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Technology that
translates into efficiency
Proven to increase efficiency
by 18% and counting

New SDL Studio GroupShare 2014 means increased efficiency in any language.
An intelligent collaboration hub for small to medium sized translation teams, it
takes the class-leading capabilities of SDL Trados Studio 2014 further than ever
and will transform how your translation teams work.
Improving productivity, it centralises all project information so your teams spend less time filing and
more time translating.
Expediting workflow, it automatically informs the next team member in the process that their task is
ready and waiting.
Strengthening security, it enables Project Managers to ensure that individual team members only view
documents assigned to them.
And increasing operational efficiency throughout the process, GroupShare 2014 has already proven to
significantly reduce manual tasks, leading to time-savings in administration of up to 18%.

The new and more efficient way to manage translation
For more information, visit www.groupshare2014.com
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Post Editing

Celebrating nerdiness

S

Sometimes I affectionately think of
myself as the Queen of the Nerds — not
because I rule anything in particular,
but because I think I could win a nerd
election as long as the competition
wasn’t too stiff. I even have one single,
solitary fan letter from a homeschooler
in Australia to prove it.
I was so nerdy growing up, I asked
questions in my diary such as “what
kind of ice cream do cool kids eat?” and
then learned the answer based on silent
journalistic observation in a BaskinRobbins. I saved my gum wrappers and
put them over my teeth, pretending
they were braces. That’s right: I was so
nerdy, I thought braces were the height

of fashion. Fortunately for my sense of
couture, I did manage to acquire glasses
so large they took up most of my face.
The first time I played a video game,
I was 18. Prior to me being 18, my
entire family was so nerdy we didn’t
even have television. You see, being
homeschooled until college without
technology is basically like growing
up in the 1950s. Especially if you’re
homeschooled by people who grew up
in the 1950s. Basically I just quilted,
wrote Star Wars plays for my siblings
to enact and read J.R.R. Tolkein books
all day — and I am exaggerating only
very slightly. So that first time I played
a video game, I lost spectacularly. I was

too much of a nerd to be any good at
video games.
And this is how much of a nerd I
am now: I edit texts about linguistics
(because I love linguistics) and things
like coding. Sometimes I edit texts
about video games. Like, the most nerdy
parts of video games. The technical,
grammar-related parts. And I like it.
This issue, we have several such
articles. For all the business-minded
nerds who don’t quite know how to get
their video game to other markets, we
have Andriy Lutsuk’s piece detailing
what to put in a localization kit and
how to get to the point of sending one
to your language service provider. Bill
Black and Simone Crosignani, as well as
Demid Tishin and Anna Maya Tomala,
all contribute to giving advice on game
technology and quality. Yasin and Afaf
Steiert finish the topic out with their
Takeaway.
For the code lovers, we have an
introduction to XLIFF 2.0 by Yves
Savourel. For the terminologists, Kara
Warburton offers some discussion
on approaching terminology as a
knowledge asset. For the technology
junkies, there is a review of SDL
Trados 2014 by Richard Sikes and
Agelika Zerfaß. We also have stuff
on machine translation, cultural
stereotypes and more — just in time
for me to stereotype myself as possibly
the world’s biggest nerd due to my
interests, hobbies and the first 18 years
of my social awkwardness.
So forgive me for celebrating the nerds
among us — I’ve come to the realization
that nerds are the coolest kids ever. W
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Business

News

New look for XTRF

XTRF Translation Management
Systems sp. z o.o., has announced
its newly designed logo and userfocused website. XTRF technology
is designed to manage all company
activities, the workflow and production process and the translation
process.

XTRF Translation Management
Systems sp. z o.o. www.xtrf.eu

SYSTRAN Software, Inc., a provider of language translation software products and solutions, has
launched a new corporate website,
available in eight languages.
The company has also entered an agreement to sell a percentage of its share capital
to CSLI, a South Korean-based translation
services supplier.
SYSTRAN Software, Inc. www.systransoft.com
CSLI Co. Ltd www.csli.co.kr

Moravia moves Tokyo office

Moravia, a globalization solutions provider, has moved to a new office in Tokyo,
ten years after the company first opened
its doors in Japan. The Tokyo office complements the company’s Asian production hub
based in Nanjing, China.

TOIN relocates headquarters

TOIN Corporation has relocated its Tokyo,
Japan, headquarters. The company also has
offices in China, Korea, the United States
and the United Kingdom.

TOIN Corporation www.to-in.com

Translation Vibes officially open

Translation Vibes Ltd., has announced its
official opening. The company provides translation, localization, interpretation, terminology management, quality assurance and DTP
services.

Translation Vibes Ltd. trsvibes.com

ELC Group, a global provider of regulatory affairs consultancy, has expanded
its delivery of language translation and
localization services to North and South
American markets with the opening of an

BusinessManagement
makes the Difference

ELC Group www.elc-group.com

Moravia www.moravia.com

SYSTRAN launches
new website, sells shares

ELC Group opens in Philadelphia

office in Philadelphia, Pennsylvania. The
company has hired Suzanne Morris as localization business development manager
for the new location.

Fidel Technologies acquires
division of CSC, Japan

Fidel Technologies K.K. has acquired the
localization division of Computer Science

Next
Project
www.plunet.net

Process
Level

99

Plunet BusinessManager
The Management Solution for the Translation Industry
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Corporation (CSC), Japan, including its
staff of native Japanese localization professionals. The CSC acquisition will become
part of Fidel’s localization division, Fidel
Localization Services (Filose).
Fidel Localization Services www.filose.com

Financial
Consortium invests in Lingo24

Lingo24 Ltd., a translation service provider, has signed a deal with a consortium
of investors for a minority stake in the business. The consortium is led by Paul Gregory,
the chairman and former chief executive of
energy analysts Wood Mackenzie. Gregory
will take on the role of chairman at Lingo24.

Lingo24 Ltd. www.lingo24.com

XTRF receives first round of funding

XTRF Translation Management Systems sp.
z o.o., has signed a cooperation agreement
with Experior, a venture capital firm, that is
expected to provide around $2 million for
product and company development. Experior
is XTRF’s first external capital source.

XTRF Translation Management
Systems sp. z o.o. www.xtrf.eu

People
Recent industry hires

■■ Smartling, Inc., provider of a cloudbased software platform, has announced
that Alison Toon, former head of globalization at Hewlett-Packard, has joined the
company as senior director, new markets.
■■ Ocean Translations, a provider of communications solutions, has hired Alejandro
Laurora as manager of the desktop publishing unit.
■■ Netwire, a provider of language services that include transcription, subtitling
and voiceover, has hired Sabrina Klaric.
■■ Jonckers Translation & Engineering, a
provider of software, e-learning and multimedia localization services, has hired David
Ashton as the new vice president of client
solutions.
■■ Akorbi Language Consulting, a provider of linguistic, staffing and technology
services, has hired Kent Taylor as vice president of operations.

Smartling, Inc. www.smartling.com
Ocean Translations
www.oceantranslations.com
Netwire www.netwire.com.br
Jonckers Translation & Engineering
www.jonckers.com
Akorbi Language Consulting www.akorbi.com
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News
Resources
Reports on optimizing customer
experience, selling levels of quality

Common Sense Advisory, Inc., an independent market research firm specializing
in the language service industry, has published a report that identifies common and
best practices in auto-navigation, metanavigation, simple navigation and content
filtering to help visitors switch country
or language along the path to their final
destination. The research is based on 181
websites, each with 20 or more languages.
Common Sense Advisory has also published
a report about how to evaluate whether to
resist the push for a multilevel service offering, develop a unique menu of services, market an offering, train a customer care team,
and manage profitability accordingly.

Common Sense Advisory, Inc.
www.commonsenseadvisory.com

TAUS directory of translation
technologies, post-editing course

TAUS, the translation innovation think
tank and platform for industry-shared services, has released a new directory of translation technologies as an open service to
the global translation industry. The directory
contains listings of translation support tools,
machine translation engines and language
technology tools.
TAUS has also started a post-editing course
designed for translators and linguists interested in learning about best practices and
gaining skills in post-editing machine translation output.

learners of the language through the development of digital language tools.
In Every Language has released a white
paper explaining why it is not in the best
interest of manufacturers to have their
distributors handle translation.
In Every Language www.ineverylanguage.com

Products and Services
Web-based quality assurance tool

The Centre for Next Generation Localisation, in collaboration with partners Cisco
Systems, Intel Corporation, Symantec and
Welocalize, has developed a content quality assurance tool that helps to ensure consistent communication of an organization’s
unique brand voice across global markets.

Centre for Next Generation Localisation
www.cngl.ie

RC-WinTrans 9.4

tures to its marketing globalization platform.
Additional capabilities include Change Order
API, Project Workflow API and machine
translation, which is designed to enable
customers to globalize marketing campaigns
and content using the localization method
and model that is best suited for their content and budget needs.
Cloudwords, Inc. www.cloudwords.com

Machine Translation
Kickstart Strategy program

KantanMT, a subscription-based machine translation service, has launched
its Machine Translation Kickstart Strategy
program. Throughout the 30 day program,
company consultants will provide technology and business guidance to participants,
while focusing on a 90 day action plan for
implementing a strategy throughout all
necessary departments.

KantanMT http://kantanmt.com

Schaudin.com, a developer of software
localization solutions, has released version
9.4 of RC-WinTrans. The latest version has
been updated to use the features offered
by TM Workbench, a new add-on that
accesses translation memories from SDL
Trados and RC-WinTrans dictionaries.

Schaudin.com www.schaudin.com

Cloudwords adds features

Cloudwords, Inc., an online translation
management platform, has added new fea-

Connector for Adobe
Experience Manager updated

Clay Tablet Technologies, a developer of
integration software, has updated the Connector for Adobe Experience Manager. New
features include advanced user profiles that
define the target languages by groups of
users, quoting capability and functionality to
send post-translation edits to update an organization or provider’s translation memory.

Clay Tablet Technologies www.clay-tablet.com

Machine Translation System

Translation
automation for
LSPs and global
companies.

Productivity

Free evaluation

TAUS http://taus.net

Gender codes added to Chinese
Personal Names Database

Specializing in the compilation of CJK and
Arabic lexical resources, The CJK Dictionary
Institute, Inc., has added gender codes to its
Chinese Personal Names Database which contains over one million names. The new field is
in addition to other attributes such as pinyin
readings and type (given name/surname).

The CJK Dictionary Institute, Inc.
www.cjk.org

Book on development of EnglishMohawk dictionary, white paper

Alicia Assini, project manager at In Every
Language, has announced the availability
of her book Natural Language Processing
and the Mohawk Language. The work is
an effort to provide greater access to the
Mohawk language for the speakers and

www.multilingual.com		
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High-quality
projectspeciﬁc MT
engines

Globalese®

Integration
MT for
standard
CAT tools
and
processes

Flexibility

Hosted
or local
installation

Powered by MorphoLogic Localisation.

30-day trial
with full
support

www.globalese-mt.com
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News
Transfluent Unity Plugin 2.0

Transfluent, a provider of cloud-based translation services, has released Transfluent Unity
Plugin 2.0, a new version of its game localization toolkit for Unity. The updated plugin adds
direct support for commonly used user interface frameworks and includes translations of
most common game-related phrases in dozens
of languages.

Transfluent www.transfluent.com

Clients and Partners
Plunet chosen by eLocalize,
Urban Translation Services

The translation management system by
Plunet GmbH, a provider of business management software for translation services
and agencies, has been selected by language
service provider eLocalize as a central platform for the improvement of its internal
processes.
Plunet GmbH has been chosen by Turkish translation company Urban Translation
Services to augment its business and translation management processes.

