaigns. Although, of course, if dry
presentation style is what is needed, then
you should be able to offer that too.
However, even when the voice has
been chosen, there is still the matter of
the large amount of ﬁles. If the beneﬁt of
synthetic voices was the ability to produce
multiple small ﬁles easily, surely the cost
and time of doing it for real would be prohibitive. It can work something like this:
for every minute spent in the studio, by
the time an engineer has opened a new
ﬁle, processed it, post-edited it, named it
and saved it, the voice talent has recorded
a grand total of 16 words. Extrapolate
that across hundreds or even thousands
of ﬁles or modules, and the scale of the
task — and potential cost — becomes clear.
Our response to this issue was to develop
an internal process and editing tool called
Echo in order to help us record and postprocess the hundreds of audio ﬁles needed
for each project quickly and reliably (Figure 1). As all voices in the database have
been tested on the process, it meant that a
realistic (and affordable) pricing structure,
as well as potential deadlines, could be
proposed to clients, which in turn means
a simple and effective working practice
for the voice talents themselves. The man
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hours needed to process, QA, and in many
cases, upload and check, hundreds of
small audio ﬁles was always going to be
prohibitive. Finding the balance between
using technology and a process that cuts
down unneeded time-consuming tasks
has really been the key to the growth in
this sector.
Another major beneﬁt of using real
voices is their ﬂexibility. For localization
companies working on e-learning projects or videos, it is rare indeed that it is
necessary to actually create any product
from scratch. Usually the visuals and
concept already exist and just the audio
or language has to change. This has its
own problems in that in some cases it is
not possible to alter the length or speed
of the visuals. If the video to be worked
on is 30 minutes long, with visuals triggered by the text, then it is not simply a
case of recording new audio and dropping it in. Now you are in the world of
time restrictions and sync points. So if
you cannot change the time, speed or
length of the visuals, what can you do?
Put simply, you can instruct your real
voices to speak to a certain length, or in
extreme cases even translate and rework
the text to ﬁt. While this is possible
with some TTS tools — you can change
voice speed to ﬁt the restrictions — you
can become distracted with an overly
mechanical voice, altered again for
speed. Again, think of Hal in 2001, or
try insulting your phone until it shouts
abuse at you to see what I mean.
In reality, this means a lot of preparation and work up front before recording even starts to make sure everything
works out. In most projects with restrictions, these things are discussed, worked
out and solved before translation even
begins. If a script is prepared properly
from day one, then the amount of time
needed on pickups is drastically reduced,
also helping to save time and keep costs
down. Real voice talents have the ﬂexibility to keep to the time restrictions, rework
text if needed, and have — at least if they
have been vetted properly — the ability to
think on their feet and make any changes
needed to make things work.
This ﬂexibility is also useful when
thinking about retakes or last-minute
changes that the client wants. For all
audio projects, I would recommend the
creation of a pronunciation guide. This is
a validated set of terms or phrases with
clear instructions from the client on how
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to say a particular word, name or acronym. Having this in place before recording starts is also a good way to avoid
unnecessary pickups. However, for cases
where there simply isn’t time to produce
a validated pronunciation guide, then one
thing that many of the voice talents I work
with can offer is alternative pronunciations for certain terms. This simply means
that the voice talents produce two or three
takes for a single ﬁle, with all variations
of how a certain name or term could be
pronounced. The client can then simply
choose the preferred pronunciation, and it
isn’t necessary to go back into the studio
for the sake of a few word pickups.
The key to success in any audio project is like any other project — planning
ahead. The more information you can
provide to voice talents before they start,
and the more preprocessing you can do
to an audio script to make it water tight
for timings, then the fewer problems you
will have once your audio ﬁles return.
The cost of pickups is high because
studio time doesn’t come cheap, so it is
worth the extra effort at the start of a
project to avoid them.

Sounds like a good choice
So after all that, the question still
remains: what method should you use
for an audio project? To make a decision,
think about who the end audience is. If

this is an e-learning module for training
a handful of staff about how to use the
advanced features of the new accountancy software developed by resource
and development, then you probably
don’t need to have it narrated by Martin
Sheen in the style of Apocalypse Now.
Synthetic voices are probably the fastest,
cheapest route for this kind of project. If
the overall quality isn’t perfect, it’s not
a major issue, as the end product will
only be seen in-house, and the end user
is probably spending more time noting
how to deal with a tax drawdown in three
different markets across four accounting
time zones to think that the voice sounds
funny. However, if your product is for sale
on the open market and if you want to
add value, then I would recommend going
for real voices. The energy and emotion
that they contribute can make the difference between a successful and interesting
product, and something that slips from
the mind the moment it ﬁnishes.
Ask yourself after making this decision if you know how to contact, manage,
prepare and direct these voice talents, and
then process, edit and deal with the audio
ﬁles once they have ﬁnished. If the answer
to all these questions is yes, then well done
and good luck! But if after all that you are
still not sure, then the next best thing to
do is to speak to a professional who can
help make those decisions with you. M
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Localizing the
whole living story
Ben Bateman

I

In one of the games I worked on, there's a
section where the main character examines a
ladder several times. In Japanese, he makes a
number of jokes that play on the word hashigo,
which means both ladder and bar-hopping in
Japanese. Speciﬁcally, he makes a series of jokes
about going out drinking with someone who
gets progressively more and more sloshed.

ately skilled is English, but given the way I approach the projects
I work on, that’s been the only language I’ve needed. It’s possible
you could classify my job as being closer to “writer” than “editor,”
although it’s an odd and ﬁne line. Do I look for grammar mistakes,
misspellings or errors of that sort? No, not really. In fact, I entirely
rewrite nearly every line I process, sometimes introducing errors of
that sort that one of my coworkers will later have to ferret out and
correct. Do I edit and modify the story? Not really, at least not in
the way a real story editor would.

Focusing on characters
In English, obviously, this would seem like absolute nonsense
if translated literally. I did what any other editor likely would
have done, and wrote up a series of jokes in English that had to
do with ladders, such as “Ladder? I don't even know her!"
Admittedly, this is something of an extreme example, but I've
chosen it because it illustrates what I feel is one of the core precepts
of quality video game localization: entertainment is more important than literal accuracy. A translation that captured what was
being said literally in Japanese would have been, at best, humor of
the absurd, and at worst, complete nonsense. In a larger sense, this
means that video game localization should favor what is being said
over what's been written. Beyond the words on the page, at least
two cultures (that of the writer, and that of the reader) must be taken
into consideration, and bridges of meaning built between them.
My job is to localize Japanese video games into English. Speciﬁcally, my title is “localization editor.” Some people might think
this is a pretty strange job for someone who only knows enough
Japanese to say thank you and maybe an impolite hello, and can
read even less. In fact, despite an interest in the idea of language,
I’m depressingly monolingual. Even after four years of German
classes in high school and college, I’d likely send a native speaker
into ﬁts of laughter if I tried to do anything more complex than ask
where the bathroom was. The only language in which I’m moder-

Ben Bateman is a localization editor for Aksys
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Instead, I help to breathe life back into translated lines so that
they read naturally, and so characterizations are engaging and
consistent. Although I apply knowledge of the story as a whole to
the changes I make to each line, the nature of most projects means
that I can’t manipulate things like which character is speaking,
what his or her expressions are, how much time there is to speak
and that sort of thing. It’s not quite as restrictive as writing for
dubbing scripts, where lip ﬂap and other timing issues have to be
taken into consideration, but it does require some massaging to
make lines and conversations sound and feel natural. I’m given
essentially free reign in terms of what I can change and how,
although signiﬁcant changes to names, terminology and the like
usually need to be cleared with the rights-holders back in Japan.
Apart from that, however, it’s usually up to me: I develop an
idea of how characters should sound as I read through the game,
and develop small characteristics and mannerisms for them that
reﬂect that. Most games are primary dialog, which means developing unique patterns of speech is important. A lot of Japanese speech
patterns are simply untranslatable. For instance, if a character ends
his sentences with -usa to indicate that he’s a rabbit — don’t ask
— how do you represent that in English? Adding a more-or-less
literal “rabbit” to the end of each sentence feels forced and weird,
rabbit. Leaving -usa in isn’t an option either, since that defeats the
purpose of translating and localizing in the ﬁrst place. There isn’t
really a rabbit “noise” in English that you could use in the way
that -nyan could be turned into meow. In this particular situation,
I chose to have the rabbit character insert rabbit puns into his
speech: “Lettuce pause for a moment” or “I’m afraid I carrot do
that.” This preserves the rabbityness, and also works well with the
character’s personality, which lends itself to bad puns.
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In all honestly, I’m not particularly
familiar with “standard” localization practices. This job, which I got more or less
right out of college, is the ﬁrst experience
I’ve had with this ﬁeld of work, and there
wasn’t a lot of training — by which I mean
there wasn’t any. I got my hands on a script
at some point and said “I think I could
make this sound a little better.” My bosses
seemed to agree, and from there on I was
pretty much cut loose to develop my own
philosophy on how best to proceed. I’ve
touched on the core of that philosophy a bit
already, but as much as it’s about putting
entertainment ﬁrst, it’s also about balance.
Fans of Japanese entertainment in the
West are frequently very concerned about
accuracy. This isn’t without some precedent
— there was a period of time where anime,
manga and video games were aggressively
Americanized, sometimes being entirely
rewritten or heavily edited.
Fortunately, the industries involved
have moved on, and this is rarely a concern anymore. However, in some places
it has caused things to swing the other

way, producing translations that are too
literal. Game scripts are treated as priceless cultural artifacts, and word-for-word
accuracy is prized over meaning, emotion
and ease of speech. Japanese is a very different language than English, and staying
too close to the original word choice,
sentence structure and so on can lead to
sentences that have an odd, stilted sound.
One of my favorite examples was a line I
read, I think, in an issue of Naruto: “I’m
going to where Itachi is.” On a technical
level, this makes perfect sense. The speaker
plans to go visit, or at least attempt to
visit, Itachi. Unfortunately it sounds
really strange. No native English speaker
would ever say this in normal conversation, and so it draws the reader out of the
experience. A line like “I’m going to ﬁnd
Itachi” would feel much more natural, or
possibly “I’m gonna kill him” or “I can’t
wait to see Itachi,” depending on what the
emotion being conveyed is. The line itself,
and the meaning of it, changes some, but
only in the service of making the character feel natural.

Of course, in order to make that kind of
judgment, I need to get a feel for the character I’m writing for, which isn’t always a
straightforward process. If I’m dealing with
a game that continues a series, I can look
at the characters from previous installments and ﬁgure out what they’re supposed to be like, but that’s the exception
and not the rule. Most of the sequel games
I’ve worked on were sequels to games I’d
worked on before. In most cases, I use two
things to ﬁgure out how to characterize
something: the input of our translators,
and the place the character has in the story.
From our translators, I’ll usually ask for
a sort of summary of the characters that
covers things like what their individual
tone is, any quirks of speech they might
have, what their intentions are, how they
ﬁt into the story, what characters in other
media they might be similar to and so on.
From those summaries I’ll compile a ﬁle
of my own that breaks down what each
character is about. From that, I’ll build an
English characterization that I reﬁne as I
work through the game.
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The place each character has in the
narrative will inform a lot of characterization decisions I make, but especially ones
that relate to things that are awkward
to translate, or don’t translate well. For
instance, take the character I mentioned
earlier, who ends his sentences with -usa.
His position in the story is that of a sort
of game master, and the player and the
characters are intended to resent him to
a certain extent. He’s mercurial in temperament and has a tendency to “forget”
important things. In short, he’s supposed
to be kind of irritating. I felt that forced
puns would be somewhat amusing but
also a little grating, and also decided to
have him give the other characters stupid
and somewhat demeaning nicknames
since in Japanese he refers to most of
them with -kun, which is usually reserved
for children and reinforces the idea that
he's in control, and everyone else is “less"
than him. Both of these are things he
doesn’t do in the original Japanese, but I
decided they helped represent the type of
localized character he was supposed to be.
This is the kind of balance I’m talking
about: making the character feel natural
while still remaining true to the source
material. I think every video game localization editor falls at a different place on
the scale. I tend to be more liberal with
my work, skewing a little more toward
the “change” end of the spectrum. Others,
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less so. At the heart of this philosophy,
though, is respect and love for the original text. I tend to look at a project not as
a collection of lines and words, but as a
whole living story; something that somebody put a great deal of work into. I might
change some of the superﬁcial details, but
only in service of the greater whole. To
dip into metaphor, which is one of my
favorite things to do, I might say that I’m
like a house painter: I decide what color
the trim and the door are going to be, but
my choices are intended to accentuate the
house that the architect designed.

