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• The ribbon – I really like it and I also think that this will be helpful for
new or basic users of Studio in particular. In previous training sessions,
I found that trainees could not always find what they were looking for,
whereas the new ribbon makes it much easier.
• Automatic concordance search – a very useful feature.
• “One click” batch tasks – for example, this makes analysis of a single
file and single language combination much faster.
• Performance speed – it is noticeably quicker when creating projects.
• Larger font in Termbase Viewer – much better for my eyes!
• MS Word 2007-2013 comments options – I’m pleased to see that
we can now choose whether these are extracted as translatable or
Studio comments.

Gemma Cooper

Translations and Training Manager, Alexika | www.alexika.com

Join the conversation
Gemma Cooper
#alexika_trans

www.sdl.com/Studio2014
www.translationzone.com/studio2014

Take it further, share projects with

Purchase or upgrade to
SDL Trados Studio 2014 today
/sdltrados

SDL Studio GroupShare

www.translationzone.com/groupshare2014
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Post Editing

The familiarity of Europe

W

Western Europe is not my home — but
in some ways, it seems more like it than
the United States does. Because I grew
up in a specific kind of US microculture,
the kind where references to popular
music, media and sports were few and
far between, I have never seemed like a
“normal” American, not even to myself.
Until I had finished college, I felt like an
expatriate lost in the small talk of my
native locale.
I read a lot of European literature
growing up — to the point that I spelled

things like a British person and used
expressions that no doubt sounded
archaic to most other Americans. I
kept a list of my favorite words, such
as ameliorate and banal, both stolen
directly from French. My parents had us
watch a lot of European movies when
we watched anything at all. We studied
European history and learned Latin, and
we had dinner together most nights,
usually prepared from scratch. Cola was
forbidden, as were nearly all other junk
food products.

So when I moved to France at age 20,
I could identify with the rituals around
food and linguistic fastidiousness, for
example, despite the language barrier. At
least as far as I could tell, my personality
and preferences seemed relatively normal
there. So Europe felt familiar to me, a
homeschooled girl from the wilds of
North Idaho. More so than New York or
San Francisco or Dallas, Texas. And I love
the wilds of North Idaho, but there are
many days where I find myself missing
Europe. I miss the pace, the architecture,
the food, even the slang.
Thus, for me, and probably for many
readers, localizing for Western Europe
seems like it should be easy. Easier than
many places, anyway. And probably it
is — both for products coming from the
United States and products coming from
other locales in Western Europe. There
are many shared cultural assumptions
and even some shared cultural references.
Our Takeaway, for example, celebrates
a few linguistic offerings from William
Shakespeare, and I have yet to meet
either an American or a European who
isn’t at least vaguely familiar with that
particular Englishman’s canon.
However, as Libor Safar points out
in his article in this issue’s focus, even
localizing from the US to the UK market
requires some work. Denise Spacinsky,
Karen Netto, Nelia Fahloun, Kathleen
Stein-Smith and Vijayalaxmi Hegde,
our other focus authors, offer details
on Europe’s translation community, its
localization job market and some of
its translation needs. Svein Hermansen
adds to this with an article on Google’s
content style, drawing particularly on his
area of expertise in Scandinavia.
Europe may be familiar to many of
us, European and non-European alike.
But we can’t slack off and assume that
means we shouldn’t put the effort into
localizing for it. W
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Business

News

Rockant officially open

Rockant, a consulting and training firm offering strategic and
tactical guidance for content globalization, has officially opened in
Ireland. Mairéad Killian has been
hired to head internet marketing
and social media.

Rockant Training & Consulting
https://rockant.com

Asia Online redesigns website

Asia Online Pte Ltd., a developer
of automated translation technology designed to translate content to
a near-human publication quality in
more than 500 language pairs, has
redesigned its corporate website.

TransPerfect Translations, Inc.
www.transperfect.com
Vasont Systems www.vasont.com

Qordoba receives Series A funding

Qordoba, a language service company
with a focus on developing technology to
better source linguists and translators, has
raised $1.5 million for its Series A round
from MENA Venture Investments and Silicon Oasis Ventures.

Qordoba http://qordoba.com

Xplanation opens Valencia office

Xplanation Language Services NV recently
acquired LNE International NV and has
opened an office in Valencia, Spain. Gloria
Aranda will manage the office.

and hands-on experience before entering
the workforce. Students will learn how to
develop MT engines, measure the quality
of these engines and deploy these engines
within workflow management systems.
Dublin City University www.dcu.ie
University College London
www.phon.ucl.ac.uk
Centre for Translation Studies (CenTraS)
www.ucl.ac.uk/centras
KantanMT http://kantanmt.com

2014 Web Globalization Report Card

Byte Level Research, analyst of the art
and science of web globalization, has released its 2014 Web Globalization Report
Card, including an entire section devoted
to the top 20 best practices and top emerging trends in web globalization. The report
also includes detailed website profiles.

Asia Online Pte Ltd.
www.asiaonline.net

Xplanation Language Services NV
www.xplanation.com

Byte Level Research www.bytelevel.com

New Krakow office, staff at VeroLing

BENEXtra Korea
merges with HansemEUG

Common Sense Advisory, an independent market research firm specializing in
the language service industry, has published the report “Where Open Source Fits
in Language Technology” that discusses
open-source software (OSS) for the language sector, the rationale for developing
it and six OSS applications.
In the report “Data Leakage from Free
Machine Translation” the research firm
recounts its survey of 239 buyers of translation services on machine translation (MT)
about security concerns, which issues to
be concerned about and how to protect
themselves from the leakage of intellectual
property due to unrestricted use of free MT.
“Is Traditional Linguistic Validation Still
the Way to Go?” covers what validating a
vendor’s work entails, the typical process
steps and formats, how to resolve linguistic
disputes and the bottom line on whether
to stick with the traditional linguistic review model.
Based on interviews with 21 companies
that produce software, ”Localization at the
Speed of Agile” covers what to expect and
how to prepare for the transition to agile.
“Assessing the World’s Most Prominent
Websites” looks at language popularity on
2,787 prominent websites and the average
number of languages found by vertical sector and other groupings. It also identifies
several common financial metrics that correlate closely with language deployment.
“Portal-Based Client Interactions” describes the benefits of client portals and
the options for online interaction that

VeroLing Translation Agency, a provider of
language services, has opened a new office
in Krakow, Poland. The company has also
hired new key account managers, Barbara
Wilkołek and Damian Słuja.

VeroLing Translation Agency
http://veroling.com

Dynamic Language
acquires The Language Bank

Tacoma Community House, a nonprofit
serving the Puget Sound region, has announced an agreement to transfer the
operations of its interpretation and translation business, a social enterprise known as
The Language Bank, to Dynamic Language,
a Seattle-based language industry provider.

Dynamic Language
www.dynamiclanguage.com

BENEXtra Korea has merged with HansemEUG, Inc., a provider of solutions for
content development, translation and
localization. All BENEXtra staff were part
of the merger.

HansemEUG www.hansemeug.com

PassWord Europe redesigns website

PassWord Europe, a provider of language
services including photo composition, layout
and graphic design, has redesigned its website. The updated website has been localized
into five languages.

PassWord Europe www.password-europe.com

Resources
Version 11 of Tool Box e-book

PowerLing www.powerling.com

International Writers’ Group, LLC, has
released version 11 of The Translator’s Tool
Box: A Computer Primer for Translators by
Jost Zetzsche. The e-book has been completely updated and now includes the latest generation of translation environment
tools, what translators need to know about
Windows 8 and 8.1, and how to choose a
translation environment/CAT tool.

Transperfect merges with Vasont

International Writers’ Group, LLC
www.internationalwriters.com

Powerling opens
Massachusetts offices

PowerLing, developer of the computerassisted translation technologies TEAMserver project platform and Déjà Vu X2, has
opened two Massachusetts offices, located
in Cambridge and Brookline.

TransPerfect Translations, Inc., a provider
of language services, has announced a
merger agreement with Vasont Systems, a
provider of component content management solutions. President and CEO Richard
Schiding will continue to lead the Vasont
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KantanMT University Programme

The KantanMT University Programme is
an educational initiative intended to ensure
that translation students are empowered
with machine translation (MT) knowledge
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News
buyers find in the marketplace. The findings also underscore the importance of
portal investment to meet client expectations for convenience and speed.
Common Sense Advisory, Inc.
www.commonsenseadvisory.com

People
Recent industry hires

■■ euroscript International S.A., a provider of content life cycle management solutions, has hired Andreas Krapf as business
development manager for its euroscript
Switzerland location.
■■ MultiLing, a translation services provider, has hired Kevin Nelson to fill the new
position of senior vice president of strategy
and technology. Other hires include Randy
Scott as vice president of marketing, Michael
Degn as vice president of sales operations,
Barbara Vellone as business development
manager, large law firms, and Matt Goldberg
as corporate business development manager
over the western US region.
■■ ForeignExchange Translations, Inc.,
has hired Dana Weiss as director of linguistic validation.
■■ Acrolinx GmbH, a developer of linguistic analytics software, has hired Kumar
Vora as CEO. Christian Gericke has been
hired as senior vice president of sales, EMEA
region. The company has also opened new
US headquarters in San Jose, California.
■■ L10n People, a localization industry
recruitment vendor, has hired Justyna
Górka as business development director,
EMEA region.
■■ SDL, a provider of global customer
experience management, has hired Kathleen
Bostick as vice president of language solutions, North America.
■■ XTM International, a developer of
XML authoring and translation tools, has
hired Shamus Dermody as sales director.
■■ Saudisoft Co. Ltd, a provider of information technology development strategies,
distribution services and localization solutions, has hired Tim Luetzow as business
development manager for North America.
■■ Netwire, a provider of language
services, has hired Luciano Jessé Tiburcio
to the technical department and Thais
Colavita Henrique Amaral to the national
sales department.
■■ A2Z Global Language Solutions, a provider of language services, has hired Wim
Schrieks as senior production manager.
■■ MemSource Technologies, a developer of cloud translation software, has

www.multilingual.com		
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to the BuildAnalytics training data analysis
suite.

hired Britta Weber as sales manager.
euroscript International S.A.
www.euroscript.com
MultiLing www.multiling.com
ForeignExchange Translations, Inc.
www.fxtrans.com
Acrolinx GmbH www.acrolinx.com
L10n People www.l10npeople.com
SDL www.sdl.com
XTM International www.xtm-intl.com
Saudisoft Co. Ltd www.saudisoft.com
Netwire www.netwire.com.br
A2Z Global Language Solutions
www.a2zglobal.com
MemSource Technologies
www.memsource.com

KantanMT http://kantanmt.com

Plunet BusinessManager 5.6

Plunet GmbH, a provider of business
management software for translation
services and agencies, has released Plunet
BusinessManager 5.6. The latest version
allows the creation of a structured hierarchy with translation master projects
and associated subprojects, and system
customization with an unlimited number
of text modules.

Plunet GmbH www.plunet.com

Linguee adds languages

Products and Services

Linguee GmbH, developer of an online
translation service, has added Chinese,
Japanese, Russian, Polish, Italian and Dutch
to its bilingual dictionary and translation
search.

memoQ cloud

Kilgray Translation Technologies, a developer of translation productivity tools,
has introduced memoQ cloud, a Softwareas-a-Service offering for smaller translation teams.

Linguee GmbH www.linguee.com

LetsMT updates

Kilgray Translation Technologies
www.kilgray.com

Gap Analysis

KantanMT, a subscription-based machine translation service, has developed
Gap Analysis, a new technology designed
to detect unknown or untranslated words
17104_XTM_Ad_4.75x3.75_AW_HR.pdf
(data gaps).
The technology is an update 1

Language technology company Tilde has
released the latest version of its machine
translation platform LetsMT. The latest
version can be scaled to match any translation volumes and integrates technology
that correctly deals with tags and placeholders in interface strings and technical
documents.

22/05/2013
13:22
Tilde www.tilde.com
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An online localization community
available at the click of a finger...
XTM Xchange is an online localization gateway which
brings together skilled translators with those who
need their translating skills. Choose your language,
your sector, and your perfect translator...

So whether you are buying, selling, collaborating or
delivering localization services – It’s all in hand with
XTM Xchange.
Find out more www.xtm-intl.com

Get your hands on 3 months free subscription
to XTM when you sign up to XTM Xchange
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News
OG2

One Global, a provider of language and
recruitment services, has introduced OG2
— a multilingual online marketing solution
that incorporates website design, build and
localization for startup companies.
One Global http://one-global.com

Translate.com mobile applications

Emerge Media, a company focused on
search, media, communication, gaming, entertainment and online dating properties,
has launched Translate.com mobile applications with the ability to translate text, voice
and images of text between 75 languages.

Emerge Media www.emergemedia.com

Translation Office 3000 v 11

Advanced International Translations, a
translation management software developer, has released version 11 of Translation
Office 3000. Updates include a new built-in
AnyCount engine with multiprocessor support and automatic local time calculation
for clients.

Advanced International Translations
www.translation3000.com

Vocapik

Kalyzée, a provider of video analysis
solutions, has launched Vocapik, an online
service for the creation and broadcasting of
multilingual videos. The solution facilitates
all stages of postproduction, including tran-

scription, translation and voiceover.
Kalyzée www.kalyzee.com

Get Localization for Photoshop

Get Localization, a community service for
developers and translators, has introduced
Get Localization for Photoshop. The new
technology allows the export of all textual
content to a resource file directly in Photoshop enabling the creation and updating of
localized graphics.

Get Localization www.getlocalization.com

Omnifluent Mobile translation apps

AppTek, a developer of human language
technology, has released two Omnifluent
Mobile speech-to-speech translation apps:
Arabic/English and Spanish/English. The bidirectional apps provide real-time speech and
text translation on mobile devices.

AppTek www.apptek.com

Clients and Partners

XTRF, Easyling combine technology

XTRF Translation Management Systems sp.
z o.o. and Easyling, a developer of one-click
website translation technology, have created
an integrated solution to provide a link between Easyling’s tool for website translation
and XTRF’s complete workflow system.

XTRF Translation Management
Systems sp. z o.o. www.xtrf.eu
EasyLing / Skawa Ltd. www.easyling.com

Asia Online and ABBYY collaborate

Asia Online Pte Ltd., a developer of automated translation technology, and ABBYY
USA, a developer of language software
and document recognition technologies,
have joined forces to create an automated
solution that offers a combined automated
optical character recognition and machine
translation process.

Asia Online Pte Ltd. www.asiaonline.net
ABBYY USA http://abbyyusa.com

Centrum chosen by e-Hipokrates.com

Masha Krupp Translation Group
selects MultiCorpora

Centrum Lokalizacji C&M Sp. z o.o.
www.cmlocalization.eu

MultiCorpora www.multicorpora.com
Masha Krupp Translation Group Ltd.
www.mashakrupp.com

Centrum Lokalizacji C&M Sp. z o.o., a
language service provider, has been chosen
by e-Hipokrates.com, a portal intended for
physicians, pharmacists and the health care
industry. C&M will manage the medicinerelated terminology and translate the website’s content.

Masha Krupp Translation Group Ltd. (MKTG)
has selected the MultiTrans Prism translation
technology solution from MultiCorpora, a
provider of multilingual asset management
solutions. MKTG is a supplier of language
services to the Canadian federal government.

Announcements
Annual global language services
and technology market survey

Connecting your vision,
technologies and
customers.

Common Sense Advisory, Inc., an independent market research firm specializing in the
language services industry, has issued a call
for participation in its annual global language
services and technology market survey. The
survey will be open until April 30, 2014.

Common Sense Advisory, Inc.
www.commonsenseadvisory.com

Ciklopea celebrates 10 years

Ciklopea d.o.o. is celebrating its tenth year
in the translation business. The company has
also been certified to ISO 27001:2005, and
has launched a new website.

Ciklopea d.o.o. www.ciklopea.com

10 year anniversary for Polarity

www.star-group.net

Polarity Post Production, a full-service
audio post facility and localization group, is
celebrating its tenth anniversary.

Polarity Post Production www.polaritypost.com

8

| MultiLingual March 2014

6-9 News-Calendar #141-2.indd 8

news@multilingual.com

2/17/14 2:42 PM

April
April 13-15, 2014, San Diego, California USA.

MadCap Software, Inc.
www.madcapsoftware.com/events/madworld

Fifth Annual Translation Conference
April 13-15, 2014, Doha, Qatar.

Translation and Interpreting Institute, Hamad bin Khalifa
University, Bloomsbury Qatar Foundation Publishing
www.editorialmanager.com/tii-conference/default.asp

World Conference on
Information Systems and Technologies
April 15-18, 2014, Madeira, Portugal.

ALC 2013 Annual Conference

May 18-21, 2014, Palm Springs, California USA.

The Association of Language Companies
http://alcus.org/education/conference.cfm

Technical Communication Summit 2014
May 18-21, 2014, Phoenix, Arizona USA.

Society for Technical Communication, http://summit.stc.org

Food and Culture in Translation
May 22-24, 2014, Bertinoro, Italy.

University of Bologna at Forlì, http://fact.sitlec.unibo.it

WorldCIST, www.aisti.eu/worldcist14

Translation in Music

International Conference on
Language, Literature and Translation

Cardiff University, www.cardiff.ac.uk/music/newsandevents/
events/conferences/14translationinmusic/index.html

Faculty of Foreign Languages-University of Jordan, APETAU
Voices in Asia, http://conferences.ju.edu.jo/sites/ptc/Home.aspx

LREC 2014

April 22-25, 2014, Amman, Jordan.

May 24-25, 2014, Cardiff, Wales.

May 26-31, 2014, Reykjavik, Iceland.

ELIA Networking Days Riga

The European Language Resources Association
http://lrec2014.lrec-conf.org/en/

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

International Conference on Economic,
Business, Financial and Institutional Translation

TCeurope Colloquium

University of Alicante, http://tr.im/4l2fg

Conseil des Rédacteurs Techniques, www.tceurope.org/colloquia/41-2014aix

NPIT2

EACL-2014

Mainz University, www.fb06.uni-mainz.de/ikk/402.php

April 24-26, 2014, Riga, Latvia.

May 29-31, 2014, Alicante, Spain.

April 25, 2014, Aix-en-Provence, France.

May 29-31, 2014, Germersheim, Germany.

April 26-30, 2014, Gothenburg, Sweden.

European Chapter of the Association for Computational Linguistics
http://eacl2014.org/

May
bp14

May 2-3, 2014, Budapest, Hungary.

Csaba Bán, http://budapest14.com

Madrid Workshop

May 7-8, 2014, Madrid, Spain.

MultilingualWeb, www.multilingualweb.eu/
documents/2014-madrid-workshop/

memoQfest International

May 7-9, 2014, Budapest, Hungary.

Kilgray Translation Technologies, www.memoqfest.org

Intelligent Content — Life Sciences and Healthcare

June
Localization World Dublin

June 4-6, 2014, Dublin, Ireland.

Localization World, Ltd., www.localizationworld.com

UA Europe 2013

June 5-6, 2014, Kraków, Poland.

UA Europe, www.uaconference.eu

LTC4 2014

June 13-16, 2014, Shanghai, China.

East China University of Political Science and Law
http://103.30.5.198/LTC4/index.htm

EAMT 2014

June 16-18, 2014, Dubrovnik, Croatia.

European Association for Machine Translation
http://hnk.ffzg.hr/eamt2014/

May 8-9, 2014, San Francisco, California USA.

The Rockley Group, The Content Wrangler
www.intelligentcontentconference.com

UTIC 2014

May 17-18, 2014, Kiev, Ukraine.

www.multilingual.com		
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MadWorld 2014

Ukrainian Translation Industry Conference
http://2014.utic.eu/en

August
FIT XX World Congress

August 4-6, 2014, Berlin, Germany.

International Federation of Translators, www.fit2014.org
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4-6 June 2014, The Convention Centre, Dublin

October 29-31, 2014, Vancouver Convention Centre, Vancouver

Sponsored by

Produced by

Sponsorship and exhibit information available on request.
sponsors@localizationworld.com • exhibits@localizationworld.com
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Reviewed by Frank Dietz
Well-researched treatment of aspects of game localization

I

In the introduction to their book,
Minako O’Hagan and Carmen Mangiron
differentiate their work from Heather
Chandler’s The Game Localization Handbook, which I reviewed in MultiLingual
back in March 2005.

Game Localization: Translating for
the global digital entertainment
industry by Minako O’Hagan and
Carmen Mangiron. John Benjamins
Publishing Company. 2013.
374 pages. Hardcover: $149,
Paperback $54, E-book $149.