Plunet GmbH www.plunet.com
eLocalize www.elocalize.net
Urban Translation Services
www.urbantranslation.com.tr

Xyleme adds technology from Across

Xyleme, Inc., a provider of standards-based
learning content management solutions, has

added the technology from Across Systems
GmbH, a manufacturer of corporate translation management systems, enabling clients to
optimize content directly within Xyleme LCMS
(Learning Content Management System).

nel content authoring company. The latest
release of Acrolinx activated within the
latest release of the Flare user interface
triggers Acrolinx to analyze the content
and return a scorecard of the results.

Across Systems GmbH www.across.net

Acrolinx GmbH www.acrolinx.com
MadCap Software, Inc.
www.madcapsoftware.com

Binari Sonori partners with
Faceware Technologies

Binari Sonori S.r.l., a provider of localization services and production of international content for digital entertainment,
has partnered with Faceware Technologies,
a provider of markerless 3D facial motion
capture solutions, to launch a new videobased localization service.

Binari Sonori S.r.l. www.binarisonori.com

KantanMT and
XTM partner technology

KantanMT, a subscription-based machine
translation service, and XTM International,
a developer of XML authoring and translation tools, have announced a technology
partnership, combining KantanMT’s machine
translation platform with XTM’s translation
management system.

KantanMT http://kantanmt.com
XTM International www.xtm-intl.com

Acrolinx for MadCap Flare

Acrolinx GmbH, a developer of content
quality software, has partnered technology
with MadCap Software, Inc., a multichan-

Z-Axis Tech Solutions
partners with glln

Z-Axis Tech Solutions Inc., a provider
of localization solutions, and glln, Inc., a
globalization management company, have
entered into a partnership intended to
foster industry-related research and development, and combine existing technology,
services and corporate facilities.

Z-Axis Tech Solutions Inc. http://zaxistech.com
g11n, Inc. www.g11n.com

Announcements
Industry anniversaries

■■ Omniage Ltd., a provider of language
services, is celebrating ten years in the
translation business. The company has also
redesigned its website.
■■ ES Localization Services, a software
localization company, is celebrating 20
years in business. The company has offices
in Istanbul and Cairo.

Omniage Ltd. www.omniage.com
ES Localization Services www.estr.com

Want more industryrelated information?

Connecting your vision,
technologies and
customers.
www.star-group.net
8
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May

June 23-July 3, 2014, Eugene, Oregon USA.

Northwest Indian Language Institute
http://pages.uoregon.edu/nwili/summer-institute

May 29, 2014, Beijing, China.

Localization World, Translators Association of China, GALA, Rockant
www.tac-online.org.cn/en/tran/2014-01/26/content_6638929.htm

International Conference on Economic,
Business, Financial and Institutional Translation

July
Website Translation and Localization Course

July 6-August 4, 2014, online/Monterey, California USA.

Monterey Institute of International Studies, http://tr.im/5b97w

May 29-31, 2014, Alicante, Spain.

August

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

International Conference on
Non-Professional Interpreting and Translation
May 29-31, 2014, Germersheim, Germany.

Mainz University, Department for Intercultural Communication
and Cultural Studies, www.fb06.uni-mainz.de/ikk/402.php

June

FIT XXth World Congress

Calendar

Language – Key to Global Success

NILI Summer Institute 2014

August 4-6, 2014, Berlin, Germany.

International Federation of Translators, www.fit2014.org

Computer-Assisted Translation Course

August 5-8, 2014, Monterey, California USA.

Monterey Institute of International Studies, http://tr.im/5b985

TAUS Industry Leaders Forum

CIDLeS Summer School 2014

TAUS, www.taus.net/taus-industry-leaders-forum-2014

Centro Interdisciplinar de Documentação Linguística e Social
www.cidles.eu/summer-school-coding-for-language-communities-2014

June 2-3, 2014, Dublin, Ireland.

TAUS Quality Evaluation Summit 2014
June 4, 2014, Dublin, Ireland.

TAUS, www.taus.net/taus-quality-evaluation-summit-2014#program

August 11-15 2014, Minde, Portugal.

CETRA 2014

August 18-29, 2014, Leuven, Belgium.

Localization World Dublin

Centre for Translation Studies
www.arts.kuleuven.be/cetra/summer_school

Localization World, Ltd., www.localizationworld.com

COLING 2014

UA Europe 2014

International Committee for Computational Linguistics
www.coling-2014.org

June 4-6, 2014, Dublin, Ireland.

June 5-6, 2014, Kraków, Poland.

UA Europe, www.uaconference.eu

International Conference on E-learning in the Workplace
June 11-13, 2014, New York, New York USA.

ICELW, www.icelw.org

LTC4 2014

June 13-16, 2014, Shanghai, China.

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

The eBay Machine Translation Initiative:
Localization Team Report

June 19, 2014, Mountain View, California USA.

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/169850182

25th Japanese-English Translation Conference
June 21-22, 2014, Tokyo, Japan.

Japan Association of Translators, http://ijet.jat.org

Using Corpora in Contrastive and Translation Studies
June 24-26, 2014, Lancaster, UK.

University Centre for Computer Corpus Research on Language
http://ucrel.lancs.ac.uk/uccts4

www.multilingual.com		
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August 23-29, 2014, Dublin, Ireland.

Translate in Quebec 2014

August 24-27, 2014, Estérel, Quebec, Canada.

Anglocom, http://translateinthelaurentians.com

PAX Dev Seattle

August 27-28, 2014, Seattle, Washington USA.

Penny Arcade, http://dev.paxsite.com

September
Content Marketing World

September 8-11, 2014, Cleveland, Ohio USA.

Content Marketing Institute, http://contentmarketingworld.com

Technical Communication UK

September 16-18, 2014, Brighton, UK.

Institute of Scientific and Technical Communicators,
www.technicalcommunicationuk.com

Translator and Interpreter Training

September 25-26, 2014, Novi Sad, Serbia.

International Association for Translation and Intercultural Studies
www.iatis.org/index.php/regional-workshops/item/774-thirdiatis-regional-workshop-serbia

June 2014 MultiLingual
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White Paper
3 Steps to Successfully
Penetrating Emerging Markets
The rapid advancement in digital technology has made it
possible for global brands to consider penetrating emerging markets much earlier than might have been possible in
an analog world. This has led many to embark on revenue
expeditions in far-flung locales. Though the BRICMT countries (Brazil, Russia, India, China, Mexico, and Turkey) still
attract a good deal of attention, second-tier markets (such
as Southeast Asia and Africa) are increasing in relevance as
BRICMT markets mature and become saturated.
However, the excitement over revenue potential in these
regions has been tempered somewhat by the very real
challenges of expanding into these markets. Many global
brands have learned the hard way that each new market
has its own unique characteristics and ideal points of entry.
A one-size fits all approach leads to lackluster results and
gives competitors the opportunity to break through and win
market share. While centralizing for brand management
and messaging consistency always makes sense, failing
to balance this with regional and local input can mean a
missed opportunity to customize the approach.
Success lies in your ability to flexibly deploy custom
approaches for each market. That means moving beyond a
focus on linguistic differences and instead understanding
local consumer behavior and preferences and incorporating
those into product and marketing strategies.
For example, mobile devices are the preferred platform
for customer engagement in the majority of these newer

Discreet
and
Disconnected
10
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markets. As a result many global firms are launching more
applications and digital service offerings on their mobile
platforms than are available through web channels. By
itself, local language support on mobile exponentially
increases the complexities involved in localization versus
traditional mediums. In fact, mobile typically has twice the
language set compared to traditional channels (90+ vs 45+).
But mobile is only the beginning of the story. The apps and
engines these consumers use to interact with your brand
over their mobile devices are completely different too.
This highlights the need to create dynamic, unique
in-market experiences that appeal to different consumer
preferences than you are accustomed to managing in other
markets.
Clearly, this revenue hunt in emerging markets will
require a well-defined roadmap, with new tools and tactics
to support your efforts along the way. Lionbridge has
identified three critical steps that will take you a long way
down the road to success.

Step 1: Be found

It’s obvious that if your prospects can’t find you online,
they won’t be able to buy from you. What’s not so obvious
is how reaching emerging markets differs from your current
approach in established markets. The minimum requirement is a localized website in the target language. While
many brands offhandedly assume that international users

Shared
and
Overlapping

Centralized
and
Optimized
sponsored information

5/15/14 9:26 AM

55% won’t purchase from a

website they don’t understand

speak enough English to find and use the main website
for purchases, the Common Sense Advisory survey report,
“Can’t Read, Won’t Buy” confirms that people prefer to buy
in their own language. In fact, over half of respondents
reported that they exclusively buy from websites written in
their own languages.
Being found in international markets, as well as converting those visitors into clients, is best achieved by catering
to local linguistic and cultural nuances. If your content
doesn’t use the right keywords for that language, you
will not show up in search results. If your content doesn’t
resonate with the local audience and doesn’t compel them
to engage with it, you will fail to attract the necessary offpage links to rank at the top. Simply translating your current website and successful Google keywords into the local
language word-for-word is not enough. To win requires
carefully studying your target markets and creating unique,
focused campaigns for each. For international SEO this
means you need to carefully localize your target keywords
using in-country research that includes search intent and
then create high-quality content that attracts both search
engines and enthusiastic, connected visitors.
This is where nuanced and researched localization of
your website goes hand-in-hand with the SEO strategy
used to enhance your search performance. Your localized
websites need to be created and promoted using SEO strategies that are carefully crafted for local consumers. That’s
because the SEO, social, and content marketing strategies
that make you a winner on Google don’t always work in
the preferred search engines of emerging markets. There are
unique strategies required to drive search performance on
engines like Baidu, Yandex, and Naver. And while you may
never have heard of them, it’s important to pay attention to
these engines; Yandex is the Russian leader and the world’s
fourth largest search engine, while Baidu owns over 15%
of global search due to its 62% market share leadership in
China.
Example: Geo-targeted SEO for the Baidu search engine
When the Four Seasons Hotel wanted to develop a strategy to improve their web penetration in China, they partwww.multilingual.com/whitepapers

10-12 LionBridgeWhitepaper #144.indd 11

nered with Lionbridge to help them develop and execute
a localized SEO strategy designed to boost performance of
several web properties in multiple languages.
Lionbridge started with confirming the translation quality of their existing multilingual websites. We then used
in-country localization experts to develop a deep understanding of the local jargon and key industry terms for
the hotel business in China. These were used to select the
keywords that would form the basis of the SEO strategy. The
team then transcreated Four Seasons branded content and
executed a geo-targeted SEO campaign designed specifically
for the Baidu search engine. The entire strategy is dynamic
and continuously monitored and updated to achieve maximum impact. Due to these efforts, the Four Seasons Baidu
search engine rankings increased by over 30%.