Working with translators
At times, I’ll admit, my lack of
Japanese knowledge can be a problem.
I have a little basic knowledge of how
the language works mechanically — I
know, for instance, that Japanese doesn’t
really have plural nouns, and I understand the usage of things like honoriﬁcs
such as -usa and -kun, but by and large
I know essentially nothing. It would be
literally impossible for me to do my job
without the day-to-day help of our team
of translators. Whenever I feel like something might be off, things don’t add up
or I’m just confused, I ask for help and
clariﬁcation. Sometimes we’ll spend 15
or 20 minutes discussing a single sentence, hashing out the best way to say
it in English and communicate all the

necessary meaning. They help me understand not just what’s being said, but how
and why.
One of the founding principles of our
localization process is that a fresh look
at something brings a fresh perspective
and new ideas. This is why one person
(or sometimes several persons) translates, another edits and another proofs.
Each will see things the other might have
missed, understand the text in new and
enlightening ways, which will ultimately
lead to a better, more polished and more
enjoyable product.
This is why I believe it makes sense
to have an editor like myself in addition
to a translator. The translator can focus
on the straight translation, and leave the
ﬁnessing of words and sentences to the
editor. The editor and translator can work
more or less in tandem, meaning that
translation and editing can be done in
nearly the same amount of time it would
take a single person. Usually the translator (or translators, since many projects
have more than one) will start, and then I
begin editing after they have completed a
few days’ work. This allows me to essentially shadow them, editing ﬁles ideally
a few days after they’ve been translated,
and allows both parties to concentrate
fully on their tasks instead of one person
having to both translate and then ﬁnesse,
which would result in a slower translation speed. So far, this system has produced the best results in terms of speed
and quality of the ﬁnal product.
The system and philosophy that I use
are likely somewhat unorthodox, but
they weren’t developed without a good
deal of thought. To echo Sy Sperling,
whose trademark phrase on hair restoration was “I’m not only the Hair Club
president, but I’m also a client,” I’m not
just the editor, I’m also a customer. I’ve
loved video games pretty much since
I knew what they were, and I’ve loved
stories and telling them for probably a
little longer. I might tend toward a liberal
interpretation of the text I work on, but
so far it seems to have paid off. Several
games I’ve worked on have been praised
speciﬁcally for their localization, such
as Nine Hours, Nine Persons, Nine Doors
as well as Mimana Iyar Chronicle and
BlazBlue: Continuum Shift. Some people
probably disagree with my methods, and
they might even be right, but if it’s a
choice between a literal translation and a
fun one, I’ll likely choose the ladder. M
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Planning game-based learning

G

Games are already a mainstream tool for learning, but many global businesses are more seriously considering the option again. This is due to
the increase in the ability to provide cost-effective complexity and visual appeal within games.

The ﬁrst question normally asked by such companies is
whether game-based learning is just another fad. Keep in mind,
however, that game playing is as old as humankind. The urge
to play games seems intrinsic, so it’s hard to imagine a more
lasting learning vehicle than games. Scientists have shown the
value of play in human development, and how the act of playing promotes creativity and happiness in adults. To combine
important learning objectives with an activity that taps our
natural desires is truly an ideal combination.
Another frequently asked question is how effective it is, but
game-based learning can be incredibly effective. Games put
active participation at the heart of the learning experience, and
the more engaged learners are, the more likely they are to retain
and apply what they’ve learned.
Well-designed games that motivate players are what make
them ideal learning environments. Effective games draw learners into virtual environments where they work toward a goal,
choose actions and experience the consequences of those
actions along the way. Learners make mistakes in a risk-free
setting, and through experimentation, they actively learn and
practice the right way to do things. This usually transfers well
to real life. Those who are in their twenties grew up learning
with games. They learned about American history by playing Oregon Trail. They learned keyboarding skills with Mavis
Beacon. They learned geography from Where in the World is
Carmen Sandiego? and math with Math Blasters (Figure 1).
Corporations and other organizations around the world are recognizing that games promote cognitive reasoning and information
retention. These days, games are much more advanced, immersive
and engaging. There are e-learning games that teach everything
from sales techniques to medical procedures. Even world govern-
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Figure 1: There are many types of educational games that
children have grown up playing or that are used for training.

ments use games to instruct. A few years ago, China funded the creation of Glorious Mission, a game used to train military personnel.
Research has shown that gaming, in the right context, is
more effective than traditional e-learning. On October 20, 2010,
ScienceDaily published a summary of a University of Colorado
Denver Business School study that “found those trained on video
games do their jobs better, have higher skills and retain information longer than workers learning in less interactive, more passive environments.” Games can signiﬁcantly improve retention

Julie Brink is the director of viaLearning, a
provider of e-learning services for global
companies. She has over a decade of experience
in training and development, from curriculum
design to production and program management,
with an emphasis on sales training.
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(Figure 2) and can also improve problem solving, creativity, risk assessment
and risk taking. Gaming also supports
B.F. Skinner’s theory that behavior is a
function of its consequences. As in real
life, when most people have a negative
consequence to something they do, they
don’t do it again. In gaming it’s the same
concept: you go through that particular
door and fall down an elevator shaft and
lose the game. Are you going to do that
again? Probably not.
Additionally, games will augment
existing learning programs by reinforcing messages and will expand the reach
of training with fewer resources. Gamebased learning can address many kinds
of training for new recruits, managers,
directors and sales teams — the utility
of games is vast. Simulation games can
be used for skills training. Characterbased games can be used in a multitude
of ways and can impart a myriad of
trainings from soft skills to product or
process knowledge. Game-based learning is effective when developed with
stories, continuous challenges, rewards
and competitive winning.

Eight types of gameplay
When we’re talking about game-based
learning, there are eight fundamental types
of play that successfully combine gaming
with acquiring skills or knowledge. That’s

BusinessManagement
makes the Difference

• Average gamer
is 37 years old
and has been
playing for 12
years
• 82% of gamers
are 18 years of
age or older

• 55% of gamers
play on their
phones or
handheld device
• 70% of what you
learn is through
social and
informal learning

Figure 2: Gaming statistics.

because the goal is to impart information,
not just to entertain the audience.
The ﬁrst type is multiple choice and
true-false. We all know this mechanism
from just about every test we’ve taken in
school. Unlike normal gameplay, which
is purely about entertainment, learning
gameplay is expected to teach, reinforce
and test knowledge. Multiple choice and
true-false questions are still incredibly
effective at reinforcing and testing what
people have learned. They’re also great
tools for reﬁning what people have learned
by calling for subtle judgments or by using
distracters. In games, multiple choice and
true-false questions are particularly useful
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• Games add a
108% improvement in retention

because everyone is familiar with them.
Players immediately know what to do with
minimum explanation, so when it comes
time to either gain a useful tool or to circumvent some kind of obstacle, multiple
choice or true-false questions aren’t completely disruptive of the gameplay.
Puzzles are games in and of themselves, so they’re perfect problem-solving challenges for conveying or testing
knowledge within game-based learning.
Most people ﬁnd puzzles inherently
compelling, and they don’t see them as
interruptions within a larger game. Puzzles are also a fun way to link concepts
together, and show a player how multiple
parts are joined for the good of the goal.
They’re also great for teaching people
how different functions or departments
within an organization work together, or
how to use different resources to solve a
problem.
One hot area of gameplay is turnbased games. Think, for example, of how
popular certain games such as Words
With Friends are among the people you
know. Taking turns is a way to create interaction among people and yet
allow gameplay to take place when it’s
convenient. Task and report is one such
device. Players can send out tasks to their
teammates, and the teammates report the
results of that task back to the team. It’s
a great way to get people within an organization to connect with each other, even
if they work in different ofﬁces scattered
around the globe. The social aspects of
gameplay are becoming more important
all the time, as organizations look for
ways to align their employees around
a common purpose or create a sense of
shared identity.
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A fourth technique is matching. Businesses are always trying to create connections in the minds of their employees,
for instance matching product features
and product beneﬁts, or matching customer problems with the right solutions.
Matching gameplay is a good way to link
different concepts together. Often, this is
the principle activity of a sales or marketing department. Playing matching games
is a way to make those connections in
the minds of the people who need those
connections in the ﬁeld, whether they’re
answering a phone or asking a C-suite
ofﬁcer about a business challenge.
Searching for a hidden object — the
quest — is as old as human literature. It
is the essence of the hero’s journey, and
people today still ﬁnd it compelling.
Hunting to ﬁnd something is a great
motivation for overcoming obstacles
and acquiring knowledge, which is what
game-based learning is all about. Never
underestimate the power of the quest to
drive members of your organization to
play, and ﬁnish, a game.
Shooter gameplay is what many
people ﬁrst think of when they think of
computer or mobile games. Believe it or
not, this is a highly successful technique
in game-based learning. Many employees
who aren’t playing puzzle games in their
free time are likely to be playing shooter
games, and this technique can bring
a whole new level of excitement to a
multiple-choice question. It’s also a stellar strategy for getting players to make
quick decisions — shoot the right answer
before it disappears. The same dynamics that have kept the shooting galleries
at amusement parks popular for so long
work exceedingly well in a learning game.
The seventh type of gameplay is a race
through an obstacle course. This one has
never lost its popularity. With challenges
to overcome, the race makes for a compelling learning game. Whether the goal is to
complete the course in the shortest time
to rack up the most points, or to solve the
problems in the best possible way, a race
is a perfect way to integrate knowledge
through play. Once again, the motivation
is quick for players to grasp. The concept
is familiar, and the desire to do well seems
somehow inherent in our very humanness.
Sorting is something most of us learn
in preschool and kindergarten. It’s hard
to imagine an organized activity that
people learn earlier, other than basic
play itself. Sorting is a way for employ-
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ees to compartmentalize information, to
link concepts and words, and to practice
quick recall. Sorting is the ﬁrst step in
strategic thinking, and it works just as
well in learning games as in life.
In the end, most successful game-based
learning programs include two or more
types of gameplay. That’s because variety
is good, and because most games involve
both a learning phase and a testing phase.
Different play can be appropriate for
different purposes. For instance, if your
call center needs to learn how to identify
upsell opportunities, you might have a
learning phase in which obstacles must
be overcome by multiple choice questions, and then a practicing and testing
phase where you play games that involve
matching or shooting. A key to retention
is follow-up, which is why games that
encourage repeat play are so effective.

speciﬁc deﬁnitions to the source language
or culture. There’s plenty of imagery and
content that can work cross-culturally.
But you want to avoid, for instance, a
giant US dollar sign on the chest of Captain Money if your game is going to the
Middle East. It’s all about seeing things
that other cultures will see quite clearly —
things we otherwise pass right over.

Localizing for a
multilingual workforce
Cultural factors have a direct impact
on learning styles and on the effectiveness of a game-based learning program.
When you’re going global, you need to
consider a whole set of cultural differences that will impact your success. Here
are a few tips to consider.
Internationalization is about neutralizing the English content from your
e-learning framework or source ﬁles. In
other words, our cultural imprint on these
things sticks out like a sore thumb, and
you want to ﬁt in, not stick out. The key
here is to build in support for translation
right from the start. The more you plan
for it, the easier it’ll be. If you’re going to
translate games across language and culture, you’ll want to externalize the content,
use Unicode characters and suitable fonts,
design screens for text expansion and text
direction, allow users to type in their own
alphabet, and ensure sorting and number
formats are correct for the audience.
Design for culture and globalization —
in other words, know your target culture
and market, and be prepared to adapt
your gameplay to it. Do all cultures play
games like Who Wants To Be a Millionaire or Jeopardy? Most likely not. That’s
why it’s important to understand your
target audience’s preferred gameplay and
to modify your game to ﬁt local needs.
This is what leads to a successful global
game. Animations, for example, should
be adaptable to target languages. You also
want to avoid graphics or icons that have

June 2012 MultiLingual

| 37

5/15/12 10:15 AM

Industry Focus
It’s nice to customize training content
for the region whenever possible. Make
new scenarios, write local, relevant dialog, or employ different (and perhaps
more appropriate) game techniques.
Maybe your audience doesn’t appreciate a heavy use of audio in its games,
or prefers a simple interface rather than
a highly interactive and complex one.
You’ll be more successful if you ﬁnd out
the tastes of your local audience and
then try to match those tastes.
If you can, create a game development program that includes input and
review from your in-country stakeholders. This is a path to a smoother rollout and a better audience experience.
Although the collaboration might add
time to your schedule, the process will
help avoid a lot of expensive reworking and save you money in the end.
It’s also useful to deﬁne parameters for
each collaboration milestone. What are
you trying to accomplish and in what
order? This gives your collaborators a
view of what’s coming, and helps them
focus on the issue at hand. For instance,
our meetings will target the following
issues, in order: project plan deﬁnition,
unique training objectives, conﬁrming
learning approach, storyboard and scenario reviews, content development and
graphic design. Your in-country stakeholders will feel involved, will feel less
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stressed and your workﬂow will be more
effective in the end.
Audio in games can range from
sound effects to lengthy narration. It’s an
important tool to consider early on in the
process. Some audiences like extensive
audio, and some do not. On the downside, audio is expensive, particularly
if there are multiple characters in the
game. You may be able to replace some
audio with nonverbal content and savvy
interface design. This can save you some
money and possibly increase the impact
on your audience. You can also save
money by reducing characters. A game
with ﬁve character voices going into
eight languages may mean 40 different
recordings.
Additionally, localized audio ﬁles can
become as much as 50% larger than source
English ﬁles — Spanish, for example, often
takes more words than English to say the
same thing. This can eat up your bandwidth and lengthen the amount of time it
takes to play a game. On the upside, audio
can make your game more immersive,
compelling and effective. Remember, we’re
not just playing a game, we’re learning
something, too. Sometimes it’s better to
say it rather than have it scroll across a
screen. Once again, it all depends on your
particular audience. The trick is to think
about audio up front when choices are
easier to make.