The authors state, “Whereas The Game Localization Handbook
brought to light the practical dimension of localizing a video
game, we aim to conceptualize game localization essentially as
a translation phenomenon, analyzing it according to theoretical
frameworks available in Translation Studies, while also drawing on
Game Studies as appropriate” (p. 25).
In a way, the title of this book is slightly misleading. The authors
themselves state: “Given the sheer variety of games, we freely admit
that we were only able to focus on a small selective section of contemporary console games” (p. 40) and “Another approach we chose
to take in this book is to focus on Japanese games” (p. 41). Within
these self-imposed limits, however, the book presents an extremely
thorough and well-researched treatment of numerous aspects of
game localization.
As O’Hagan and Mangiron attempt to bridge the divide that exists
between academic theories (or lack thereof) and the commercial practice of game localization, different chapters alternate in their focus.
In order to accommodate audiences who might not know that much
about gaming, the authors even included an extensive glossary of
terms ranging from AAA title to Walkthrough and bold-face these
terms when they first appear in the text. Chapters cover such topics
as “The Video Game and Translation,” which includes a brief history
of video game localization, as well as “The Localization Paradigm:
Localization versus Translation,” which attempts to place game localization in relation to “translation as viewed in Translation Studies
and the localization industry.” A chapter on “Game Localization: A
Practical Dimension” provides a detailed overview of the processes and
tools used in the industry today, with numerous specific examples.
This covers everything from outsourcing and in-house models of
localization to such issues as space constraints, the use of variables
and concatenations, as well as various quality assurance steps relevant for localized products.
Chapter 4 “Translating video games; New vistas for transcreation”
not only categorizes various forms of texts present in video games
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Reviews

Game Localization: Translating for the
global digital entertainment industry

while discussing them in relation to ludic and narrative theories, but also contains a fascinating case
study of game localization at Square Enix, a Japanese
developer and publisher known for such franchises as
the Final Fantasy series.
Other sections on accessibility and localization,
fan translation (“ROM hacking”) and crowdsourcing,
as well as the use of machine translation in online games provide
valuable insights. To me, however, the most interesting chapter was
“Pedagogical issues in training game localizers.” The authors criticize
the fact that despite the large demand for game localization and
the existence of numerous translator training programs at universities worldwide, this subject has been largely ignored (though they do
include an appendix on “Postgraduate courses in game localization in
Spain”). Rather than simply decrying this state of affairs, they offer a
detailed discussion of what such programs should consist of, including specific course descriptions. While doing so, they do not gloss
over potential problems, such as the paucity of experienced teaching
personnel, the difficulty in obtaining suitable teaching material (due
to copyright issues and non-disclosure agreements), and the basic
issue of a mutual lack of interest both in academia and in the gaming
industry. Considering that game localization is still a relatively recent
phenomenon, developed largely through trial and error, the establishment of such programs for providing well-trained localizers, and the
creation of partnerships between academia and industry could only
be welcomed.
Game Localization: Translating for the global digital entertainment
industry is a useful and significant book, both for academic scholars
who might not be familiar with the gaming industry and for localization practitioners who now can perceive their field within a larger theoretical context. Numerous charts, diagrams and full-color illustrations
enhance the presentation of the argument. My only point of criticism
is not directed at the authors, but at the publisher for its confusing
pricing policy. On the publisher’s website, the e-book costs as much as
the hardcover edition and
more than twice the price Frank Dietz has been
of the paperback ver- working in game
sion, whereas GooglePlay localization since 1994,
offers it (maybe tempo- when he translated the
rarily) even cheaper than classic game System
the paperback. M
Shock into German.
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Off the Map

Not all boundaries
are geographic

S

Several years ago, I was attending a conference in
the United Kingdom where the attendees represented a broad cross-section of global cultures.
The occasion was focused on geopolitics and
various issues around international law, and thus
you’d think that most of the individuals attending
would be sensitive to discussions around history,
politics and so forth. I was taking part in one particular conversation that just happened to involve
attendees from Germany, Italy and Japan.

We were having a cordial conversation when a fellow
attendee from the United States joined the group and a new
round of introductions ensued. Upon learning the background
of the other group members, this US attendee blurted out “Well,
this is really cool, I’ve never met the Axis Powers all in one place
before!” After uncomfortable laughter and feigned smiles, the
discussion was fortunately saved only by the grace of the next
round of talks starting. Maybe this is too blatant an example of
“Ugly American” syndrome, but sadly it still happens.
No doubt we’ve all experienced similar moments of discomfort in conversations between people of varying cultures.
Sometimes we’re exposed to such incidents early on in life by
family members, such as grandparents who come from a different context of what is historically and culturally acceptable.
Other times it might be through friends or colleagues, such as a
former coworker of mine who was probably the most extensively
traveled person I’ve ever known and yet seemed to have nothing
positive to say about any culture he’d ever visited.
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Whenever we encounter new cultures outside of our experience, whether it is through travel to the locale or people from
those cultures visiting us, we face a dilemma. There is an innate
desire to connect and communicate, to find the common
ground experience that may lay the foundation for a long-term
relationship of some variety. Certainly there are topics that are
common to all of our humanity — family, friends, work, recreation and so on. At various levels, we also collectively experience
issues with politics, economics, various forms of disparity, inclusion, exclusion and so on. What defines the boundaries of proper
topics? Who writes the rules of context for when a discussion
about, say, a government action against its citizens is acceptable
and disclosure of one’s annual income is not? And of course,
why does this matter to our practice of content localization and
culturalization?
Looking from a cartographic perspective, most boundaries on
a map are the end result of a long process of historical evolution
through hard-fought wars and long-negotiated peace. If boundary lines could speak, every segment that divides one country from
another would be able to describe volumes about their origin and
about the cultures that shaped them. The boundary lines between
cultural contexts are really no different, only more subtle and less
well-defined, as they are not demarcated on the social landscape by
some kind of boundary marker. Unfortunately, a magic formula for
discerning the context for what is appropriate just does not exist.
Kate Edwards is a geographer and the principal consultant
of Geogrify, a Seattle-based consultancy for culturalization
and content strategy. She is also the executive director of the
International Game Developers Association (IGDA).
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Usually cultural boundaries are discovered through trial and error, or more
positively, through proactive understanding based on the experiences of those
who have gone before us. For example,
much of the foundation of classic geography (stretching back to the likes of
Eratosthenes) was based on travel narratives in which the observer recorded the
local reactions and practices, and then
many who followed also recorded their
observations and thus created a body of
empirical evidence.
What’s critical to note about that
process is that contextual boundaries
between cultures are not static — they’ve
changed and will continue to change.
Fortunately, the accumulated body of
knowledge via observation over the
centuries points to some patterns we can
anticipate when it comes to sensitive
topics. The short list would be as follows:
1. History
2. Religion
3. Internal politics
4. External politics (geopolitics)
5. Ethnicity/nationality
6. Economic disparity
Let’s look at how these topics are handled in some specific cultures so we can
get a better sense of the similarities and
differences. It may be an easier example
to cite, but China is well-known for
being particularly sensitive about several
of these areas. Discussions around the
sovereignty of Tibet or Taiwan are strictly
off limits, as any questioning of the territorial integrity of China may be perceived
as subversive. The spiritual group Falun
Gong is also a very sensitive topic, as the
Chinese government perceives them as a
potential threat. History can likewise be
sensitive, such as China banning the first
two Hearts of Iron video games because
the games didn’t show Tibet and Taiwan
as Chinese territory. The irony is that the
games take place during World War II,
before the People’s Republic of China
even existed. In 2008, the automobile
company Citroën raised the ire of China
when it defaced the classic image of Mao
Tse Tung with a modified wry smile, as if
he’s smirking at their latest automobile.
In adjacent Russia, similar topics
can be problematic in a conversation.
Historical references to the Holocaust
can be quite sensitive, as well as making
references to the Czarist eras and former
monarchy. Ethnic minorities and regional
differences around ethnicity are potential

www.multilingual.com

12-13 Edwards #142.indd 13

flashpoint topics given Russia’s significant diversity and the continued tensions
in various locales (such as Chechnya).
Even a seemingly simple act like making
comparisons between Moscow and St.
Petersburg can be viewed as an attempt
to highlight a negative contrast.
India reflects these topical sensitivities in a variety of areas. The geopolitical
dimension is pretty blatant and obvious,
with the ongoing Kashmir dispute and
tensions with Pakistan and China. It’s no
surprise then that the Cadbury chocolate company was hit with significant
backlash after it leveraged the Kashmir
dispute in an ad campaign in India for a
new chocolate bar. Touching upon the
historical caste system and related issues
of economic disparity is also an area
best avoided; it’s not that people aren’t
very conscious of the reality, but it’s not
something considered tactful to address,
particularly from people external to the
culture.
And on the point of the temporal context in some topics, in France it can be
inflammatory to discuss religion, particularly in regard to the growing percentage of Muslims in the country and the
various tensions that have increased as
a result of the cultural mix. So sensitive
was the topic that the French parliament
passed a law in 2010 to ban the concealment of the face in public, including the

burqa, a full body garment worn by some
Muslim women.
Going back to the anecdote at the
beginning of this column, I should mention that people in the United States
seem to have a reputation for being
willing to discuss almost anything in an
open manner. While that’s not completely true, I think it’s fair to say that
most people from the United States
are eager to be friendly and gregarious, particularly with people from other
cultures. Oftentimes that honest curiosity is framed by bringing up topics that
may seem tactless, too forward or simply rude. Part of this is a simple issue of
a cultural value, but the other is a lack
of cultural knowledge to understand the
potential boundaries.
All of this relates back to the consideration of content in commercial products as being the true ambassador for a
company, much in the same way that a
curious citizen traveling abroad is a de
facto ambassador for his or her country
of origin. As such, we need to apply
more scrutiny to the topics we employ
to build bridges between cultures. While
we realize that we in fact have so much
in common as human beings, our cultural boundaries are significant enough
that we can’t ignore them — whether
it’s a simple conversation or the implementation of product content. M
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Macro/Micro 							

Keeping tabs
on your frenemies

E

Edward Snowden is one heck of a name. It
sounds a bit like something out of a spy novel, and
maybe it should be, since he’s the man who busted
the lid wide open on the National Security Administration (NSA)’s 2013 spy games. A contracted
programmer hiding in Russia at the time of this
writing, Snowden revealed that the US government was spying on, well, basically everyone.

Also known as PRISM, the NSA program recorded Google
searches, Skype conversations, e-mail — lots of fun stuff. Combine PRISM with other security measures, and that meant the
US federal government was monitoring pretty much everything
from your mother’s cell conversations about Christmas shopping to your cousin’s FarmVille pig trades on Facebook. As many
of you know, not only did the mundane American citizen fall
victim, in 2013 the American government also spied on world
leaders such as Brazilian president Dilma Rousseff and German
chancellor Angela Merkel. In response, Rousseff stuck her tongue
out and said she didn’t want to play at President Obama’s house
anymore, cancelling her October state visit. A slightly more
mature Merkel called the President and told him spying on
friends was “never acceptable, no matter in what situation.”
I’m not sure what kind of friends Merkel has, but I spy on
mine all the time. Completely joking — of course I don’t spy on
my friends. But I do keep a leery eye on my frenemies. That’s why
it came as zero surprise to me that the United States was spying
on other nations. That’s what national security is designed to do.
The United States does not hire spies to sit around the Pentagon
and fashion origami. It hires them to do whatever they need to
do to keep Americans safe.

Terena Bell is CEO of In Every Language. She serves on the GALA
board as well as the White House Business Roundtable.
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Granted, there is probably little danger to be had in Brazil for
Americans. The United States was the first foreign country to
recognize Brazil as an independent nation, and Brazil was the
only South American country to send troops to help the Allies in
World War II. Brazil is our buddy, as far as nations go — arguably
even more so than best US pal Britain, whose arses we had to
kick for independence back in 1776. The United States has never
gone to war with Brazil. In fact, after the attacks of 9/11, Brazil
was the first to pony up with the Rio Treaty, which said when
you go after my friend, you go after me.
But spying on Germany, unfortunately, should have been no
surprise. The United States still has troops there as the result of a
war with them that was the deadliest military conflict in recorded
history. The two nations are at peace now, thank God, but so long
as there are people still alive in one nation who remember having to kill people from the other, can two countries ever be true
friends? Or are they forever doomed to be frenemies?
For those of you unfamiliar with the term, UrbanDictionary.
com has seven different definitions of the word frenemy. None
of them are positive. Personally, I first heard of frenemies when
the term popped up as a program title in season three of Sex
and the City. In this episode, Miranda meets a guy at a wake and
asks how he knew the deceased. He says, “Roommates in college.
We were friends, but competitive. We were always fighting it
out for everything. He even died first, just to beat me to the
punch,” to which Miranda responds, “You were the classic frenemies.” In other words, they looked and acted like friends, but
really, down at the core, there was still something adversarial
going on. Friend + enemy.
The translation industry is replete with its own frenemies.
When I first opened In Every Language, I was naïve enough to
confuse frenemy with friend. Why can’t we all just get along,
there’s enough business for everyone — that whole song and
dance. And I truly believed it, too. Then a Kentucky-based
company dug old business cards out of my trash and provided
them to clients as proof that In Every Language was closing,
claiming we were moving accounts to them. An Ohio company
also pulled the “they’re closing” stunt, with a sales rep who
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actually argued with me — the CEO — at
a table full of clients that her company
had bought In Every Language and my
boss must have just not told me yet.
Not to limit frenemies to run of the mill
mergers and acquisition lies, a Washington-based company once counseled me
not to pursue certification as a womanowned business because it was a waste
of time. This same company won its
largest client through that certification
program.
I wish that the examples given here
had never happened. The part of me
that grew up in Sinking Fork, Kentucky, feels a little like Red Ridinghood
must have right after the wolf pulled
off Grandma’s cap to reveal his true
nature. Regular readers may remember
from prior columns that I grew up in
a community so trusting, it was not
uncommon to leave your keys in the car
ignition in case someone wanted to roll
your windows up for you when it rained.
But there’s a reason why the book of
Matthew warns the good to become
“shrewd as serpents and innocent as
doves” — because like Red Ridinghood,
we are truly “sheep in the midst of
wolves.”
The fact of the matter is, we’re competitors and some of us exercise that
competition on a grade school level. But
like the relationship between the United
States and its frenemies, there’s a time
when we must put competition aside
and partner together. Were Brazil, the
United States and other nations to have
not come together to form the Allies, a
madman would have run the world and
many, many more would have died. But
in addition to allying with other nations,
on some level countries must also remain
aware of their own interests and gather
knowledge on those they consider to
be friends — because unfortunately you
never know if a friend is really a frenemy
until it’s too late.
This is the paradox our industry faces.
As businesses, even the largest of us
is too small to fight any of the battles
that must be won alone. There are matters our industry must band together
on: standards, technological developments, advocacy in regard to client
education and how we are perceived
and supported by all our governments.
I wouldn’t be secretary of the Globalization and Localization Association
(GALA) if I didn’t believe in the power
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we have to work together to achieve
wonders. But I also wouldn’t be fully
adult if I operated in that role with the
idea that every translation company out
there cares about causes greater than
itself. The fact is, some only care about
themselves. This is what separates the
members from the nonmembers — not
just of GALA, but of similar organizations like the American Translators Association and others. Because while we
are individual competitors, we are also a
united industry and even a frenemy has
some element of friend.
The question is, are we the kind of
friends who can resolve the matter with
a phone call? I personally admire Angela
Merkel for calling Obama up and saying,
look, don’t do that. Unlike Brazil’s president, who passive-aggressively refused
to show up, Merkel was able to politely
and diplomatically say, listen, Barack,
you gotta do better, ‘cause this shiznit is
real. She stood up for herself and for her
country and in the end, I would argue

the relationship between the United
States and Germany is stronger for it.
So whatever your reason is for not
coming together for the good of all of
us, you need to get over it. Sure, we’re
competitors, but we’re also an industry.
Part of adult life is having and managing
frenemies. And when you stand alone, all
Pascal lone reed in the wind, you become
— as the philosopher put it — “the most
feeble thing in nature.” So do you want
to be feeble and alone, or would you
rather be stronger with us?
So yes, be shrewd. Don’t be gullible.
Don’t be shocked or surprised when you
find out your competitor is actually, well,
competing against you. But don’t deceive
yourself into thinking that being the wolf
is a viable alternative either. Don’t eat
people just because you can, and don’t
spy on them for no reason. Because while
the short-term may make being nasty
seem worth it, we all know how those
stories end — the huntsman kills the wolf
and Snowden blows the whistle. M
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Region Focus

The Western European
localization job market
Denise Spacinsky

T

Larsen, managing director of Larsen Globalization,
There is this pesky thing where I live
a language industry recruitment company based in
near Boston called a Nor’easter. It is
London.
a powerful storm that dumps massive
Larsen and I know each other well. We were business
amounts of snow on us every winter.
partners for close to seven years, both recruiting for the
company she founded in 2001. My US-based partner
Just yesterday we got hit with one that
and team kept focused on the US market, and Larsen
dropped more than two feet of heavy,
and her crew took care of the United Kingdom, Europe
wet snow all over us. Temperatures were
and the Middle East. We all recruited for Asia. For years
Larsen, Larsen
far below freezing and everything shut Inger
now
we have gone to each other for advice and like to
Globalization.
toss back and forth tidbits on what makes us different.
down. I persuaded my kind boyfriend to
The great thing about getting to know a job market through a
drop by — three times — to shovel the driveway.
recruiter is that she (or he) has a very good feeling for how jobs are

What do I do when I’m locked inside? I pad around my house
wearing wooly socks and drinking cup after cup of warm, frothy
coffee. I research house rentals in the south of France. Sometimes
I poke around Parisian apartment sites and daydream. I imagine
London. How about Ireland for a few months? Or Italy; yeah, Italy.
Americans, or a lot of us, anyway, have a dreamy fondness
for Europe. We think of great fashion and food, people hanging
out in cafés, having romances and talking all day about wine
and art. Americans do, of course, often travel to Europe. Some
of us go during college. Some go after college on a backpacking
adventure before getting our first job. We go to research family
history. And some, like those of us in the language industry, are
lucky to keep on going for work and for play. London and Paris
are very common destinations for us, though it's not uncommon
that other Americans I know who have been all over Europe at
one point or another know it quite well also. Name a European
place and I can rattle off several of my non-localization American
friends who have been there, have family there and can mutter a
phrase or two in the local language.
Personally, I’d guess I have been to Europe a dozen or so times.
I lived there as a college student when I attended the Sorbonne
in Paris for a year, and from there I took a Eurorail pass trip — 12
cities in 15 days. Since then I’ve been back for business meetings,
vacations, conferences, weddings and getaways, and I am always
happy to jet off in that direction. Though I feel very familiar with
Europe, I remain, nonetheless, only a visitor from abroad.
Ask me about the US localization job market and I could rattle
on for days, but for intel on Western Europe, I called on Inger
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flowing at any given moment. They know trends in hiring, they
know who is hiring and what the most popular positions are. They
know what the salary ranges are and they can advise applicants on
the best way to land a good job in a particular place. In preparation for a forthcoming European adventure (exactly when is still
to be determined) and to contribute to this piece, I asked Larsen a
series of questions about the Western European job market in the
localization industry.
Spacinsky: First, Inger, thanks for agreeing to collaborate on
this article. Can you give a little background on your experience in
the industry for people who may not know you?
Larsen: I have been in the language industry all my working
life. I graduated as a translator in Norway in 1984, then worked
with IBM for a few years until I got into localization project
management. After that I worked as a part-time lecturer at Surrey University in the UK, then a localization program manager
for Microsoft in Dublin. I went on to take a role in global account
management for Xerox, and for the past 13 years have been in
recruitment for the industry.
Spacinsky: Just to be clear, what are the countries that we are
referring to when we say “Western Europe”? I would be inclined

Denise Spacinsky is principal at Localization Career
Advisors with over 15 years of experience in the
language industry. She mentors professionals and
executives in career planning and transition.
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to include the United Kingdom, Ireland,
Spain, Portugal, France, Italy, Switzerland,
Austria Germany, Denmark, the Netherlands, Belgium and Luxemburg. Am I correct about that?
Larsen: Well, now that we don’t have
Eastern Europe any more, over here we
don’t talk so much about Western Europe
as a region. At least we don’t refer to it that
way. Former Eastern Europe has become
“Central Europe” and is part of the European Union (EU) alongside former Western
Europe, Southern Europe and the Nordic
countries. The only main European countries that are not in the EU now are Norway
and Switzerland. Generally Europe refers
to the EU overall.
Spacinsky: Well, that clarifies things.
I think in the United States we still make
a general distinction between “Western”
Europe as being most of the countries
that were not formerly considered Eastern
Europe, and can think of Scandinavia and
other areas differently. So now we know
better. Can you tell us what major cities/
countries in the EU have an abundance of
localization opportunities at the moment?
Where do you find that companies are
doing the most hiring?
Larsen: If you look at localization history, it has changed a fair bit. Dublin used
to be the major localization center of Western Europe about four or five years ago.
That economy has since taken a downturn,
and many of the companies that enjoyed
tax benefits from the Irish government
have lessened their presence in the country. There are still companies there, but
hiring is not as it once was. Now we find
that localization is most prominent in the
European countries that have the strongest
economies, namely the United Kingdom
and Germany. They are jointly number one
in that area.
In the United Kingdom, there are major
localization centers in the Midlands (which
is around Manchester, Leeds and Sheffield)
and also, in particular, London. London is
extremely attractive to our professionals.
It helps that everybody speaks English
here in the United Kingdom as well. In
Germany, the two major hubs are Munich,
which is traditional, and now, increasingly,
Berlin. German companies find it more
difficult to attract international candidates,
as business-level German language skills
are required in addition to English. It is
not acceptable to do business with German
companies in anything but German, and
the companies are very firm on that.
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In third place, there is Spain, with
Barcelona being a major center for localization. Spain has more universities with
translation departments than any other EU
country. If anything, Spain has an overabundance of translation professionals, but
the upside to that is there is plenty of talent
to choose from if a company chooses to hire
in that region. Also, I notice another trend
where there are extremely well-educated
and specialized language professionals in
countries where the costs are substantially
lower than in other parts of Europe. These
areas are Poland, Romania and the former
Russian or Baltic states. We also see quite a
lot of outsourced software development in
these regions for the same reason.
Spacinsky: Do you find that there are
more client or vendor positions in the EU?
Or equal amounts?
Larsen: Not at all equal! Client companies typically have small internal departments and outsource as much as they can
to their vendors. I'd say that maybe 10% of
the jobs I see are on the client side. Traditionally, especially compared to the United
States, Europe does not have as many
startup companies that go global and
need broad localization services, and we
don’t have comparatively as many global
headquarters offices here either. Most that
we have here are vendor companies, in
particular multilanguage vendors that do
the most hiring in the industry.