Step 2: Land, Launch and Execute

Reaching new markets is faster and easier than ever
before. Cloud applications, global marketing resources and
the international SEO techniques described above enable an
agility that makes it nearly effortless to reach increasingly
connected global audiences. That ease of access may make
it tempting to manage the whole process from a 5,000 foot
perspective. And while revenue may start flowing with this
approach, a little digging into the analytics might easily
convince you that a more tangible presence could return
even better results.
That’s because building a local customer connection goes
beyond the web; real success requires in-market engagement
that can only happen on the ground. Whether you’re refining global product offerings or preparing for a full market
entry, landing, launching and executing can be greatly
streamlined by leveraging the power of international crowd
workers to be your eyes and ears in target markets.
Example: “Feet on Street” eases market entry
into 25 cities in 5 countries
A major provider of online map technology needed to
perform crucial, in-market map validation over a period of
8 weeks. They partnered with Lionbridge to leverage crowd
workers to canvass 25 cities in 5 countries, with 5 teams
per city — for 250 total on-the-ground assets.
Lionbridge was able to quickly recruit, vet and train
250 resources from a pool of over 3,000 candidates in less
than 2 weeks. Training took place in 10 physical locations
in various countries and required 13 trainers. Lionbridge
then managed the infrastructure required for access across
all of the locations. This included 125 devices, as many as
185 data plans and SIM cards, and over 1,250 application
installations and configurations. During the exercise, transportation arrangements included over 2,000 days of car
hire on 3 continents, putting 135 cars on the street to cover
over 135,000 kilometers.
Acting as the virtual in-country execution team for our
client meant we dealt with things from the virtual to the
physical, including traffic jams in metropolitan areas,
flooding in low lying cities, typhoons, and extreme distances in several other locales. In the end, the testing was
completed on time, within budget and with only a single
scratch on one of the rental cars.
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Step 3: Learn and listen

Once you’ve made a connection and inroads into a new
market, it’s imperative to maintain your brand image and
goodwill with consumers. Things can change quickly in
emerging markets, making it vitally important to keep
your finger on the pulse of consumer sentiment. Just as in
the US, social media channels provide a golden opportunity to connect with consumers and keep an eye on how
sentiment is shifting in new markets. In fact, WebCertain
reports that emerging markets have adopted social media
in numbers far greater than the US and even Europe —
Asia-Pacific has 777 million active social networking
users. But the highest social media penetration is in the
Middle East and Africa where 4 in 5 internet users are on
social networks. And according to a recent eMarketer
report, the fastest increases in social network user populations in the near future will be in India, Indonesia,
Mexico, China and Brazil.
That makes social listening a powerful tool to help
you focus your marketing strategy in emerging markets.
Social listening is the other side of the social media coin;
it means paying very careful attention to what is being
said about your brand. By looking for patterns and trends
in the social media chatter, you can discern an overall
consumer sentiment that can be used to tune local messaging to support marketing initiatives, improve search
engine visibility, and promote and protect your brand on
a global scale. In particular, sentiment analysis provides
an indicator for how products and brands are regarded by
customers and can help you head off perception problems
before they blow up into fail whales — but only if you can
wrap your arms around the vast quantity of social media
information rolling in across countries, languages and
cultures.
As you can see, it’s not enough to assign a few customer
service reps to “check in” on Twitter a few times a day. The
volume — and value — of the information demands a dedicated, real-time and highly responsive approach to discerning social sentiment.
While social listening may sound passive, it’s critical to be locally relevant with your social media listening — perhaps even more so than with SEO. Social media
interactions are rife with slang, jargon and undertones
whose meaning is invisible to machines and non-native
speakers alike. But while being locally relevant, you also
need to be globally consistent so that you can fold your
social media strategy into your global marketing operations workflow to take advantage of worldwide social
media intelligence without placing undue burden on your
in-house resources.
Example: Social sentiment analysis:
listen and understand
Social sentiment analysis is a service from Lionbridge
that allows you to listen to and measure customer sentiment across the entire social web in all of your chosen
markets. With our deep experience in language services and
vast in-country resources, Lionbridge doesn’t just listen, we
understand the nuances of social media on a market-bymarket basis.
12
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We then pass that understanding on to you in the form
of clear, actionable analytics reporting that you can use to
refine your global marketing operations. With this on-theground intelligence, you can calibrate your international
marketing strategy, build better products, improve customer
service, avert PR catastrophes, and so much more.

The journey of 12,000 miles begins with 3 steps
Expanding globally is incredibly rewarding, but it is an
endeavor that needs to be undertaken with an understanding of the challenges that may arise at every step. Starting
with a nuanced web presence and SEO strategy, backing it
up with on-the-ground resources on demand, and continually listening and improving your efforts are 3 sure steps
you can take to make the journey smoother on your path to
international profits.

Paula Shannon
Chief Sales Officer and Senior Vice President
Shannon manages Lionbridge’s global sales
forces and account management teams.
In this role, she drives new services and
sustainable solutions, develops strategic
accounts, and ensures the continued
delivery of innovation and execution
excellence to a broad range of Global 1000 customers. Shannon
joined Lionbridge in 1999 as Vice President of Internet Alliances
and assumed additional responsibilities in 2001. Prior to joining
Lionbridge, Shannon was the Chief Marketing Officer and Vice
President of International Sales for Alpnet, Inc., now SDL. She
has more than 22 years of experience in the industry, including
10 years in senior roles with Berlitz International in California,
Washington, D.C., and Canada, where she drove global accounts
and managed a North American sales team. Shannon is fluent in
English, French, and Dutch, and functional in German, Spanish,
and Russian. Educated in the US and Belgium, she holds a B.A.
in Russian and German with a minor in Linguistics from McGill
University, Montreal, Canada.

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. Using our innovative cloud
technology platforms and our global crowd of more
than 100,000 professional cloud workers, we provide
translation, online marketing, application testing, global
content creation and management solutions that ensure
global brand consistency, local relevancy and technical usability across all touch points of the customer
lifecycle. Based in Waltham, Massachusetts, Lionbridge
maintains solution centers in 26 countries. To learn
more, visit www.lionbridge.com.
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SDL Trados 2014
Reviewed by Richard Sikes & Angelika Zerfaß
A new look and an expanded ecosystem

S

SDL Trados Studio 2014 has some
fancy new clothes, but whether or not
it remains the emperor for much longer
is open to speculation. Despite a hefty
market share with over 100,000 sold licences of versions 2009 through 2014,
competitive products have continued
to gain grass roots popularity. So SDL’s
product architects clearly had to get
creative to defend the market leadership
position. They have not disappointed,
but they have not done it alone.

that I personally do not like to work with the
ribbon, as I like to have a clear structure to the
menu items I can choose from and hate to do
things by looking for the correct icon to click. I
am more a keyboard kind of person and prefer
to use shortcuts and access keys. But I know
that a lot of the participants in my training
classes use the mouse more extensively than I
do, and for them the ribbon should be no great
obstacle once they get used to it.
What I do find a little illogical is the placement
of some of the functionalities. Why, for example,
would I look for a formatting feature like setting
a word to all caps in the Advanced ribbon instead
of the Home ribbon (Figure 1) where all the other formatting features
are? I can just assume that there was no more space on the ribbon to
include that functionality there.
It will take a little while until the user has memorized where the
features are now to be found, but I guess we all remember a similar phase from switching from Office 2003 to Office 2007/2010.
SDL confirmed that they had devoted a lot of thought to which
icons should be on the Home ribbon and which could be placed
elsewhere. A key criterion in this decision was perceived frequency
of use. In the particular case of All Caps, many users might opt to
copy All Caps formatting using the QuickPlace feature. This facilitated the decision to place the icon on the Advanced ribbon. SDL
has also devoted thought to the idea of making the user interface
(UI) configurable, so that a user could simplify it by removing icons

System requirements: A 1 gigahertz
(GHz) or faster, 32-bit (x86) or 64bit (x64) processor and 2 GB RAM
(32-bit) or 4 GB RAM (64-bit). Studio
2014 SP1 runs on the latest servicepacked versions of Windows Vista,
Windows 7 and Windows 8. Studio
also supports Windows 2003 Server,
Windows 2008 Server and Windows
2012 Server to facilitate certain
scenarios. Prices: Starter: $99
per year, Freelancer: from $825,
Workgroup: from $2085,
Professional: from $2895.

Upon first encounter, users familiar with prior versions of Trados
will be immediately struck by the new look and feel of the user interface. SDL has adopted the ribbon paradigm that most users will be
familiar with from Microsoft Office products. The ribbon is supported
by an extensive set of keyboard shortcuts that eliminate the need
for navigating with the mouse. This is a very good thing, because,
in some views, the ribbon is full to overflowing with icons which, by
necessity, are rather small. Nevertheless, the ribbon lends a modern
feel to the interface that is attractive. It is so attractive, in fact, that it
garnered the number one position as favorite enhancement in voting
by the Studio 2014 beta community.
The translation tools trainer half of our review team, Angelika
Zerfaß, is not completely sold on the new look: I have to confess

Figure 1: The newly implemented ribbon is sleek, but undeniably full of very small icons.

Richard Sikes has been immersed in technical translation and localization for over 25 years. He has worked on
the supplier and the buyer sides of the industry, and is known as an author, speaker and mentor. He is now the
managing director of text&form, Inc., the North American office of Berlin-based text&form GmbH.
Angelika Zerfaß holds a degree in translation (Chinese/Japanese) from the University of Bonn. Since 2000,
she has worked as a freelance trainer and consultant for translation tools and related processes.
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Figure 2: The Welcome screen features large tabs for frequently performed tasks, plus a customizable list of OpenExchange applications.

that are not as frequently used. As of now,
however, the prevailing notion is to wait to
collect more user feedback before determining whether or not a configurability feature
is of higher priority than other user wishes.
As with the Microsoft products, the ribbon
may be scrolled horizontally with a twiddle

on a mouse wheel. From the perspective of
Richard Sikes now, and an early adopter of
the ribbon paradigm in the Microsoft Office
products: I practically never use the ribbon’s
horizontal scrolling feature in the Office
suite, so it doesn’t really bring much to the
SDL Trados experience, but it doesn’t hurt,
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either. On the other hand, I would certainly
begin reconfiguring the icon density if I
were to become a steady Trados user.

First impression

Upon first launch, the user is greeted
by a welcome screen containing links to
the most important work areas within the
software, either from the ribbon or from
a navigation panel on the left-hand side.
The top of the navigation panel contains
an area that displays applications from
OpenExchange. The prominent positioning of this display is a not-so-subtle hint
at the importance SDL has placed upon
OpenExchange as an extension of the core
product functionality. Four applications
are listed by default, followed by a link to
the OpenExchange website.
Although OpenExchange has been
available to licenced Trados Studio users
since the 2009 version (Service Pack 3),
providing users access to a variety of
helpful utilities that could run alongside
Trados, the 2014 release has made use
of a new Integration application programming interface (API) that allows
developers to embed their applications
directly into the Trados user interface.
OpenExchange applications thereby
become part of the overall user experience, extending the core product
functionality with a palette feature set
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Figure 3: The Help ribbon provides quick and easy access to
a variety of assistance options for new and experienced users.

that is essentially limited only by the
time, resources and interest of thirdparty developers. As this is a major new
product thrust, we will circle back to
the subject in a subsequent review. For
now, let it be said that some really useful third-party applications that make
use of the Integration API are already
available.
The largest space in the Welcome
screen is dominated by large tabs (Figure
2) that invite the user to either immediately begin work or to explore numerous
sources of information including online
“Getting Started” videos, access to the
Release Notes and the Online Help, the
Knowledge Base, Migration Guide, Latest
News and, once again, a link to OpenExchange. The invitation to users to inform
themselves could not be more obvious,
bringing true meaning to the concept of
a Welcome screen.