Don’t forget translation memory (TM).
One of the beneﬁts of game-based learning is the possibility of repurposing the
core game for different content. This is
quite doable if it’s factored in from the
start. Let’s say a game is going to be localized for different markets and locales. In
that case, you should consider using TM
as well. This is a type of software program
that pairs source content with the translated segments of your game. Because the
content builds up over time, it can help
provide consistency for future translations and provides cost savings for future
editions as your content accumulates. It’s
another way to leverage your investment
and repurpose your learning games. After
all, the need for learning doesn’t end when
a speciﬁc campaign or initiative ends.

Take the guesswork
out of budgeting
How much does it cost to build a
game? You probably already know that
the answer depends on the kind of game.
There are quite a few variables that
impact the development and deployment
costs for game-based learning.
The variables to consider when budgeting for a game can include the development platforms — how many and which
ones. Consider if the games can be reused,
and what kind of creative components will
be included. Custom illustrations, multiple
characters and multiple voices can increase
costs substantially, but they also enhance
the experience. Also, consider the timing;
the sooner it’s needed, typically, the shorter
the game itself will need to be, which tends
to contain costs. Always factor in project
reviews: how many subject matter experts,
how many internal reviewers and how
many review cycles will be involved.
Once game-based learning is established as a normal part of business, it’s
bound to become one of the most popular
aspects of work. The ideal of interactive,
highly-engaging training and education is
ancient. A Chinese proverb says: “Tell me,
and I'll forget. Show me, and I may remember. Involve me, and I'll understand."
Additionally, the gap continues to grow
between older, passive training methods
and a workforce that lives an ever more
interactive, multimedia, user-controlled
lifestyle. With game-based learning tools
to bridge the gap comes the promise of
vastly more productive and engaged workers who embrace learning rather than view
it as a disruptive burden. M
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Localizing brand names
Talia Baruch

W

When a company enters new markets it needs
to determine its company brand and product
name strategy. There are three core options for
this: maintain source English names; transliterate the names using the local language character set; or transcreate the names.

Each of these paths will bear signiﬁcant consequences on
brand positioning. These considerations affect not only written
localized text for web, user interface (UI) and documentation, but
also audio recordings in localized multimedia for multicultural
offerings. In audio production, for example, the voice talent will
need to adhere to the company brand messaging strategy and
comply with the pronunciation, elongation and accent ﬁtted to
the requestor’s choice. When selecting the voice talent for a localized audio production, localizers should also consider cultural
elements that enhance the corporate brand in the target markets.
Cultural elements, for example, would include use of a voice gender (female or male), voice tone (formal or colloquial) and voice
accent (focusing on a particular region in market or targeting a
generic locale, thereby applying a more “standard” accent).
In some markets where English is widely understood, such
as India, Germany or Israel, it is acceptable to leave the product
or brand name in English. They will be understood, at least for
the most part, and the corporate branding will be maintained.
In India, for example, multinationals prefer to maintain English
brand names, as English is widely used in India, especially in
urban areas. Name transliteration in India would be relevant
only if the company is targeting rural regions. Devanagari, the
principal script for writing several languages in India — Hindi,
Marathi, Sanskrit — is phonetic. Therefore, name transliteration
is a fairly straightforward process.

Talia Baruch is an independent localization
and culturalization consultant with 15 years'
experience optimizing companies' international
outreach. She founded Copyous, developing and
managing ﬁtted localization programs.
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The downsides of keeping company or product names in
English include the risk of not being understood by the few inmarket consumers who do not read English letters. There are also
issues of bidirectional text in mixed language string display. For
example, a localized application into a right-to-left language,
such as Hebrew, Arabic or Urdu, will have within the same
string both right-to-left localized text and the left-to-right text
of names left in English. This will cause word inversion bugs
during testing once the localized application is compiled. An
example of that is iPhone’s localized Hebrew UI version. When
the English brand names — MobileMe, iPhone, Apple Store —
appeared at the beginning of the strings, there were no text
inversion bugs. However, when the English names appeared in
the middle of strings, in between Hebrew words, word and letter
inversion bugs occurred. Apple had to develop a tool that identiﬁes problematic strings up front and ﬂags them for translators.
This decision whether to leave a name in English or to localize depends on the target locale, target audience and vertical.
This leads us to option number two, transliteration. In some languages, name transliteration from English to target languages
may be a seamless process maintaining the original name phonetic pronunciation using the local character set. However, in
some other languages, this could be a tricky and tormenting
task. This is where the Western phonogram clashes with the
Eastern ideogram. These two systems, language for the ears vs.
language for the eyes, could even be considered opposites.
The main considerations in name transliteration are to
ensure that the transliterated name is pronounceable in the local
language and to ensure the transliterated name doesn’t bear
any negative connotations. In Mandarin, name transliteration
is a complex task and requires much in-market research and
knowledge of current trends, political sensitivities and regional
preferences. A classic example for global brand name transliteration into Mandarin is Coca-Cola. When the company decided
to launch in China in 1927, it faced the problem that Chinese
script is not phonetic. The Chinese writing system is logographic
and ideographic, meaning each symbol represents one idea. To
ﬁnd the nearest phonetic equivalent to Coca-Cola required a
separate Chinese character for each of the four syllables. Out of
the 40,000 characters, only about 200 were close enough in pronunciation, and many of these implied negative connotations.
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Social media’s place in global online strategy
Designers build websites to disseminate
information, build brands, drive buyers to ofﬂine
storefronts, grow an online user base, engage with
and support existing customers, or all of the above.
How does social media play a part in the global
customer experience? Users visit websites not in
an aimless manner, but to accomplish speciﬁc
tasks. Common Sense Advisory has identiﬁed
various customer experience levels through which
customers engage with a company’s website. Social
media platforms can serve as both a springboard
and an annex to a corporate website, enabling
users to more fully participate and interact with a
brand in virtually every customer experience level
(see Figure 1). Site builders that tailor those online
experiences for both language and country make
their visitors feel valued and welcomed. It follows
that visitors who feel at home on a website will
stay longer, do more and leave with a better brand
experience. According to Common Sense Advisory’s
research in late 2010, detailed in the report “Gaining
Global Web Presence,” they are also more likely to
return and to direct others to your organization.
But globalization requirements do not occur
Figure 1: Social media promotes a variety of activities in a variety of languages.
in a vacuum. Social media creates a new layer
can sap the power of a brand. Use of apps, video, social media
of relationship and engagement both on and off
integration and on-site participation requires a nuanced approach
the corporate website. The two types of social experiences that
in dozens of markets to achieve relevance. Sharing image-based
affect website globalization on the main site are a list of icons for
content via sites such as Pinterest is also becoming an important
connecting to the brand on social networks and links that allow
strategy for many companies. Balancing these needs requires
visitors to share site content out into their own networks.
ﬂexibility, open-mindedness and a willingness to experiment.
The now familiar set of icons take a visitor from the main site
Savvy companies will use different tactics in each market.
onto the corporate Facebook or Twitter account — but which
For instance, a large-format image on the US Philips home page
account? To effectively engage with global audiences, many brands
(as of March 2012) links to the company’s annual report; on the
now manage dozens or even a hundred accounts on a single social
Brazil home page, clicking on the main image takes you directly to
media platform. Some of these are country-speciﬁc, but in some
Philips’ Facebook page for Brazil. That’s right, the most important
cases, language-speciﬁc accounts would be more relevant. Global
click on the entire site goes right to Facebook, where the real
websites either map these many social accounts to identical icons
marketing action is taking place and where customers can have a
appearing on the various country or language pages, or a special
more fun and engaging experience.
page can be created that includes a social media map or table
listing all the social options in one place.
For businesses and nonproﬁts alike, social links should extend
brand experiences at every customer experience level out from the
Links that allow visitors to easily share site content on their own
main site into the customer’s or contributor’s own social networks.
networks should be included on blogs and other pages with shareThat does presuppose that your organization’s site already has
friendly content. Images and videos with introductory snippets
worthy online experiences, including participation. Site owners
make sharing to Facebook, Xing and LinkedIn easier, and some
must understand this requirement as a progression, not simply as a
companies prepare a tweetable snippet and link as well. As long as
checkbox item to add and then forget about.
these items are in the same language as the page, you’re all set.
People in emerging markets often feel ignored by big companies,
Two distinct social experiences also affect website globalization.
but participation options can quickly overcome geographic and
First, your own marketing team posts your content onto network
cultural distance. Engagement is critical for entering new markets,
sites. In this case you should be distributing your local language
growing market share and maintaining good customer relationships.
content on local language accounts and local platforms, such
Global websites as a class almost all require better engagement
as VKontakte in Russia or Renren in China. But, secondly, also
through participation at various customer experience levels. How
engage your audience directly on social networks by starting
can you get your audience involved? Or is this not your job? If this
conversations, conducting polls, creating applications or games,
is the case, then make it somebody’s job in your organization, and
and so on.
the sooner you implement these strategies the better. Social media
Culture-based learning styles, social interaction norms and
is no longer a new tool in the global marketing toolbox. It’s now a
literacy proﬁles all affect how users engage with information,
standard part of the global customer experience.
services and brands online. It’s not one-size-ﬁts-all, and yet there is
a limit to how much a website or service can customize its offering
before losing efﬁciency and brand integrity — too much localization
— Benjamin B. Sargent, senior analyst, Common Sense Advisory
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Industry Focus
The company ﬁnally chose a sequence
of characters that would sound similar
to Coca-Cola and means “to allow the
mouth to rejoice." However, when read,
these characters could also mean “bite
the wax tadpole" in Mandarin. Another
example is the company name Google.
In Mandarin, the l sound is difﬁcult to
pronounce. Therefore, Google resorted to
rebranding its search engine to Gu Ge in
China.
Unlike Chinese, Korean characters are
phonetic, not ideographic. Therefore, it is
simpler to transliterate a source English
name into Korean, mirroring same or
similar pronunciation of the source English name.
In Japanese, the katakana character set
is designed for foreign name transliteration. That said, there are certain sounds
in the source English that cannot be
transferred in katakana because they are
not easily pronounced in Japanese. For
example, it is standard to replace v with b
and th with s for name transliteration into
Japanese, to accommodate for pronunciation issues. In the case of v, however, the
unconventional katakana ヴ would be
used in some cases on a preferential basis.
For example, Vogue is transliterated as ヴ
ォーグ which includes the v sound, rather
than ボーグ representing the b sound.
Beth is transliterated as ベス (Beh･su)
with the s sound because no alternative
katakana character is available. Another
issue to consider for Japanese transliteration is elongation, where the length of the
vowel is stretched to reﬂect the desired
accent and emphasis. For example, some
companies prefer to transliterate the
word user as ユーザ (yu･u･za), keeping
the end vowel sound short, while others
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would prefer to transliterate as ユーザー
(yu･u･za･a).
Yet another challenge in katakana is
multiple transliteration options for the
same source English word. For example,
the word manager can be transliterated
as マネジャ、,マネジャー、,マネージ
ャ、or マネージャー. These are all preferential alternates, deﬁned by the company’s approved styles. Hence, it is important
to establish a transliteration glossary for
name usage across the different content
components and platforms.
There are plenty of examples of transliterated company and product names that
carried negative connotations in the target
market. Oness launched its security door
lock product into 14 languages, bearing
the original brand name. This worked perfectly in 13 markets, but the company had
failed to realize that in Israel Oness means
rape. The Turkish beer Efes likewise lost
its chance to reap revenue in Israel, one of
its exported target markets, just because
of its inappropriate name transliteration.
Efes means loser in Hebrew.
When Procter & Gamble wanted to
launch their soap product Dreck to US
consumers 70 years ago, they discovered
that it sounded like the German and Yiddish words for dirt, garbage, body waste
and another four-letter pejorative word.
Since Procter & Gamble was proactively
researching its name branding acceptance, thankfully, the company changed
the name to Dreft. Somewhat similarly,
Paxan Corp., an Iranian company, produces a line of soaps and detergents under
the name Barf. This word means snow in
Persian, and hence is most appropriate to
the product. In English-speaking markets,
however, the product name doesn’t serve

as an optimal marketing pitch. Likewise,
the Japanese sports drink Pocari Sweat
doesn’t do service to the product among
English speaking consumers.
The third option is to transcreate and
provide a new appropriate name in the
target language that bears the brand
messaging or carries the conceptual
translation of the source English name.
For example, the company Shell Oil chose
to translate the meaning of the external
skeleton of a mollusk in Mandarin: 壳.
Based on the company’s global
brand strategy and international market usability and visibility expansion,
transcreating the company name may
be a ﬁtting choice. Ensuring that transliterated names carry positive or neutral
association in the locale market, and are
easily pronounceable, also apply to transcreated names. A name or icon bearing
a negative connotation will drown the
brand. For example, Twitter’s high visibility egg icon alludes to a sensitive or
offensive association in the Arab culture.
Additionally, ensure the transcreated
name is available in the locale market.
Google registered its Gu Ge brand
name in China only seven days before
another company, Gu Ge Technology, did.
Gu Ge Technology actually sued Google,
but lost in the trial. Corona, the Mexican
beer producer, had to negotiate in different countries to secure its name, which
means crown in Spanish. Corona eventually adapted its name to Coronita in Spain,
as a compromise.
In the medical industry, name evaluators generally develop a “name safe" test
to make sure that an anti-depressive, for
example, does not sound too similar to a
strong tranquilizer, or that the name does
not get lost in the doctor's handwriting.
In the pharmaceutical industry, naming
a product is literally a matter of life and
death. According to the FDA, 13% of medication errors stem from name confusion.
Suggested source English names considered for transliteration or transcreation
in international markets should follow
a name evaluation process to ensure
brand names are appropriate. The names
should be submitted in a survey to three
validated in-country linguists who conduct the market research and provide a
report suggesting alternative names if the
source words bear negative connotations,
are difﬁcult to pronounce locally, are not
available or are easily confused with
another brand name. M
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From desk to booth —
TMs for interpreters
Anja Rütten