From a candidate perspective, we come
across many great, senior candidates who
would be very well placed for localization
management positions on the client side
and would like those kinds of opportunities. Unfortunately, those roles are very
often filled by internal candidates who
have been waiting for a good while. External candidates don’t always have as much
chance of being considered or selected for
the client roles. Vendor roles, however, are
more abundant.
Spacinsky: Are there any general trends
in localization hiring at the moment? Are
there particular industries (such as gaming,
tech or finance) that are looking for talent
from our industry?
Larsen: The two industries that spring
to mind immediately are medical and
pharmaceutical. These are very complex
and demanding industries that have a
need for specialized language talent. These
industries are highly regulated where quality requirements are a matter of life and
death, literally speaking, so the companies
take it seriously. We are seeing positions
with that specialization a lot lately.
Gaming, meaning online and electronic
video game development, has been quiet
for many years in my experience as a
recruiter, though it was vibrant and active
for quite a while. That doesn't necessarily
mean there is less demand for localization
talent, but the companies may be filling
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their needs in other ways. It is possible that
they are less focused on the requirement
for a translation degree and emphasizing
other skills and experience instead. The
newer industries that are posting more
and more language positions are related
to e-commerce, renewable energies and
e-learning specializations.
Spacinsky: What are the most common
localization positions you see open in the
EU region?
Larsen: The most popular positions we
recruit for are, and always have been, sales
people for vendor companies who will be
tasked to generate new business. We call
them hunters. And project manager positions on all levels are always in demand.
In-house translator positions are surprisingly popular as well, as is the need for
strong vendor managers. I am still waiting — and hoping! — that we will soon
see more positions linked with machine
translation technologies, but that hasn’t
come around yet.
Spacinsky: How do salaries differ
across countries? Do some places pay
more than others? Are there any particularities in salary negotiation that vary
from place to place? What about general
offer packages?
Larsen: I would say that in general,
salaries in the localization industry are
10% below general market averages.
Across our industry, the salaries are linked
with the cost of living and taxation in
the various geographical locations, but
are still generally lower than other jobs.
The higher cost of living areas are London, Munich, Scandinavian capitals and
Hamburg. The lower cost of living areas
are Berlin, Barcelona, Central Europe and
UK Midlands, where we see our positions
and the salaries adjust accordingly.
Salary negotiations? Well, if you are in
sales, you are always expected to negotiate a bit, at least for form's sake! Packages do differ a fair bit from country to
country. Within the EU it is fairly equal,
though there are some particularities. A
car or car allowance is more common in
Germany than other countries, but only
really for sales people. In the United Kingdom, travel costs contribution is becoming more common. In the Netherlands,
lunch vouchers are common — and not to
be sniffed at!
Compared with the United States, I
do think that most EU countries provide
excellent national medical and dental
care, so you don’t see health and dental
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benefits included as part of an offer
package. Pension contributions — meaning company contributions to the state
or country run pension system — is very
common and very desirable. We will often
see personal performance bonuses as well,
and company performance share bonuses
that come into play in offer packages,
but I understand you have that too in the
United States.
Spacinsky: Yes, bonuses as part of compensation are common in our offer packages
as well. I am wondering, how challenging is
it for people from one country to move to,
live in and work in another country in this
industry? How common is it?
Larsen: Within the EU it is very easy to
move from country to country and localization professionals do that very happily.
In the United Kingdom and Spain, I would
say that about 75% of the candidates
hired through us are nonlocal citizens.
For Germany, probably the reverse is true,
with 25% non-German because fewer
candidates have both English and German
business language skills. What makes our

industry so great and rewarding to work
in is the wonderful international atmosphere. Did you know that it happens quite
often that I get a call or an e-mail from
candidates who have left the industry and
say "Please find me a job in localization
again! I can't stand it here — everyone is
so mono-everything!" International and
multilingual candidates are what our clients are looking for. Candidates are happy
to relocate and the hiring companies are
very happy to welcome them.
Spacinsky: What advice would you
offer to someone interested in finding a
job in the EU in localization?
Larsen: It pains me to say this, but the
harsh reality is that a valid work permit
is a vital requirement. There are some
schemes in place for skilled workers from
outside of the EU, and also for students to
be able to work for a limited period after
their studies are finished. These vary from
country to country. It is, generally speaking, extremely difficult to obtain a work
permit unless you have unique non-EU
language skills where there are no other

qualified or interested candidates within
the EU. Being a people and talent collector,
I wish it weren't so, and that all great talent
could migrate freely.
Practices do vary a bit within the EU
and I am not an expert on all the local
variations. I do know that there are corporate secondment schemes that make
it easier for employees to work in other
geographical locations, so that might
be an avenue worth pursuing for some.
Regardless of how someone might manage to arrange it, I can only emphasize
that working and living internationally
will teach you both soft and hard skills
that you cannot obtain in any other way
and that will stand you in good stead no
matter what you choose to do later in life.
Myself, coming from a small town by a
small fjord in Norway originally, I recommend that if you want to grow both professionally and personally, get out there
and live and work abroad — it’s worth it!
Spacinsky: I second that! Thanks so
much.
Larsen: With pleasure. M
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Western Europe’s new
translation community
Karen Netto & Nelia Fahloun

T

The translation industry in Western Europe is
reinventing itself, with a much greater community
feel among professional translators and interpreters in 2014 than ever before.

Agreement with Capita Translation and Interpreting (formerly
Applied Language Solutions). Unable to earn a livable wage in
their chosen field, many professionals have had to diversify or
leave the industry.
The Chartered Institute of Linguists said: “The majority of
professionally qualified and experienced justice sector interHowever, the West European translation market is far from
preters will not work for Capita on principle and it appears
being a homogeneous one (Figure 1). Differences in competitivethat those that are working for them are feeling mistreated.
ness, export strategies, culture and approaches to official and
Meanwhile the number of complaints is rising and our counminority languages make for very different translation markets.
try's reputation for delivering justice and the right to a fair trial
Personal experience says that there is new vigor within
is in jeopardy."
the industry. Reliable European market research is not availThe European Commission adopted a directive in 2010 estabable to confirm this, however. The industry does not have its
lishing the right to interpretation and translation in criminal
own precise market sector. As a result, its growth, activities
proceedings. It has recently become binding in national laws. It
and importance to the economy are obscured with extraneous
guarantees all citizens involved in criminal proceedings in the
data or arbitrary divisions between sectors. Different countries
EU the right to have justice delivered in their own language.
record data in different ways, making comparisons or comThe EU’s Justice Commissioner has been reported in the Irish
bined figures difficult. Without reliable data, the sector cannot
Times as saying that the Commission would “not shy away from
compete successfully with other sectors for investment; draw
naming and shaming” states that did not implement the new
up convincing individual business plans for start-up loans; or
directive.
campaign effectively for national government and European
Fighting under the umbrella of the Professional Interpreters
Union (EU) attention.
for Justice has brought the previously disparate UK language
bodies closer together. The two main language institutes in the
United Kingdom
UK are the Chartered Institute of Linguists (CIoL), with over
The United Kingdom’s translation community faced consid6,000 members, and the Institute of Translation and Interpreterable challenges in 2013. Professional court interpreters held
ing (ITI), with over 3,000 members. The CIoL includes language
fast in their opposition to the Ministry of Justice’s Framework
professionals from the fields of business and education, as well
as from translation and
interpreting. The ITI is
Karen Netto (left), of Anglicity Ltd is a French to English technical translator and
primarily for translation
former international marketing manager. She specializes in finance and innovation.
and interpreting profesNelia Fahloun (right), is an English/Spanish to French freelance translator
sionals, although it has
specializing in legal and editorial translation. She is a member of SFT, ITI and AITC.
some corporate memThanks to Jorge Díaz-Cintas, Chris Cox, Eric Le Carre and Valeria Aliperta
bers too. Many translafor their contributions to this article.
tors and interpreters are

20

| MultiLingual March 2014

20-25 Netto #142.indd 20

editor@multilingual.com

2/17/14 2:49 PM

Region Focus
members of more than one professional
association. Both the CIoL and ITI include
members based in countries outside the
United Kingdom.
There is a widespread assumption
in the United Kingdom that “everyone
can speak English.” Research has shown
that the UK shortage of foreign language skills costs the economy around
£48 billion per year, or 3.5% of gross
domestic product (GDP). Britain is now
addressing the problem by such measures as introducing languages at age
seven in schools, although there may be
an issue with finding skilled teachers, as
the Netherlands has discovered. Demand
is not just for professional linguists
speaking Western European languages.
There is a demand for professionally
trained interpreters in a wide range of
the world’s languages. Figures in the
2011 UK census showed that London’s
cosmopolitan population spoke over 80
different languages.
Within the United Kingdom as well
as in Europe in general, the journey
to becoming a professional translator
remains difficult. Mentoring schemes
are on the increase, although more are
needed. Modern restrictive employment
contracts and social media policies do
not make it easy for second career translators to make a gradual transition while
maintaining an adequate income. It
generally takes three years for a business
to become well established, and some
exit the industry as a result after their
training. Greater recognition of professional qualifications between countries
would help, such as a European Commission (EC)-backed central database of
professional European translators and
interpreters.

Ireland

Ireland is recognized as a global
leader in localization, partially because
commercial, legal and technical language courses have been under threat
of closure or have closed in the United
Kingdom. The Irish universities of Dublin and Limerick are encouraging the
development of high caliber graduates
with the blend of language, business and
technology skills required by its growing
localization industry. As a result, many
of the world’s largest software and web
companies are attracted to Ireland. This
brought an estimated €680 million to
the Irish economy in 2012.
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Minority or regional
languages

Country

EU member
since

Official languages

Austria

1995

German

Belgium

1952

Dutch, French,
German

France

1952

French

Germany

1952

German

Ireland

1973

English

Irish Gaelic

Italy

1952

Italian

Sardinian

Luxembourg

1952

French, German

Luxembourgish

Netherlands

1952

Dutch

Portugal

1986

Portuguese

Spain

1986

Spanish

Basque, Catalan,
Galician

Switzerland

N/A

German, French,
Italian

Romansh

United Kingdom

1973

English

Welsh, Cornish, Manx,
Scottish Gaelic

Breton, Basque, Catalan

Figure 1: Overview of Western Europe’s official, minority and regional languages.

Multinationals often use Ireland as
a base to serve customers in the rest
of Europe. Its corporate tax laws came
under criticism on both sides of the
Atlantic in 2013. Ireland has argued that
if it changed its approach to taxation,
other low-tax European countries such
as Luxembourg and Slovakia would simply take its place.
The Irish are taking advantage of
Horizon 2020 to boost innovation. Horizon 2020 is the biggest EU research and
innovation program ever with nearly
€80 billion of funding available over
seven years (2014 to 2020). The flagship
Digital Agenda for Europe will improve
internet access and speeds in rural areas.
It is estimated that a 10% increase in
broadband penetration increases GDP
by 1-1.5%.

France

The French translation market has
been adversely affected by the economic
crisis. It has had the same consequences
on translation budgets as other coun-

tries. New translation degrees have been
developed alongside more established
courses in France. As a result, more language students are entering the translation community.
The creation of a new, simplified
legal status to start a small business (the
“auto-entrepreneur” scheme) has helped
professionals launch their businesses
with lower tax rates, provided their
revenue is below €32,600 annually. The
primary aim has been to simplify otherwise complex procedures and reduce
moonlighting. The scheme has not been
well received in all professional circles.
Some have voiced anger that lower tax
rates result in unfair competition.
As in many other countries in the
world, translation in France is not a
regulated profession, meaning translators can establish themselves regardless
of experience, qualifications or credentials. The French national statistics
office figures for 2010 show that there
were just over 11,000 registered translation businesses in France. This figure
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includes both translation companies and
freelance professionals.
France has three major translation associations. Société française des traducteurs
has about 1,500 individual members, the
Association des traducteurs littéraires de
France has about 850 literary translators,
and the Association des traducteurs et
adaptateurs de l’audiovisuel has about 220
audiovisual translators.
French translation associations do
not offer a certification program. They
require members to show proof that they
are legally established. The process for
becoming a sworn translator or interpreter is mostly an administrative one,
with local court variations in the application process. The process is not based
on translation skills. The legal situation
is not regarded as being as critical as in
the UK; however, French sworn translators and interpreters have voiced their
concerns that a non-professional could
be called upon to provide support in
cases under the new EU directive.
France has long been protective
of both its language and its culture,
partially because of the Académie
Française, the appointed guardian of
the French language. Some of its suggestions are derided, especially in the
ever-changing IT or media sectors.
For example, in 2013, the Académie

suggested the use of mot-dièse for the
English hashtag. Most people did not
understand that this usage would only
be limited to official French documents.
The recommendation was not intended
for the general public.
Additionally, a French law (Loi Toubon) requires that all foreign language
text in TV or printed advertisements
must be rendered in French. In November 2013, 43 advertisers were called to
account under this law.
In 2013, French President François
Hollande gained the right to a “French
cultural exception” within the EU.
Trade ministers agreed to his request
that the French audiovisual sector be
excluded for its protection from a free
trade agreement with the United States.
This sector has been severely hit during
the economic crisis. Falling movie revenues, endless replays of old programs
on newly-created digital TV channels,
and the widespread use of illegal film
and TV streaming has placed severe
constraints on the whole industry, and
on audiovisual translators in particular.
A new generation of amateur translators
known as “fansubbers” has emerged,
producing speedy and sloppy translations of programs that have yet to be
released or have just been shown on
American TV.

Germany and beyond

Germany has four translation and
interpreting associations: the Bundesverband der Dolmetscher und Übersetzer
(BDÜ), VÜD, ADÜ Nord and ATICOM.
The BDÜ is the best known outside Germany. In Germany, translation rates are
calculated differently. They are based on
target lines of 55 keystrokes including
spaces.
At the European Union of Associations of Translation Companies conference in Brussels in 2013, Ralf Lemster
of Germany’s BDÜ gave an interesting
presentation on how specialists are able
to compete and command higher prices
than non-specialists.
The Fédération Internationale des
Traducteurs/International (FIT) is the
voice of the international translation
community. It brings together over 100
professional associations worldwide,
representing 80,000 translators in 55
countries. Its twentieth World Congress
will take place in Berlin, Germany,
between August 4 and August 6, 2014,
and Germany’s BDÜ will be acting
as host. Androulla Vassiliou, the EU
Commissioner for Education, Culture,
Multilingualism and Youth will be the
conference’s patron. A full list of European translation and interpreting associations not already mentioned in this
article can be found on FIT’s website at
www.fit-ift.org/?p=370.

Role of the European Union
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Europe as a political entity is much
broader than the Western European
countries that are our focus. The EU now
has 28 member countries and represents
just over 505 million inhabitants with 24
official languages.
All language versions of an EU law
carry the same legal weight. In this way,
the EU aims to ensure that there is no
discrimination between European citizens on the basis of language. It does not
matter whether their language is widely
spoken. They have the right to documentation and a reply in their own language.
The EC translated a total of 1,760,615
pages in 2012. The majority was translated into English (14.92%), followed by
French (8.25%) and German (6.45%).
In the same year, 2,273 were employed
in translation and interpretation by the
EC on a permanent or temporary basis.
The annual cost of translation and
interpretation is about 1% of the EU
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budget, or a little over €2 for every
citizen.
Most of the daily work of the various
EU bodies (Parliament, the EC, courts and
so on) is in the main working languages
of English, German and French. There
have been complaints about poor quality English, French and German within
European institutions. Indeed, it is stated
that “Eurospeak” has become a language
that is only understood by insiders. In
a multilingual environment, speakers
borrow from each others’ languages and
the clarity of their native tongue can be
lost. As a result, the EC has produced an
English guide on “How to write clearly”
to deal with the problem.
Inside the EC, the Directorate-General
for Translation (DG Translation) has several translation-related initiatives. These
include terminology (the IATE portal
and the activities of the TermCoord
unit); translation masters degrees (EMT,
a quality label for university translation
programs); and machine translation with
the MT@EC program.
According to an EC study, up to 11%
of small to medium enterprises (nearly
a million firms) have lost contracts with
potential clients in other EU countries
because of language barriers. Recognizing the shortage of language skills,
the EC is proposing that by 2020, at
least 50% of all 15-year-olds in Europe
should speak one foreign language as an
“independent user” and 75% of all pupils
should learn two foreign languages at
lower secondary level.
Launched in January 2014, Erasmus+
is the new EU program aimed at boosting
skills and employability between 20142020. Erasmus+ will provide opportunities for over four million Europeans to
study, train, gain work experience and
volunteer abroad. This has been built
upon the original and very popular
Erasmus program and other EC schemes.
The updated scheme has been given a
40% increase in budget. For language
students, this program is an invaluable
opportunity to practice their foreign
language skills and become immersed in
another country’s culture.
Eighteen of the 28 EU countries use
the euro as their currency. The euro
has been welcomed by many European
translators and agencies as it reduces
the need for currency exchange. Concerns about late payment or even nonpayment of invoices remain a factor
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Minority/Regional Language

Spoken in

Number of estimated fluent
speakers

Basque

Basque region of
Northern Spain and
Southwest of France

660,000

Breton

Britanny, France

240,000

Catalan

Catalonia, Valencia,
Balearics, Spain, Andorra,
Southern France, part of
Sardinia

Around 12 million

Cornish

Cornwall, UK

300

Irish Gaelic

Ireland + some speakers
in US, Canada, Australia

353,000

Scottish Gaelic

Scotland + some in
Canada, US, New Zealand
and Australia

60,000

Galician (sometimes
considered only a dialect of
Portuguese)

Northwest corner of
Spain

3 million?

Luxembourgish

Luxembourg

400,000

Manx

Isle of Man, UK

Extinct 1974: revival by a few
hundred?

Romansh

Switzerland

50-70,000?

Sardinian

Sardinia, Italy

1.2 million

Welsh

Wales (some around
world)

659,000

Figure 2: Minority languages and their speakers. Source: Omniglot 2014
(reported figures may vary from other sources).
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in translators’ reluctance to work with
direct and agency clients in other countries. Professional indemnity insurance
for European translators to work with
US and Canadian translation agencies is
higher, while rates may be lower.
Many experienced professionals are
concerned that the many translation
portals take advantage of new, inexperienced or unqualified translators and
drive down rates. There have also been
concerns about résumé scamming.

The European Charter
on minority languages

All mentioned brands, trademarks, and registered trademarks are property of their legitimate owners and are used for description only.

The European Union’s Charter of
Fundamental Rights states that the
Union “shall respect cultural, religious
and linguistic diversity.” The Council of
Europe is made up of 47 European countries, including all 28 EU member states.
Although a separate entity from the EU
and EC, it works closely with them and
handles most of the work on minority/
regional languages.

language gains official status, it creates
an internal and niche market for translators and interpreters working with it.
Some question expenditure on minority languages in tough economic times.
Catalan and Basque are established well
enough to have their own professional
associations — the Associació Professional
de Traductors i Intèprets de Catalunya
and the Euskal Itzultzaile, Zuzentzaile eta
Interpreteen Elkartea, respectively.
The Welsh language is an official
language in Wales. The official status
means that legally Welsh should not be
treated less favorably than English in
Wales. There is an association for Welsh
translators and interpreters, Cymdeithas
Cyfieithwyr Cymru or Association for
Welsh Translators and Interpreters.
The 2011 census revealed that despite
best efforts to promote Welsh, the number of Welsh speakers had fallen in the
previous ten years. According to the
census figures, 562,016 claimed that
they were able to speak Welsh, while
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It was the Council of Europe that
initiated the European Charter on Minority Languages. This international treaty
was adopted in 1992. It has so far been
ratified by 25 countries, including 17
EU members. It has not been ratified by
France, Belgium, Ireland, Greece or Italy.
The 24 official languages of the EU do
not provide a comprehensive picture of
the number of West European languages.
Different sources give very wide variations in the number of fluent speakers
and those with some familiarity with a
minority language (Figure 2).
Irish Gaelic is an official language
of Ireland and of the EU. Yet fewer than
100,000 people speak it on a daily basis.
By contrast, Catalan is the official language of the autonomous Spanish region
of Catalonia. It can boast at least 7.2 million native speakers.
Thus, the treatment of minority and
regional languages appears inconsistent.
Some are in active use. Others are threatened by extinction. When a “minority”
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2,393,825 of Welsh residents were not
able to speak Welsh.
Non-indigenous languages are not
generally given formal status or recognition in EU countries. Instead, immigrant
communities may receive EU funding to
help them integrate into their new countries of residence through its social and
regional development programs.

Translation and interpreting
standards in Europe

A sign of the maturing industry is
the introduction of standards. The current European standard EN15038 has
an increasing uptake among translation
companies and has greater visibility
among freelancers. New ISO standards
will provide the translation and interpreting professionals with the long-awaited
opportunity to differentiate their services
worldwide. They will be able to demonstrate their added value in the standards
language that clients understand and
value from other industries.
The ISO Community Interpreting
Standard is expected to go live toward
the end of 2014 or early 2015. While
this standard is viewed as most acutely
required in the US and Canada, it will
also be much welcomed in Europe. It
will enable differentiation between
professional community interpreters
and those who are merely bilingual.
The standard underlines the wider
knowledge and experience necessary
to provide a professional service. Its
introduction should help raise the profile
of the whole industry worldwide.
Built upon EN15038, the ISO Translation Services Standard should also be
published toward the end of 2014 or
early 2015. A more general interpreting
standard is anticipated to be some two
years away from publication.
Many of the translation agencies that
originally favored IS0 9001 over the
EN15038 are now recognizing the merit
of the industry-specific European standard in the interim. A revised ISO 9001
is due in 2015 and will involve a major
shift in emphasis. It will concentrate on
the process approach and managing risk,
as well as its fundamental objective of
customer satisfaction and improvement.
The United Kingdom’s ISO TC37 Committee has been keen to address the concerns of freelancers regarding EN15038.
A presentation and training materials
have been worked out to encourage
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small companies and freelancers to
follow the future ISO standard once
published. These materials have already
been subjected to preliminary trials and
feedback.
There is a strong market demand for a
transcription standard. Professional transcription services appear to be under the
greatest threat from low-cost amateurs.
The request for a transcription standard
originated from the International Criminal Court in The Hague.
Also underway is a standard for the
post-editing of machine translation.
Many in the industry would like to see
the same strict standards applied to postediting as apply in the translation standards. It will only apply to the human
element of post-editing. Machine translation technology is felt to be advancing
at too fast a pace for standards development at this stage.
Among freelance translators, there is
a pervasive view that to cooperate with
machine translation is “suicide.” Similar
reluctance occurred with translation
memory systems on their introduction. Many translators remain unhappy
with the way translation memory fuzzy
matches were used to impose discounts
on them. Today, translators feel that
post-editing of machine translation is
being used to impose discounted rates
on them again, without full understand-

ing of the creative and cultural aspects
of their role.