The Help tab

Clicking on the Help tab (Figure 3) shifts
the ribbon to a different view of helpful
resources, this time divided into categories:
Online Help, Videos, Web resources and
Actions. This overview is self-explanatory
and further underscores SDL’s new emphasis on providing users with numerous selfhelp options. Cynics might say that this
is to make up for limitations in technical
support, a reputation area in which SDL
has historically struggled but, whatever the
motivation, the Help tab is feature-rich,
and its prominent placement is welcome.
(Authors’ note: SDL does offer a comprehensive support and maintenance contract
that includes both technical support and
upgrades. The cost depends on the purchaser’s deployed solution.)
Accessing the offered help, however,
was not without partial let-down. From
Richard’s perspective as an infrequent
Trados user: I was hoping to discover a
rich archive of show-and-describe video
guidance to help me become familiar
with frequently performed tasks in the
new version. Indeed, I found a series
of twelve tutorial videos available from
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within the online help. These provide a
very helpful “how to” overview of the
most prevalent tasks a new user might
need to master.
Unfortunately, however, at least at the
time of this writing in mid-April 2014,
the library of video content available
on the YouTube channel to which the
Tutorials button connects is extremely
meager: 32 minutes primarily consisting
of marketing blah-blah and no teaching
content. Here, SDL has missed a golden
opportunity. We can only hope that,
perhaps, placement of the tutorials into
the YouTube channel might have become
“lost in translation” and will be found
again sometime soon.

Installation speed
and other positives

From Angelika’s perspective: starting
with the installation of SDL Trados Studio
and SDL MultiTerm, I was happy to see
that the installation and file import into
Studio are faster than with previous Studio

versions. Also, it seems that the ability of
Studio 2014 to export the translated file
after translation has been improved. In
Studio 2009 and 2011, there were some
real issues with exporting InDesign or
Word files back to their original format
because of structural incompatibilities in
the source files. We have historically been
confronted with issues such as linked textboxes in InDesign that have a manual line
break symbol somewhere between those
linked textboxes, or missing paragraph
marks in front of section or page breaks in
Word files. These previously problematic
files behave a lot better in Studio 2014 so
that we sometimes use the 2014 version
to export files for our support clients who
are still using a previous version.
What I liked a lot is that a feature we
have been sorely missing since Studio
2009 has come back again — the automatic concordance. As in Trados Workbench, you can now set the option for
the concordance window to start a concordance search automatically if no match
for the segment itself was found.
Something else I like is the ability to customize the analysis report so that there can
be an extra category for locked segments
(Figure 4). These had been counted as regular segments in previous versions thus making it difficult to exclude them in any way.
For the most part, working with Studio
2014 is not much different than working

EN15038:2006 Certified by LICS
ISO 9001:2008 Certified by CERMET

Technical authoring
for ECJK
In house multilingual
LQA/DTP solution
Medical translation
Chinese GB
compliance consulting
Mobile app
localization

info@ezuserguide.com
www.ezuserguide.com
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Figure 4: Locked segments may now be optionally
reported as a separate category when analyzing files.

with Studio 2011, so switching the versions is mostly a matter of getting used
to the new UI. Some new features make
working a little faster, especially being
able to drag-and-drop files into a project
and not having to save files manually
after each and every step. There is an
auto-save feature now that will do this
for you.

Alignment redux
and project templates

Trados 2014 Service Pack 1 will contain a new alignment engine replacing
the WinAlign module that shipped with
previous versions. This new module was in
beta at the time of this writing, and was
therefore only demonstrated at the GALA
Conference in Istanbul in late March 2014.

The alignment feature in the current
version only allowed the user to load either
two files, or a batch of matched files, that
were then aligned in the background and
exported to a translation memory directly.
The beta version of the alignment tool
shown in Istanbul did again contain an
editor with which the user can check if the
alignment went OK or if segments have to
be disconnected and realigned manually.
It was not fully functional at the time of
the viewing, and we are looking forward
to some hands-on work with it in the very
near future.
Service Pack 1 is now available, and we
encourage users to install it.
Project templates are used for situations
in which certain general project attributes
occur again and again. For example, these
might be for a series of related projects
for a specific customer, or perhaps for a
number of projects related to a certain
domain. Project templates contain the following information: language pairs, translation memories, termbases, AutoSuggest
dictionaries, automated translation servers, plus settings for file types, translation
memories and batch processing.
A template may be created and then
saved by a user based on settings activated
for a given project, then reapplied to new,
similar projects as part of the creation process. They allow project managers to quickly
replicate project settings, or to derive a new
project that is similar to a preceding one by
making a few edits to an existing template.
Studio 2014 ships with a default template
that is derived from generic attributes set in
the Options dialog.
From Angelika’s perspective: although
the project templates have been around
since Studio 2009, I have the feeling that
they are not being used to the full extent
of what is possible. I encourage users to
take a look at them.

GroupShare

SDL GroupShare 2014 is the product name of a project centralization
application that provides server-based
project sharing to support collaborative work. GroupShare consists of three
components: the Project Server, the
TM Server and the MultiTerm Server.
Projects are published to GroupShare,
where resources may access the files to
perform various assigned tasks. Projects
that may be published are those created
using Studio’s New Project wizard, or a
project that was automatically created
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through opening a Studio, WorldServer,
TeamWorks or TMS package.
GroupShare makes logical use of the
concept of Project Phases, of which
there are four: Preparation, Translation, Review and Finalization. The first
three are obvious, whereas Finalization
is more of a generic phase to cover
tasks such as post-translation, desktop
publishing and so on. The Preparation
phase is really for the project manager
to get organized. Resources, who may
be granted specific access permissions in
an Administration area, are assigned to
the three latter phases.
Of course, many translation projects do
not follow an ideally linear progression
through the phases. GroupShare provides
project flexibility by allowing users with
sufficient permissions to freely change
the phase in which any document currently resides. A project manager could,
for example, send a document back to the
translator if it needs rework after the first
review pass by simply changing its phase.
To understand GroupShare’s hierarchical design philosophy, one must begin
with the concept of an Organization,
which is essentially a container that holds
other subsidiary Organizations with which
individual attributes are associated. Rather
analogous to the structure of an XML file,
which has one root element, there is one
root Organization. All other Organizations
contained within the root Organization
are “children” of it, linked in a descendent relationship. Attributes associated
with higher-level Organizations are inherited by default by lower-level Organizations, although they can be individually
modified. The organizational structure
of GroupShare is depicted onscreen in a
familiar tree format displayed in a navigation panel on the left-hand side of most
of the UI screens.
Users who are defined within the GroupShare environment are assigned to Organizations and characterized through flexible
use of roles and permissions. There are five
standard roles, each of which has a default
set of permissions that differ from role to
role. These roles are Administrator, Project Manager, Translator, Power User and
Guest. Customized roles may be added,
changed or deleted. There are a total of 54
different permissions that may be added
to or deleted from a role; however, some
standard system roles have a fixed set of
permissions that cannot be edited. Once
created, roles are system-wide.
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In this way, GroupShare users, for
example translators who will normally be
assigned certain specific task types, are
associated with roles appropriate to those
tasks. Multiple roles may be assigned to
any user, so that a single user could have
both the translator role and reviewer role,
for example, with slightly different but
potentially overlapping permission sets.
Thus, a resource could be a translator on
one project and a reviewer on another,
or a project manager could carry out
the Preparation and Finalization phases,
and even be the Reviewer on one single
project as well. It is also possible to create
groups of resources, and then assign roles
to groups.
In exploring the GroupShare demo version, we stumbled across one issue that
really puzzled us. We found ourselves
unable to assign one resource to more
than one Organization, and we could
not understand why. After all, a language service provider (LSP) might create
subsidiary Organizations, for example,

segregated by domain and/or customers,
and expect to be able to assign certain
frequently used translators to each subsidiary. We could not find any explanation of this in the Help, and it appeared
to be a bug. SDL finally explained this to
us: because the demo version is based on
multitenant system architecture (in other
words, all GroupShare Organizations are
running on one instance of the software),
only one unique user/password combination is allowed system wide. In practice,
this would mean that if one Organization had an Angelika/123456, the next
Organization would have to define her
as AngelikaZ/123456, and so on, even
if it were the same individual. Because
the Administrators only see their own
Organization, they couldn’t possibly
know that Angelika was already defined
by the Administrator of another Organization. Although this issue may not be
such a problem for LSPs that purchase an
on-premise installation of GroupShare,
it could be problematic for competing
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LSPs that opt to use GroupShare in a less
expensive hosted, multitenant environment, particularly if those LSPs happen
to use the same subcontractors, single
language vendors or other similar external
resources.
As with human resources, linguistic
assets may also be assigned to Organizations. For example, an LSP might have several customers in the automotive domain,
each of which is defined as an individual
Organization. The LSP might also have a
generic automotive translation memory
(TM) and termbase that could be assigned
to all Organizations, as well as individual
TMs and termbases assigned to specific
customer Organizations. GroupShare also
supports the use of “Libraries” for sharing
of assets across different Organizations.
The concept is very similar to the Libraries introduced in Microsoft Windows 7, in
which files that are in some way related to
one another, but that may reside in disparate directory structures, can be grouped
together in one virtual, named directory
called a Library.
The benefits of GroupShare are fairly
obvious: centralized, shared linguistic
assets that can optionally be updated in
real-time, consistency through shared
terminology bases, one common management system for providing project
permissions to the user pool and so on.
Furthermore, the integration between
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GroupShare and Studio 2014 appears to
be well thought out, and it hides much
of the aforementioned complexity with
Organizations and Libraries from the rank
and file user. Administrators, by contrast,
will pull out some hair trying to wrap their
minds around these concepts, and the
online help is only moderately helpful, at
best. We hope that SDL will devote more
time and effort to developing training
materials and more expansive help with
sample scenarios, best practice guidelines,
and more detailed explanations of how
to harness the GroupShare’s power and
potential.

Some Studio 2014
tips and tricks

When preparing a review of a software
application, the reviewer usually looks a
little more closely at the available options
of a feature, something an everyday user
might not do when “merely” running
the tool to accomplish their daily tasks.
Although these features were already
available in Studio 2011, Angelika ran
across some worthwhile tidbits that we
expect some users may not have realized
are available.
The Excel 2007-2013 filter offers a way
to select the text color of text that should
not be imported for translation.
The CSV filter as well as the Tab-delimited text filter let you choose which col-

umn contains the source text and which
column should contain the translation.
For Excel files you can specify “embedded content,” making it possible to translate Excel files that contain HTML-coded
text in a way that shows the HTML tags
as tags and not as text. One caveat: users
have to be familiar with regular expressions to be able to set up the embedded
content option.
SDL MultiTerm 2014 now has the same
ribbon layout as SDL Trados Studio 2014.
Other than that, it seems that not much
has changed in MultiTerm itself. And we
still seem to have some issues depending on the Java version that is installed
on the machine. We recently had several
clients who had Java 7.51 installed, but
got an empty screen in MultiTerm or Studio if they wanted to add a new entry.
Unchecking the “next generation plugin”
in Java did the trick, but we had hoped
that these kinds of issues could have
been overcome with the latest version of
MultiTerm.

Conclusions

SDL’s software architects have created an attractive new look and feel to
the Studio 2014 UI, and have delivered
on Product Management’s promise of
greater speed and increased access to
help and tutorial content. Aside from
these positive attributes that will definitely help users, no ground-breaking
paradigm changes appear to have been
made under the hood. Instead, SDL has
capitalized on the creativity and energy
of partner developers through giving
the OpenExchange increased presence
within what could be morphing from a
stand-alone application into a type of
feature-enriched platform. This could
prove to be a smart strategy, moving in
the direction of open-source development by opening the door to engaged
users while simultaneously lessening
for themselves the burden created by
competitive pressure to provide everincreasing inventiveness.
This review has only touched the
surface of what is available in SDL Trados Studio 2014 and its surrounding
ecosystem. We intend to return to this
subject after the Service Pack 1 release
is available. At that time, we will take a
closer look at the final version of the new
alignment capabilities that were shown
in Istanbul and focus more deeply on the
OpenExchange offering. M
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Off the Map

The risks of stereotyping

O

Oftentimes when I give a lecture or workshop on
culturalization, I’ll relate to the audience something about my cultural and ancestral background,
which is primarily Scottish. When I tell them that,
I usually get a general nod of recognition for what
that means — so I ask the audience to tell me
exactly what that means to them. The responses
I get are typically along the lines of “bagpipes,”
“kilts,” “haggis,” “the Loch Ness Monster,” or the
movie Braveheart. People may just shout “Freedom!” in response.