O

Over the last ten years, terminology management in simultaneous interpretation was a topic
I had the occasion to discuss with over 200 colleagues. In seminars, we often did hands-on
testing of interpreter-speciﬁc terminology management programs like Interplex or LookUp as
well as programs of general purpose like Microsoft Excel and Microsoft Access. All in all, I got
a broad picture of their tendencies and preferences. Every so often, the use of terminology
databases and translation memory (TM) systems
in the booth has come up, which is why I ﬁnally
decided to take a closer look at this question.
Practical requirements

An interpreter's terminology, as opposed to that of translators and terminologists, is meant for the moment only; terms
that are noted come from a certain situation and have been
used by a certain group of people. What counts is that a term
helps communication run smoothly and that everybody knows
what the speaker is referring to. An interpreter's terminology
may include improvised terms that would certainly not be
understood outside the particular situation or group of people;
there may even be “false" terms that would never make their
way into a dictionary, such as when people talk about frogs
even though the actual animals being discussed are toads. They
may also include more general target language terms being
used to translate a rather speciﬁc source language term. While
Germans could easily talk about a Handgabelhubwagen (hand
forklift truck) all day, Spanish-speaking people might tend to
keep it a bit more general and say carretilla, conﬁdent that
everybody knows what is meant anyway. Translators and terminologists are far less free to generalize (and interpreters, in a
way, are meant to generalize if the situation calls for it), as the
recipient will not necessarily share the situational knowledge
like participants in interpreted communication do. So all in
all, interpreters' work is more situation-oriented, which is why,
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ideally, their terminology includes quite a number of situationrelated information, referring to a certain conference, customer,
speaker or particular circumstances.
Generally speaking, interpreters' terminology databases tend
to be far less sophisticated than what “proper" terminology systems have to offer. Interpreters tend to prefer simple terminology
tables, which occur in varieties of text documents, spreadsheets
or simple databases. A table's structure of columns and lines
is easy to grasp at one glance so you don't get lost in the heat
of simultaneous interpretation, and it does not require much of
an effort to be handled technologically. After all, interpreters
should have their minds on the session and not on their glossaries. Interpreters are also less keen on things like granularity or
elementarity of their data structure. Usually, there is one column
per language and perhaps some further columns indicating the
subject area, customer, conference and so on. Interpreters might
as well put deﬁnitions or synonyms right next to the term, as
long as it helps them ﬁnd the right information in the right
moment. They usually only write down what is really relevant to
them anyway, so if you work with English, German and Spanish
and you enter a new term in English and German, but know
the Spanish term perfectly or would be able to guess it from the
English one, you possibly wouldn't bother entering the Spanish one. On the other hand, very simple and general terms are
often noted in glossaries if the interpreter feels this particular
term might not occur to him or her under the circumstances of
reduced cognitive resources in simultaneous interpreting.
Therefore, when it comes to practically using a term database in
the booth, the crucial functions are quick searching, quick entering and intuitively ﬁnding one's way through the display of search
results. If ever an interpreter has some spare cognitive capacity to
look up a certain term while doing simultaneous interpretation, this
will only work with an extremely intuitive interface, which ideally
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does not involve mouse-clicking,
but only blind-typing the ﬁrst characters of the word and then getting
the results displayed in a way
that requires no further clicking,
scrolling or pressing keys. During
preparation as well as in the booth,
interpreters furthermore need to
ﬁlter for terms of a particular meeting, customer or subject matter, and
many interpreters prefer to print (or
display) the most important terms
for memorizing purposes.

TMs in the booth
It is quite clear that TMs are
made for translators — they are not
called interpretation memories, for
a start. Although interpreters and
translators do obviously have some
things in common, the purpose of
their work, their workﬂows and
working environments are quite
different. However, though common TM cannot be expected to
support a conference interpreter's
workﬂow, many people still ask about it,
be it only for the simple reason that they
work both as interpreters and translators
and want to combine the data from both
activities. So I decided to have a closer look
at three TM systems, Across 5.0, memoQ
5.0 and SDL Trados 2009, and see in which
way they suit an interpreter's needs.
Usually, interpreters ﬁnd “real" terminology management systems too
cumbersome. With their different data
levels, TMs are far more complicated
than what interpreters usually use. MultiTerm and memoQ have an entry level,
then a language level (one per language)
and, below this one, a term level, where
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Figure 1: MultiTerm term entry.
the different terms belong. In the case
of synonyms, there is one element for
each term on this level. Across also has
an entry level, language level and term
level, although the integration of the
language level is slightly different from
that of the other two. But then Across has
a different architecture than most other
TM systems altogether, saving all terminological entries into one database. This
one-database approach makes it easier to
search or manage your data as a whole.
This structure of different levels used
in terminology management would mean,
for example, that the term level English
could contain two entries, dashboard and

instrument panel, the language
level German could contain
Instrumententafel and Armaturenbrett, and the Spanish index could
contain three terms, tablero de
mandos, salpicadero and plancha
de a bordo. Since each term is a
separate entity, it can then be
assigned customers, conferences
and so on individually, and you
can clearly deﬁne which term is
preferred by which customer; in
which source you found which
term; and which deﬁnition refers
to which language. This enables
the user to accommodate information in a much more differentiated
manner than in a simple table
structure with a one-concept-oneline approach.
One of many interesting features common to all three programs
is the possibility to embed pictures
(Figure 1), something very useful
for interpreters who often need to
grasp the meaning of a term in
little more than one second — I just had a
discussion with my Scottish colleague the
other day about the difference between a
German Printenmann and a Weckmann,
and I only really managed to bring the
message across using a search engine's
image function.
Those interpreters who are tempted
to import their existing interpreter-style
glossaries into a proper terminology
management systems can do so in all
three programs. They all offer assistance
to assign the column heading of the old
glossary to the data ﬁelds of the new
database and it worked ﬁne when I tried
it. This, however, may vary according to
the structure of the source document. If,
in addition to the great variety of data
ﬁelds offered by the programs, one
wishes to create additional, customized
data ﬁelds, this is perfectly possible
in Across and Trados. memoQ's data
structure cannot be altered in the ofﬂine
version. You will have to switch to the
web-based terminology management
solution qTerm, which then also enables
you to access your terminology from any
connected computer. Across and Trados
also offer web-based alternatives.
The relatively complex structures
of term databases also make it more
complicated to enter new terms quickly,
something essential for an interpreter
preparing for a 200-term presentation
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Figure 2: memoQ hit list.

about dental surgery half a day before
the conference begins. Usually, you have
to click your way through the different levels before entering the term and
ﬁnishing an entry. However, all three
progams offer quick entry functions,
which are faster. Interestingly, in MultiTerm this quick entry function can also
be accessed from Microsoft Word.
In general, all three programs let you
ﬁlter by customers, subjects or conferences. However, after having ﬁltered
your data according to your needs, you
are not just one mouse click away from
neatly printing this on a sheet of paper.
But then, printing lists is just not what
these programs were made for in the ﬁrst
place, so for the moment one must accept
workarounds in order to print glossaries.
Exporting CSV ﬁles is possible in all three
programs. Furthermore, MultiTerm offers
export templates for mono- and bilingual
glossaries or dictionaries to Word.
And now, what about the crucial quick
search function for the booth? Interpreters, as opposed to translators, need to ﬁll
their knowledge gaps within seconds.
Software can help them do so, but it can
also become an additional cognitive burden during conference interpreting, in
which case its usefulness is quite limited.
MultiTerm offers full text search in all
data ﬁelds — use wildcard for searching for word beginnings — exact search
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in term ﬁelds only and a fuzzy search
where typos, missing accents or special
characters like a German umlaut or ß
don't jeopardize the whole search operation. Across has the same search functions, but the full text search is hidden
somewhere in the ﬁlter area. It is also
possible to search only in the deﬁnitions

texts. memoQ has no fuzzy search and
does not ignore missing accents. This
may or may not be relevant, depending
on the user's languages. At least there is
a search function for the beginning of
words, so that you don't necessarily have
to enter the whole exact term in order to
ﬁnd what you are looking for.
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Figure 3: Across crossSearch.

In general, terms can be looked up
pretty well in all three programs. However, neither offers a mouse-free, blind
and intuitive search function like interpreter-speciﬁc tools do: both in LookUp
and in Interplex, once you are in the
search mode, you can just type a string
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of characters and hit Enter to get the
results displayed, and after having made
one query you just simply type the next
search string without having to delete
the old one and without using a key
combination like Ctrl+F again. LookUp
even shows a hit list containing the ﬁrst

characters you have typed while you are
writing, and the hit list gets shorter with
every additional character you enter.
As to the display of search results, in
Across and Trados they are shown in a
monolingual display list. In MultiTerm,
you can customize the display of the hit
list and so create a bilingual hit list, which
gives the user the chance to ﬁnd the right
word without further clicking. In memoQ,
this bilingual hit list is standard (Figure 2).
One special feature that deserves to be
highlighted both in Across and in Multiterm are their internet dictionary search
functions. Across' crossSearch (Figure 3)
enables you to search several internet
sources in parallel (IATE, linguee.com,
leo.org, pons.de, Wiktionary, SYSTRAN
and the like, as well as others that may
be added by the user). The fact that the
program automatically searches for the
language pair that is currently active in
the translation process makes the results
highly relevant. Which means, however,
that you can only use this function from
an open translation process.
In MultiTerm, you can use the MultiTerm Widget to access your own database as well as Google, Bing, Linguee and
Wikipedia. Further online sources can be
added individually. Language pairs and
shortcuts can be preconﬁgured and the
Widget can be accessed from all kinds of
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programs such as Word, Excel, Outlook
or PowerPoint, or even from the taskbar.

Handling text
It must not be forgotten that terminology management is only accessory
to TM and translation. Chances are that
these functions could also serve interpreters' purposes.
It sometimes happens that manuscripts for speeches are translated beforehand and then interpreted in a kind of
simultaneous sight translation. This
means that in addition to reading the
translated speech, the interpreter must
listen to what the speaker is actually saying, in case he or she diverges from the
manuscript, and adapt the translation
accordingly. In this case, it might turn
out to be useful to have a parallel display
of both the original and the translation
in order to easily navigate the target
text without losing track of the corresponding segment of the original (or
vice versa). I have never tried this myself
in the booth, but all three programs
can obviously open, display and search
text pairs (source text and translation).
However, in Across, imported TMX ﬁles
cannot be viewed and read as two parallel texts, though texts you have aligned
or translated yourself can, but they can
easily be searched if you are looking for
a particular expression. Here again, as
in terminology management, Across, as
opposed to other TM systems, follows
the one-database approach, meaning all
TMs are saved in one big database. This
makes it quite easy to quickly search
for an expression in all your TMs. You
can also ﬁlter all your TM data for a
particular attribute in order to get all the
segments pertaining to a particular text,
but they won't necessarily be displayed
in a cohesive order.
One can also import existing TM ﬁles
and use them as reference material. The
EU, for example, offers the whole Acquis
communautaire as bilingual alignments
(TMX ﬁles), which makes a perfect reference text corpus that can be imported into
a TM system and searched comfortably
with the two language versions being displayed in parallel. The only inconvenience
is that especially EU interpreters hardly
ever work with two languages only, and
handling four, ﬁve or six text pairs might
become a bit of a hassle. Copying and
pasting the most relevant legal acts into
a spreadsheet, although they never end
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up being perfectly aligned, can then turn
out to be the more feasible alternative. But
then in other conference settings, wellaligned TMs can be a wonderful reference
and should be considered in all these cases
where conference texts are translated by
translators using TM beforehand.