The future

It is apparent that today’s translation
community does not operate on a purely
local or national basis. Communication
and collaboration take place across
European borders as never before. This
new dynamism and spirit of cooperation
is particularly marked among the new
generation of professionally trained,
technically competent and commercially
aware translators and interpreters.
The EU is a great supporter of multilingualism, and this could be taken
even further. Perhaps in these difficult
economic times, with worryingly high
youth unemployment in particular, there
should be an adjustment in the cultural
language emphasis of the Council of
Europe. Language skills are a great
facilitator to trade and international
understanding, and greater recognition
of professional qualifications between
countries would assist new translators
to become established. An EC-backed
central database of European translators
and interpreters would assist the recognition of trained professionals. A strong
translation community with recognized
status and standards would be uniquely
positioned to help Europe and the world
emerge from financial austerity. M
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Languages and language
services in Europe
Kathleen Stein-Smith

W

With a GDP of over €12.89 trillion, the European Union is the largest economy in the world,
and it now has 24 official languages. Europe is
also the largest consumer of language services,
accounting for 43% of the global total, or approximately $11 billion, in 2013.

In Europe, students begin the study of one or more foreign
languages as early as the age of three. In addition, the study
of a foreign language is required of all students in virtually all
countries, with the exception of Scotland (UK) and Ireland. The
emphasis placed on foreign language education across Europe
stems from the core European Union (EU) value of multilingualism. This core value is visible in the language education policy
of plurilingualism, or “mother tongue plus two." Plurilingualism is an interesting concept, in that it implies the ability to use
a foreign language rather than fluency or bilingualism.
Since multilingualism is a core value of the EU, a language
policy has been developed and funding has been made available to promote foreign language education through programs
and events such as the Erasmus program, which has offered the
opportunity to study abroad within the EU since it began in
1987; the European Year of Languages (2001); and the European Day of Languages, held every year on September 26. In
the first 20 years of the Erasmus program, over two million
students participated.
In a Eurobarometer survey report on Europeans and their languages, 56% of the respondents confirmed that they were able

Kathleen Stein-Smith is an associate university
librarian and the director of public services at
Frank Giovatto Library, and is also adjunct faculty at
Fairleigh Dickinson University in New Jersey.
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to speak at least one foreign language, and 28% spoke at least
two foreign languages. The most popular languages were English, French and German. However, despite a quarter century of
European multilingualism, plurilingualism and widespread study
abroad through the Erasmus program, almost half of Europeans
do not claim proficiency in a second language. The highest rates
of multilingualism were reported in Luxembourg, Slovakia and
Latvia, with 99%, 97% and 95% of the respondents in these countries reporting the ability to speak at least one other language.
According to the same report, Europeans overwhelmingly
believe that foreign language skills are important for themselves (88%) and for their children (98%). They generally (77%)
support European multilingualism, the language policy of the
EU, and its educational objective of plurilingualism (72%).
The cost of European multilingualism stands at half a billion euros each year. The EU has 24 official/working/treaty
languages, three procedural languages — English, French and
German — and five semi-official languages: Basque, Catalan,
Galician, Scottish Gaelic and Welsh. The expense for all EU
translation and interpreting costs each EU citizen just over two
euros per year, with the cost of multilingualism adding up to
less than 1% of the annual EU budget.
Opportunities for language careers in the EU have increased
exponentially, with demand for translators, interpreters, lawyer
linguists and so on. Two independent entities, the DirectorateGeneral for Translation (DGT) and the Directorate-General for
Interpretation (DGI) are responsible for recruitment, employment and the provision of language services. At present, 4,300
translators and 1,000 interpreters are employed by the EU, with
the European Commission the major employer. Requirements
for employment generally include EU citizenship, a languagerelated college degree, and, for interpreters, a master’s degree in
conference interpreting. DGI is the largest interpreting service
in the world. DGT employs approximately 2,500 translators and
support staff, located primarily in Brussels and Luxembourg.
Opportunities exist for contractors as well, who may be either
contract staff or freelance translators.
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Foreign language education
in Europe

Language education in multilingual
Europe is grounded in The Common
European Framework of Reference for
Languages: Learning, Teaching, Assessment (CEFR). “Key Data on Teaching
Languages at School in Europe 2012,"
published by the Education, Audiovisual
and Culture Executive Agency, provides
a wealth of data on language education
practices and outcomes throughout the
EU. English continues to be the language
preferred by students across Europe,
and the high motivation tends to result
in more successful learning outcomes.
Challenges include recruitment of qualified teachers and levels of funding in
specific member states.
According to the 2012 First European
Survey on Language Competences, English, French, German, Italian and Spanish
are the most widely taught languages
in the EU. The survey also found that
improvement is still needed and that
skills vary across countries. Only 42% of
students were found to be competent in
their first foreign language, and just 25%
in their second.
At the college and university level, the
Erasmus program promotes and facilitates
study abroad and the resulting enhanced
language and intercultural skills within
the EU. The Erasmus program has been
in existence since 1987 and over three
million students have participated. The
program currently serves approximately
230,000 students per year. The term
“Erasmus generation” has been coined to
describe the generation of transnational
professionals able to follow career and
professional options seamlessly throughout Europe. Employers can get involved
by offering internships and placements to
students in the Erasmus program.
Another parallel trend is the increasing use of English as the language of
instruction in European colleges and
universities. According to The Chronicle
of Higher Education, as part of the internationalization of higher education,
well over 2,000 programs in Europe use
English as the language of instruction.
Along with the limitations of language
skills, cultural differences in teaching
and learning were discussed. According to the recently released EF English
Proficiency Index 2012, Sweden, Norway and the Netherlands were the top
three countries in English language
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proficiency. By contrast, the largest
economies within the EU are Germany,
the United Kingdom and France, with
Germany ranking #14 in English proficiency and France ranking #35.
However, in contrast to the popularity
and achievement levels in English across
Europe, a challenge for foreign language
education in the EU remains the reluctance of English speakers in the United
Kingdom and in Ireland to learn foreign
languages, as they continue to lag behind
the rest of the EU in foreign language
skills, ranking lowest on all measures. In
the United Kingdom, the British Council
has just released a report, “Languages
for the Future: Which Languages the UK
Needs Most and Why," and The Guardian has just concluded a series of articles,
“The Case for Language Learning," supported by the British Academy for the
Humanities and Social Sciences.
In Ireland, already the worst in Europe
in terms of foreign languages, the most
recent government-sponsored program,
The Modern Languages in Primary School
Initiative, was suspended in 2012, and
recently replaced by a grassroots One
Voice for Languages movement.
According to CNN, four EU economies
rank among the top ten global economies
in 2013: Germany, France, the United
Kingdom and Italy. The same four EU
economies rank among the top ten of the

World Bank's top 40 economies by GDP.
It is not surprising, therefore, that the
EU accounts for over 40% of the global
language services industry, surpassing
the United States since 2008, with 43%
of the global total since 2008, according
to the 2009 Ranking of Top 30 Language
Services Companies from Common Sense
Advisory. The global language services
market was estimated at $22.5 billion
in 2012, and a continued growth rate of
over 10% was predicted over the subsequent five years. The top translation and
language services companies are global
in scope, with US-based companies still
holding strong (see sidebar).

Americans and Europe

According to the 2000 US Census, the
two largest groups by ancestry in the
United States are German and Irish. From
its earliest days, the transatlantic relationship has been fundamental to Americans,
and to US history and development. The
Declaration of Independence was greatly
based on the ideas of Enlightenment philosophers in Europe. Thomas Jefferson,
John Adams and Benjamin Franklin were
among the founding fathers who traveled
to France — and spoke French, to varying degrees — to enlist French support for
the American Revolution, and Marquis de
Lafayette became one of the heroes of the
American War of Independence.
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Throughout the nineteenth century,
Americans turned to Europe for culture
and inspiration. Even in recent times,
Peter Mayle's stories of life in Provence,
both fiction and nonfiction, have been
best-sellers, for example. Mayle has even
been awarded the Légion d'honneur for
his work in bridging cultures. Today,
David Sedaris makes his home in Paris,
George Clooney lives in the Italian Lake
District, and Angelina Jolie and Brad Pitt
spend much of their time in Provence.
Downton Abbey, countless British movies and music stars, and the British royal
family continue to fascinate Americans.
In 2013, France was the destination for
almost 82 million tourists, making it
the most popular tourist destination in
the world.
Europe is by far America's largest
trading partner, with EU-US commerce
coming in at $6.5 trillion per year
and employing 15 million Europeans
and Americans. Together, the EU and
United States account for nearly half
the global economy — $16 trillion in
GDP. Companies headquartered in the
EU have already invested $1.6 trillion in the United States and employ
3.5 million Americans. This works
both ways, as US firms have already
invested $2.1 trillion in Europe, far
more than they have invested in
China. Based on our common history,
Europe and the United States share
many common values. To improve
on the current situation, Europe and
the United States are developing the
Transatlantic Trade and Investment
Partnership, which could benefit individuals and families on both sides of
the Atlantic. Partnering on regulatory
standards can also cut costs.
However, it is not at all certain if
this soft power influence of Europe
and its culture on Americans translates
into real interest in and knowledge of
Europe and its languages. According
to a Gallup Poll, while about one in
four Americans can hold a conversation in a second language, when
recent immigrants and other heritage
language speakers are excluded, only
about 10% of Americans born in the
United States speak another language.
While only 8% of college and
university students are enrolled in
a course in a language other than
English, that figure was estimated at
1,682,627 in 2009, the most recent
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year for which figures are available.
The most popular languages at the college and university level are Spanish,
French and German. According to the
American Council on the Teaching of
Foreign Languages, 18.5% of students
in kindergarten through twelfth grade
were enrolled in foreign language
courses in 2007-2008, the most recent
year for which figures are available.
The most popular languages were also
Spanish, French and German.
There has been a public conversation in the United States about
foreign language for decades, which
began in response to the precipitous
decline in foreign language study in
the 1970s and 1980s. While enrollments have since stabilized, foreign
language study has never rebounded
in proportion to the changes caused by
globalization.
There are, of course, educational
and a variety of government-supported
programs in foreign languages in the
United States. Middlebury College is
generally considered the leader in US
foreign language education, and offers
programs in a variety of languages at a
variety of levels. The programs include
on-campus immersion programs and
study abroad, ranging from beginners
to the unique Doctorate in Modern
Languages. The Middlebury Language
Schools, founded in 1915 with the
original German Language School,
have been in existence for almost 100
years.
The need for foreign language skills
for international business is addressed
through the Centers for International
Business Education and Research
program, in operation since 1989.
According to the report “New Initiatives and Themes, 2010-2014," total
federal funding stands at $12,757,000
per year, which is matched at each of
the 34 current member institutions.
As for government programs and
initiatives, there are many. Among
them is the Defense Language Transformation Roadmap, a plan to improve
foreign language skills among the US
military, initially published in 2005.
In existence for over 50 years, the
Peace Corps is noteworthy for its commitment to foreign languages and to
foreign language training for its volunteers. Nonetheless, the US foreign
language deficit remains a challenge

to the economic and national security
of the United States.
Within the United States, career
opportunities for those with foreign
language skills exist in health care,
education, customer service/hospitality, government, finance, information
technology, social services and law
enforcement. According to the Bureau
of Labor Statistics' Occupational Outlook Handbook, the 2010 median pay
for an interpreter or translator was
$43,300 per year, or $20.82 per hour,
with 58,400 jobs available and the job
outlook for 2010-2020 projected at a
42% increase, which was much faster
than average. The entry-level education is generally a bachelor's degree.

Future directions

With the addition of Croatian as
the twenty-fourth language to the EU,
there have been concerns voiced as to
the cost of European multilingualism,
which remains a core value of the EU.
However, it is the rise of English as a
global lingua franca and the expansion
of its role as a language of instruction
in European higher education that pose
dual threats to European multilingualism. The situation is not without risks
to English-speakers and to the English
language itself, as discussed in the 2000
British Council report, “The Future of
English?" and by David Crystal in his
1997 English as a Global Language.
Businesses, products, services and
careers in the global English learning market would appear to be areas
of opportunity. Very broad estimates
would indicate a 1.5 billion pound
market in the United Kingdom, with a
higher than 470 million euro market
in Asia. Among the English speakers
of the United Kingdom, the British
report “Languages for the Future" has
highlighted the importance of foreign
language skills. The report lists Spanish, Arabic, French, Mandarin Chinese,
German, Portuguese, Italian, Russian,
Turkish and Japanese as the most
important. Currently, the most widelyspoken foreign language in the United
Kingdom is French.
In early December 2013, however,
British Prime Minister David Cameron
made headlines at the conclusion of his
visit to China, saying that the British
should be learning Mandarin Chinese
instead of European languages. M
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Western Europe Showcase

The Solution to
All Your Translations

Localization, QA
and Audio Services

Version internationale believes that successful
translation projects imply a real partnership
rather than a mere client-supplier relationship.
For 25 years, we have been the valued
partner of global companies and MLVs that trust
us with key accounts. They appreciate the “no
surprise” quality translations of our seasoned
in-house team but also our ability to design
tailor-made projects that meet ever-changing
constraints.
We provide IT, medical, industrial and marcom
translations into French and Western European
languages.

Universally Speaking has 10 years of valued
experience that is portrayed through being fully
recognized and established within the gaming
industry. We are extremely dedicated to our
services, lending a passionate, reliable and
thorough set of eyes and hands to ensure each
project is finished to a very high quality. We
have worked across all platforms and games,
ranging from massive AAA titles to smaller
budget titles.

Version internationale®

Universally Speaking Ltd.

Lyon - Paris, France • Barcelona • London
info@version-internationale.com
www.version-internationale.com

Cambridgeshire, UK
info@usspeaking.com
www.usspeaking.com
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World Savvy
International Marketing Communications
Market Research
Marketing

JFA Marketing

Minneapolis, Minnesota USA
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Professional translations are a matter of
absolute trust. There is no room for interpretation
here. For us, the issue of personal contact is very
important.
• surcharges for urgent jobs?
• price bands by level of difficulty?
• overheads for this and that?
Don’t worry.
We leave all that to our competitors.
Compare us! Simply ask for an instant
quotation. Or even better: see for yourself with
a free-of-charge test translation! It’s that easy.
You have other things to worry about....

FaustTranslations.com
Weiswampach, Luxemburg
Info@FaustTranslations.com
www.FaustTranslations.com

Your Trusted
Albanian Partner
Albaglobal Ltd is the leading translation company
based in Albania, operating in compliance with
the industry standards. Established in 2005,
Albaglobal offers a full range of services assisting
clients with their day-to-day needs. We can cover
Albanian related projects of any size and subject
thanks to our reliable in-house staff and large pool
of translators.

Albaglobal Ltd

Tirana, Albania • Edinburgh, UK
info@albaglobal.com
www.albaglobal.com

Multilingual Translation
and Localization Services
Located at the heart of Western Europe, for
over twenty years PassWord Europe has been
offering the following services worldwide:
• Multilingual services for the translation and
adaptation of software, documentation, communications, marketing and sales content.
• Core know-how in English and French, served
by an internal team of experienced linguists.
• Outstanding expertise in project management, translation technology, DTP and
graphic design.
Contact us to learn how we can provide
high-quality services to your company.

PassWord Europe
Paris, France
info@password-eu.com
www.password-europe.com
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Western Europe, where language
services and demand thrive
Western Europe is a leader when it comes
to language services: 26 of the world’s top
100 language service providers (LSPs) in
2013 call this region home. By comparison,
North America accounted for only 24. Three
of these European companies also made it
to Common Sense Advisory’s ranking of the
fastest-growing LSPs. Our annual market
sizing exercise showed that the region is
home to 17.44% of the world’s LSPs and
to a third of Europe’s. Collectively, these
companies earned 22.4% of the global
revenue from language services, or $7,790
million, which is slightly less than what is
earned by the rest of Europe put together.
Austria, Belgium, France, Germany and
the Netherlands — leaders in the language
services industry of Western Europe — have
shaped and driven Europe’s presence at
the global level even during the economic
slowdown. In 2012, when times were rough
for all of Europe, Southern Europe lost not
only on its revenue share of the language
services market, but a significant number
of LSPs also closed down. During that
downturn, Western Europe was still going
strong in the revenue numbers as well as
sheer LSP presence.
The region sets several benchmarks
for LSPs. In our market studies that poll
LSPs from our database of more than
27,000 language service and technology
companies, we have noticed that the
region has consistently earned the highest
revenue per salesperson. The average
revenue per client in Europe is $46,692,
which is second only to that earned by
North American suppliers. It is also one
of the three regions in the world in which
project managers make the most money for
their companies.
What all this means is that European
LSPs serve a huge part of the worldwide
language demand, and have been around
for long enough to achieve a high level of
efficiency in their processes. However, it
remains to be seen if they will continue to
be as agile as their counterparts in up-andcoming Asia and Latin America.
The presence of a robust language service
economy in the region also points to some
buyer characteristics: LSPs from the region
benefit from catering to a mature buyer
market that generates a substantial part of
the global demand for language services; the
demand for translation in this part of the
world is solidly entrenched in sectors that are
the most lucrative for LSPs (see Figure 1).
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Figure: 1 The top ten industries that generated the most demand for language services in
Western Europe. Source: Common Sense Advisory, Inc.
The Economist reported in November
2013 that one of the main reasons for the
euro area’s recovery is Germany’s growth
of 1.7%. Our own research from the report
“Multilingual Websites” notes that exportdriven Germany and France were above
average when it came to language support
on the websites of prominent companies
from the region. Companies based in their
smaller neighbor countries, too, were on
the top of their game when it came to
offering multilingual options online.
The propensity of translation buyers from
Western Europe to offer more language

options to their multilingual consumers has
created an ecosystem wherein LSPs thrive.
Furthermore, their multilingualism is also a
strong indicator of the robust economies
of their home countries. When buyers from
this region explore new markets, it can
only be music to LSPs’ ears, as these clients
will take their mature practices of buying
translation and suppliers with them.
— Vijayalaxmi Hegde
director of research operations
Common Sense Advisory

editor@multilingual.com

2/17/14 2:51 PM

Region Focus

Localizing content
for the UK market
Libor Safar

W

When Oscar Wilde quipped in his 1887 short
story The Canterville Ghost, “We have really
everything in common with America nowadays,
except, of course, language,” he was definitely
onto something. The differences between British (UK) and American English, however small
they appear to nonnative speakers, stand out to
natives on either side of the pond.

Despite a few centuries of these gradually evolving variants,
the languages never diverged too much, and UK and US English
remain siblings. So how much do these differences justify localizing or customizing content, products and services for the UK
market?
Thanks to globalization and the proliferation of American
culture, language and products, what gets produced in the
United States is perfectly understandable to just about anyone
in the United Kingdom. After all, aren't they all avid consumers
of cult series such as Friends, The Sopranos and Breaking Bad?
Nevertheless, when it comes to purchase decisions or using
everyday products, people want to be served in their own language. In an age of hyper-personalized content and products
customized to individual tastes and preferences, appropriate
language isn’t simply preferred, it’s expected.
In localization, sibling variants are an obvious advantage,
but they’re also a trap: never assume that what works in the
United States will automatically resonate in the United Kingdom. The process may differ, but localizing your product,
service or content for the United Kingdom is effectively the
same as localizing for France or Germany: each is a distinctive
market and audience. Note how Netflix recreated the UK House
of Cards for the US market, and how the BBC recreated The
Apprentice from its US original.
Large US companies initiated the current surge in demand
for customizing content for UK audiences, but mid- and
smaller-size US companies quickly joined in the rush to crack
the UK market.
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Yet not every company requires full-blown customization
for an effective UK strategy. Consumer sectors, retail and regulated industries such as life sciences are leading the trend, but
business-to-business companies may not yield the same high
returns on the UK localization effort.
Shared language and cultural affinity are commonly why US
companies tend to establish their first European presence in the
United Kingdom or Ireland. However, the consumer mindsets
are hardly carbon copies.
When marketing in the United Kingdom, US companies
ought to carefully review and often update their user personas
— the representations of their different user types — from the US
to the UK market. UK-based research and focus groups reveal
important cultural and behavioral differences that justify using
country-specific personas that ultimately affect UK English
approach and content.
For example, Amazon not only customizes its UK site with
British English, but it also personalizes interactions with customers registered via Amazon.co.uk across various channels
— web, e-mails or online advertising — using vast data on consumers and their purchasing habits.
For companies struggling to do this US-to-UK product transfer correctly, a “customer development” approach popularized
by lean start-ups may improve results: launch something in the
United Kingdom, measure how local users react, gauge their
interest, learn from the results and start again until you get
your local approach right.