It all evokes a good laugh, but it brings up an important
underlying issue: while most everything they’re relating to me is
definitely an aspect of Scottish culture, it’s also part of a stereotype of what it means to be Scottish.
Stereotypes are rampant across all forms of popular media,
and we’ve seen them evolve for the better over time yet some
have a long way to go to see improvement. But what exactly is a
stereotype? Strictly from a dictionary definition, it’s “the widely
held but fixed and oversimplified image or idea of a particular
type of person or thing.” Most usually, this image or idea doesn’t
reflect the reality of the person, place or thing, and thus it can
potentially perpetuate a misperception of that entity, usually
to its detriment. After all, it’s rare that a stereotype is actually a
more positive reflection than the reality.
Space doesn’t allow me to go into the details of how and why
we form stereotypes, but it’s likely apparent that there are many
complex psychological and sociological reasons for creating stereotypes and how they perpetuate from generation to generation.
Generally speaking, a stereotype is a mechanism that most people
employ, even if subconsciously, to provide themselves with a
frame of reference for understanding a particular person or thing.
Whether we like it or not, these categorizations and assumptions we make of other people, cultures and so on are just a
part of the human psyche, as they aid us in trying to identify
and understand phenomena. The drawback is that we often look
specifically for these expected patterns or key cues in the same
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places, and thus it serves to reinforce the stereotype. The core
issue in this process is that we’re not seeing the entire picture;
in other words, stereotypes are essentially the fragmented, often
negative perceptions we acquire that define the nature of what’s
being only occasionally observed.
As you may surmise, stereotypes can fall into various thematic
categories, such as those reflecting ethnicity, gender, sexual
orientation, culture, political viewpoint, religious affiliation and
nationality. Some stereotypes are pretty rampant, such as these
in the United States:
■■ A policeman loves to hang out in donut shops.
■■ A young African-American male in an urban area is a
potential drug dealer/criminal.
■■ A white person with a southern drawl and a pickup truck is
an uneducated, blue collar “hick.”
■■ All Texans carry guns.
■■ Southern Californians are lazy surfer types.
■■ Blonde women are inherently ditzy.
Of course there are also national stereotypes we hear repeatedly, such as the assumptions that:
■■ Irish and Russians are prone to being drunk most of the time.
■■ French people are arrogant and have poor hygiene.
■■ Chinese people will eat anything.
■■ Canadians are passive and quiet (except when it comes to
hockey).
■■ Arabs are terrorists.
In various popular media, stereotypes have often been
employed to set up something of an easy target for audience
vitriol and negative reaction. For example, in many Old West
films in the mid-twentieth century, Native Americans were
almost always portrayed according to a very rigid stereotype,
down to the specific costumes they wore from film to film,
even when it didn’t properly reflect the tribe being portrayed. It
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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wasn’t until much later with films such as
Dances with Wolves that a more accurate
depiction was attempted in very close
consultation with representatives from
Native American tribes. We’ve seen other
stereotypes leveraged heavily over time,
from Germans to Soviet Russians to North
Koreans and so on.
When we look at the issue from a content development perspective, leveraging
stereotypes is fundamentally what I consider to be nothing less than a serious lapse
in creativity. The responsibility for generating something unique, realistic or believable
lies on the creative professional, regardless
if the final content is for advertising, a
movie, a video game or whatever other
medium. Thus, when a stereotype appears in
the final version of the content, I view it as
an inability — and in some cases a blatant
unwillingness — to see past a colloquial
cultural façade and appreciate the specific
person, place or thing for its reality.
On one level, I can completely understand
and sympathize with content creators.
Most are not well-versed in the range of

stereotypes and the majority of people
aren’t even aware of the stereotypes they’ve
already formed and carry with them. It’s
only through something like the process
of creative output that the stereotypes
emerge, usually subconsciously. I can recall
numerous incidents over the years where I
pointed out people’s use of a stereotype and
they were shocked to learn that they did so,
not considering themselves to be prejudiced
or biased. And they very well may not have
been, but they were still human.
How can we ensure against the use of
stereotypes in content? One key thing
that needs to happen at some point in the
creative process is a conscious step back, to
pause for a moment and consider what’s
being created and ask questions about
why certain choices are being made. This is
usually the responsibility of the writer, artist
or copy editor, but sometimes it really does
warrant a look by someone else. Getting
another viewpoint is vital, and especially if
the content is being targeted for a specific
market or culture. Having that cultural
perspective is actually mission-critical for

success — it’s why some companies spend
millions on market research and localization. More importantly, however, they
need to consider culturalization and what
underlying assumptions and messages they
might be inadvertently conveying through
an unchecked final product.
At least half the solution lies in being
aware of the nature of stereotypes, and the
innate process of creation that often draws
them out of our personal and collective
memories. When we lack experience with a
specific culture or ethnicity, we have a duty
to seek out that experience and broaden
our understanding. This can be achieved in
a variety of ways, from research to direct
contact with the cultures in question.
Oftentimes this kind of additional work is
avoided due to schedules and impending
deadlines, but when it comes to the accurate representation of any aspect of people,
places and cultures, we must perform our
due diligence.
In short: stop assuming and start experiencing. Doing anything less is to disrespect
that which we aim to model. M
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Macro/Micro 							

A tale of two toothbrushes

I

I’d like to tell you the story of a toothbrush.
A toothbrush, you ask? Yes. A toothbrush. This
little toothbrush, according to the manufacturer’s
website, “is the world’s first smart toothbrush, a
manual brush that monitors your oral hygiene
habits and reports them to a smartphone app.” In
other words, if you want to make sure your children or spouse brushed their teeth today, you can
“check up” in an app that tells you. It’s an invention whose time, as I’m sure dentists and parents
everywhere are saying, has come.

On February 24, 2014, Procter & Gamble (P&G) debuted “the
world’s first interactive electric toothbrush” at Mobile World
Congress. The problem? That’s not the toothbrush my story’s
about. The toothbrush I’m talking about was launched in January 2013 by a Louisville, Kentucky-based company called Beam
Technologies.
Now, it’s important that I say Procter & Gamble is telling the
truth. Full disclosure here, In Every Language has relationships with
both Procter & Gamble and Beam Technologies and takes no side
in this tale of two toothbrushes. Procter & Gamble’s brush — sold
under its Oral B brand — is the world’s first interactive electronic
toothbrush. That’s because the Beam Brush is a manual toothbrush.
Let’s stop real quick for a pop quiz. Before this article, had you
ever heard of Procter & Gamble? I’m going to take that as a yes.

Terena Bell is CEO of In Every Language. She formerly served on the GALA
board and currently serves on the White House Business Roundtable.
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Next question: Had you ever heard of Beam Technologies? I’m
going to assume that’s a no.
Procter & Gamble had over 121,000 employees and $83 billion
in worldwide sales during 2013. While Beam Technologies does
not release revenue figures, the number of employees it boasts is
three. This is not a story of David and Goliath. This is a story of a
bacteria-molecule-on-the-wing-of-the-fly-on-David and Goliath.
Were I in the same position that Alex Frommeyer, Beam Technologies’ cofounder, now finds himself in, it might be easy to
give up. But Beam Technologies has actually seen what he calls
“a huge spike” in business. And who does Frommeyer thank for
it? Procter & Gamble.
“P&G is excellent market validation,” Frommeyer told me in
a private interview. Having put the last three years of his life
into building the business, Frommeyer spent a lot of time before
Procter & Gamble’s announcement trying to sell a product most
people didn’t understand. “West Coast investors said, ‘We don’t
believe you that this is a thing.’” These same investors told him
to come back “when customers are flocking to [you].”
Well, flocking they are. In the six weeks following Procter &
Gamble’s announcement, Beam Technologies saw a 30%-50%
increase in website traffic. Since Procter & Gamble’s toothbrush
isn’t yet commercially available in the United States, customers
who want to buy now have no choice but to buy from Beam.
The result of Procter & Gamble’s announcement “has been very
tangible,” Frommeyer told me. “You can see P&G’s announcement, then the results. You can see the increase for us.”
The translation industry itself is not without its own deeperpocket disruptors. It only takes one look at Smartling to see that
in the four years since the New York-based company opened,
the way corporations purchase website translation has changed.
The idea that raising $38.1 million total in venture capital was
even a possibility for an industry company was laughable before
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Smartling came on the scene. After telling Frommeyer about Smartling’s latest
$24 million C round, his reaction was “In
translation? Really?”
But Smartling is not alone. In January
2014, One Hour Translation announced
the close of a $10 million Series A. Last
year, Frontier Capital put $10.3 million into MultiLing. But because these
figures of course pale in comparison to
$38.1 million, you could call Smartling
the language industry’s own Procter &
Gamble. They are the huge company
that’s created a new idea — in-format
website localization — from a preexisting one — website translation.
And there’s nothing wrong with that.
That’s business. Even Frommeyer himself
will be the first to admit that Procter &
Gamble’s creation of a similar product
is logical. Procter & Gamble even gave
Beam Technologies a heads-up. Frommeyer does not see Procter & Gamble as
a threat to the Beam Brush, but rather
as a disruptor to the toothbrush industry

as a whole, just like his company was a
year and a half ago. This is how business
goes, Frommeyer believes, especially in
tech, adding that when you’re a revolutionary, “It exposes you to even bigger
competitors coming in and disrupting the
disrupter.” The question then becomes
not what Procter & Gamble’s announcement is going to do to his sales, but what
the next toothbrush is going to do to
both Beam and Procter & Gamble.
I personally find Beam Technologies’ approach to all this refreshing.
Instead of picking up their leftover
toothbrushes and going home, Beam
Technologies is staying positive. And
they’re also letting Procter & Gamble
do the heavy lifting when it comes to
client education. “We’ve hardly spent
a dime on marketing,” Frommeyer told
me. But February 2014, the month of
the announcement, was Beam Technologies’ best sales month ever. Since the
announcement, the company has been
interviewed by The Wall Street Journal,

Christian Science Monitor, Bloomberg
Media Group and also yours truly.
When asked to describe in one word
how this disruption has affected his
business, Frommeyer’s word is “money.”
If I were to ask our industry the same
question — what one word you would
use to describe how the introduction of
Smartling has impacted your translation
company — what would that word be?
Would it be “money”?
What will it take for our industry to
react like Beam Technologies does? How
much longer must that word be anything
other than “money”?
Frommeyer’s outside take on translation
companies that don’t embrace Smartling
or similar disruptors with open arms? “The
way all these small translation shops have
felt is the same way the boat industry
felt after the steam engine came around
and you no longer needed paddles to go.
[Disruption] is how business works. It’s
how it’s worked for centuries.”
Well said, toothbrush man. Well said. M
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Perspectives

What’s behind the
curtain of translation?

T

Think of all the services we routinely seek out,
either as part of our day-to-day jobs or in our
personal lives — everything from integration of
business systems to dry cleaning. How often do we
really know or care about who touches the process
and what exactly is involved? In many cases, it
simply doesn’t matter as long as the result meets
our expectations.