Alignment and term extraction
One of the most time-consuming tasks
when preparing for an interpretation job
is reading reference material, presentations and manuscripts in order to take in
both content and terminology. This task
might become easier by aligning bilingual
documents in order to make it easier to
keep track of which English segment corresponds to which German one, or even
extract terminology automatically. Even
without a perfect bilingual terminology
extraction, having a list of term candidates
might help the interpreter to concentrate
on the meaning of a text while reading
it and then dealing with the terminology
separately. When you receive some lastminute document in the booth and have
no time to even scan it, even an automatically extracted term list might help.
All three programs include alignment
modules for the usual text formats, though
PDF is always a problem. The alignment
results are more or less satisfactory; in
my testing they always required considerable manual re-editing. This is a crucial
point, as alignment is only interesting
as long as it is more useful than just the

two texts copied into two spreadsheet
columns, where I can read in parallel and
do full text searching as well.
When it comes to terminology extraction, Across has a monolingual extraction
function, which can only be used from
within an active translation project and
only via the predeﬁned workﬂow terminology and translation. The server version
(which, as opposed to the Personal Edition,
is not free of charge) also includes a bilingual extraction, which I have not tested.
memoQ also does monolingual extraction and this function can be used by
simply selecting it from the menu. In Trados, extraction is offered as an additional
tool (extra charge), which then includes
monolingual and bilingual extraction.
If you see term extraction for the ﬁrst
time, the result is impressive. You enter
a text and the machine gives you a list
of terms. However, these lists or glossaries require some re-editing, correcting
erroneous assignations and deleting irrelevant terms. The quality of the extraction
result depends a lot on the characteristics
of the text, so it is hard to say in general
if it is more efﬁcient to quickly read over
a document and write down the relevant
terms manually or use an automatic
translation. Apart from the technicalities,
it surely also depends on the preferences
and working methods of each interpreter.
But it is deﬁnitely worth a closer look.
TM and terminology management
programs do indeed offer some interesting

aids for interpreters. More often than not,
what makes these programs less suitable
for interpreters are just minor aspects
of handling the data. Hence, it might be
worthwhile for TM vendors to consider
integrating some more interpreter-friendly
features, like a really booth-friendly search
function and comfortable glossary printing, to address a whole new group of
potential users. On the other hand, if one
takes a closer look at those programs with
all they have to offer, it also becomes clear
that there are already some very handy
features that interpreters might also want
to use and that the fact that they are so
little used by interpreters might to a certain
degree have to do with a lack of familiarity.
If ever one wanted to further explore this
path to the interpreter's booth, it might as
well turn out to be beneﬁcial to translators
and interpreters alike. Translators probably
wouldn't mind using booth-friendly, more
intuitive functions either.
The whole subject of speech recognition and checking the spoken word
against pretranslated text or terminology
might be a future asset, and possibly not
only on the interpretation side. With the
spoken word spreading into all areas
of our lives, video tutorials here and
podcasts there, translating or subtitling
spoken messages will become more and
more important to translators as well.
Thus, although desks and booths sometimes seem like different planets, we are
not such distant relatives after all. M
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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).

content management system (CMS). A system used
to store and subsequently find and retrieve large amounts
of data. CMSs were not originally designed to synchronize
translation and localization of content, so most have been
partnered with globalization management systems.
crowdsourcing. The act of taking a task traditionally
performed by an employee or contractor and outsourcing
it to an undefined, generally large group of people, in the
form of an open call. For example, the public may be invited
to develop a new technology, carry out a design task, refine
an algorithm, or help capture, systematize or analyze large
amounts of data.
e-learning. The use of internet technology for learning
outside of a physical classroom.
Extensible Markup Language (XML). A programming
language/specification pared down from SGML, an international standard for the publication and delivery of electronic information, designed especially for web documents.
gamification. The use of game design, game thinking
and game mechanics to enhance non-game contexts.
globalization (g11n). In this context, the term refers to
the process that addresses business issues associated with
launching a product globally, such as integrating localization throughout a company after proper internationalization and product design.
honorific. Linguistic honorifics convey formality, social distance, politeness, humility, deference or respect through the
choice of an alternate form such as an affix or change in person and number. In Japanese, for example, the system of honorifics is extensive, and mandatory in many social situations.
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.
katakana. A Japanese syllabary, one component of the
Japanese writing system along with hiragana, kanji and in
www.multilingual.com
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some cases the Latin alphabet. The word katakana means
fragmentary kana, as they are derived from components of
more complex kanji. Katakana are characterized by short
straight strokes and angular corners and are the simplest
of the Japanese scripts. Katakana and hiragana both render
the same syllables, but katakana is angular and used largely
to spell words borrowed from other languages, while hiragana is cursive and is used more frequently to spell native
Japanese words.
localization (l10n). In 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 characteristics of the target locale.
machine translation (MT). A technology that translates text from one human language to another, using
terminology glossaries and advanced grammatical, syntactic and semantic analysis techniques.
quality assurance (QA). The activity of providing evidence needed to establish confidence among all concerned
that quality-related activities are being performed effectively. 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 activities from design, development, production and installation
to servicing and documentation.
return on investment (ROI). In finance, the ratio of
money gained or lost on an investment relative to the
amount of money invested. The amount of money gained
or lost may be referred to as interest, profit/loss, gain/loss
or net income/loss.
rule-based machine translation (RBMT). The application of sets of linguistic rules that are defined as correspondences between the structure of the source language
and that of the target language. The first stage involves
analyzing the input text for morphology and syntax —
and sometimes semantics — to create an internal representation. The translation is then generated from this
June 2012 MultiLingual
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representation using extensive lexicons with morphological, syntactic
and semantic information, and large
sets of rules.
simship. Simultaneous shipment of a
product to different markets worldwide,
as opposed to releasing in the home
market first and in other locales later.
social games. In this context, a
social network game, a type of online
game distributed primarily through
social networks such as Facebook.
Social games are usually characterized by community — often built
around the existing social network
— and the ability to drop in and out
of the game without ever winning or
losing.
social media. Refers to the webbased and mobile technologies used
for interactive dialogue. It builds
on the ideological and technological foundations of Web 2.0 and typically allows for the creation and
exchange of user-generated content. Social media can take on many
different forms, including internet
forums, social networking sites, blogs,
microblogging, wikis and interactive
visual media.
social network. An online service,
platform or site that focuses on build-
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ing social relations among people who,
for example, share interests or activities. A social network service essentially consists of a representation of
each user (often a profile), his or her
social links, and a variety of additional
services. Most social network services
are web-based. Facebook, LinkedIn
and foursquare are popular social
networks used for different purposes.
source language (SL). A language
that is to be translated into another
language.
statistical machine translation (SMT). A machine translation
paradigm where translations are
generated on the basis of statistical models whose parameters are
derived from the analysis of bilingual
text corpora. SMT is the translation
of text from one human language to
another by a computer that learned
how to translate from vast amounts
of translated text.
target language (TL). The language that a source text is being
translated into.
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 language must

be established in order to convey the
same message in the target language.
translation management system
(TMS). Sometimes also known as a globalization management system, a TMS
automates localization workflow to
reduce the time and money employed
by manpower. It typically includes process management technology to automate the flow of work, and linguistic
technology to aid the translator.
translation memory (TM). A special database that stores previously
translated sentences which can then
be reused on a sentence-by-sentence
basis. The database matches source
to target language pairs.
translation unit (TU). A segment
of text that the translator treats as a
single cognitive unit for the purposes
of establishing 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
represent text for computer processing. Originally designed to support
65,000, it now has encoding forms
to support more than one million
characters.
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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 4

enterprise solutions
Globalization and Localization Association
Description The Globalization and Localization Association
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 Oudeschans 85III, 1011KW Amsterdam, The Netherlands,

Description The Internationalization & Unicode Conference (IUC) is the premier technical conference focusing on
multilingual global software and web internationalization.
Each IUC covers current topics related to web and software
internationalization, globalization and Unicode. Internationalization and Unicode experts, implementers, clients and
vendors are invited to attend. Meet and exchange ideas with
leading experts, find out about the needs of potential clients,
or get information about new and existing Unicode-enabled
products.
The Unicode Consortium P.O. Box 391476, Mountain View, CA
94039-1476, 781-444-0404, Fax: 781-444-0320
E-mail: info@unicodeconference.org,
Web: www.unicodeconference.org/ml See ad on page 60

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-inone 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 Im Stoeckmaedle 13-15, D-76307 Karlsbad,

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
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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,
41-52-742-9200, 216-691-7827, E-mail: info@star-group.net,
Web: www.star-group.net See ad on page 6

Germany, 49-7248-925-425, E-mail: international@across.net
Across Systems Inc. Glendale, CA 91203, 877-922-7677, E-mail:
americas@across.net, Web: www.across.net See ad on page 33

Big solutions for small languages
Multiple Platforms

MultiCorpora
Languages All Unicode languages Description As language
technology experts since 1999, MultiCorpora is exclusively
dedicated to providing language technology software solutions to enterprises, language service providers and governments. Its flagship product, MultiTrans Prism, offers an
innovative and complete turn-key translation management
system. MultiTrans Prism is an enterprise client-server
application that consists of four core components which
together, or individually, enable communications in more
than one language; they are business management, project
management (workflow), advanced translation memory
and terminology management. RR Donnelley, Nomura, the
Translation Bureau of Canada, UNESCO and many others
rely on MultiTrans to manage their mission-critical translation operations.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,

Languages Estonian, Latvian, Lithuanian, Russian, German
as well as Nordic and Eastern European languages Description Tilde is a leading European technology developer and
language service provider. Tilde offers machine and human
translation services in addition to spelling and grammar
checkers, and voice technologies for minor languages. Tilde
is a top localization service provider in our core Estonian,
Latvian, Lithuanian and Russian languages as well as Nordic
and other Eastern European languages. Tilde LetsMT! is
an innovative, unique, easy to use build your own custom
machine translation portal. Tilde is also known for the
EuroTermBank, the largest free online term database for
industry professionals. Tilde — innovations, professionalism
and high quality.
Tilde Vienibas gatve 75A, LV-1004 Riga, Latvia
371-67605001, Fax: 371-67605750
E-mail: tilde@tilde.com, Web: www.tilde.com See ad on page 47

locAlizAtion services

J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-0801,
E-mail: info@multicorpora.com, Web: www.multicorpora.com

See ad on page 8

ADAPT Localization Services

STAR Group
Localization World

51

Multiple Platforms

Multiple Platforms

The 35th Internationalization &
Unicode Conference

conferences

Across Systems

31-299-672028, E-mail: info@translationautomation.com,
Web: www.translationautomation.com
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Multiple Platforms

Languages All Description STAR Group was founded in
Switzerland 27 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 and consulting. Core technologies:

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, prepress and publication management.
Serving both Fortune 500 and small companies, ADAPT
has gained a reputation for quality, reliability, technological
competence and a commitment to customer service. Fields
of specialization include diagnostic and medical devices, IT/
telecom and web content. With offices in Bonn, Germany;
Stockholm, Sweden; and Barcelona, Spain, and a number of
certified partner companies, ADAPT is well suited to help
clients achieve their goals in any market.
ADAPT Localization Services Clemens-August-Strasse 16-18,
53115 Bonn, Germany, 49-228-98-22-60, Fax: 49-228-98-22-615,
E-mail: adapt@adapt-localization.com,
Web: www.adapt-localization.com See ad on page 10
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Alliance Localization China (ALC)
Languages Major Asian and European languages Description
ALC offers document, website and software translation and
localization, desktop publishing and interpreter services. We
focus on English, German and other European languages
to and from Chinese, Japanese, Korean and other Asian
languages. We use TRADOS, CATALYST, SDLX, Transit,
Wordfast, memoQ and other CAT tools, as well as DTP tools
including CorelDRAW, FrameMaker, FreeHand, Illustrator,
InDesign, PageMaker, Photoshop and QuarkXPress. Our
customer-oriented approach is supported by strong project
management, a team of specialists, a large knowledge base
and advanced methodologies. We always provide service
beyond our customers’ expectations at a low cost and with
high quality, speed, dependability and flexibility.
Alliance Localization China Suite 526, Building B, No.10, Xing
Huo Road, Fengtai Science Park, Beijing 100070, P.R. China,
86-10-8368-2169, Fax: 86-10-8368-2884, E-mail:
customer_care@allocalization.com, Web: www.allocalization.com

E-C Translation Ltd. is now EC Innovations, Inc.

Future Trans

Languages All Description E-C Translation Ltd., the
technology-driven language services company with a
mission to provide high-quality localization solutions, is
pleased to announce the rebranding of its business to EC
Innovations, Inc. Over the past 14 years, EC Innovations,
an ISO 9001:2008 certified organization, has grown to
over 200 full-time employees, providing multilingual
and interdisciplinary services worldwide. The new name
and image are a reflection of our completeness as a fullfledged localization solutions provider. Hereafter, EC
Innovations will continue to focus on providing our customers with the highest quality of language and technology solutions while maintaining our reputation for being
a customer-centric organization.
EC Innovations, Inc. 501 Silverside Road, Suite 105,

Languages All Middle Eastern and African languages
Description Future Trans is an ISO 9001:2008 certified
language service provider and the leading translation and
localization agency in the Middle East and Africa. We’ve
been in business since 1994 and currently employ more
than 90 in-house professionals, with branches in Egypt, the
US, Turkey and South Africa. We have developed extensive
industry specific expertise in IT, telecommunication, automotive, financial, medical, legal and many other fields in
translation and localization. Currently we provide translation in all Middle Eastern and African languages. Future
Trans offers translation, typesetting, technical writing,
localization, multilingual project management, audio production, consulting and testing.
Future Trans LTD 10th Abdul Rahman El-Raﬁe St. Dokki,

Wilmington, DE 19809, 617-775-3506, Fax: 508-762-5304,
E-mail: info@ecinnovations.com, Web: www.ecinnovations.com

Giza 12311, Egypt, +202 33350040, Fax: +202 37608966,
E-mail: egyptinfo@future-trans.com, Web: www.future-trans.com

iDISC Information Technologies

Binari Sonori

EuroGreek Translations Limited

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
available for any media localization activity, from effective
audio localization to international content creation. Highly
professionalized one-stop shop supporting today’s media
localization projects.
Binari Sonori S.r.l. Viale Fulvio Testi, 11, 20092 Cinisello Balsamo,

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 United Kingdom
Athens EuroGreek House, 93 Karagiorga Street, Athens, 166 75

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

See ad on page 34

Greece, 30-210-9605-244, Fax: 30-210-9647-077, E-mail: production
@eurogreek.gr, Web: www.eurogreek.com See ad on page 39
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TOTAL SOLUTIONS FOR YOUR BUSINESS
Languages: Major ASIAN languages, including Korean, Japanese, S-Chinese, T-Chinese, Thai
Established in 1995, E4NET has successfully accomplished many major projects for customers such as Microsoft, Hewlett-Packard, PeopleSoft, Oracle, 3Com, Sun Microsystems,
Sony, EMC and BEA Systems, based on accumulated experience and know-how. We specialize in the ﬁelds of IT such as ERP/CRM/DBMS, consumer software, hardware/equipment,
OS, server application, management, multimedia and so on. E4NET can provide all types of
localization, including the full scope of software testing services in Windows, Macintosh,
Linux and Unix as well as DTP, audio recording and video translation services.