What gets adapted

UK English customization efforts should prioritize content
that drives demand, followed by the actual product. The value of

Libor Safar is marketing manager
at Moravia. He has over 20 years'
experience in the localization industry.
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localizing post-sale content like product
documentation is debatable, but worthwhile if support quality drives sales. It
makes sense to customize, or “transcreate,” the highly visible elements of marketing communication and advertising
for the UK audience. Well beyond simple
linguistic translation, transcreation is
about adapting or transforming a concept
or an idea to suit the culture: reinventing imagery, examples, metaphors and
humor to increase cultural relevance.
While the message may change, by
maintaining fidelity to the brand’s vibe,
look and feel, you can deliver a campaign piece with the same impact as the
original. Typically, US companies apply
transcreation to all aspects of their campaigns such as taglines, product names,
web, flyers and multimedia, sometimes
selecting local brand ambassadors to represent their local brand in the UK market.
For example, the American chain
Pizza Hut has recently signed popular
English comedian and presenter Paddy
McGuinness as brand ambassador, while
Gillette made no mistake hiring the English rugby star Jonny Wilkinson to do
the same for its brand.
Transcreation is an opportunity to
position a company or product creatively, and even differently, from the
original US approach. What may be a
mainstream product or service on the US
market can become a premier offering
in the United Kingdom and elsewhere —

consider America’s blue-collar beers that
acquire upscale appeal as imports in the
United Kingdom. Their brand language
obviously needs to reflect that shift.
After brand transcreation, websites are
the next priority. Add locally-produced
content specific to the UK market on the
much-appreciated co.uk domain. Even if
the local UK website content doesn’t differ
much, it always makes sense to localize
your search engine optimization approach
for the United Kingdom, using terms
and keywords specific to that market.
Ideally, companies should also open UKspecific social media channels to speak
to the new audience. Last but not least,
contact options like online forms need to
be enabled for the UK market’s addresses,
telephone number formats and currency.
Customizing large portions of software user interface, user assistance or
web content for the UK market may seem
daunting and expensive, given the relatively few changes ultimately required.
However, there are machine translation
tools that will automatically replace
specific US terms with their British
English equivalents. A UK English style
guide and a conversion table are invaluable tools. A conversion table, used for
automatic replacement, will contain US
terms and their UK English equivalents
in various word forms such as plurals,
verb endings, gerunds and so forth.
Some of these automated changes
are relatively risk-free and generally

reliable. These include orthographic
changes, most importantly spelling, but
also elements such as hyphenation or
capitalization.
Others are less certain. You can make
the replacements automatically and flag
them for a review, or flag them as a
potential change that will need a human
judgment, such as fall vs. autumn or program vs. programme. As a rule, the next
steps should include a review process
where the proofreader can verify these
three types of changes, and make others
based on the UK English style guide.
Many books ranging in style from
academic to humor enumerate the differences between US and British English,
and many a PhD has been earned on
this topic. In practice, focusing on a few
key areas can deliver the feel of content
authored in UK English.
Spelling is the most visible and most
easily automated adjustment. Below are
the most important spelling variants
between US and UK English. These form
most of the terms in a typical conversion
table used for automatic replacements:
■■-ize to –ise (as in localise)
■■–ization to –isation (as in
localisation)
■■-yze to –yse (as in analyse)
■■-og to –ogue (as in catalogue)
■■-er to –re (as in centre)
■■-or to –our (as in favourite)
■■-l to –ll (as in travelling)
■■-m to –mme (as in programme)
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There are some important differences
in punctuation between these two language variants. While not as important
or religiously upheld as spelling, correct
punctuation will enhance the perceived
“Britishness” of the adapted content.
Some of these changes can be automated,
but many will require a human review to
make sure they are applied appropriately,
since their use is often situational.
For instance, in UK English, there
should normally be no comma before the
final and or or in list-type constructions,
such as in a series of three or more terms,
unless it is necessary to avoid ambiguity.
Sometimes mandatory in US English, the
serial comma — oddly enough, known
as “the Oxford comma” — is the Oxford
University Press style manual’s preference for UK English as well, but that
hardly matters to the Brits.
Also, while in US English punctuation
marks such as periods and commas are
placed inside the quotation marks, in
UK English they should go outside the
quotation marks (as in “Save now”.).
UK English prefers hyphens in places
where US English does not. This applies
to cases where compound modifiers precede the noun, as in third-party applications. UK English will also often prefer
hyphens in writing compound nouns, as
in mock-up, where US English would use
mockup, but even in UK English the trend
is toward using fewer hyphens than was
the case in the past. In a similar vein,
US English prefers using em dashes, or
sometimes two en dashes, unlike British
English, which always favors using a
single en dash. Many of these changes
can be automatically applied to an original US English text, but many will need
a reviewer.
Finally, when splitting words at the
end of a line, the UK English standard
will often place hyphens at morphological breaks, whereas US English will support placing hyphens at syllable breaks.
Grammar differences between the
two English variants are many but
mostly small, and typically would not
result in misunderstanding. However, in
content designed to appear truly local,
they always need to be corrected. For
instance, UK English still retains more
irregular plurals than American English
does today. UK English prefers using the
present perfect to talk about recent past
events, while American English often
uses simple past tense.
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As for vocabulary,
some Brits lament the
use of American words
among their compatriots as evidence of declining standards; meanwhile,
Americans run the risk
of sounding pretentious
when they adopt Briticisms. This underscores
the importance of using
the correct British English vocabulary when
adapting content for the
UK market.
Of course, each language
variant has evolved terms
that have not yet crossed
the pond, and some common words have distinct
usages or meanings in
each country. Still others
are welcomed as alternative expressions, such as
the British to go missing
(meaning to disappear),
ginger (to describe red
hair; this potentially has
to do with the publication
Figure 1: American Express goes British in
this highly country-specific ad.
of Harry Potter books in
the United States, where
this term was preserved), or sell-by date
guides will contain some important UK
(meaning expiration, especially in a figuEnglish stylistic guidelines, much will
rative sense).
depend on the proofreader’s judgment.
As a result, it’s not a good idea to
In general, if the source US English
depend entirely upon automated replacephrases sound awkward or incorrect in
ments. High-quality translations need to
UK English, or it is simply not a way
be reviewed by a proofreader, since they
British people would speak, they should
are often contextual and situational.
be modified. American English style may
Style is potentially the most preferbe more direct, explicit, more egalitarian,
ence-ridden area when adapting content
empowering and perhaps more individufor the UK market. While most style
alistic than is the case of British English.
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Figure 2: Nest Labs has carefully adapted its marketing for the UK market; US version (left) and UK versions (right) compared.

It may also contain more interjections or
over-zealous phrases that may need to
be toned down to better align with British UK usage.
There is a general trend toward using
less formal, conversational language
in many types of products and content
today — one that uses idioms, metaphors
and colloquialisms. Such a language,
however, tends to be more culture-specific, which increases the need to adapt
US content for the UK audience. USspecific idioms or colloquialisms need
to be replaced with their UK equivalents,
and this process cannot be effectively
automated.
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Additionally, content authors are
often encouraged to develop internationalized, neutral English content that will
work equally well across all countries
and cultures. At the same time, brand
marketers strive to provide consumers
with engaging content that speaks to
both hearts and minds.
Incorporating local culture, such as
sports, holidays and education, into the
neutral content is a great way to increase
content “stickiness.” For instance, references to American football, baseball or
basketball will not resonate well with UK
audiences, and should be converted to
refer to soccer, cricket or rugby. So will

any metaphors based on these sports.
Thus, phrases such as touch base or step
up to the plate, while understandable
to British audiences, should be changed
to their UK equivalents. In many cases,
these cultural transfers will also include
changes to graphics and designs.
Let's look at an American Express
advertisement and how this obviously
American brand goes about creating successful campaigns in the UK and across
Europe. The ad in Figure 1 is from the
series Realise the Potential, developed by
Ogilvy & Mather, and loosely modeled on
the North American Realize the Potential
and Shop Small campaigns. Building on
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the quintessentially British concept of
High Street (equivalent of Main Street
in the United States), the ad conjures the
English nursery rhyme Rub-a-dub-dub,
three men in a tub (“The butcher, the
baker, the candlestick maker”), which is
familiar to most Brits from childhood,
but which hasn’t been common knowledge in the US for decades. By evoking
traditional elements of British culture,
the company aims to portray itself as
very local, embedded in Britain and supportive of the country.
Nest Labs is another good example.
The high-profile “Internet of Things”
manufacturer of intelligent thermostats
and smoke detectors, recently acquired
by Google, has done a great job adapting
its flagship product and related marketing for the UK. Check out the subtle
differences in text accompanying the
images used in both US and UK markets
(Figure 2).
Between shrinking attention spans
and consumer preferences for multimedia
over text, more companies are looking to
prepare British-specific versions of their
multimedia content, and multimedia is
the ultimate frontier — offering room to
play with all the cultural and stylistic
variations between the United States and
the United Kingdom.
You can choose audio talent with specific accents for voiceovers, or include
UK-specific footage that appeals to local
audiences very precisely and evokes specific emotions. But that can quickly drive
up costs of an adaptation project. Large
companies limit scope by recreating only
their critical multimedia such as online
advertising, often starting effectively
from scratch, or with a high level of transcreation involved. Lower-priority videos
may be left in the source US English.

Last word

Adapting US English for UK audiences
may not be how you planned to spend
a tight localization budget, but there
are a number of scenarios where the
returns vastly outweigh the investment
in the form of competitive advantages,
better brand positioning and increased
customer loyalty. The return on investment is even higher when a high level
of automation can help drive down the
costs. As a result, we should expect to
see more global products and services
adapted for the UK market and appearing
as truly local. M
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Shaping Google’s voice
in 60+ languages
Svein Hermansen

A

As one of the most widely recognized brands
on the web, Google is known for many things.
One of them is scale. Everything Google does is
at a huge scale, and it’s at the core of the company that everything we do needs to be scalable.
Think about Gmail, with 9 gigabytes (and counting) of free e-mail storage for anyone who wants
it. Or YouTube, with 100 hours of video material uploaded every minute. Or of course Google
Search, with 3 billion search queries a day.

There are a few other characteristics we share as a company.
Automation enables that scalability; “launching and iterating"
means we can get products out fast and then polish them based
on user reception — and finally we want to do things that are
reflective of Google’s values.
For localization at Google, this is all context that helps us to
fit into the rest of the company and meet Google’s needs. The
way that we localize needs to share these characteristics too.
We need to work at the scale and the pace of the rest of the
company, and we have to do the products honor.
That can be intimidating given the large number and type
of products. We try to remember that Google’s mission as a
company has never changed. It’s still to “organize the world’s
information and make it universally accessible and useful.”
We keep targeting the “universal” part in new ways, such as
Project Loon, which delivers internet access to remote parts of

Svein Hermansen is a senior language specialist at
Google, managing localization quality into Norwegian,
Swedish and Finnish. He joined Google in 2010 after
graduating with an MA in translation from Geneva
University.
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the world by balloon. But how useful is access to all of Google’s
technology if you can’t understand the interface?
That’s of course where localization comes in. More than
three in four of Google’s users live outside the United States.
Three in four internet users have a different native language
than English. As language professionals, we wield the power of
language to convey values. And our mandate as Google’s language specialists is to use the power of our respective languages
to convey Google’s values.
Here’s a story about how much localization can matter on
a micro-level: one of the most recent additions to the over 160
languages that Google Search is localized into is Myanmar.
Bringing Google to Myanmar was a volunteer project bringing
together Google and the Burmese community worldwide, and
it met a host of challenges. But interestingly for us in localization, of all the obstacles, what was called out as one of the
trickiest problems was how to translate the “I’m Feeling Lucky”
button on the Google Search page. The whole community of
volunteers got very involved, and after heated discussions and
loads of suggestions — from “With hope” to “A blind chicken
stumbles onto a pot of rice” — they settled for something that
back-translates approximately into “Abracadabra.” This lends
an air of fun and mystique and the expectation that something
wonderful might happen when you use it — very much in line
with the button’s intention.
It’s not every day that we get to make decisions like that.
But this is a good example of the mindset we try to have about
localization in general and about being truly local, globally.
We’re responsible for getting Google products to our markets in
good linguistic shape and in a form that’s appropriate. However,
we also represent our markets back to Google centrally, and
flag our needs in terms of language and beyond. This can range
from pushing for support of Chinese morphology to suggesting
product names that work internationally.

Shaping Google’s voice

Three things are essential to our effort to establish a voice
across the globe. The first is how the Google voice is defined
— and it is defined, for people who write the source text. This
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Figure 1: Chrome uses a popular slang phrase when something goes wrong.

matters for translators too. The second is
how we at Google think about the language specialist role — and the language
owner role, which is a very direct way
in which we meet our need to not just
shape the voice, but do it at scale. As for
the third, we have some concrete ways
in which we try to overcome the subjectivity that anything related to style or
“readability” is often said to have. It’s a
common objection: “Style? Oh, it’s all a
matter of taste.” We don’t think it is.
One illustration of why style isn't just
a matter of taste is the fact that there are
concrete principles guiding how anyone
who writes for Google — copywriters,
user experience writers, tech writers —
should go about making Google sound
like Google. As language specialists, we
make sure the principles that govern the
source writing are used in translations —
where applicable, and that’s certainly not
everywhere. But we need to use the power
of our own languages to convey the same
values, because they don’t change.
One principle is that “it’s OK to wear
a suit, but don’t sound like one,” meaning that we want to avoid businessspeak in our marketing texts. You know,
things like “circling back on action
items in order to be more proactive on
key deliverables.” However, not every
language has the same traditions of
business-speak. For example, in Norwegian there is no tradition of business- or
management-speak. If you want to
sound like a management consultant in
Norwegian, you use English words. So
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it’s not relevant to tell translators that
they shouldn’t “sound like a suit.” What
we do have a tradition for in Norwegian
is bureaucratic lingo — you know, a kind
of light-legalese, local-government-form
sort of language. A typical feature of
this language in Norwegian is that it’s
extremely noun-heavy, almost to the
point where you won’t find concrete,
active verbs. For unknown reasons, this
language has become common in IT
translation.

So it used to be that in Norwegian
you would “perform a search”; “perform
an analysis of”; and “perform a review
of.” There are several problems with that,
like using unnecessary words — three or
four where one would do — and abstract,
weak verbs that are meaningless on
their own, such as perform, instead
of concrete and meaningful ones like
search, analyze and review. These are
valid concerns in themselves for anyone
who wants to write well, especially in a
user interface where the focus is really
on clarity. Imagine three buttons next
to each other all starting with perform.
Apart from that, the important thing is
that this doesn’t sound like Google.
So the voice principles can translate
into something slightly different and
specific to a language or language family.
Concerns about bureaucratic language
are equally valid for Danish, as well as
for German. One of the things Google's
German language specialists are very
clear about is that they want to avoid socalled Beamtendeutsch or “bureaucracy
German” in Google localization.
Even if not all of the principles are
directly relevant or can even be translated, together they form a pretty coherent picture. As a whole they can be
distilled to a few maxims that are really
language-independent and which many
of us use as a basis for our style guides:
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users about something that might be
tedious without sounding paternalistic,
such as Chrome’s reminder to “Be wary
of people standing behind you!” when
you’re using incognito mode (Figure 2).
It might also be used to call attention
to something truly important, like the
heading for the license agreement for
the Google Toolbar, which said “Please
read this — it’s not the usual yada yada.”
That heading led to unprecedented clickthrough rates for the policy document it
linked to. And when Gmail changed its
privacy policy some time later and didn’t
use a vivid heading like this, the clickthrough rate was back down where it’s
commonly found. So these things matter. The exact way to accomplish them
through humor and other style effects
will vary between different languages,
but these principles are so integral to
Google’s image that they really have to
be taken into account.
Figure 2: Chrome reminds users to "be wary of people standing behind" them in incognito mode.
■■We want to be user-friendly and
helpful.
■■We want the language to “get out
of the way” as much as possible and let
our products speak for themselves.
■■We want to speak to users on their
level and never talk down to people.
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■■We want to insert some fun into
our products.
The fun is usually for a reason. It
can be to put a human face on technology when it goes haywire, like the “Aw,
Snap!” message in a crashed Chrome tab
(Figure 1), or it could be used to inform

Creating standards

So Google does have a voice, based on
principles that are transferable. Another
crucial element in how we shape the
Google voice is how we think about the
roles of language specialist and language
owner. As much as we’re specialists, our
role is really about quality management.
Our core responsibility is the Google
voice in a language, broken down into
the standards that make up that voice. A
“standard” in this case can be anything
from a term in a product glossary to the
broader decision that we won’t accept
translations that make us sound like local
government. Our mandate really boils
down to those standards: defining them,
together with our local stakeholders such
as marketing; communicating them to
everyone involved in localizing Google;
making sure all our translations adhere
to them; and finally iterating on them
as needed, because they’re not static.
User habits change, general terminology
changes. Where we think it’s appropriate, we change with it.
The main reason the language specialist role is so focused on standards is really
one of those Google characteristics mentioned at the beginning, namely scale.
We processed 350 million words of translation last year. Imagine that any language specialist would review even just
top-priority translations. Whenever she
spent two hours brushing up a marketing website for an important launch for
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a given product, there would be literally
a hundred other products she neglected.
And at least 10-15 of those are equally
important and therefore should get the
same priority. Couple that with the speed
we have, and it’s very likely that a few
of them also had important launches that
week. The point is, over time we’ve realized that the only way we can really meet
our mandate to establish the Google voice
across all products, all the time, is through
creating standards, and then continuously
work to implement as well as refine and
update them. When we talk about standards and about quality management, for
us the voice is an essential aspect.
But the number of products is only
one dimension of scale. The other is the
number of languages, and that’s where
the language-owner part of the role
comes in. We’re 18 language specialists at the moment, but we cover 60+
languages. The key to that scalability
is our vendor model, and we work with
many great people who are employed by
our vendors and who have the role as
language leads for the languages where
we don’t have in-house language specialists. In addition to having a nativespeaker lead, each of those languages
is “adopted” by a Google language specialist. For instance, our Thai language
specialist is the language owner for other
Southeast Asian languages. As language
owners we’re responsible for quality in
these languages, although of course we
delegate the day-to-day linguistic work
to the vendor lead linguists who actually
speak them. But beyond delegating, we
also guide. As language owners we have
relationships with the regional marketing teams and pave the way for the linguistic discussions that need to happen.
And as fellow language professionals we
steer the style decisions the lead linguists
make for their language, so that all 60+
languages convey the same values — in a
way that’s appropriate for the language
and market.

our “translation” of the voice principles
into instructions that first of all are
relevant for each language and culture
— like cautioning against bureaucratic
language instead of business-speak —
and, second, that make for clear and
helpful guidelines that translators and
reviewers can follow consistently. To a
certain extent that’s simple language
analysis. Why does bureaucratic language sound bad? It’s full of nouns and
unnecessary words. It uses passive verbs.
It uses unnecessarily long sentences.
And so on. So each of these becomes
something to avoid.
The point is that these are style questions, but they’re quantifiable and it’s
possible to create guidelines around
them. To tie this together with the previous two points, that’s what each of us
does as language specialists: we define
standards based on certain general principles like user-friendliness, which leads
to clear guidelines.
Since we have this focus on style
and on natural, idiomatic language and
we believe that we can create objective
guidelines around them, it follows naturally that we also want to make this part
of our quality benchmarks. That’s why
we recently introduced an error we call
Readability as a weighted category in
our translation quality evaluation. This
seems to sometimes scare translators,

BusinessManagement
makes the Difference

since there appears to be an assumption that it gives reviewers a free pass
to reject translations they happen not to
like personally, with no further explanation. That’s not what we want. Thus,
we’ve been working hard to avoid it by
making sure the guidelines are as clear
as possible and reviewers don’t make
arbitrary corrections.
We have a couple of very good reasons
for introducing readability as a weighted
error category in the first place. The first
really reflects well on our vendors, in that
the other error categories we track are
looking great. But the flip-side of that is
that there can be a certain discrepancy
between the quality as measured by those
metrics and the perceived quality by the
end user or by the client — in this case
us, or marketing and product teams. So
the fact that all the metrics look great is
double-edged. On the one hand, it means
our vendors are great at living up to the
expectations we set for them. On the other
hand, it means we might not have captured the full range of our expectations
in our measurement. It’s like we’ve been
drawing ourselves a bath where we’ve
optimized the water for all kinds of metrics reflecting its chemical composition
— only to find out as we get in that it’s
freezing. Of course you’d expect water to
have a certain set of properties at room
temperature, but beyond that, what you
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Removing subjectivity

Finally, an essential part of how we
try to shape the Google voice is how we
try to counter the argument that style is
a matter of taste: by creating guidelines
that take as much subjectivity as possible
out of the equation. Again, this comes
down to standards. Our most important
documentation for the style we want in
each language is the style guide. This is
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probably care most about if you’re having
a bath is the temperature. Similarly, we
expect professional translations to have
the properties of correct grammar and
spelling as per the rules of each language,
but we need that right temperature, the
style, and we’ve finally built a thermometer. To get back to the risk of individual
reviewers starting to apply their own
preferences — their own preferred temperature, as it were — our position is that
if we define the principles of the Google
voice in each language through standards
then what should result is clear guidelines
that leave as little room as possible for
arbitrary corrections.