We don’t always know every service provider’s process, and
that’s okay. It’s enough that the quality is there . . . right?
During my tenure in the language services business, I’ve found
this to be a loaded question when it comes to machine translation (MT). Many clients request content translation with quick
turnaround without asking how it gets done. For these buyers,
as long as there’s a quality process firmly in place, and the final
product makes the grade, it’s a successful transaction. Assuming
all conditions are right, a solution involving MT can cut costs for
the vendor as well as the client while accelerating delivery and
ensuring superb quality.
Of course, it bears repeating that the situation has to be just
right. Where we start to get into murky waters is when companies promise translate-edit-proof but deliver MT with postediting. Linguists using MT behind the scenes can likewise cause
headaches for vendors and clients alike, especially if and when
errors show through in the translation. Aside from the possibility
of low quality, there’s the fundamentally problematic matter of
going against client expectations.
All of this raises the issue of whether language service providers
(LSPs) should introduce MT with post-editing into the language
Jeff Kent is vice president of professional services at Sajan, a leading
global language services and technology provider. With nearly 20 years of
technology experience, he leads his team on designing custom solutions
to bring global companies to their desired state of localization.
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translation equation as a rule. But is this practice fair to unsuspecting clients? It’s a question that has led to many a furrowed
brow for leaders of translation companies the world over.
In the constant race for reduced costs, all translation companies are under pressure to maintain what little margin there is.
Clients as well as vendors are forced into a position to do everything possible to increase profitability while keeping up with
the massive content volumes and real-time expectations of
today. While MT is widely gaining more acceptance for dealing
with these conditions, divided opinions still persist on whether
to work it into the translation workflow as a matter of course.
Few would disagree that MT with post-editing delivers on the
speed front. Whereas a human translator completes on average up to 3,000 words per day, a machine can pump out up to
8,000 words in the same period with MT and post-editing. Cost
savings potential is similarly compelling. It’s common to see clients come away with 30% to 60% savings and sometimes more,
assuming the process involves the use of well-trained engines.
Still, not everyone agrees about how this tool should be used.
Opinions vary wildly within a single organization, to say nothing of the language translation industry and world at large.

Buyer and vendor concerns

Among buyers, the fundamental concern around MT use will
always be quality. That is inexorably due to the stigma surrounding the technology. Buyers may wonder: if a machine translates
the content, how can it possibly produce high-quality output?
Fair or not, it’s a question that often floats in the ether. Education
can go a long way in addressing this concern. Buyers may appreciate seeing comparison tests that detail how MT with post-editing
has produced the same level of quality as human translation. It’s
very possible that the other benefits of increased acceleration and
cost effectiveness can swing opinions in a positive direction.
Another valid concern for buyers has to do with process disclosure. No one wants to be in the position of discovering too late the
use of MT when that wasn’t part of the deal. Vendors that truly
value the relationships they have with their clients should take
every measure to be transparent. This could mean that the vendor
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preemptively explains the entire process or
simply makes it a rule to be up front with
clients when and if they ask about MT use.
From the LSP side of things, one
common concern is translation process
ownership. Vendors will need to reach
a consensus internally about how they
will approach the inclusion of MT with
post-editing and whether it makes sense
to incorporate it as needed without
informing clients. Making and enforcing
a sweeping operational change like this
may prove challenging if not all voices in
the organization are in harmony. Further,
production staff and anyone else who
deals with clients on a daily basis may
worry that the use of MT with post-editing could damage the relationship if or
when the client learns about the MT step.
Should clients be informed about MT
usage? Unfortunately, I have to answer
the prevailing question of whether clients should be informed with a diplomatic statement worthy of a politician
who’s courting both sides of the aisle:
yes and no. There is no broadly accepted,
universal answer to whether clients
should be informed about MT use as part
of the localization workflow. By the way,
a fun game you could try sometime is
to pose this question to each person you
come across in your office and see how
many different answers you get.
But let’s start with common ground.
Most of us would probably agree that
selling and charging a client for translate-edit-proof but delivering MT with
post-editing is dishonest and unethical,
to say the least. That said, in some situations it’s acceptable to bring MT into
the workflow without discussing it with
the buyer. For one thing, a client might
simply expect fast, high-quality translations with no desire to know how the
team gets it done.
Along those lines, some argue that
MT is just another tool in a vendor’s
toolbox, so the vendor is not under any
obligation to spill the contents of said
toolbox. Recently I heard advice from an
MT service provider that a vendor should
avoid revealing MT use during the sales
cycle because companies then ask for a
discount right off the bat. However, if a
vendor makes it a practice to pass on the
cost savings to clients, this cautionary
advisement is unnecessary.
Whether or not a vendor informs the client of MT use depends on standard operating procedure, the particular situation and
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sometimes a client’s localization maturity.
The more experienced clients broach the
subject voluntarily. Tech-savvy organizations such as Google or Microsoft will
likely ask for MT with post-editing right
from the outset because they understand — and want to capitalize on — the
process efficiencies, return on investment
potential and other benefits.
For example, we have been translating technical documentation, among
other content, for one of the world’s
largest technology companies for many
years. From the first discovery meetings,
this company requested MT with postediting in the workflow. This works out
particularly well since they have several
gigabytes of solid translation memory
that we have fed into the MT engines
specific to their content and domain.
Last year we processed over 15.7 million
words through the engines. Considering
they get over 80% translation memory
leverage in addition to the reduced
per-word costs with the MT process, they
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save a staggering amount on translation
initiatives each year.
For companies with less localization experience, it might make sense to
educate buyers about the advantages of
MT with post-editing, which is everything from faster turnaround to lower
per-word rates. In certain situations we
might advocate for MT with post-editing, if source content testing shows that
it is highly structured, consistent and
high quality. In addition, particular verticals, content types and language pairs
actually lend themselves to MT use. With
a sufficiently trained engine, the quality
level meets and sometimes exceeds that
of human-performed translation.
To support the education effort, a
vendor could conduct parallel process
testing. This is simply running the same
content through the translate-edit-proof
process and also through MT with postediting, side by side, to compare the
results and benefits of the MT route. Of
course, a downside to doing this is that

it’s expensive, and it goes against the
whole idea of increasing profit margins.
In any case, for a buyer who is looking
for a faster and less costly solution to
language translation without sacrificing
quality, vendor-produced case studies
and parallel testing can prove to be very
persuasive and enlightening.

Toward a culture shift

Even though most would likely agree
that MT is getting to be as mainstream
as translation memory, if it’s not already,
there is still a haze of uncertainty around
it. The mere mention of MT frequently
brings about a knee-jerk reaction, and
not a very positive one. A single negative experience can cause people to view
the entire prospect unfavorably. Even so,
I continue to see some powerful forces
at work right now that will change the
direction that the wind blows.
First, MT technology is advancing
all the time. As our ability to train MT
engines becomes increasingly sophisticated, coupled with more consistent,
high-quality multilingual resources to
feed into those engines, we will see
ever-higher MT quality even before it
reaches the post-editors. Our industry is
so fundamentally tech-forward that the
reality of MT 2.0 really isn’t too far away;
in fact, we’re in the midst of it now.
Second, the market continues to dictate the use of this technology. As more
buyers come to understand how the process can deliver major benefits, greater
numbers will ask for the technology until
it becomes common practice. MT will
keep steadily rising in prominence and
general repute. After all, getting the best
of all worlds — lower costs, high quality
and increased velocity — is pretty hard to
ignore. To get to this point, we will need
to continue evangelizing the technology
capabilities with buyers when it makes
sense. Part and parcel of this will be
continuing efforts to run parallel tests
on MT with post-editing against the traditional translation process and support
the idea of change with solid metrics.
Perhaps the biggest shift, though, needs
to occur within the LSP’s own walls. It is
not uncommon for executives, production
teams, heads of technology and others to
disagree on all the points I mention here.
Only when we all synchronize on how to
approach MT as a part of the total quality
process will we begin to really see the
fruits of its full potential. M
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Getting started
with game localization
Andriy Lutsuk

T

Targeting new regional markets is always a
challenge for game producers, as high-quality
translation is often not enough for the product launch to become rewarding. To ensure the
game is successfully introduced to the target
audience and to eliminate possible retail risks,
it is important for the product to be perfectly
adapted to all the regional requirements and
standards, taking into consideration a significant number of social, cultural and legal
aspects. Proper localization requires a considerable amount of resources and effort; therefore, detailed step by step planning is crucial
for a successful project.

We shall start with prelocalization analysis. Assuming you've
got a game with a certain language interface, you'd like to offer
it to gamers in other regions in their respective languages. What
do you need for that? At the start, you need to decide how deep
your localization is going to be. It may be just the translation
and text information support implementation, or you may want
to redub all game dialogues, which may require both graphic
component adaptation, such as gaming textures of the game
model, and possibly some plot adaptations, if this is required
by the culture or attitudes of your target region. All this will
affect your localization budget and deadlines. When you have
decided on the localization depth, you can then move forward.
The next stage of the process will require you to collect all
the resources to be localized, keeping in mind how you are
going to implement the localized resources into the game. The
set of resources to be localized and the toolkit to implement
your translation into the game is called a localization kit. The
main thing here is to provide a good structure for your localization kit and clearly describe how its components work, so that
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the people involved in localization can understand it without
the need for clarification and can do their job properly, as this
will directly affect the cost of the localization.

Localization kit structure

To make sure that your localization kit is structured correctly
and includes all the necessary components, you should include
the following information:
1. Localization manual
2. Text
a. Non-gaming text
b. Gaming text
c. Glossary
3. Dubbing (where applicable)
a. List of characters and dubbing actors
b. Dubbing text
c. Audio file samples
4. Graphics
a. Interface
b. Textures
c. Fonts
5. Tools (toolkit for localization and version compilations).
The localization manual usually includes the project's word
count and instructions for the localization team, such as gaming text word count, non-gaming text word count, dubbing
word count, the number of characters and actors, the number of
graphic components for localization, how to work with specific
formats, font use manual, additional tools user manual, how to
produce local game compilations and so on.

Andriy Lutsuk is a senior localization engineer
at ELEKS. He has six years of experience in
localizing multimedia, including games.
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Figure 1: Pseudolocalized versions check spacing and other issues.

Figure 2: Hardcoded lines in a mock build.