Languages Spanish (all variants), Portuguese (European and
Brazilian), Catalan, Basque, Galician, Valencian Description
iDISC, established in 1987, is an ISO-9001 and EN-15038 certified company based in Barcelona with branches in Argentina,
Mexico and Brazil that focuses on localization into all variants
of Spanish (European, Latin American, USA and Neutral),
Portuguese (European and Brazilian) and the other languages
spoken in Spain (Catalan, Basque, Galician and Valencian).
Specialization fields are websites, software localization, technical documentation, business, automotive and marketing
materials. All commercial tools are available. Internal tools
help reduce management costs and increase quality, consistency and on-time deliveries. Continuous support to the client achieves the best project results and establishes long-term,
honest partnerships.
iDISC Information Technologies Passeig del progrés 96, 08640
Olesa de Montserrat, Barcelona, Spain, 34-93-778-73-00,
Fax: 34-93-778-35-80, E-mail: info@idisc.es, Web: www.idisc.es

The Greek Partner
Languages English, German, Greek 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 have proudly acquired ISO 9001:2000
and DIN EN 15038:2006-08 certifications and are members
of ATC and GALA. We provide free samples upon request.
Intertranslations Ltd. El. Venizelou 4, 176 76 Athens, Greece,
30-210-92-25-000, Fax: 30-210-92-25-500, E-mail:
xynos@intertranslations.gr, Web: www.intertranslations.gr

New markets for your
products and solutions

Janus Worldwide Inc.

L 10 N @ e 4 n e t . n e t • w w w. e 4 n e t . n e t
Tel: 822-3465-8500 • Fax: 822-3465-8502
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Languages 80 and growing Description Janus is a leading
provider of language solutions to the world’s most global
companies. Our flexible, scalable and proven approach
enables our team to deliver services with top-quality results
both on-time and on-budget. Industries we serve include
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IT, telecom, life sciences, energy, financial and automotive.
Some of the services we offer are: functional and linguistic testing; software, website, and multimedia localization;
and technical, e-learning, and marketing translation. Our
processes are backed by the ISO 9001:2008 quality certification and our clients include Microsoft, IBM, Siemens and
Volkswagen. We have nine offices in Asia, Europe and the
US to facilitate communication globally.
Janus Worldwide Inc. Derbenevskaya nab., 11B, Ofﬁce B208,
Moscow 115114, Russia, +7-495-913-66-53, US 855-526-8799,
Fax: +7-495-913-66-53, E-mail: info@janusww.com,
Web: www.janusww.com See ad on page 31

websites and more, Net-Translators’ customer-focused,
professional teams deliver consistent, accurate results in
compliance to international regulations. Their one-of-akind Multilingual Testing Center is specially equipped and
staffed to offer the ultimate testing environment for localized
products. ISO 9001:2008 and ISO 13485:2003 certifications
and a long-standing reputation for quality have earned NetTranslators the trust of industry leaders worldwide.
Net-Translators
USA Cupertino, CA, 800-320-1020,
E-mail: salesusca@net-translators.com

USA Marlborough, MA, 617-275-8128,
E-mail: salesuseast@net-translators.com

Europe London, England, +44-20-3393-8385,
E-mail: saleseu@net-translators.com

Middle East Or Yehuda, Israel +972-3-5338633,

LinguaGraphics — Multilingual DTP; Web,
Flash and Software Localization; Engineering
Languages All, including Arabic, Bengali, Chinese, Farsi,
Greek, Hindi, Hebrew, Japanese, Khmer, Korean, Lao,
Punjabi, Russian, Thai, Turkish, Urdu and Vietnamese
Description LinguaGraphics is a leading provider in the
area of multilingual desktop publishing and web/software/Flash localization engineering. Our seasoned DTP
professionals and localization engineers are working with the
latest tools on top-of-the-line equipment to produce a wide
range of projects in InDesign, FrameMaker, QuarkXPress,
Photoshop and Flash. We specialize in typesetting high-end
marketing and communications-type material in difficult
and rare languages at very competitive rates. For a quote on
your next project, please visit us at www.linguagraphics.com.
You have our word that we will never compromise on quality
and do the utmost to make your project a success.
LinguaGraphics, Inc. 194 Park Place, Brooklyn, NY 11238,
718-623-3066, 718-789-2782, E-mail: info@linguagraphics.com,
Web: www.linguagraphics.com

E-mail: salesil@net-translators.com
South America Posadas - Misiones, Argentina, +54-3764-487029,
E-mail: salessoutham@net-translators.com
Web: www.net-translators.com See ad on page 59

Pangeanic is an independent Spanish LSP with sister offices
in Tokyo and Shanghai working for the global enterprise
market (major accounts in the electronics and computing
fields) as well as for smaller organizations, MLVs and crossnational institutions. We offer a wide range of GILT services
always adhering to stringent quality standard procedures
— EN 15038 and ISO 9001. Pangeanic has an experienced
team devoted to MTPE (post-editing of machine translation output). PangeaMT, our customized open-source SMT
technology, enables us to offer domain-specific MT engines
that are fully tailored to the clients’ needs, helping them become more productive cost-effectively and rapidly.
Pangeanic Trade Center, Profesor Beltrán Báguena 4, Suite 106,
46009 Valencia, Spain, 34-96-338-5771, Fax: 34-96-338-5772,
E-mail: central@pangeanic.com, central@pangea.com.mt, Web:
www.pangeanic.com, www.pangea.com.mt See ad on page 15

PTIGlobal
Greek Localization Experts Since 1983
Language 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,
30-210-723-6001, Fax: 30-210-7249124,
E-mail: info@orco.gr, Web: www.orco.gr

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 dedication to personal service, responsiveness,
high-quality output and sensitivity to clients’ cost goals and
timelines. Backed by over 35 years of experience in technical translation, PTIGlobal provides turnkey localization
services in 30 languages simultaneously for software, web
applications, embedded devices, mobile applications and
gaming technology. Projects employ our expertise in endto-end project management; internationalization consultation; glossary development; native language translation;
multilingual web content management; translation memory maintenance; localization engineering; linguistic and
functional testing and desktop publishing. PTIGlobal also
offers in-house state of the art voiceover and video 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

Moravia Worldwide
Languages All Description Moravia Worldwide is a leading
globalization solution provider, enabling companies in the
information technology, e-learning, life sciences, consumer
electronics and telecommunications industries to enter global
markets with high quality multilingual products. Moravia’s
solutions include localization, product testing, multilingual publishing, technical translation, content creation,
machine translation and workflow consulting. Adobe®, IBM,
Microsoft, Oracle and Toshiba are among some of the leading
companies that depend on Moravia Worldwide for accurate,
on-time and economical localization. With global headquarters in Brno, Czech Republic, Moravia has local offices in
Europe, the United States, Japan, China and Latin America.
To learn more, please visit us at www.moravia.com.
Moravia Worldwide
USA 810 Lawrence Drive, Suite 210, Newbury Park, CA 91320,

Pangeanic & PangeaMT
Languages Spanish (all variants) and all Spanish state official languages, EN/FIG/other EU languages, all other
languages including Asian ones on demand Description

Follow us at
www.twitter.com/multilingualmag

805-262-0055, Fax: 805-375-8292,
E-mail: info@moravia.com, Web: www.moravia.com
Europe 420-545-552-222, E-mail: europe@moravia.com
Ireland 353-1-709-9822, E-mail: ireland@moravia.com
Asia 86-25-8689-6500, E-mail: asia@moravia.com
Japan 81-3-3354-3320, E-mail: japan@moravia.com
Argentina 54-341-481-2992, E-mail: argentina@moravia.com

See ad on page 25

Your Vision. Worldwide.

Full-service Translation, Localization and
Multilingual Testing
Languages Over 60 Description Net-Translators provides
turnkey translation, localization and multilingual testing
services and customized strategy-to-deployment localization
solutions. For over ten years, they’ve helped technology companies and medical device manufacturers prepare their products and services for global markets. For software applications
(GUI, online help and documentation), marketing materials,

www.multilingual.com
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Localization and Globalization Partner
Languages Korean, Traditional and Simplified Chinese,
Japanese and other Asian languages, European languages
Description. Saltlux was founded in 1979 as the first
Korean technical translation company. Our services encompass translation, localization engineering, DTP, MT
post-editing, planning and writing of technical manuals. We
have extensive experience in medical and pharmaceutical
products and equipment, IT, software, electrical, automotive
and technical industry, and so on. With 32 years accumulated know-how, Saltlux will be your ideal global communication partner. To learn more, please visit www.saltlux.com.
Saltlux, Inc. 5~7F, Deokil Building, 967 Daechi-dong,
Gangnam-gu, Seoul 135-848, South Korea,
822-379-8444, Fax: 822-379-5996,
E-mail: tcsales@saltlux.com, Web: www.saltlux.com

TOIN Corporation
Languages Japanese, Traditional and Simplified Chinese, Korean, Malay, Thai, Vietnamese and European languages Description TOIN 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, United Kingdom, 44-20-8644-8685,
E-mail: michael-stephenson@to-in.co.jp, Web: www.to-in.com
China Shanghai, P.R. China, 86-21-3222-0012,
E-mail: shen-yi@to-in.co.jp, Web: www.to-in.com

transcript GmbH & Co. KG
Languages All Description transcript is a leading provider
of translation services specializing in technical translations
and software localization. The company’s specific focus is
on business and ERP software, and it has a diversified customer portfolio. Thanks to our global partner network, we
are equipped to handle both large-scale projects as well as
smaller speciality items. With our permanent staff of experienced in-house specialists plus a carefully-selected and maintained pool of freelance translators, transcript has earned
itself the reputation of being a reliable and flexible business
partner. The deployment of state-of-the-art CAT tools ensures efficient translation cycles with high throughput, and
it also guarantees consistent terminology.
transcript GmbH & Co. KG Beethovenstrasse 8, 50674 Köln,

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 high
level of quality and a cost-effective budget. Customizing its
processes, Ushuaia assures project consistency and technical
and linguistic accuracy, thus reducing clients’ time-to-market.
Ushuaia combines state-of-the-art technology with top-notch
experienced native translators, editors and software engineers.
Our mission is to work together with our clients, thereby creating a flexible, reliable and open relationship for success.
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina,
54-341-4493064, Fax: 54-341-4492542, E-mail:
info@ushuaiasolutions.com, Web: www.ushuaiasolutions.com

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, language review, transcreation and
brand integrity services during the design, development and
marketing cycles of client’s products.
VistaTEC
Europe VistaTEC House, 700 South Circular Road, Kilmainham,
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+353-(0)46-9250005, E-mail: info@xlated.com,
Web: www.xlated.com See ad on page 50

nonprofit orgAnizAtions

The Rosetta Foundation
Languages All Description Access to information is a fundamental right. We want to relieve poverty, support health
care, develop education and promote justice through access
to information and knowledge across the languages of the
world. The Rosetta Foundation supports the not-for-profit
activities of the localization and translation communities. It
works internationally with those who want to provide equal
access to information across languages, independent of
economic or market considerations, including localization
and translation companies, technology developers, not-forprofit and non-governmental organizations.
The Rosetta Foundation Unit 13 Classon House,
Dundrum Business Park, Dublin 14, Ireland, +353-87-6736414,
E-mail: info@therosettafoundation.org,
Web: www.therosettafoundation.org

Dublin 8, Ireland, 353-1-416-8000, Fax: 353-1-416-8099

USA East 2706 Loma Street, Silver Spring, MD 20902,
301-649-3012, Fax: 301-649-3032

USA West 1800 West El Camino Real, Suite 108,
Mountain View, CA 94040, 408-898-2357 Fax: 408-898-2362
E-mail: info@vistatec.com, Web: www.vistatec.com