What it means for translators

So what does all this mean if you’re a
translator working on Google material?
First of all, it means that voice and style
need to be taken into account. They’re
not optional. And the style is probably different than that of traditional IT
translation, which is only logical since
Google as a company is different from
traditional IT companies and we want to
convey different values. IT translation in
many languages appears to be plagued
by an acceptance traditionally for very
literal translation, treating it as technical translation. However, modern, consumer-facing IT translation is anything
but. It means as a translator you need

to “get” the style and to some extent to
identify with it. It’s like any discourse: to
be able to write convincingly you need
to be familiar with it and even enjoy it.
This leads to another obvioussounding but crucial point. You can’t
underestimate the need to really, fully
understand the source. All translators
know this in theory, of course. But real
life is often different. A deep understanding is especially important because our
discourse is centered around clarity and
user-friendliness, and that means talking
to all our users in a language they will
understand. To be able to do that, as a
translator you need to know exactly what
you’re dealing with and how it’s common
to talk about that thing. That's why it’s
not enough to understand the source as
an isolated text, because it isn’t. You
need to be familiar with the landscape it
describes. You won’t get very far simply
following the glossary if concepts like
purchase funnel or long tail mean nothing to you. These are terms of the trade
and are not specific to Google. We’ve seen
“long-tail advertisers” translated literally
into “advertisers with long tails,” which,
if anything, sounds like cryptozoology.
Finally, one thing you’re able to do
if you know the landscape and develop
a healthy allergy against word-for-word
translation is to be critical toward the
source — and the glossaries and the style
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guide. There’s nothing better than being
put straight by a translator who really
knows her way around web analytics
and webmaster tools or maybe uses
AdSense on her own blog, and who can
justify with usage examples that Google
is using a term which at best makes
people in this field snicker, or at worst
makes no sense. This happens all the
time, and we expect it. We don’t expect
people to follow our guidelines blindly
if they don’t make sense to them. Our
German colleagues sum this up nicely
in their standards: Style guide is queen,
context is king and common sense is ace.
So Google has a reputation as a
demanding client. We probably are. Many
say that we require transcreation, but
that's a wrong term for true localization.
True localization allows a translator to
employ creativity, curiosity and talent.
That's an opportunity to help millions
of people and do something meaningful,
rather than just typing 300 or 400 words
per hour. Maybe, like some of us, you
came into this industry wondering where
some of these conventions came from and
why they were so far removed from real
life and idiomatic language. Why products that normal people use every day
speak to them in stilted and unidiomatic
“IT language” when they could just use
“language.” Why the language hasn’t
evolved from when the internet started to
get translated, when it was really still a
world apart, until now, where it’s part of
everyday life and indistinguishable from
it. Why we can’t just use our languages
the way they were meant to be used
instead of squeezing them into templates
dictated by quirks of the English language. Chances are that if you did wonder
all this, you’ll find our guidelines a relief.
In any case, they’re an integral part
of what makes Google Google. The same
values that underpin our mission — giving the world easy access to useful information — also govern the way we want
and need to communicate. As language
professionals, that’s our expertise. That’s
the value we add. It’s up to us to realize
that style requirements don’t need to be
arbitrary or subjective if they’re based on
standards that follow from certain basic
principles. That’s how we help bring
Google’s magic to the world and give
people everywhere products that are not
only useful, but that take them seriously
wherever they are, and that now and
again may put a smile on their faces. M
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Technology agnostic machine
translation: Part two
Lori Thicke

I

In part one of this article, I discussed the main
approaches to machine translation (MT): statistical (SMT) and rules-based (RBMT), as well
as hybrid, which combines the two. Using case
studies from my own company, LexWorks, as
well as those from other technology agnostics
such as PayPal, Symantec, Autodesk and Adobe,
I demonstrated that for many experienced MT
practitioners, it’s not a case of which engine
is best, but rather which engine best suits the
content and language combinations. This second article of the series provides more concrete
examples of fitting the right approach to the
right situation.

Outstanding MT results — everyone wants them, but what’s the
best way to achieve them? Just running a text through an engine
and handing it off for post-editing is one approach. But it’s not
very effective, and can burn a lot of bridges with your post-editors.
The ideal is to give them the kind of quality output that has them
saying, “I can’t believe how little there was to correct!” For MT
output that is to be published raw, as in the case of customer support content, it’s even more important to have the highest possible
quality right from the get-go. Easier said than done?
No, not really. The basic path to outstanding MT results is
fairly straightforward. Fred Hollowood, an independent localization and language technology consultant who directed Symantec’s MT research for nine years, summarizes the steps as follows.
First, look for the best tool for the job. Second, develop skills
across the toolset, and third, put the emphasis on training. We
will concentrate on the first of these: identifying the best tool for
the job. “Combining your expertise in MT with the most suitable
engine maximizes the benefit to you, your customer and your
language suppliers,” says Hollowood. “It stands to reason that
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Content type
and other
considerations

Online
SMT

Documentation,
reports, online
help, UI

Hybrid

RBMT

•

•

SMT

FAQs, forums, UGC

•

•

Patents, other
broad domains

•

•

Marketing
materials
Insufficient
in-domain/out-ofdomain data

•

Poor grammar,
spelling

•

•

•

•

Table 1: Content should fit the MT engine.

Lori Thicke is cofounder and general manager of
LexWorks, cofounder of Translators without Borders
and a member of the MultiLingual editorial board.
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Language Considerations (Sample)

Online SMT

Hybrid

RBMT

SMT

French, Spanish, Italian

•

•

•

•

•

•

Russian, Japanese, German
Norwegian, Danish, Thai

•

•

Table 2: Language combination plays a large role in engine selection.

Area

Feature

RBMT

SMT

Capability

Number of languages handled out of the box

~20

~50

Capability

Ability to add language pairs (if training data
is available)

Cost

Free or open source version exists
(Apertium, Moses)

•

•

Cost

Software-as-a-Service models exist

•

•

Quality

Output is fluent

Quality

Output is predictable

•

Quality

Pre-editing significantly improves output quality

•

Quality

Can handle poor grammar or spelling

Quality

Uses specified terminology applying correct
grammar

•

Quality

Handles software tags without special
programming

•

Quality

Can be integrated with
translation memory tools

•

Suitability

Better performance with online chat

•

Suitability

Better performance with UGC and broaddomain content (such as patents)

•

Suitability

Better performance for documentation/UI and
other narrow domain content

Suitability

Suited to rare language pairs where training
data is available

Suitability

Suited to full post-editing/real-time
improvement cycles

Training

Learns automatically

Training

Rapid improvement cycle

Training

Can be trained by engineers

Training

Can be trained by linguists

•

Training

Effective with limited training data

•

Table 3: Comparing RBMT and SMT performance.
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•

•

•

•

•
•
•
•
•
•

you need expertise across the technology
portfolio to optimize this process."
With expertise built over nearly a
decade of MT deployments, LexWorks
has been able to draw some conclusions
about the most suitable engine for given
contexts and create some rules of thumb.
How do we work with the rules of thumb
in a real world production environment?
To make sure that these rules of thumb
hold true in a given situation, we train
two to four engines at project rollout,
then test to see which approach actually works best. And, yes, sometimes
the results surprise us, such as when an
RBMT engine outperforms a hybrid one
for Japanese software!

Four engines compared

Although it’s generally accepted that
there are three main MT approaches,
RBMT, SMT and hybrid, for comparison purposes we usually add a fourth:
a trained online Software-as-a-Service
engine such as Microsoft Translator Hub.
For simplicity, I call this online SMT and
have included it in our rules of thumb.
Online SMT refers to a subscriptionbased engine available via application
programming interface, which you can
train on your material. The advantage
of this is that these online engines are
already built on rich resources of data.
Few organizations have sufficient data
to train their engines so fully.
As used in this context, online SMT
is distinct from the free generic engines
such as Bing and Google Translate, which
in our experience are of limited use since
they are not trained on your material. I
also distinguish online SMT from other
SMT engines such as Moses, since online
SMT comes already trained with significant in-domain and, more importantly,
out-of-domain data. This makes a big
difference for certain kinds of content. If
you are short of training data, an online
SMT engine can significantly expand the
number of language pairs you can handle.
In addition to the SMT and online
SMT engines — Moses and Microsoft
Translator Hub respectively — Systran
(RBMT and hybrid) fills out the list of the
engines covered subsequently.
The first consideration when choosing an MT engine is the content (Table
1). This is because content in a narrow
domain with set terminology tends to
respond best to a hybrid or RBMT engine.
Why? Because you can be sure the right
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terminology is being employed. This
includes documentation, reports, online
help, user interface and similar material.
On the other hand, frequently asked
question (FAQ) pages, forums and other
user-generated content (UGC) is best
suited to SMT, which is less likely to
be thrown off track by poor spelling or
grammar or colloquial language.
The patent domain is another area
where SMT excels, due to the broad
range of subject areas and terminology,
which becomes impractical to encode as
you would for RBMT. As for marketing
materials, we don’t consider any MT
approach suitable!
What about other considerations? Not
having enough training data in a particular language pair absolutely limits
your choices. Without a good quantity
of data, training your own SMT engine
will be out of the question; you will need
an engine that is usable out of the box.
Language combination is probably the
biggest determiner of MT engine perfor-

mance (Table 2). Some languages, such
as French, Spanish and Italian, work well
in any approach. Other languages, such
as Russian, Japanese and German, tend
to respond better to an RBMT or hybrid
engine built to accommodate their tricky
morphology. Still other languages may not
exist (at least not yet) in an RBMT engine,
and so SMT is the only choice. Additionally, if, as previously mentioned, you have
limited training data, then that limits your
choices even further; in this case, online
SMT may be your only suitable engine.
As another decision aid in determining the best-of-breed engine, comparing features of RBMT versus SMT
performance in different areas yields the
results in Table 3.

Look for the best tool
for the job

These rules of thumb, as well as the
conclusions you draw from your own
testing and measurement, should make
it easier to “look for the best tool for

the job,” as Hollowood puts it. Whether
our customers, internal or external,
want the “fastest, or most beautiful, or
most appropriately styled translations,”
the broad range of solutions available
“obliges us to seek out the most appropriate technology for the benefit of both
our clients and our translators,” says
Hollowood.
In the last ten years we have seen
that under the right conditions, any of
the main approaches to MT will yield
workable results. In that time, MT use
has grown exponentially. However, MT
is still far from mainstream. One of the
reasons for this may be the uncertainty
as to which engine to employ under
what circumstances. As I see it, our task
for the next five or ten years is to grow
our competence in all MT approaches so
that we are sure to deliver whatever our
customers want — whether, as Hollowood
says, they want the fastest translation,
the most beautiful translation or simply
one in a style that fits the purpose. M
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ITS 2.0: Next generation
multilingual content production
Christian Lieske, Arle Lommel & Felix Sasaki

M

Market analyses show that commercial translation currently represents an annual market of
$21–$26 billion. However, the current lack of
interoperability, automation and standards in
multilingual content production is costly. To quote
Kimmo Rossi of the European Commission, “Especially in Europe, commercial translation represents
a huge annual market, which enables hundreds of
billions of euro of cross-border business, including new opportunities on the growing digital single market. The lack of standards for exchanging
information about translations is estimated to cost
the industry as much as 20% more in translation
costs, amounting to billions of euro.”

The W3C Internationalization Tag Set 2.0 (ITS 2.0), a recently
published standard developed by the W3C MultilingualWebLT Working Group, enhances the foundation for more efficient
multilingual content production. Through the LT-WEB project, the
European Commission supported the development of ITS 2.0. ITS
2.0 will increase translation efficiency by providing mechanisms
to integrate automated processing of human language into various
process phases more easily. At the heart of the mechanisms are standardized meta items, so-called “data categories” related to domain
information, for example. See a short explanation of the data categories at www.w3.org/TR/its20/#basic-concepts-datacategories.
Although ITS 2.0 targets core web technologies such as
HTML5, its reach and applicability are wider. It can also easily
be used in plain database scenarios, or with technologies such
as ePUB (for electronic books) that draw on HTML5.

ITS 2.0 bears many commonalities with its predecessor ITS
1.0, but provides additional concepts that are designed to foster
the automated creation and processing of multilingual web
content. ITS 2.0 focuses on HTML and on XML-based formats in
general, and can leverage processing based on the XML Localization Interchange File Format (XLIFF), as well as the Natural
Language Processing Interchange Format (NIF).
Even though ITS 2.0 is a young standard, various implementations and end-to-end scenarios have already been realized.
They show that ITS 2.0 can reduce production time and enable
cost savings in management and translation.

Holistic view on multilingual content production

It is often helpful to break down multilingual content production into two dimensions: a static one that is related to
source content, and a dynamic one that is related to multilingual production. The static dimension, for example, relates to
content authors who may have to mark part of their content,
such as a trademarked term, as “do not translate.” The dynamic
dimension connects to the area of machine translation (MT) that
may need to leave content with specific features untranslated.
Although ITS 1.0 made no assumptions about possible phases
in a multilingual production process chain, it was slanted toward
a simple three-phase write, internationalize, translate model — a
model that clearly is inadequate in scenarios where there is no
time for an internationalization phase. Thus, ITS 2.0 explicitly targets a much more comprehensive model for multilingual content
production — one that more thoroughly addresses both static and
dynamic necessities of today’s multilingual content production.
The ITS 2.0 model comprises support for multilingual content
production phases such as internationalization; preproduction
such as terminology marking; automated content enrichment for
something like automatic hyperlinking; segmentation; leveraging

Left to right: Christian Lieske works for SAP on internationalization and translation.
Arle Lommel is a senior consultant at the German Research Center for Artificial Intelligence
(DFKI) in Berlin, Germany, where he works on issues related to translation quality.
Felix Sasaki’s main field of interest is the application of web technologies for
representation and processing of multilingual information.
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existing translation-related assets such as
translation memories (TMs); MT; quality
assessment or control of source language
or target language content; and so on.
A real-world example follows the
extraction and translation of HTML5 content using the open-source, cross-platform
Okapi Framework. HTML5 is the latest
incarnation of HTML, the internet’s dominant format for browser-based textual
content. Multilingual content production
for or with HTML5 involves various challenges and opportunities. ITS 2.0-related
implementations such as the Okapi
Framework address these challenges.
The sample scenario starts with an
HTML5 document. This document travels
through various phases, including pretranslation with TMs and MT, and ends
with an XLIFF document. The Okapi
Framework uses various ITS 2.0 data categories in the overall process. The complete scenario encompasses the following
phases:
■■Extraction of translatable text from
the HTML5 document

■■Segmentation of extracted text into
units (easy to process in the subsequent
steps and for the human translator)
■■Leveraging using TMs
■■MT using an online system
■■Quality checking MT output
■■Generation of an XLIFF file for
translation
As indicated, the ITS 2.0 data categories add value to the Okapi-based processing by increasing efficiency and enabling
significant cost savings. In particular,
differing data categories are used. The
Translate data category expresses information about whether a selected piece of
content is intended for translation or not.
This is relevant for leveraging, MT and
the XLIFF generation step — parts that
are not translation-relevant can be treated
in special ways. This information can be
added automatically or manually during
the content creation process.
The Elements within Text data category expresses how the content of an
element is related to the text flow. Does
it constitute its own segment, such as

a paragraph? Is it part of another segment, such as an emphasis marker? This
information is relevant for extraction.
Elements are either treated as separate
flows or as inline codes, and confusion about this point can lead to faulty
segmentation.
The Domain data category identifies
the topic or subject field of a text. This is
relevant for translation-related processing such as machine translating: domain
information can, for example, be used
to choose an appropriate engine for the
text.
The Storage Size data category specifies the maximum storage size of a given
piece of content. This is relevant for
quality checking to detect whether the
original content or the machine translated content exceeds the maximum
size. This information is particularly
important when data may be stored in a
database such as a content management
system (CMS).
The Localization Quality Issue data
category describes the nature and severity

Why do so many leading
organizations turn to EQHO for
audio & multimedia localization?
For almost 10 years, media companies, eLearning developers and
MLVs have been placing their trust in EQHO for audio and multimedia
localization. Perhaps it’s because of our level of quality, speed of
delivery and our ﬂexibility. However, feedback from EQHO’s many
satisﬁed customers would suggest it’s for all of these reasons plus so
much more.
Audio and multimedia localization isn’t such a dark art. Why not ﬁnd
out what EQHO can offer and see why so many top companies swear
by our services?
Contact EQHO at +66 (0)2 637 8060, or email info@EQHO.com
www.EQHO.com
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of an error detected during a languageoriented quality assurance process. This
information is generated during quality
checking and can be stored as part of the
XLIFF file to ensure that problems in the
translated text are addressed.

Important ITS 2.0 features

Two design principles/intrinsic features
of ITS 2.0 are noteworthy. First, the data categories are independent of each other; ITS
thus has a specific notion of “modularization.” Second, they can be used in multiple
processing steps. Accordingly, once a tool
set like Okapi has added comprehensive ITS
2.0, automated efficient and cost-effective
processing of human language can be done
in a great variety of scenarios.
The modularity is important for two
implementation-related reasons. The barrier to entry for using ITS 2.0 is kept low
since support for a single data category
opens the door for reaping ITS 2.0 benefits. Also, starting to use the standard
can be simple and does not require major
changes to tool chains — although it
may enable major changes. Since ITS 2.0
addresses the entire content life cycle,
not all data categories are needed or
make sense for any given stage or task.
A number of tools have already implemented ITS 2.0 data categories and thus
automation is already possible, although
it will improve as more tools start to use
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the standard. There are, of course, additional examples of how the standard data
categories can add new functionality to
workflows or simplify and standardize
existing functionality. To begin with,
the Localization Quality Rating can be
used by an automatic translation quality
assessment tool to provide an estimate of
translation quality. A subsequent process
might use this information to decide
whether a text can be published as is or
whether it needs to be sent on for additional editing and revision processes.
As another example, a named entity
recognizer integrated into an authoring
tool could automatically detect the use of
specialized terms in text and flag them
using the Terminology data category.
Even links to online information about
terms could be provided. Later on, a
translation process could use this information to ensure terminological correctness. Additionally, in an XML format that
contains both source and target texts,
the Target Pointer data category can be
used to provide instructions on where
translated content should be added back
to the original file, thus eliminating the
need to develop a custom filter for the
file format.
While ITS 2.0 can be used manually
(for example, an HTML coder might add
a “translate=no” attribute to an HTML
element), the real strength of ITS emerges

when it’s used with automated processes.
In addition, ITS 2.0 can provide the
“glue” that helps to couple processes and
systems. While existing standards are
good for moving translatable content and
linguistic resources, they do not address
metadata as thoroughly as ITS 2.0.
Typical ITS 2.0-based automation
involves one system that generates ITS
metadata and another one that consumes
it. Often, the metadata generation/content enrichment starts at the authoring
phase, so considerable work went into
the design of ITS 2.0 to ensure that it is
applicable and usable by CMSs. Processes
involving MT are ideal use cases because
their results can be dramatically improved
by using appropriate linguistic resources
such as MT engines, training corpora and
terminology databases. When ITS is used
properly, it allows MT systems to select
these resources automatically and hence
to deliver better results.

Benefits of ITS 2.0

ITS 2.0 has tremendous potential to
improve the status quo of multilingual content production by taking a holistic view of
the various production steps and components involved. Via persistent, standardized
metadata, ITS 2.0 reduces costs, improves
quality and speeds up production, thus
addressing all three sides of the classic costquality-speed triangle by reducing barriers
and “friction” that impact all of these areas.
Until recently, the information that
can now be conveyed in a standard format through ITS 2.0 was either provided
manually (such as in a set of written
instructions about a project) or generated and attached using proprietary
methods. Neither of these methods scales
well in an enterprise context, and they
thus represent suboptimal solutions.
A project may go through hundreds of
steps and hands before completion. Thus,
there are many opportunities for manual
instructions to be lost, misinterpreted or
ignored, especially when the people creating these instructions are not in direct
contact with technical staff or individual
translators. Even when the instructions
are successfully transmitted and understood, doing so takes time and effort. A
note such as “Make sure that the phrase
‘Acme Holographic Presenter®’ remains
in English” helps ensure the proper outcome, but requires someone to verify that
the instruction has been followed and to
inform all parties of this instruction.
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Manual instructions also cannot address
the needs of automated processes where
no human may be available to interpret
instructions. If instructions require manual
intervention, they create bottlenecks in the
process or points of failure.
Using proprietary digital formats can
help to automate processing, but possibly
requires adaptation of all tools in the process
around the relevant markup. This may be a
significant implementation task, especially
when multiple functionally equivalent but
technically distinct markup formats need to
be supported. In addition, multiple formats
make it difficult to develop consistent solutions since, even when they accomplish
essentially the same thing, there may be
minor differences that prevent them from
being truly interoperable.
ITS 2.0 addresses these requirements,
and by using it, processes can be easily
automated around a known and shared
format. Furthermore, if such a format
is designed to work with core XML and
internet technologies, as ITS 2.0 is, it provides an easy path to adoption. So as ITS
2.0 is implemented and adopted, it holds
the potential to simplify the multilingual
content production process greatly. As
content creators implement ITS 2.0, it
will be easier to ensure that their intent is
clear and that their requirements are met
without the need for manual assurance.
Quality will improve with ITS 2.0,
both directly (through quality-related
data categories) and indirectly, through
improved data handling (especially in
automated situations) and the ability to
specify intent from the earliest stages of
content creation. The Localization Note
data category allows information to be
added that ensures that special requirements or information needed for translation remains with the text it pertains to so
that translators will take it into account.
ITS 2.0 also facilitates data enrichment
processes that automatically add information to content. This is called named entity
recognition, and identifies items such as
names, addresses and dates that can be
linked to more information and which
should be translated in particular ways.
The information contained in ITS
markup thus helps ensure that translated
text meets requirements. In this way,
ITS 2.0 takes translation away from an
ad hoc, unstructured process toward a
highly structured and verifiable process.
All of these features make ITS 2.0
a potent technical solution to a major
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Since 2000, Ryszard Jarża Translations has
been providing specialized Polish translation,
localization, marketing copy adaptation,
and DTP services. We focus primarily on life
sciences, IT, automotive, refrigeration and
other technology sectors.
We have built a brilliant in-house team made
up of experienced linguists and engineers who
guarantee a high standard of quality while
maintaining flexibility, responsiveness and
accountability. Our services are certified to EN
15038:2006.

MediLingua is one of Europe’s few companies
specializing in medical translation. We provide
all European languages and the major languages
of Asia and Africa as well as the usual translationrelated services.
Our 450-plus translators have a combined
medical and language background.
We work for manufacturers of medical
devices, instruments, in-vitro diagnostics and
software; pharmaceutical companies; medical
publishers; national and international medical
organizations; and medical journals.
Call or e-mail Simon Andriesen or visit our
website for more information.

Ryszard Jarża Translations
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Greek Localizer
Since 1986, EuroGreek has been providing highquality, turnkey solutions, encompassing a whole
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• English into Greek
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• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens
production center and covers most subjects:
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• Medical/Pharmaceutical
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All EuroGreek’s work is fully guaranteed for
quality and on-time delivery.