The next stage is working with text.
There are usually gaming and non-gaming texts within games. Gaming text is
text that is used in a game: for instance,
dialogues, names, objects and their
descriptions, directions for the player
and menus. Non-gaming text consists
mainly of manuals, license agreements
and so on. Localization of non-gaming
text is relatively problem-free, while the
gaming text may present difficulties. The
first such difficulty is hardcoded lines
that have not been added to resources.
There is a very important stage of the
process called internationalization when
all textual information is placed into
resource files for the user. Internationalization is a software development task to
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make your software product localizable
for any region.
Before you start the translation, you
should check if there are any lines of text
in the game that you might have forgotten to move to the external resource
files for easy editing by the translator.
So-called mock builds are used to check
this. These are pseudolocalized versions
of your game. To make a mock build,
several symbols are added to every line
of text, at the beginning and at the end.
They may be special symbols, as shown
in Figure 1 — it looks a bit scary but this
is how it should be.
The symbols used may be letters from
the localization target language. You
can avoid problems later if you use such

builds. For a start, a mock build will
show you if your interface will accommodate additional symbols and how
many symbols. This is rather important
as texts in different languages have different relative lengths. For instance, a
text in German will be approximately
15-20% longer than a text in English.
Once we know this, we can change the
design or move around the elements of
the interface in order for it to accommodate longer localized lines. We could
also set the limit for the number of symbols for the appropriate elements and
indicate this limit in the localization kit.
The localization team will have to make
sure that the translation in the target
language fits the space on the controls.
The most important function of the mock
build is to show you the lines where the
added symbols are missing. This means
that you have discovered some hardcoded lines, as in Figure 2. After such
discoveries, the hardcoded text needs
to be moved to resources and the game
should be recompiled.
At the next stage, it would be good
to collect your text in a single location
and bring it into a format suitable for
translation. You must include the text
source file name, the original text and
the maximum number of symbols for
translation.
It is essential to create term glossaries, which include, among other things,
names of game objects, locations, character names and other terminology. This
is necessary to maintain overall consistency in translation. You should also
consider certain linguistic peculiarities
and word forms. In different languages,
words may change according to case,
tense and declension. In some instances,
it is insufficient in translation to reword
the sentence to avoid inflections. It is
worth setting up the game engine so that
the correct form of the word could be
supplied depending on the situation, in
which case you should inform the translators which word forms of particular
terms may be used.
Various translation tools are helpful
in setting up your localization kit. Many
contain a number of useful features such
as the ability to parse the majority of
resource files and to generate resources
for mock builds and dictionaries.
The next aspect of your localization
kit is dubbing, if that is going to be done.
A list of all talking game characters
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must be compiled, and redubbing the
video trailers may also be added along
with this. Every character must have a
description, where gender, temperament
and voice type are outlined. A character
screenshot should always be attached in
order for the localization team to find an
appropriate sound artist and to avoid the
situation where a female character has a
male voice, and vice versa. Dubbing texts
should also be isolated in a separate file
in the same format as the rest of the gaming text, so the translator can easily work
with it. It is also advisable to provide the
original sound files for localization.
When it comes to graphics, you
should include interface aspects such as
menus, various buttons, text textures,
fonts to be adapted based on locale and
occasionally logos. Graphic files should
be provided for localization in their
original format, where all text elements
are placed in different layers to make
translation easier and faster. It is useful here to dwell on fonts for a bit. My
experience suggests that it is not enough
to edit the font by adding new symbols.
Often the game engine just won't cope
with extended ASCII symbols or Unicode
tables. That is why it is worth checking
how the game is working with the appropriate language symbols right at the
start, at the internationalizing stage, for
instance, when mock builds are created.
On top of all original resources, you
should also add your specific tools and
scripts, along with manuals on how to
zip or unzip their texture packs, audio
and video files, in case your game engine
uses nonstandard binary files. You should
also inform your localization team which
software to use. Often localization companies also provide localization testing
as a service. This makes it easier for the
developers and saves localization time. If
you are going to use localization testing,
you should also include the description of
mock builds and supply the appropriate
tools and scripts in your localization kit, so
that your localization specialist could create localized versions to test and fix issues.

Adaptation to regional
requirements and standards

In preparing your product for localization, it is essential to remember that the
main stage of adaptation is the implementation of regional standards. All units of
measurement, appropriate for the target
region, must be carefully analyzed to adapt
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your game properly. Different countries
use different number formats for fractions
and larger numbers, different date formats
and different units of measurement, which
will be very important for your end user.
For instance, in the United States, Britain, Japan and some other countries, a
period is used as decimal separator, and
a comma is used as a delimiter for larger
numbers. At the same time, in the majority of European countries a comma is used
to separate the integer part of a number
from the fractional part. Because of that,
number 999,999 will be understood differently by users in different countries unless
you consider local standards carefully in
localization. Let's see how regional formats are applied to write down the tenth
of November, 2012:
10/11/2012: Brazil, Greece, Thailand,
Britain, Spain, Italy, France and other EU
countries

11/10/2012: United States

2012/11/10: Japan, Taiwan and other
South Asian countries
10.11.2012: Germany, Norway, Russia,
Ukraine
10-11-2012: Denmark, Portugal

As you can see, in some countries the
first date component is the year, in some
it’s the month and in others it’s the day.
The units of weight, distance and
speed measurement are also very
important. In most countries, the metric
system is used; however, the imperial
system of measurement is used in the
United States, Britain and some other
countries. The problem is that the quantities represented in different measurement systems cannot be translated digit
per digit. Therefore, at the internationalization stage, it makes sense to provide
the multiplier inside the game engine to
move between different measurement
systems and let the player choose which
system is the most suitable.

GAME
L O C A L I Z AT I O N
1 years in the translation
19
aand localization market
FFocus on European languages
Client-centric business orientation
C
5 branches in Central Europe
LLocal presence in North America
IISO 9001 and EN 15038 certified
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M
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Culture and legal systems

One of the last but equally important
stages of localization is the cultural and
legal adaptation of the game for your
target area. There are many examples of
significant changes that the developers
had to make to the game before marketing it in a particular country because
of cultural, legal, historical and other
issues. Occasionally, you have to adapt
the game plot, character names, locations and objects to make the world of
the game closer to that of the player.
There are even extreme instances
when the developers had to redraw game
characters because of some regional
cultural issues. Also, different countries
use different age ratings for the appropriate game content. If these issues are
not taken into account, your game may
not be completely accepted by the users,
and you may even be fined for breaching
some regional legislation.
As we have reviewed various aspects
of localization, you may have noticed that
we always start with a detailed analysis of
the task in hand, be it translation, regional
options support or any other stage of the
process. Therefore, the first task that you
have to perform when you start localization is to analyze the project as a whole to
give you the overview of what you need
to change in the game. When we analyze
a project, we occasionally decide that the
code itself needs changing to prepare for
localization. We have also mentioned
internationalization several times. From
experience, this transitional stage is vitally
important for a successful outcome, helping you check if the game is localizable
and if all the corresponding resources
have been prepared for translation. After
the detailed analysis and internationalization of your product, you’ll be able to
gather all the data needed for a so-called
localization kit compilation, which makes
up the third stage of the process.
The three stages of project analysis,
internationalization and localization kit
compilation are the starting points of
a localization workflow. It is important
to keep in mind that careful planning
and organization from the very start of
the localization process will help your
project to run smoothly all the way to
the release date. Additionally, if you’ve
considered all the regional requirements
standards, you’ll make sure nothing
prevents your game from being truly
popular with the target audience. M
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Bill Black & Simone Crosignani

T

The past 12 months have been particularly
significant for the video game industry. The
market is now extremely diversified, thanks to
a broad range of gaming platforms that differ
in cost, technical features and user bases. This
unprecedented heterogeneity has allowed for a
wide gaming scenario: on one side of the spectrum we have witnessed the final consecration
of indie games, titles created by talented developers who often work solo or in smaller teams.

Industry Focus

Employing video recording
techniques in localization

opment phase, with international assets due to be on the same
physical media of the source ones. In other words, when a voice
actor enters the recording booth in Paris, Madrid or Milan, he or
she usually has only one type of asset to support him and that’s
the original audio files, a precious help to understand how the US
actor delivered his lines. Sometimes the development team is able
to provide preliminary mock-up materials or raw videos to give
the scene more contexts, but we are still light years away from
the scenario of a movie voice actor who can watch the finished
(or almost finished) product while doing his job.
Technology advancement now allows us to close this gap.
To be more specific, thanks to video-based capture suites it's
now possible to implement a new, more integrated approach
between development and localization. This approach, which
originates from the US recording session, lets 3D artists and
audio localization teams use the same, consistent, audio/video
foundation to perform their respective tasks.

On the opposite side, we have been blown away by epic productions such as The Last of Us (Sony Computer Entertainment)
and Grand Theft Auto V (Rockstar Games), created by teams of
over 200 people with budgets exceeding $100 million. In a sense,
the game industry is getting much closer to the movie and film
Motion capture
industry. It seems able to finally give space to creative developA few words on motion capture first. Motion capture is the
ers who are void of technological means but who have brilliant
process of recording the movement of objects or people. It’s a
ideas, while also churning out Hollywood-like productions at
technique widely used in the entertainment field, especially in
the forefront in terms of both spectacularity and narrative.
cartoons and games, to animate digital character models. There
Where film and video games keep having a very distant
is a broad range of motion capture systems available, but optical
approach is on the audio localization process. Because of the just
systems based on recording cameras are the most commonly used.
mentioned affinity between blockbuster movies and games, the
Optical systems can rely on markers and 3D position tracking, or
local markets ask (and rightly so) for “movie quality dubbing"
be completely markerless, taking advantage of video streams and
in AAA games. This has proven impossible so far because of
software-based video analysis. As previously mentioned, using
the different production models of the two media. Traditionally,
movie assets allow international
voice actors to see the complete
Bill Black is the audio manager of Binari Sonori America. He casts and
scenes while recording, with clear
directs voice actors, composes and licenses music, performs sound
references of the faces of their
effects design.
US counterparts. In AAA games
Simone Crosignani worked as a video game journalist for 15
such an approach is unimaginable
years before moving to the marketing department of Sony
because localization takes place
Computer Entertainment Europe. He now works for Binari Sonori.
while the game is still in the devel-
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Figure 2: Facial video capture can be used to generate 3D models and
to perform movie-quality dubbing in AAA video games.

motion capture is pretty common in
AAA games nowadays, especially when
it comes to facial motion capture, or in
other words the process of recording the
facial movements of an actor and replicating them on a character in the desired
entertainment product — be it a movie,
a cartoon or a video game. The market
offers a wide range of suites or packages
of components such as grabber, analyzer,
retargeter and so on. MOVA Contour,
Image Metrics Faceware Technologies,
Organic Motion and Dinamixyz Performer
Suites are just a few of the better known
capture suites.
But how can markerless facial motion
capture help create international audio

content that is close to the original material? Everything starts in the US recording
studio when recording source dialogue.
Actors wear helmets equipped with cameras and lighting (Figure 1). These helmets
are lightweight and the markerless design
does not distract the actor from his or her
performance. The recording session generates audio and video tracks simultaneously
in the same software application, allowing
studio producers and directors to evaluate
both audio and visual performances.
Once the session is over, audio and
video files are delivered to the game
development team. 3D artists can then
begin using these assets with proprietary
software, and can generate a data stream
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for their 3D modeling software (Figure
2). This is actually already common
practice, however. The novelty here consists in sending the US video recording
together with the audio files to international recording studios worldwide.
In live action film and television, the
dubbing process is based on the source
video. After the translation, a specific
text adaptation phase is performed
before starting the dialog ADR. ADR is a
term meaning automated dialog replacement, and this is a technique where an
actor reads lines in a recording studio to
match the mouth movement of the face
onscreen. This is used first and foremost
to repair dialog shot in a live action TV
or film, and can also be used when dubbing live action from one language to
another language, with the goal being
to match the actor’s mouth movements
so it is imperceptible to listeners that
the dialog they are hearing was not the
language the actor performed in. Sync
writing, or writing a translated script
that follows the actor’s original mouth
patterns, is key to perfectly lock the target words with the lip movements of the
original actor. Without an accurate and
final video reference, there is nothing to
write synchronized dialogue with.
In this way, the same technique used
in live action film dubbing can now be
used in games. The localization team
can employ the selected takes from the
source English, and sync write dialog
for the target language using the video
reference originally intended only for
the 3D art team. Although the video may
have been intended for the sole purpose
of creating animation based on data
derived from applying proprietary software to the video filmed in the recording
studio, now it can be used for dubbing
as well.
Thus, using this filmed footage, the
localization process can begin much
earlier in the production cycle, with a
level of precision equivalent to live
action film dubbing. Implementing
markerless facial motion capture during
the US recording phase and allowing
international audio teams to access the
captured data streams opens the door to
multiple advantages: having better reference material earlier in the production
cycle, writing accurate crafted scripts,
producing movie-quality dialog sync
and ultimately achieving superior quality in localized games. M
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A quest for quality
in video game localization
Demid Tishin

I

It was a chance we could not miss. Up until
2011 my company was essentially a single language vendor, translating a wide range of content from or into Russian, with a focus on huge
Chinese and Korean online role-playing games
for Russian players.

on some of our German and French localizations. Complaints
on Chinese and Brazilian Portuguese followed in 2012. There
was a whole range of errors — language, style, consistency and
accuracy. A few times players referred to localization as raw
machine translation output. We admitted the fault and started
on a solution.