See ad on page 44

WhP International
Languages All European and major Middle Eastern and
Asian languages, including local variants Description Since
1994, WhP International has offered a set of linguistic and
technologic solutions, dedicated to each client’s needs.
WhP has become for several years a renowned actor in
the translation and localization world. By placing clients’
needs at the forefront and by carrying out huge efforts and
best practices for each individual client, WhP has gained
the loyalty of international accounts (such as Oracle, Dell,
IBM, Crossknowledge, Total, Amadeus and HP) in the fields
of software, online applications, training and e-learning,
video games, and so on. WhP maintains its headquarters in
France with local offices and production centers in China
and Slovakia.
WhP Espace Beethoven BP102, F06902 Sophia Antipolis Cedex,

Translators without Borders
Languages English, French, Spanish, German, Italian,
Portuguese, Dutch, Russian, Arabic, Chinese, Swedish Description Translators without Borders is an independent
registered nonprofit association based in France that assists
non-governmental organizations (NGOs) by providing free,
professional translations. Founded by Lexcelera in 1993,
Translators without Borders has provided over two million dollars worth of free translations. Thanks to the funds
saved, NGOs are able to extend their humanitarian work.
Translators without Borders Passage du Cheval Blanc, 2 rue de la
Roquette, 75011 Paris, France, 33-1-55-28-88-09, Fax: 33-1-5528-88-09, E-mail: twb@translatorswithoutborders.org,
Web: www.translatorswithoutborders.com

trAnslAtion
MAnAgeMent systeMs

France, 33-493-00-40-30, Fax: 33-493-00-40-34,
E-mail: enquiry@whp.net, Web: www.whp.net

MultiCorpora
Multiple Platforms

Germany, 49-221-272738-10, Fax: 49-221-272738-11,
E-mail: contact@transcript.de, Web: www.transcript.de

2012 Resource Directory
now available to download at
www.multilingual.com/
resourceDirectory

lation technologies, we offer a wide range of multilingual
services for small to large and complex software localization
projects. Services include terminology management, translation of GUI and user documentation, linguistic and functional quality assurance, engineering, multiplatform DTP
and consulting.
Xlated Ltd. Riverbank, Kells Business Park, Kells, Co. Meath, Ireland,

Xlated Ltd.
Languages Italian, French, Spanish, Portuguese, German,
Russian Description Xlated is a young and dynamic localization service provider, founded and managed by translators with 15+ years of specialization in software localization.
Thanks to a proven knowledge of internationalization and
localization processes, a team of highly skilled and motivated
professionals, and an intelligent use of the most recent trans-

Languages All Unicode languages Description As language technology experts since 1999, MultiCorpora is
exclusively dedicated to providing language technology
software solutions to enterprises, language service providers and governments. Its flagship product, MultiTrans
Prism, offers an innovative and complete turn-key translation management system. MultiTrans Prism is an enterprise client-server application that consists of four core
components which, together or individually, enable communications in more than one language; they are business
management, project management (workflow), advanced
translation memory and terminology management.

advertising@multilingual.com
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RR Donnelley, Nomura, the Translation Bureau of
Canada, UNESCO and many others rely on MultiTrans to
manage their mission-critical translation operations.
MultiCorpora 102-490 St. Joseph Boulevard, Gatineau, Quebec,
J8Y 3Y7 Canada, 819-778-7070, 877-725-7070, Fax: 819-778-0801,
E-mail: info@multicorpora.com, Web: www.multicorpora.com

XTRF Translation Management Systems

See ad on page 8

Multiple Platforms

Plunet BusinessManager

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. Kamieńskiego 51, 30-644 Kraków, Poland

Multiple Platforms

Description Plunet develops and markets the business and
workflow management software Plunet BusinessManager
— one of the world’s leading management solutions
for the translation and localization industry. Plunet
BusinessManager provides a high degree of automation
and flexibility for professional language service providers
and translation departments. Using a web-based platform,
Plunet integrates translation software, financial accounting and quality management systems. Various functions
and extensions of Plunet BusinessManager can be adapted
to individual needs within a configurable system. Basic
functions include quote, order and invoice management,
comprehensive financial reports, flexible job and workflow
management as well as deadline, document and customer
relationship management.
Plunet GmbH Prenzlauer Allee 214, D-10405 Berlin, Germany,
49-30-322971340, Fax: 49-30-322971359,
E-mail: info@plunet.com, Web: www.plunet.com

See ad on page 36

Text United
Windows

Description Text United is an innovative translation platform
covering all of your professional translation needs. Our unique
approach to terminology and in-country review allows you
to protect the core of your brand, while letting it shine in different colors on foreign markets. Text United platform can be
used by in-house staff, external translators and by in-country
reviewers. It facilitates collaborative and transparent translation processes and provides advanced language technologies
such as translation memories and terminology management,
deployed centrally and automatically. Thanks to transparency
of the supply chain, Text United helps reduce cost of translation by 25%. Available on subscription, with no up-front costs.
Text United GmbH Attemsgasse 7/D20, Vienna, Austria, 1220,
43-660-735-7355, E-mail: welcome@textunited.com,
Web: www.textunited.com

See ad on page 37

XTM: Better Translation Technology
Multiple Platforms

Languages All Unicode languages Description XTM is a
fully featured online CAT tool and translation management
system available as a pay-as-you-go SaaS or for installation
on your server. Built for collaboration and ease of use, XTM
provides a complete, secure and scalable translation solution. Implementation of XTM Cloud is quick and easy, with
no installation, hardware costs or maintenance required.
Rapidly create new projects from all common file types using the templates provided and allocate your resources to the
automated workflow. XTM enables you to share linguistic
assets in real time between translators. Discover XTM today.
Sign up for a free 30-day trial at www.xtm-intl.com/trial.
XTM International PO Box 2167, Gerrards Cross, Bucks, SL9 8XF
United Kingdom, +44-1753-480-469, Fax: +44-1753-480-465,
E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com

See ad on page 38
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48-12-255-14-80, Fax: 48-12-255-14-77,
E-mail: info@xtrf.eu, Web: www.xtrf.eu See ad on page 46

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, voiceover
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 Arenales 3709 16ºB, Capital Federal,
Argentina, 5411-4833-7568, E-mail: info@arcadia-t.com,
Web: www.arcadia-t.com

BENEXtra Korea
Languages Chinese, Japanese, Korean Description BENEXtra
Korea, one of the top quality localization/translation vendors
in Asia, enjoys an excellent reputation and wide recognition among world-class players such as Dell, IBM, Microsoft, CA, Google, Autodesk, Cisco and the California state
government. With our hands-on, practical experience in IT
marketing collateral translation, software localization, Asian
language localization, and our accumulated expertise in audio translation, we are ready to work together with you, helping you sustain growth and create and capture new value.
BENEXtra Korea Second Floor, Gukdong Building 1163-7,
Gaepo-Dong, Gangnam-Gu, Seoul 135-960, Korea, 82-2-5724987, Fax: 82-2-3462-4987, E-mail: info@benextra.com,
Web: www.benextra.com See ad on page 42

Translation Services Provider in SEE
Languages English, German, Italian, Croatian, Slovenian,
Serbian, Bosnian, Macedonian, Montenegrin, Albanian,
Bulgarian and Romanian Description CIKLOPEA is one
of the leading translation and localization services providers in the region of South East Europe (SEE) specialized in
translation projects, interpreting and localization into the
languages of the South region (Croatian, Slovenian, Serbian,

Bosnian, Macedonian, Montenegrin, Albanian, Bulgarian
and Romanian). Our fields of specialization are manufacturing, consumer products, engineering, industry, technology,
IT, medical, pharmaceutical, health services, life sciences,
law, economics, business, finance, insurance, marketing,
PR, communication and tourism. CIKLOPEA is certified in
accordance with ISO 9001:2008 and EN 15038:2006.
CIKLOPEA Medimurska 21, Zagreb10000 Croatia +385-1-3751736,
E-mail: info@ciklopea.com, Web: www.ciklopea.com

See ad on page 39

When it comes to translation, we hear you
Languages English and FIGS languages into Polish Description Vendor managers, project managers, directors and
CEOs of LSPs have worked with CONTRAD since 2005. A
common concern of MLV executives is difficulty finding
appropriate vendors for Polish. Appropriate means not only
focusing on Polish language, culture, subject matter being
translated/localized, sticking to project instructions, terminology, deadlines or covering turnaround demands, because
these are obvious. Appropriate means more. It means having certain qualities that reach further, like listening to clients
and truly hearing them, asking the right questions, responding promptly, properly reacting to feedback, and maintaining
good communication with clients’ staff. You will receive it
here, day in and day out.
CONTRAD ul. Dolna 16, 10-699 Olsztyn, Poland, +48-89-527-07-14,
Fax: +48-89-527-07-32, E-mail: info@contrad.com.pl,
Web: www.contrad.com.pl See ad on page 12

Diskusija – Translation and Localization
Languages Central and Eastern European languages 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, LT-09312 Vilnius, Lithuania,
370-5-2790574, Fax: 370-5-2790576,
E-mail: diskusija@diskusija.lt, Web: www.diskusija.lt

Follow-Up Translation Services
Languages English, Brazilian Portuguese Description For 23
years, Follow-Up has been one of the best single-language
translation companies in Brazil. We’re equipped with a
large network of professional translators, effectively trained
project managers and state-of-the-art technology resources.
We’re capable of working locally and on the cloud. Our
areas of expertise include IT, finance, pharmaceutics, medicine and marketing. Follow-Up’s main partner and founder,
Luciana Lavôr, is a certified localization professional by
California State University. Another partner at the company,
Ana Beatriz Fernandes, is an official public sworn translator.
Therefore, under her supervision, we also have a legal translations department.
Follow-Up Rua Visconde de Pirajá, 351, Sala 815, Rio de Janeiro,
RJ 22410-003 Brazil, 55-21-3553-7223, Fax: 55-21-3553-7223,
E-mail: info@follow-up.com.br, Web: www.follow-up.com.br
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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 1001 Watertown Street, 3rd Floor,
Newton, MA 02465, 617-559-9760, Fax: 617-559-9764,
E-mail: getinfo@fxtrans.com, Web: www.fxtrans.com

Neotech

Translation and localization into Polish

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,
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, 107076 Moscow, Russia,

Language Polish Description Ryszard Jarża Translations is
an established provider of Polish translation, localization,
marketing copy adaptation and DTP services. We focus
primarily on life sciences, IT, automotive, refrigeration and
other technology sectors. Our in-house team is comprised
of experienced linguists with medical, engineering and
IT backgrounds. We guarantee a high standard of quality
while maintaining flexibility, unparalleled responsiveness
and reliability. Our services are certified to EN 15038:2006.
Ryszard Jarzȧ Translations ul. Barlickiego 23/22, 50-324 Wrocław,

7-495-787-3331, Fax: 7-495-787-1189,
E-mail: sales@neotech.ru, Web: www.neotech.ru

LinguaLinx Language Solutions, Inc.
Languages All Description LinguaLinx is a leading provider
of global content and language intelligence to organizations
around the world. The content experts at LinguaLinx help
manage and localize messaging to enhance efficiency and
provide consistency across all forms of communication. With
offices around the world, LinguaLinx provides organizations
with localization solutions that fit their needs including:
translation and interpretation, marketing communications
and website localization, translation memory deployment,
multilingual SEO, translation readiness assessment and
global content management. Unify your global organization
with a customized content intelligence strategy and ensure
that your messages resonate across borders with language
intelligence. To learn more, visit lingualinx.com.
LinguaLinx Language Solutions, Inc. The LinguaLinx Building, 122
Remsen Street, Cohoes, NY 12047, 518-388-9000, Fax: 518-3880066, E-mail: info@lingualinx.com, Web: www.lingualinx.com

Medical Translations Only
Languages 45, including all EU languages Description
MediLingua is one of the few medical translation specialists
in Europe. We only do medical. We provide all European languages and the major languages of Asia and Africa, as well
as translation-related services to manufacturers of devices,
instruments, in vitro diagnostics and software; pharmaceutical and biotechnology companies; medical publishers;
national and international medical organizations; and other
customers in the medical sector. Projects include the translation of documentation for medical devices, surgical instruments, hospital equipment and medical software; medical
information for patients, medical students and physicians;
scientific articles; press releases; product launches; clinical
trial documentation; medical news; and articles from medical journals.
MediLingua Medical Translations BV Poortgebouw, Rijnsburgerweg
10, 2333 AA Leiden, The Netherlands, +31-71-5680862, Fax: +3171-5234660, E-mail: simon.andriesen@medilingua.com,
Web: www.medilingua.com See ad on page 39
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PTSGI
Languages English, Traditional and Simplified Chinese,
Japanese, Korean, Thai, Malay, Indonesian, Tagalog, Vietnamese, Arabic, Farsi, Russian, German, French, Italian,
Spanish, Dutch, Czech, Polish, Hungarian, Turkish, Greek,
Norwegian, Danish, Hebrew, Irish, Finnish, Swedish, Luxembourgish, Romanian, Urdu, Ukrainian, Nepali, Latin, Latvian,
Slovak, Slovenian, Bengali, Hindi, Pashto, Tamil, Punjabi,
Singhalese, Marathi, Hmong, Khmer, Lao, Burmese, Mongolian, Somali Afrikaans, Armenian Description For over
45 years, PTSGI remains the largest language service provider in Taiwan providing multilingual translation, website
and software localization, interpretation, desktop publishing, technical writing, game software and online translation
into more than 100 languages. Our expert teams are skilled
in a wide range of software that includes Trados, SDLX,
Transit, CATALYST, RC-WinTrans, Idiom, Across, Multilizer,
Passolo, RoboHelp, FrameMaker, QuarkXPress, PageMaker,
InDesign, Photoshop, Adobe Acrobat, CorelDraw, Illustrator,
Freehand and Dreamweaver. We view our projects from the
customers’ perspective and in turn gain the trust of our clients, steering our commitment to provide not just translation services but complete solutions.
PTSGI 6F, #23 Section 6, Min-Chuan East Road, Taipei City 11494,
Taiwan, 886-2-8791-6688, Fax: 886-2-8791-7884,
E-mail: market@ptsgi.com, Web: www.ptsgi.com