EuroGreek Translations Limited
London, UK • Athens, Greece
production@eurogreek.gr • www.eurogreek.com

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

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

Omnia Group

USA • UK • Italy • Germany • France • Norway
info@omnia-group.com • www.omnia-group.com
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business problem. Compared to a previous nonautomated solution, a case study
with the Spanish tax authority showed
that using ITS to facilitate automation
delivered a significant reduction in time
to deliver content (up to 60%) through
increased process efficiency, and cost
savings in management and translation
(between 15% and 40%). It also eliminated localization platform and format
dependency, since ITS 2.0 solutions can
be easily moved to whatever technology
provides the best results.
While the 60% time reduction and
15-40% cost reductions will not be typical for most cases (given the start from
a relatively unautomated baseline), case
studies within the MultilingualWeb –
Language Technology working group at
the W3C have consistently shown that
ITS 2.0 implementation delivers significant business advantages to users, in
addition to improving quality and lower
technical barriers.

Relationship between ITS
and other formats and tools

Real-world multilingual content production clearly comes with the requirement to accommodate existing realities.
ITS 2.0 addresses this with a focus on the
following:
■■HTML, HTML5: Whereas ITS 1.0
was more or less restricted to XML, ITS

2.0 can be applied to HTML in general,
and HTML5 in particular.
■■ XLIFF: XLIFF is related to several important ITS 2.0 usage scenarios.
Although ITS 2.0 has no normative dependency on XLIFF, a nonnormative definition
of how to represent ITS 2.0 data categories
in XLIFF 1.2 or XLIFF 2.0 is being defined
within the Internationalization Tag Set
Interest Group.
■■TBX: TBX, an ISO standard for the
exchange of terminological data, can
easily be combined with ITS 2.0 in order
to facilitate TBX processing.
■■NIF: NIF is a Resource Description
Framework (RDF)/Web Ontology Language-based format that aims at interoperability between natural language
processing tools, language resources and
annotations. ITS 2.0 provides a nonnormative algorithm to convert XML or
HTML documents that contain ITS metadata to the RDF format based on NIF.
■■Provenance: Provenance helps to
record the identity of agents that have
been involved in the translation of the
content or the revision of the translated
content. ITS 2.0 does not define the
format of provenance information, but
recommends that an open provenance or
change-logging format be used.
ITS 2.0 is already implemented, not
only in commercial systems, but also in
open-source frameworks such as the Okapi
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Framework and in a module for the Drupal
CMS. ITS 2.0 is also supported in the free
BlueGriffon HTML editor, allowing HTML
authors/web developers to work with ITS
2.0 in a standards-based HTML5 environment. Inclusion in such free or opensource projects lowers the barriers to using
ITS 2.0 and thus creates a viral effect for
the deployment of the standard. As usage
increases, cost and time savings will scale
as well since more tools will become “plug
and play” around an ITS backbone.
ITS 2.0 has been developed with
contributions from a wide range of
stakeholders, including content creators,
localization experts, tool developers and
language technology researchers.
With ITS 2.0, a new foundation for
automated processing has been created in
a short timeframe. The implementationdriven approach of the W3C allowed
ITS 2.0 to be finalized with productionready implementations available on the
commercial side and open source side.
The first language service providers are
already providing new and enhanced
services based on ITS to their clients.
The ITS Interest Group serves as an
open forum to discuss ITS 2.0. Its wiki
at www.w3.org/International/its/wiki/
also provides additional information on
implementations/support and usage scenarios such as the Okapi-based workflow.
Additional work based on the outcome of ITS 2.0 has already started. One
example is the European Union-funded
Multidimensional Quality Metrics (MQM),
part of the QTLaunchPad Project (7th
Framework, contract 296347). Designed
to be compatible with ITS 2.0, MQM
builds on ITS 2.0 to provide a powerful,
flexible approach for the assessment of
translation quality. In addition to MQM,
there is active discussion in the W3C’s ITS
interest group about additional data categories that will support next-generation
automation and emerging technologies.
Furthermore, efforts are underway to build
even more bridges between the localization and semantic web communities.
As more and more implementations of
ITS 2.0 surface, deployment will become
easier and more companies will take advantage of ITS 2.0. Workflows will become
increasingly automated using ITS 2.0,
and content creators, localizers and other
participants in the international content
production chain will work together more
efficiently, lower costs, improve quality
and experience fewer process problems. 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).

application programming interface (API). A software
interface that enables applications to communicate with
each other. An API is the set of programming language constructs or statements that can be coded in an application
program to obtain the specific functions and services provided by an underlying operating system or service program.
computer-aided translation (CAT). Computer technology applications that assist in the act of translating text
from one language to another.
community interpreting. A type of interpreting service
that is particularly vital in communities with large numbers
of ethnic minorities, enabling those minorities to access
services where, due to the language barrier, they would
otherwise find it difficult. Situations where such interpreters are necessary typically include medical, educational,
housing and legal areas. Community interpreters need not
only to be fluent in the language that they are interpreting, but also need to be familiar with the public services
involved.
conference interpreting. The interpretation of a multilingual conference or meeting, either simultaneously or
consecutively. International institutions such as the European Union and the United Nations hold multilingual meetings that often need to be interpreted into several foreign
languages, usually done via headset by behind-the-scenes
conference interpreters.
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.
controlled authoring. Writing for reuse and translation.
Controlled authoring is a process that integrates writing
with localization so that the text can be written for reuse
and at the same time written for efficient translation.
www.multilingual.com

49-50 Basics #142-2pg.indd 49

Basics

Basic terminology

controlled languages. Subsets of natural languages
whose grammars and dictionaries have been restricted in
order to reduce or eliminate both ambiguity and complexity. Also, stylistic rules — such as not using certain verb
tenses or the passive voice — can be created, depending
upon the group or organization and its language usage
goals.
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.
European Union (EU). An intergovernmental and supranational union of 28 democratic member states. The EU was
established under that name in 1992 by the Treaty on European Union (the Maastricht Treaty).
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.
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.
International Organization for Standardization (ISO). A
network of national standards institutes from 145 countries working in partnership with international organizations, governments, industry, business and consumer
representatives. ISO acts as a bridge between public and
private sectors.
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localization (l10n). In this context, the process of adap
ting 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.
project management (PM). The systematic planning,
organizing and controlling of allocated resources to
accomplish project cost, time and performance objectives. PM is normally reserved for focused, nonrepetitive,
time-limited activities with some degree of risk.
quality assurance (QA). The activity of providing 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.
Resource Description Framework (RDF). RDF is a
standard World Wide Web Consortium model for data
interchange on the web. RDF extends the linking structure of the web to use uniform resource identifiers to
name the relationship between things as well as the two
ends of the link (this is usually referred to as a “triple”).
Using this simple model, it allows structured and semistructured data to be mixed, exposed and shared across
different applications.
return on investment (ROI). In finance, the ratio of
money gained or lost on an investment relative to the
amount of money invested. The amount of money gained
or lost may be referred to as interest, profit/loss, gain/
loss or net income/loss.
rule-based machine translation (RBMT). The 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 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.
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 trans50
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lation of text from one human language to another by a
computer that learned how to translate from vast amounts
of translated text.
source language (SL). A language that is to be translated into another language.
TBX. TermBase eXchange standard. A standard for terminology and term exchange.
TMX. Translation Memory eXchange. An open XML standard for the exchange of translation memory data created by
computer-aided translation and localization tools.
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.
Unicode. The Unicode Worldwide Character Standard
(Unicode) is a character encoding standard used to represent text for computer processing. Originally designed to
support 65,000 characters, it now has encoding forms to
support more than one million characters.
World Wide Web Consortium (W3C). W3C owns many
standards, including XML and HTML.
Web Ontology Language (OWL). A family of knowledge representation languages or ontology languages for
authoring ontologies or knowledge bases. The languages
are characterised by formal semantics and RDF/XML-based
serializations for the Semantic Web. OWL is endorsed by
the World Wide Web Consortium (W3C) and has attracted
academic, medical and commercial interest.
XML Localization Interchange File Format (XLIFF). An
XML-based format for exchanging localization data. Standardized by OASIS in April 2002 and aimed at the localization industry, XLIFF specifies elements and attributes
to aid in localization. XLIFF could be used to exchange
data between companies, such as a software publisher
and a localization vendor, or between localization tools,
such as translation memory systems and machine translation systems.
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ELIA
ELIA, the European Language Industry Association, brings
together translation, localization and interpreting companies that do business in Europe. The association provides
its members with tools and opportunities to improve their
businesses such as training and networking events, resources
for business development and joint marketing efforts. Above
all, ELIA is a community of peers. It is a place for language
companies to learn, grow, socialize and share. Join us.
Discover ELIA. Share the enthusiasm.
ELIA Cubic Business Centre, 533 Stanningley Road,
Leeds LS13 4EN, UK, +393458307084
E-mail: info@elia-association.org, Web: www.elia-association.org
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Conferences
Localization World
Localization World conferences are dedicated to the language and localization industries. Our constituents are the
people responsible for communicating across the boundaries of language and culture in the global marketplace.
International product and marketing managers participate
in Localization World from all sectors and all geographies
to meet language service and technology providers and to
network with their peers. Hands-on practitioners come to
share their knowledge and experience and to learn from
others. See our website for details on upcoming and past
conferences.
Localization World, Ltd.
319 North 1st Avenue, Sandpoint, ID 83864
208-263-8178, Fax: 208-263-6310
E-mail: info@localizationworld.com
Web: www.localizationworld.com
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Globalization and Localization Association
The Globalization and Localization Association is a fully
representative, nonprofit, international industry association for the translation, internationalization, localization
and globalization industry. The 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
TAUS is an innovation think tank and platform for industryshared services, resources and research for the translation
sector globally. We envision translation as a standard feature,
a ubiquitous service. Like the internet, electricity and water,
translation is one of the basic needs of human civilization. Our
mission is to increase the size and significance of the translation industry to help the world communicate better. We support entrepreneurs and principals in the translation industry
to share and define new strategies through a comprehensive
range of events, publications and knowledge tools.
TAUS Keizersgracht 74, 1015CT Amsterdam, The Netherlands

Consulting Services
LocalizationGuy, LLC
LocalizationGuy, LLC, is a consultancy serving buyers and
providers of language services. We help companies that buy
language services to identify and deploy optimal localization solutions to fit their needs. We offer veteran expertise
as our clients navigate the many personnel, process and
technology decisions involved in running effective localization operations, whether in-house or through external
localization vendors. LocalizationGuy also helps language
service providers formulate business goals, develop and
implement sound business strategies and launch strategic marketing efforts. LocalizationGuy is led by a 20-year
localization industry veteran and former chairman of the
Globalization and Localization Association.
LocalizationGuy, LLC P.O. Box 117210, Dallas, TX 75011

KantanMT
KantanMT is a cloud-based statistical machine translation platform that offers members an intuitive, easy-tonavigate platform for managing machine translations. It is
a subscription-based service targeted at small to mid-sized
language service providers that are keen to grow their business. KantanMT allows members to build domain specific
engines for each of their clients and ensures that all data
is fully encrypted and hosted on a secure Amazon server.
Members can use stock engines and training data provided
by KantanMT in addition to their own bilingual and monolingual data files to build their engines.
KantanMT INVENT Building, DCU Campus, Glasnevin,
Dublin 9, Ireland, +353-1-7007874
E-mail: info@kantanmt.com, Web: http://kantanmt.com
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Global DTP s.r.o., based in the Czech Republic, offers
professional multilingual desktop publishing and media
engineering solutions to the localization industry. For the
past ten years, Global DTP has become one of the leading
DTP companies. We have been delivering high quality and
cost-effective services for at least eight of the top 20 LSPs
and many other companies/agencies. Given our extensive
experience in localization and knowledge of the prepress,
media and publishing industries, our team of 20 in-house
professionals handles more than 400 projects every year.
Our core services are multilingual desktop publishing and
Flash, video and HTML engineering.
Global DTP Videnska 125a, Brno 61900, Czech Republic
+420 603 574 709, E-mail: info@global-dtp.com
Web: www.global-dtp.com

Enterprise Solutions

612-986-3108, E-mail: sales@localizationguy.com
Web: www.localizationguy.com

Across Systems
Multiple Platforms

31-299-672028, E-mail: info@taus.net, Web: www.taus.net

Automated Translation

Global DTP

Rockant Training & Consulting
Rockant provides training and consulting to managers of international programs, products and services. Rockant consultants represent the buyer community. Programs and services
constantly evolve with the needs of buyers of localization
services and the capabilities of the marketplace. Rockant's
in-depth knowledge of the vendor community stems from
experience with actual implementation projects. Rockant
provides online training and consulting where managers of
international programs, products and services need it most:
From managing your subject matter experts to automating
translation and improving time to enter new geographies,
Rockant prepares your global workforce to beat expectations.
Rockant Training & Consulting 2275 Research Boulevard, Suite 500,

Rockville, MD 20850, 301-825-5418, Fax: 240-575-6577
E-mail: info@rockant.com, Web: https://rockant.com

See ad on page 46

Across Language Server is a market-leading software platform for all corporate language resources and translation
processes. Within a very short time, the use of Across can
increase the translation quality and transparency, while
reducing the workload and process costs. The Across
translation management software includes a translation
memory, a terminology system, a powerful PM and workflow control tools. It allows end-to-end processing for a
seamless collaboration of clients, LSPs and translators.
Open interfaces enable the direct integration of third-party
solutions like CMS, ERP or others. Customers include
Allianz Versicherungs AG, HypoVereinsbank, SMA Solar
Technology, ThyssenKrupp and hundreds of other leading
companies. Languages All
Across Systems GmbH Im Stoeckmaedle 13-15, D-76307 Karlsbad,

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 24
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certified partner companies, ADAPT is well suited to help
clients achieve their goals in any market.
Languages More than 50
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 4

STAR Group
Multiple Platforms

STAR Group was founded in Switzerland 30 years ago with
the exclusive focus of facilitating cross-cultural technical
communications in all languages. The company has grown
to be the largest privately held multilingual information
technology and services company in the world with 46
offices in 31 countries. Its advanced technology developments have propelled STAR to its current market position.
Core services: information management, translation, localization, publishing, on-demand printing and consulting. Core technologies: Transit (translation memory),
TermStar/WebTerm (terminology management), GRIPS
(product 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).
Languages All
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 8

Localization Services
ADAPT Localization Services

ADAPT Localization Services offers the full range of
services that enables clients to be successful in international markets, from documentation design through
translation, linguistic and technical localization services, prepress and publication management. Serving
both Fortune 500 and small 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

Alliance Localization China (ALC)
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. Languages Major Asian and European languages
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

Bahasa Bagoes Translation Services
Established in 1999 and based in Indonesia, Bahasa Bagoes
manages all projects exclusively in-house with a dedicated
team of experienced linguists and applies strict QA procedures. Experts in life sciences, IT, telecommunication, legal,
HRD, games, automotive, tourism and hospitality, e-learning,
marketing, machinery, consumer products and many more.
Languages English, German and Japanese into Indonesian
Bahasa Bagoes Translation Services Jalan Jamir Indah No. 43,

Gateway to Asia – TOTAL SOLUTIONS FOR YOUR BUSINESS

Languages: Major Asian languages, including Korean, Japanese, S-Chinese, T-Chinese,
Thai, Malay, Indonesian and Vietnamese
Established in 1995, E4NET is a leading provider of high-quality localization and globalization services. We also provide the full scope of linguistic testing services in Windows,
Macintosh, Linux and Unix, DTP services, and audio recording/video script translation.
Our accumulated experience and know-how have allowed us to successfully accomplish many major projects for clients such as Microsoft, IBM, Oracle, Hewlett-Packard,
LG Electronics, SAP, Digi-key, Panasonic and more. We specialize in the fields of IT such
as ERP/CRM/DBMS, consumer software, hardware/equipment, OS, server application,
management and storage. In addition, our service expands to other industries such as
medical/healthcare, travel, fashion, game, automation and automotive.

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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Binari Sonori has been 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,

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

See ad on page 38

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

E-C Translation Ltd., the technology-driven language service
company with a mission to provide high quality localization
solutions, is pleased to announce the rebranding of its business to EC Innovations, Inc. Since 1997, EC Innovations, an
ISO 9001:2008 certified organization, has grown to nearly
350 full-time employees, providing multilingual and interdisciplinary services worldwide. The new name and image
are a reflection of our completeness as a full-fledged 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. Languages All
EC Innovations, Inc. 501 Silverside Road, Suite 105,
Wilmington, DE 19809, 312-863-1966, Fax: 312-361-3802
E-mail: info@ecinnovations.com, Web: www.ecinnovations.com

RT04/RW06, Pondok Cina, Depok, Indonesia, +6221 78883228
E-mail: latifah@centrin.net.id, Web: www.bahasabagoes.com

?
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Binari Sonori

High Quality Asian Localization,
Voiceover and Multimedia

EQHO Communications — one of Southeast Asia’s
largest independent localization firms, has over 70
in-house staff. Building on a well-educated and inexpensive labor base in Thailand, EQHO has created an
internationally recognized localization firm specializing
in the rarer Southeast Asian languages, as well as Chinese,
Japanese and Korean. EQHO operates from a 1,000-squaremeter office in central Bangkok. With in-house linguists,
DTP operators, localization and multimedia engineers,
and on-site recording studios, we offer an unrivaled level of
service and rapid turnaround. EQHO also has facilities in
Vientiane, Lao PDR and Brno, Czech Republic. In 2012,
EQHO was ranked as a Top 20 Asia-based LSP by CSA.
Languages Translation: All commercial languages, specializing in Asian pairs. Voiceover/multimedia: All languages
EQHO Communications 152 North Sathorn Road, Bangkok,
Thailand, 10500, +66 (0)2 637 8060, Fax: +66 (0)2 637 8422
E-mail: info@eqho.com, Web: www.eqho.com See ad on page 45

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited is
Europe’s number one Greek localizer, specializing in technical and medical translations from English into Greek
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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. Language Greek
EuroGreek Translations Limited
London 27 Lascotts Road, London, N22 8JG United Kingdom
Athens EuroGreek House, 93 Karagiorga Street,

States, Japan, China and Latin America. To learn more,
please visit us at www.moravia.com. Languages All
Moravia
USA 810 Lawrence Drive, Suite 210, Newbury Park, CA 91320

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

software, electrical, automotive and technical industry, and
so on. With 32 years of accumulated know-how, Saltlux will
be your ideal global communication partner. To learn more,
please visit www.saltlux.com. Languages Korean, Traditional
and Simplified Chinese, Japanese and other Asian languages,
European languages
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

See ad on page 60

Athens, 166 75 Greece, 30-210-9605-244, Fax: 30-210-9647-077
E-mail: production@eurogreek.gr, Web: www.eurogreek.com

See ad on page 47

Your Vision. Worldwide.