Rheinschrift Übersetzungen, Ursula Steigerwald
Language German to/from major European languages Description Outstanding localization requires world-class experience. Rheinschrift gives your business a native voice in
the German-speaking world. We offer more than 20 years’
experience providing translations and localizations for software and hardware manufacturers as well as for the sectors
of business, technology, legal matters and medicine/medical
applications. Our services also range from glossaries, postediting, project management and desktop publishing services
to many other related services. Rely on Rheinschrift to deliver
the most competent translations and meet your deadline,
whatever it takes.
Rheinschrift Übersetzungen, Ursula Steigerwald Rolshover
Strasse 99, D-51105 Cologne, Germany, +49-(0)221-80-19-28-0,
Fax: +49-(0)221-80-19-28-50, E-mail: contact@rheinschrift.de,
Web: www.rheinschrift.de See ad on page 48

Poland, 48-601-228332, E-mail: info@jarza.com.pl,
Web: www.jarza.com.pl See ad on page 39

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 22,147 00 Prague, Czech Republic, 420-233-320-560,
Fax: 420-241-090-946, E-mail: info@skrivanek.com,
Web: www.skrivanek.com See ad on page 18

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, customer-centric approach.
SpanSource SRL Santa Fe 1264, 1ºB, Rosario, S2000ATR Argentina,
54-341-527-5233, Fax: 54-341-527-0035,
E-mail: info@spansource.com, Web: www.spansource.com

Synergium
Languages Eastern European with the focus on Baltic and
CIS Description Synergium is one of the leading integrated
language service providers in the Baltics with representative offices and in-house teams of expert project managers,
translators, editors and software engineers in Lithuania,
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Latvia, Estonia, Russian Federation and Ukraine. The company has more than six years of experience in translation
and localization services covering main technical industries such as automotive, environmental, EU, financial, IT,
legal, medical and telecommunications. Due to its cuttingedge technologies, individual and thoughtful approach,
Synergium has been recognized by world-renowned companies such as Google, Microsoft, Philips Healthcare,
GlaxoSmithKline, and many others.
Synergium Žalgirio 88-404, 09303 Vilnius, Lithuania, 370-5-27526-56, E-mail: marketing@synergium.lt, Web: www.synergium.eu

Microsoft Office Description ATRIL, precursor on the CAT
tool market with the Déjà Vu product range, has been providing, above all, a tightly integrated solution to all stakeholders
of the translation industry since 1993. Always in close dialogue
with Déjà Vu users that has in itself been innovative, ATRIL
is ensuring product development that makes a real impact on
their quality, productivity and reputation. ATRIL’s mission is
to have customers achieve high-quality translations in the easiest, fastest, most economical way, bringing added value to the
work and time, with measurable and clear results day by day.
Atril Language Engineering 40, Rue Milton, 75009 Paris, France,

organization capabilities to support large, single-source,
multichannel publishing projects. Through its strategic partner Microsoft Corporation, MadCap delivers
solutions optimized for Microsoft Windows, Visual
Studio, and the .NET environment. Free trial downloads
are available at www.madcapsoftware.com.
MadCap Software, Inc. 7777 Fay Avenue, La Jolla, CA 92037,
858-320-0387, 888-623-2271, Fax: 858-320-0338, E-mail:
sales@madcapsoftware.com, Web: www.madcapsoftware.com

See ad on page 2

+33 (0) 149-709-560, Fax: +33 (0) 149-700-260, E-mail:
contact@atril.com, Web: www.atril.com See ad on page 27

SYSTRAN
Multiple Platforms

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; hightech and manufacturing; and hospitality and leisure, as well
as government and nonprofit organizations. Using a total
quality management process and state-of-the-art software
and equipment, our team of foreign language professionals
delivers the highest quality translations in a cost-effective
and time-efficient manner.
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402,
612-342-9800, 800-632-1388, Fax: 612-342-9745, E-mail: info@
tripleink.com, Web: www.tripleink.com

Kilgray Translation Technologies
Windows

Languages All Description Kilgray Translation Technologies is the world’s fastest growing provider of computerassisted translation tools. In 2005 the company launched
the first version of memoQ, an integrated client-server
translation environment designed to facilitate interoperability and teamwork. All of Kilgray’s products — memoQ,
the memoQ server, qTerm and the TM Repository —
optimize productivity and control of the entire translation
process and environment. Rated #1 by Common Sense
Advisory among translation-centric TMS systems, and used
by thousands of translators, language service providers,
and enterprises throughout the world, memoQ and other
Kilgray tools are accepted and appreciated as premiere
translation technologies.
Kilgray Translation Technologies P.O.B. 7, H-1255 Budapest,
Hungary +36-30-383-9435, Fax: +36-1-312-6019, E-mail:
sales@kilgray.com, Web: www.kilgray.com See ad on page 11

TranslaTion Tools

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 costeffective, publishable quality translations. SYSTRAN solutions are used by Symantec, Cisco, Ford and other enterprises
to support international business operations. For more information, visit www.systransoft.com.
SYSTRAN Software, Inc.
North America 4445 Eastgate Mall, Suite 310, San Diego, CA 92121,
858-457-1900, Fax: 858-457-0648

Europe 5 rue Feydeau, 75002 Paris, France, +33 (0)1-44-82-49-00,
Fax: +33 (0)1-44-82-49-01, E-mail: info@systransoft.com,
Web: www.systransoft.com See ad on page 26

VoiceoVers
MadCap Lingo

Atril Language Engineering

Windows

Windows

Languages User Interface languages: English, Spanish, German, French, Italian, Dutch, Russian and Chinese. Languages
supported for translation: All available languages under

Find language industry jobs at
www.multilingual.com/careers

Languages Unicode support for all left-to-right languages
Description The leaders in technical communication
bring you MadCap Lingo, an XML-based translation
memory (TM) tool designed to improve translation efficiency, eliminate redundancies and reduce project costs.
MadCap Lingo offers an easy-to-use interface, Unicode
support for all left-to-right languages, and a rich list of
features for assisting translators throughout the localization process, including support for the major industry
TM systems. MadCap Lingo also includes tracking and

PrimeVoices
Languages 60 languages, specialized in Latin American
Spanish, Castilian Spanish, French, German, Italian, Brazilian Portuguese, Russian, Farsi, Arabic Description We
offer voiceovers, subtitling and captioning in most languages with full post-production for complete audio and
video localization.
PrimeVoices Parc Tertiaire de Bois Dieu, 5 Allée des Chevreuils,
69380 Lissieu, France, +33-4-37-50-20-13,
E-mail: info@primevoices.com, Web: www.primevoices.com

See ad on page 30
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Ryszard Jarża Translations
Skrivanek s.r.o.
STAR Group
SYSTRAN Software, Inc.
Text United
Tilde
VistaTEC
Xlated Ltd.
XTM
XTRF

15
36
30
48
39
18
6
26
37
47
44
50
38
46

June 2012 MultiLingual

| 57

5/15/12 2:43 PM

Takeaway

Michael Cárdenas

Taking back your clients

I

I have many fond memories of those good old
days when clients were loyal to their localization
suppliers. We didn’t have to do much to keep business coming in. Competent resources were scarce,
which meant clients were happy just to hear you
say you could handle their list of languages.

Larger suppliers got all the business from cash cows like
Microsoft and Hewlett-Packard. After all, large clients could only
do business with large localization houses. Clients paid invoices
promptly without reading them. What a time! Then came the
world economic downturn. Suddenly, corporations began evaluating everything, including their localization efforts. Purchasing
departments started looking at creative ways to reduce costs.
Project management fees or paying for 100% matches were
eliminated. Online bidding became a fad. Larger vendors were no
longer the sole suppliers for big clients. Relationships were not
as important anymore. Case in point: my friend is the CEO of a
software company that spends quite a bit on localization and I
can’t get him to send me his company’s localization business.
Today, frugal clients go straight to the cheapest vendor. Some
go directly to freelancers; others switch suppliers twice a year.
This is a lose/lose for us and them. We need to get these clients
back and reignite their loyalty by demonstrating our value.
Forget the boilerplate statements. Don’t rely on saying how good
you are, that you use cool tools and that all translations are
handled by native linguists. The truth is that most clients don’t
really care. Focus not on praising yourself but on how you can
make your client’s life easier.
“Consumers, in general, are thoroughly disenchanted with the
marketplace,” says Ann Clurman, senior partner at Yankelovich, a
leading consumer market research and analytics company. There’s
a lot of truth to that statement. How many clients are passionate
about their relationships with their localization providers?
But perhaps we can change that attitude. Yankelovich has
been researching consumer attitudes for 30 years, and advises us
to approach business with a new type of vision, energy and daring. They call it “brand charisma,” and it’s the ability to inspire
the customer to seek you out. Clients will willingly accept that
they are better off with you than without you if you prove it
again and again on each and every project. To do this, you need
to ﬁnd out what’s working with their current strategy and what
is not. Start by asking!
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This, of course, assumes that clients know what they want. If
they don’t, it is your job to ﬁnd out. Contact them by phone or
better yet in person. I know the phone is old fashioned, but it is
still the best way to get a sense of how emotionally attached they
are to what they are thinking. It is also a way to ask follow-up
questions, which could cost you precious time if you’re going back
and forth via e-mail.
Never pretend that you know what your client wants without
asking. Do not think that the answer always revolves around
price, quality or time-to-market. Sometimes you have to dig for
the speciﬁc client problem so you can offer a unique solution.
For example, I was after a global company with a localization
budget of $1.4 million annually. I called on them for two years
with zero success. During one of my routine calls the team mentioned that their localization house took six to nine months to
invoice and this presented a serious problem because of budget
allocations. I offered to invoice them in a manner that was
better suited to their corporate culture, and got their business.
We had the skill set and experience to do the work, but the real
reason we got the job is because we met a need that the competition could not or would not.
I don’t necessarily enjoy having to acknowledge that my
company makes mistakes, but we do. Just recently, we messed up
royally on a client’s website. No, I’m not going to share the details,
but I will say that anything that could have gone wrong did and
then some. Our team acknowledged that there was a problem and
created a plan to ﬁx it. We offered to ﬁx the problem, load all the
ﬁles onto the client’s content management system, coordinate an
independent review and provide additional testing, all at no cost.
Once these efforts were completed, we sent them a questionnaire
asking how we did. I expected them to trash us and call us names.
As it turned out, they praised our customer service, our proactivity
and said they would use us for their next project.
Show clients that you are an integral part of their international
strategy. Demonstrate that they are worse off without you. Prove
the value of a long-term relationship with you. Take back your
clients or give them my number! M

Michael Cárdenas is president and founder of Local Concept, an
international corporation with 26 years’ experience in technical
translation and localization. He is based in San Diego and has a J.D.
To offer your own Takeaway on a language-industry issue, send a
contribution to editor@multilingual.com.
editor@multilingual.com
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October 22-24, 2012
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REGISTER
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The Internationalization and Unicode Conference (IUC) is the premier event covering the
latest in industry standards and best practices for bringing software and Web applications to worldwide markets. This annual event focuses on software and Web globalization,
bringing together internationalization experts, tools vendors, software implementers, and
business and program managers from around the world. Expert practitioners and industry leaders present detailed recommendations for businesses looking to expand to new
international markets and those seeking to improve time to market and cost-efﬁciency of
supporting existing markets. Recent conferences have provided speciﬁc advice on designing software for European countries, Latin America, China, India, Japan, Korea, the Middle
East, and emerging markets.
This highly rated conference features excellent technical content, industry-tested recommendations and updates on the latest standards and technology. Subject areas include
cloud computing, upgrading to HTML5, integrating with social networking software, and
implementing mobile apps. This year’s conference will also highlight new features in Unicode Version 6.1 and other relevant standards published this year.
Reasons to Attend Include:
tutorials and sessions for beginners, designed to train you and your staff on
practices and implementation techniques for creating international software
industry leaders and experts in attendance recommending solutions to
difﬁcult problems or sophisticated requirements
tool and product vendors providing solutions to help you get to market
quickly and cost-effectively

www.unicodeconference.org/ml
MEDIA SPONSOR:

For up-to-date information or to register:
VISIT: www.unicodeconference.org/ml
E-MAIL: info@unicodeconference.org
Unicode and the Unicode Logo are trademarks of Unicode, Inc.
All other marks are the property of their respective owners.
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