Full-service Translation, Localization
and Multilingual Testing
iDISC Information Technologies
iDISC, established in 1987, is an ISO-9001 and EN-15038
certified language and software company based in Barcelona
with branches and teams in Argentina, Mexico, Brazil, Bolivia
and Guatemala. We have dedicated teams for web content,
software localization and translation of technical, business,
automotive, biomedical and marketing documents. Our software development engineers and translation teams provide
high-quality and on-time production solutions that are costefficient, flexible and scalable. Languages Spanish (all variants), Portuguese (all variants), Catalan, Basque, Galician,
Valencian, K’iche’, Quechua, Aymara, Guarani
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

Net-Translators provides turnkey translation, localization
and multilingual testing services and customized strategyto-deployment localization solutions. For over ten years,
it has helped technology companies and medical device
manufacturers prepare their products and services for global
markets. For software applications (GUI, online help and
documentation), marketing materials, websites and more,
Net-Translators’ customer-focused, professional teams
deliver consistent, accurate results in compliance to international regulations. Their one-of-a-kind Multilingual Testing
Center is specially equipped and staffed to offer the ultimate
testing environment for localized products. EN 15038:2006,
ISO 9001:2008 and ISO 13485:2003 certifications and a longstanding reputation for quality have earned Net-Translators
the trust of industry leaders worldwide. Languages Over 60
Net-Translators
USA Cupertino, CA, 800-320-1020
E-mail: salesusca@net-translators.com

USA Marlborough, MA, 617-275-8128

TOIN Corporation

TOIN has achieved a 50-year track record of excellence by,
as our clients say, being consistently “present” to meet their
needs. TOIN offers a spectrum of translation, localization
and consulting solutions to Global 1000 companies across a
range of industries including automotive, IT, telecommunications, life sciences, e-learning, software, gaming, semiconductors and consumer products. TOIN provides exceptional
strength in Asia as well as a global reach, with offices in Japan,
China, Korea, the United States and the United Kingdom.
Languages Japanese, Traditional and Simplified Chinese,
Korean, Malay, Thai, Vietnamese and European languages
TOIN Corporation
Japan 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 Dallas, TX, 1-612-986-3108
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

E-mail: salesuseast@net-translators.com

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

New markets for your
products and solutions

Janus Worldwide Inc.
Janus is a leading provider of language solutions to the
world’s most global companies. Our flexible, scalable and
proven approach enables our team to deliver services with
top-quality results both on time and on budget. Industries
we serve include IT, telecom, life sciences, energy, financial
and automotive. Some of the services we offer are: functional
and linguistic testing; software, website and multimedia
localization; and technical, e-learning and marketing 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.
Languages 80 and growing
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 13

Moravia
Moravia is a leading globalization solution provider,
enabling companies in the information technology,
e-learning, life sciences, consumer electronics and telecommunications industries to enter global 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 for accurate, on-time and economical localization. With global headquarters in Brno, Czech
Republic, Moravia has local offices in Europe, the United
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Middle East Or Yehuda, Israel +972-3-5338633

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

Greek Localization Experts Since 1983
Founded in 1983, this year ORCO celebrates its 30th anniversary! A leading translation and localization provider, the
company specializes in software localization and technical
translation (IT, telecommunications, medical, automotive,
engineering, marketing, financial, EU). ORCO deals primarily with Greek projects, although translation from other languages can be taken aboard. With its experienced in-house
personnel, ORCO offers high quality services including localization, testing, engineering, DTP and more. Our client
list includes long-term collaborations with companies such
as Abbott, Canon, Cummins, Ford, General Electric, Google,
IBM, Microsoft, Oracle, Sony and important international institutions such as the EU (CdT, DGT, European Parliament)
and UNHCR. Language Greek
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

Localization and Globalization Partner
Saltlux was founded in 1979 as the first Korean
technical translation company. Our services encompass
translation, localization, DTP, MT post-editing, planning and
writing of technical manuals. We have extensive experience
in medical and pharmaceutical products and equipment, IT,

Ushuaia Solutions

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.
Languages Spanish (all varieties), Portuguese (Brazil)
Ushuaia Solutions Rioja 919, S2000AYK Rosario, Argentina

54-341-4493064, Fax: 54-341-4492542
E-mail: info@ushuaia solutions.com, Web: www.ushuaiasolutions.com

See ad on page 25

VistaTEC

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 clients’ products. Languages All
VistaTEC
Europe VistaTEC House, 700 South Circular Road, Kilmainham,
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 27
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Terminology Management

document changes, delivery, cost management and invoicing
can be automated in the collaborative translation platform.
Languages All
Wordbee 9 avenue des Hauts-Fourneaux, L-4362 Esch-sur-Alzette,
Luxembourg, +352 54 55 80 875, +1 503 287 0023
E-mail: info@wordbee.com, Web: www.wordbee.com

Xlated Ltd.
Xlated is a young and dynamic localization service provider, founded and managed by translators with 16+ years
of specialization in software localization. Thanks to a
proven knowledge of internationalization and localization
processes, a team of highly skilled and motivated professionals, and an intelligent use of the most recent translation
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. Languages French, Italian, German, Spanish,
Portuguese, Russian
Xlated Ltd.
Riverbank, Kells Business Park, Kells, County Meath, Ireland
+353-(0)46-925-0005, E-mail: info@xlated.com
Web: www.xlated.com

Nonprofit Organizations

Kaleidoscope
quickTerm manages the entire terminology life cycle. If
you would like to see your SDL MultiTerm terminology
used enterprise-wide, Kaleidoscope has the ideal add-on:
quickTerm. With quickTerm, individuals do not need to be
terminology-savvy power users or have their own MultiTerm
license to quickly and easily access terminology. Users can
simply search for terminology from within any application
or via a web browser. This alone significantly raises the level
of terminology adherence. Additionally, quickTerm enables
enterprise-wide participation in terminology discovery, approval and revision processes, which further ties in colleagues
in the terminology process. Languages German, English
Kaleidoscope GmbH Stojanstr. 26a, 2344 Maria Enzersdorf, Austria
0043223643498-0, E-mail: info@kaleidoscope.at
Web: www.kaleidoscope.at See ad on page 48

Translation
Management Systems

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation
management system available as a pay-as-you-go SaaS or for
installation on your server. Built for collaboration and ease
of use, XTM provides a complete, secure and scalable translation solution. Implementation of XTM Cloud is quick
and easy, with no installation, hardware costs or maintenance required. Rapidly create new projects from all common file types using the templates provided and allocate
your resources to the automated workflow. XTM enables
you to share linguistic assets in real time between translators. Discover XTM today. Sign up for a free 30-day trial at
www.xtm-intl.com/trial. Languages All Unicode languages
XTM International 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 7

The Rosetta Foundation
Access to information is a fundamental right. We want to
relieve poverty, support health care, develop education
and promote justice through access to information and
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-for-profit and
non-governmental organizations. Languages All
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

Plunet BusinessManager
Multiple Platforms

Plunet develops and markets the business and workflow
management software Plunet BusinessManager — one of
the world’s leading management solutions for the translation
and localization industry. Plunet BusinessManager provides
a high degree of automation and flexibility for professional
language service providers and translation departments.
Using a web-based platform, Plunet integrates 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 Skalitzer Strasse 104, D-10997 Berlin, Germany

+49-(0)30-322-971-340, Fax: +49-(0)30-322-971-359
E-mail: info@plunet.com, Web: www.plunet.com

See ad on page 39

XTRF Translation Management Systems
Multiple Platforms

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

48-12-255-14-80, Fax: 48-12-255-14-77
E-mail: info@xtrf.eu, Web: www.xtrf.eu

Translation Services

Translators without Borders
Translators without Borders is an independent registered
nonprofit association based in France that assists nongovernmental organizations (NGOs) by providing free,
professional translations. Founded by Lexcelera in 1993,
Translators without Borders has provided over two million dollars worth of free translations. Thanks to the funds
saved, NGOs are able to extend their humanitarian work.
Languages English, French, Spanish, German, Italian, Portuguese, Dutch, Russian, Arabic, Chinese, Swedish
Translators without Borders Passage du Cheval Blanc,

2 rue de la Roquette, 75011 Paris, France
33-1-55-28-88-09, Fax: 33-1-55-28-88-09
E-mail: twb@translatorswithoutborders.org
Web: www.translatorswithoutborders.com

Wordbee Translator
Web-based

Wordbee is the leading choice for enterprises and translation professionals who need to save money and make their
company run more efficiently. Wordbee has the most complete feature set of any cloud solution: a CAT editor including linguistic resource management, QA, spellchecking and
machine translation combined with project management
capabilities such as automated workflows, crowdsourcing,
business analytics and API connectivity with third party
applications. Project setup effort is significantly reduced.
Project manager tasks such as translation assignment, deadline calculation, project phase kick-offs, mid-cycle source

Find us on Facebook
www.facebook.com/multilingualmagazine

Localization? Asianlization with HansemEUG
HansemEUG is a leading localization provider specializing in
Korean, Chinese, Japanese and other Asian and Middle Eastern languages including Vietnamese, Thai, Malay and Arabic.
We have over 150 in-house staff who are all professionally
trained and experienced in developing content for a variety
of audiences. Our professionalism and experience ensure that
your software or mobile device localization, or medical translation projects are accurate, clear, and of the highest quality.
HansemEUG provides a single solution for all your documentation projects, including manual development, in-house DTP
and graphic design, language audits and consulting services
for Chinese GB compliance. Our headquarters are located
in Korea. Languages Asian and Middle Eastern languages
HansemEUG, Inc. #24, Gwongwang-ro 142-gil, Paldal-gu,
Suwon-si, Gyeonggi-do, Republic of Korea
+82-(31)-226-5042, Fax: +82-(31)-226-5040
E-mail: info@ezuserguide.com, Web: www.ezuserguide.com

See ad on page 40
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Diskusija – Translation and Localization
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.
Languages Central and Eastern European languages
Diskusija Mindaugo g. 23A-73, Office 8, LT-03231 Vilnius, Lithuania
370-5-2790574, Fax: 370-5-2790576
E-mail: diskusija@diskusija.lt, Web: www.diskusija.lt

Localization Care, Because We Care
Localization Care offers a full range of services from documentation design through translation, linguistic and technical localization services. Our experienced team is able to
handle projects of any complexity. We guarantee a professional and personal approach to our clients' needs, including
on-time delivery, competitive rates and flexibility. We have
extensive expertise in the following industries: automotive,
electronics, finance, medicine, pharmacology, medical equipment, IT, software, hardware, legislation and more. Our client list includes long-term collaborations with companies
such as Nikon, Sony, St. Jude Medical, Nike, Adidas, Google,
Microsoft and Apple. Give us a try! We are sure you won't be
disappointed! Languages All
Localization Care Ul. Kremerowska 6/5, 31-130 Kraków, Poland

Omnia S.r.l.

Omnia has been helping companies successfully deploy their
message in the global marketplace for 25 years. Let Omnia
partner with you to meet your international communication
objectives through a range of bespoke services, including
technical documentation translation; marketing collateral
transcreation; website and software localization; multilingual desktop design and publishing; content authoring and
controlled English; and content and term management.
Languages 150 language combinations including rare and
obscure languages
Omnia Group via Mazzini, 160/B, Sassuolo, 41049 Italy
+39 0536 881375, Fax: +39 0536 882413
E-mail: info@omnia-group.com, Web: www.omnia-group.com

See ad on page 47

+48 12 418 41 83, Fax: : +48 12 418 41 83
E-mail: contact@localizationcare.com
Web: www.localizationcare.com

PTSGI

LinguaLinx Language Solutions, Inc.
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. Languages All
LinguaLinx Language Solutions, Inc.

Hedley Park Place, 433 River Street, Troy, NY 12180
518-388-9000, Fax: 518-388-0066

Medical Translations Only
Medilingua is one of the few medical translation specialists
in Europe. We only do medical. We provide all European languages and the major languages of Asia and Africa, as well
as translation-related services to manufacturers of devices,
instruments, in vitro diagnostics and software; pharmaceutical and biotechnology companies; medical publishers;
national and international medical 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. Languages 45, including all EU languages
MediLingua Medical Translations BV
Poortgebouw - Rijnsburgerweg 10, 2333 AA Leiden, The Netherlands
+31-71-5680862, Fax: +31-71-5234660
E-mail: simon.andriesen@medilingua.com
Web: www.medilingua.com

See ad on page 47

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. 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
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

Lionbridge
Lionbridge enables more than 800 world-leading brands to
increase international market share, speed adoption of products and effectively engage their customers in local markets
worldwide. We provide translation, online marketing, global
content management and application testing solutions that
ensure global brand consistency, local relevancy and technical usability across all touch points of the global customer
life cycle.  Using our innovative cloud technologies, global
program management expertise and our worldwide crowd
of more than 100,000 professional cloud workers, we provide
integrated solutions that enable clients to successfully market, sell and support their products and services in global
markets. Languages All
Lionbridge
1050 Winter Street, Suite 2300, Waltham, MA 02451

781-434-6000, Fax: 781-434-6034
E-mail: marketing@lionbridge.com, Web: www.lionbridge.com

See ad on page 18

Follow us at twitter.com
/multilingualmag
www.multilingual.com
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Rheinschrift Übersetzungen, Ursula Steigerwald
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. Language German to/from major European languages
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 32

SpanSource
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.
Languages Focus on Spanish and Portuguese, other language combinations through partners
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

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

ul. Barlickiego 23/22, 50-324 Wrocław, Poland
48-601-228332
E-mail: info@jarza.com.pl, Web: www.jarza.com.pl

Translatize

Translatize provides human translation through a fully automated website. We take the frustration out of purchasing
a high-quality translation in an innovative way. Our buyers
are educated on-the-fly as to how their choices affect the
cost of the translation service. We offer lower rates in a user
friendly environment. Languages All
Translatize LLC 262 W. 38th Street, Suite 1705,

interpretation, voiceover/subtitling, linguistic consulting
and auditing, terminology management and desktop publishing. No job is too big or too complex. Our expert teams
of native-speaking translators are skilled in a wide variety of
industries and subjects, most notably finance, banking, life
sciences, human resources, insurance and regulatory materials. Contact us today to find out what we can do for you.
Language French Canadian
TRSB Inc. 276 Saint-Jacques, Montreal, H2Y 1N3 Canada
514-844-4682, Fax: 514-844-5983
E-mail: info@trsb.com, Web: www.trsb.com

Translation Tools
Kilgray Translation Technologies
Windows

Kilgray Translation Technologies is the world’s fastest growing provider of computer-assisted translation tools. In 2005
the company launched the first version of memoQ, an integrated client-server translation environment designed
to facilitate interoperability and teamwork. All of Kilgray’s
products — memoQ, the memoQ server, memoQWebTrans,
qTerm and Language Terminal — optimize productivity and
control of the entire translation process and environment.
Rated #1 by Common Sense Advisory among translationcentric TMS systems, and used by thousands of translators,
language service providers and enterprises throughout the
world, memoQ and other Kilgray tools are accepted and appreciated as premiere translation technologies. Languages All
Kilgray Translation Technologies H-5700 Gyula, Béke sugárút 72.,
Hungary, +36-30-383-9435, Fax: +36-1-312-6019
E-mail: sales@kilgray.com, Web: www.kilgray.com

See ad on page 19

New York, NY 10018, 800-450-5495
E-mail: info@translatize.com, Web: www.translatize.com

See ad on page 22

See ad on page 47

MadCap Lingo
Windows

TripleInk Multilingual Communications
Skrivanek s.r.o.
Skrivanek has been delivering outstanding language solutions
for 20 years, affirming its position as a world leader in the
translation industry. Our network of 50 offices in 15 countries throughout Europe, Asia and the United States enables
the provision of quality translations and product localization
services in over 100 languages. Supported by 3,000 linguists,
350 in-house native reviewers, teams of experienced project managers, software engineers and DTP specialists, our
cutting-edge technologies facilitate customer-driven solutions to meet the most exacting requirements. Our reputation is guaranteed by ISO 9001:2008 and EN 15038:2006
quality assurance certification and a clientele that includes
global corporations and major international organizations.
Languages All, with a focus on Central and Eastern Europe
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

Participate in language
industry discussions at
www.multilingualblog.com
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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. Languages All major commercial
languages
TripleInk 60 South 6th Street, Suite 2800, Minneapolis, MN 55402

The leaders in technical communication bring you MadCap
Lingo, an XML-based translation management solution
used by large multinational corporations, technical writers and freelance translators. MadCap Lingo offers support
for a wide range of file formats, works with major industry
TM systems and is fully integrated with the leading content
authoring application MadCap Flare. Through its strategic
partner Microsoft Corporation, MadCap Software delivers
solutions optimized for Microsoft Windows, Visual Studio
and the .NET environment. A free 30-day trial download is
available at www.madcapsoftware.com. Languages All
MadCap Software, Inc. 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 43

612-342-9800, 800-632-1388, Fax: 612-342-9745
E-mail: info@tripleink.com, Web: www.tripleink.com

Globalese MT System
Linux

TRSB Inc. Translation Solutions
For over 25 years, TRSB’s mission has been to provide costefficient, reliable language solutions addressing each client’s
individual needs. As Canada’s leading translation and localization firm, TRSB offers a complete array of services,
including marketing targeted for Quebec, copywriting,

Globalese® is a statistical machine translation (MT) system
developed for LSPs and content owners. With Globalese,
MT can be easily integrated into the standard translation
workflow while project managers and translators can use
their well-known CAT tools such as SDL Trados, memoQ
or Wordfast. Globalese allows users to build project-specific
engines in an easy and flexible way. Globalese can be managed from a user-friendly, web-based interface from any standard browser. By using your own local installation of Globalese, you can ensure that you do not need to upload any
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of your confidential content to third party providers or the
cloud. Languages All European languages, Arabic, Simplified
Chinese, Japanese and Korean
MorphoLogic Localisation 54 Logodi, 1012 Budapest, Hungary

+36 1 225 3704, Fax: +36 1 225 3705, E-mail: info@mloc.eu
Web: www.globalese-mt.com See ad on page 37

Sovee

SYSTRAN

Multiple Platforms

SDL Language Technologies
Windows

SDL Language Technologies is the leading provider of translation software to the translation industry and recognized
globally as the preferred computer-assisted translation tool
of government, enterprise, language service providers and
freelance translators. Its product portfolio includes the
market-leading translation tool, SDL Trados Studio 2011,
which offers a complete translation environment including
translation memory, terminology and powerful project management tools. With support for the largest number of file
formats, an open API and growing app marketplace, Studio
2011 is the right choice for professionals serious about the
business of translation. Languages All
SDL Language Technologies Globe House, Clivemont Road,
Maidenhead SL6 7DY, United Kingdom, +44-1628-417227
E-mail: info@sdllangtech.com, Web: www.translationzone.com

The Sovee Smart Engine is equipping today's language service
providers with the intelligent innovation they need to succeed
in a rapidly changing industry. The Smart Engine is designed
to do the heavy lifting and significantly reduce post-editing
time. The Engine learns translation preferences for industry
terms and uses them to translate more efficiently across all
media, including moving targets such as dynamic website
content, video and live chat text, as well as more traditional
document translation. Languages Afrikaans, Albanian, Arabic, Azerbaijani, Basque, Bengali, Belarusian, Catalan, Chinese
Simplified, Chinese Traditional, Croatian, Czech, Danish,
Dutch, Esperanto, Estonian, Filipino, Finnish, French, Galician, Georgian, German, Greek, Gujarati, Haitian Creole, Hebrew, Hindi, Hungarian, Icelandic, Indonesian, Irish, Italian,
Japanese, Kannada, Korean, Latin, Lithuanian, Macedonian,
Malay, Maltese, Norwegian, Persian, Polish, Portuguese, Romanian, Russian, Serbian, Slovak, Slovenian, Spanish, Swahili,
Swedish, Tamil, Telugu, Thai, Turkish, Ukrainian, Urdu, Vietnamese, Welsh, Yiddish, others available on request
Sovee 3806 Amnicola Highway, Chattanooga, TN 37406

855-997-6833, E-mail: info@sovee.com, Web: www.sovee.com
See ad on page 35

See ad on page 2

Multiple Platforms

SYSTRAN is the market leading provider of machine
translation (MT) solutions for the desktop, enterprise and
internet. Our solutions facilitate multilingual communications in 52+ language pairs and in 20 domains. SYSTRAN
Enterprise Server 7, our latest achievement, is powered by
our new hybrid MT engine which combines the predictability and consistency of rule-based MT with the fluency
of the statistical approach. The self-learning techniques
allow users to train the software to any specific domain
to achieve cost-effective, publishable quality translations.
SYSTRAN solutions are used by Symantec, Cisco, Ford and
other enterprises to support international business operations. For more information, visit www.systransoft.com.
Languages 52 language combinations
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 23

MultiLingual has a special message for educators
– we want to help you in the classroom.
MultiLingual can help your students better understand the intersection of language, technology
and culture via timely articles written by experts around the world. We can provide you with print
and digital subscriptions plus other resources on www.multilingual.com.
Your students can learn about:
• Building a business in another country
• Internationalization
• Project management
• Web design

• Globalization
• Managing virtual teams
• Translation
• Localization

Contact us at subscriptions@multilingual.com to learn more about using MultiLingual
in your classroom and preparing your students for their careers.

www.multilingual.com
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Takeaway

Adam Jacot de Boinod

Happy birthday to the Bard

A

April 2014 marks the 450th anniversary of
William Shakespeare’s birth. Not only was Shakespeare one of the most prolific writers ever known,
but he also, without question, left an extraordinary linguistic legacy through his literary achievements. The author of 38 plays and 154 sonnets,
the man we call the Bard remains one of the
world’s best-loved playwrights and poets.

His plays, in particular, remain popular with theater groups
around the world and are forever being performed and with different interpretations. His poetry is also highly influential; both
act as a significant part of our education, in particular for those
studying English literature. His greatest legacy, however, was to
the English language. In his day, English grammar, spelling and
pronunciation were less standardized than they are now, and his
use of language has helped to shape modern English. Indeed,
Samuel Johnson quoted him more often than any other author
in his A Dictionary of the English Language, the first serious
work of its type.
Many English words and phrases were either popularized by
or originated with Shakespeare. The former are what I would
call attestations. For example, alligator appeared in print for
the first time as an English word in Romeo and Juliet, but it
has Spanish antecedents. Likewise, puke appears as a vulgar
term for vomiting in As You Like It, but it appears to have been
well known.
Shakespeare’s original phrases have likewise become etched
into our daily conversations, and are often familiar enough to
be thought of as common expressions and proverbs, even to the
point of having become clichés. For business deals, whether it is
a case of “neither a borrower nor a lender be” (Hamlet), “make
short shrift” (Richard III) or “too much of a good thing” (As You
Like It), Shakespeare certainly had a commercial common sense
lacking in some modern day practitioners.
For our day-to-day lives, we have “elbow room” from King
John, the coined word watchdog from The Tempest, as well as
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critic from Love’s Labour’s Lost, based on the Ancient Greek
word for judge. We have compromising from The Merchant
of Venice, based on the late Latin word for a mutual promise,
the “spotless reputation” from Richard II and castigating from
Timon of Athens, based on the Latin word for pure. The opposite
of hearten, a word already at the time of Shakespeare’s writing,
dishearten, was most pertinently first employed in print by the
eponymous king in Henry V, who didn’t allow insurmountable
odds at the Battle of Agincourt to get him down.
And who could forget the classics such as the “sound and
fury” from Macbeth, the reference to a person’s “own flesh and
blood” from Hamlet and the “pomp and circumstance” from
Othello? And the list goes on. We have the now-trite “naked
truth” (Love’s Labour’s Lost) and “tower of strength” (Richard
III). We still hear the phrase “hoist with his own petard” — in
other words, injured by the device that you intended to harm
another — from Hamlet, which otherwise would probably no
longer make much sense to us. Unsurprisingly for a great writer
of romance, there are quite a few heart-based proverbial phrases
originating with Shakespeare: “heart of gold” (Henry V); “in
my heart of hearts” (Hamlet); “wear my heart upon my sleeve”
(Othello); “sick at heart” (Hamlet); and “faint hearted” (Henry VI
part 1).
Perhaps we would do well to put life in perspective, as Shakespeare does with his comedies, and remember that all is laughable (The Merchant of Venice). To “break the ice” (The Taming
of the Shrew), some choose to be zany (Love’s Labour’s Lost), to
make someone a “laughing stock” (The Merry Wives of Windsor), perhaps even by telling cheesy jokes that begin with “knock
knock! Who’s there?” (Macbeth) M

Adam Jacot de Boinod is the author of The Meaning of Tingo
and Other Extraordinary Words from around the World, published by Penguin Books.
To offer your own Takeaway on a language-industry issue, send a
contribution to editor@multilingual.com.

editor@multilingual.com

2/17/14 3:03 PM

Quality means doing it right

“

when no one is looking.”

Henry Ford

www.net-translators.com
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“The future is already here
– it’s just not evenly distributed.”
William Gibson

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

Lara S. Daly
Director of Sales, North America
Moravia

Flexible thinking. Reliable delivery.

moravia.com
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