Suddenly it all changed — mobile and casual games boomed,
while the massively multiplayer online role playing game
market got saturated and stabilized. Hundreds of new mobile
developers and publishers appeared, often with little expertise
in internationalization and no staff to manage localization inhouse, let alone to manage each target language separately. The
new client typically wanted only one or two providers to handle
a whole line of game titles as well as regular updates and marketing phrases. Most of them wanted this done simultaneously
into ten or more languages, for players in the Americas, Europe
and Asia. For All Correct it was an opportunity, but it was also a
challenge, as we had only a vague idea how to manage quality
in foreign language combinations.
For one client, we translated 25 mobile titles in 2011, some
of them into 14 languages. This required a total of 89 translators, all of whom we found in online databases. Initially, the
vendor managers had no testing procedure and applied a few
basic filters: the translator must translate only into his or her
mother tongue, reside in the country of the target language and
have a positive public track record, established by ProZ.com
Willingness to Work Again rating, for example. The workflow
was simplistic, too — the project manager selected a translator
based on a video game portfolio, the translator delivered an
Excel file, the project manager did a quick formal review and
delivered the software strings to the customer. In-app localization testing was done on the client side. As a result, not only
our quality control, but also the client’s internationalization
process was immature — most localization kits didn’t provide
any context for software strings — even though many titles
were hidden object games, where a difference between a (long)
bow and a bow(tie) made a critical difference.
In other words, we had it coming. In October 2011, the publisher received negative feedback from the gaming community

First of all, we put a question mark on every translator,
dramatically expanded the translation team and totally retranslated all problematic content.
To filter out unprofessional freelancers we launched a massive cross-check campaign. We devised a competence assessment form (Figure 1) and organized peer checks by two or
three translators for every translated chunk of content. The
form allowed us to assess six translation competencies separately (subject matter expertise, understanding of the source
language, proficiency in target language, style or literary competence, regional standards and compliance with instructions
and procedures) on a 1 to 5 scale and provide error examples
and overall recommendations. Each form was analyzed by
the project manager or vendor manager for validity and then
imported into our vendor database.
As a result, only 24 people from the 2011 team (27%)
remained in 2013, while 73% of the original team were discarded as unprofessional. One of the freelancers who didn’t
pass the test was someone supposedly named Stefan Jacob (a
respected German translator, according to his CV), who finally
was pinned down as an impostor with the real name Heba
Qudaih, living a thousand miles from Germany.
Ten German, ten French, 17 Chinese and 25 Brazilian Portuguese localizations were redelivered and fixed with urgent localization patches. This stabilized the situation with quality claims
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Figure 1: Sample competence assessment form.
and stopped further damage to the publisher’s image. Fortunately, no “machine
translation” complaints have been received
since then.
Secondly, we introduced a testing
procedure for new freelancers. To achieve

a satisfactory level of reliability for competence assessment, and for assessment
results to be more or less reproducible,
we prepared concise guidelines, and
organized and recorded a webinar for all
quality reviewers.
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Now, every translator candidate is
given a test job that is checked by a
regular translation team member and
a competence assessment form is completed and checked for validity by the
project manager. Some red flags for
invalid assessment include competence
marks that are lower than 5 but no error
examples are given, or the target language competence is rated low, while in
fact only style issues have been detected.
Next, the vendor is given a pilot (real)
job, which is also checked, and this time
not only a competence assessment form,
but also a quality check form is filled out
(Figure 2). Both forms are also checked
by the project manager for validity. If no
major errors are detected in the translation job, the candidate becomes a regular
team member, but competence assessment does not end here — every fifth job
of 1000 words or more is peer-reviewed,
a competence assessment form is filed in
the database and the freelancer’s current
rating is updated. In this way, 170 new
translators and quality reviewers were
added to the team by 2014.
The vendor managers keep an eye on
the grades and inform the project manager in the event of any significant grade
changes for familiar translators. The head
of production checks on a monthly basis
if any project manager has assigned a
job to translators with low grades, and
follows up accordingly. To reward talent
and have more options, the project managers give every hundredth translation
job to a fresh translator who has only
passed an entrance test.
Thirdly, we overhauled the localization
workflow. Before assigning a job to an
unfamiliar translator, the project manager
checks to make sure that his or her target
language and subject matter grades are 4
and higher. All gaming translations are
now done in a server-based translation
environment, which greatly increases
terminological and stylistic consistency.
Besides translation proper, every translator submits a glossary update, which
is peer-checked according to a special
checklist before being added to the main
project glossary. This also lowers the
chance of terminology defects.
Every translation job of 1500 words
and more is submitted to a peer translator
for quality check, and the quality check
form is reviewed by the project manager.
If the project manager suspects invalid
assessment, or if the quality reviewer has

10.09.13 9:26
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Figure 2: Sample quality check form.
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a short track record, a secondary check
is performed. Ideally, quality review is
performed before the localization kit is
submitted to the publisher for integration
with the build. If the deadline is tight,
a quality check can be performed after
translation delivery (but before the game
build is compiled) or in rare cases even
after the first round of in-app localization testing, so that any corrections will
be tested during regression testing iterations. This minimizes the risk of language,
stylistic and accuracy defects. There is no
standard sample size for quality review,
but a time slot from one to four hours is
allocated for quality checks instead.
Error categories used in the localization quality check form strictly correspond to the QT LaunchPad MQM
(Multidimensional Quality Metrics) Version 2, a European Commission-funded
initiative (for details see www.qt21.eu/
launchpad/content/delivered).
Small translations are checked
when their total wordcount for a single
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translator adds up to 1500 words. After
the client compiles the game build,
our team of localization testers play
the game and submit all localizationrelated bugs into a bug tracking system
such as JIRA or Redmine. At this stage
we detect truncated strings; untranslated
source text that was added into the game
at later development stages and had

not been included into the localization
kit; compilation errors such as chunks
of alien language as in Figure 3; and
word concord problems when translated
strings have been put into context. Most
of the bugs are fixed by the translation
team, the corrected strings are resubmitted and a regression testing iteration
follows, until there are no defects.

Finally, we worked with our customers to improve their in-house software
internationalization process. In 2013, a
localization kit without images became
an extraordinary thing, compared to the
2011 practice of not having any. Software
builds are often provided for our team to
get immersed in the game before working
on translation, and localization kits are
often provided in a logically structured
order. Shared question and answer sheets
are actively used by the development,
translation and testing teams.

Your connection to translation and
localization companies
Figure 3: A chunk of alien language is
detected during testing.

Some outcomes
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As a result of our quality assurance efforts, the relative number of
valid quality claims and translation
withdrawals per video game localization revenue dropped by 51% in 2013
compared to 2012. The relative number
of translation accuracy errors dropped
from 61% in 2012 to 29% in 2013, and
typos dropped from 11% to 4% respectively. Also, root cause analysis of
localization defects showed a decrease
of errors due to poor workflow planning
or vendor management — from 20% in
2012 to 5% in 2013.
As for the client we mentioned previously, in 2013 we expanded our partnership, having translated content of 54
video game titles into as many as 28
target languages, compared to 25 titles
and 14 languages in 2011.
Even though our multilanguage video
game localization has seen a dramatic
improvement in quality over the last three
years, still there are challenges to meet.
We have organized a few webinars for our
translation teams on MemoQ tips, terminology work and translator competence
assessment, but there are many other
skills to develop, and some 36 training
activities are planned for 2014. M
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Using the crowd
in game development
Anna Maya Tomala

T

The term crowd brings with it rather negative
connotations. Except for certain venues such as
music shows, no one likes to be crammed together
with a bunch of other people. Crowd is mostly
associated with lack of space, lack of air, highly
infringed individualism and thus group mentality, mass production and mass consumption.

However, with the development of the crowd-oriented systems, the cloud-based solutions now so popular in our industry
have been incorporated as the best model for putting together
great numbers of individuals, revving them into production
mode and providing them with collaboration platforms for
intellectual exchange and data sharing. Hence, the two rather
pejorative notions crowd and cloud (with the latter's connotations of bad weather, lack of clarity and even depression) have
become the foundations of new creations and products. Perhaps
we have even come to the place where these words have shifted
in this context, and they are now entirely positive.
In any case, over the past few years, crowd-based solutions
have become an extremely efficient option for entrepreneurial
endeavors. The wisdom of the crowd has been exploited for its
resources in the form of ideas, financial support and reserves.
Crowdsourcing offers indefinite and diverse opportunities and
various crowd management solutions have been applied to
fully take advantage of its potential.
Crowdsourcing and crowdfunding are two mechanisms that
emerged from the crowd-based concept. The model incorporates
small contributions from many parties in the form of physical and
intellectual creations, in the first case, and financial donations
to secure funds for a particular project or venture, in the second
case. The crowdfunding business model is nothing new, of course.
It has been utilized in a form of subscription since the seventeenth
century, and throughout history there have been many examples
of great accomplishments funded by the crowd, such as charity
actions, launching new records or even financing music tours.
Before crowdfunding started to gain popularity, it was crowdsourcing that had been steadily conquering new territories and
establishing itself in the localization field. More and more media

www.multilingual.com

39-41 Tomala #144.indd 39

content producers admit dependence on the crowd as a source
of multilingual localization. This type of activism was originated
by members of communities that have been serving as content
creators at no time and no cost, but often with dubious quality
effect. Nevertheless, there are numerous social media networks
that exclusively derive their localized versions from loosely organized contributors who do it for the sheer pleasure of supporting
their favorite brand, franchise or product. Often it is the case that
underground communities create their own localized versions of
published games when a distributor releases the product only in
the original language, as with the phenomenon of fansubbing.
In some countries, there are more writers than readers. There
are a lot of people in the world who want to get published and
gain 15 minutes of fame, and the internet comes in handy for
that. Anyone can publish, blog or get engaged on forums. The
crowd is an elastic mass that can be modeled according to the
needs of developers.
Consequently, multimedia and entertainment industries are
scanning the brains of the masses and picking up their suggestions and ideas for free, or at least without compensating the
content creators monetarily. Provided the crowd is properly
motivated, it becomes very resourceful, and a growing number of
interactive digital media developers and content producers rely
heavily upon the wisdom of the crowd in creating their products
and fostering awareness about new releases or products. Market
research companies scoop up the crowd’s opinion to predict the
future outcome of products, adjust their design and plan advertising campaigns. Producers go even further and milk the crowd’s
feedback during beta game versions testing.
Sports video games serve as a great example of products that
considerably exploit the crowd for their data collection process.
There is no more efficient way to gather information and last minute updates on sports events and major leagues, including players’
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Figure 1: Double Fine Adventure's Kiskstarter drive far surpassed its initial funding goals.

names and details regarding their career
and skills, games results, transfers and so on
than having the crowd submit the details.
It is the crowd dedicated to the cause that
serves as the primary source of information
and data. Some do it absolutely for free or
mere “big thanks” recognition, or alternatively for a cheap title-related gadget or,
at the very best, a free product copy. For
a developer, it is a winning situation with
substantial cost reduction effect.

Crowdfunding in
game development

The crowdfunding sites where anyone
can raise money for a new project link
project initiators with committed supporters. There is the rising competition
to attract backers and make them believe
in the people behind the projects. And
there are various motivations that spur
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the crowd to take action, such as desire
for investment, monetary profit or social
participation. Others submit their offerings to innovative projects or causes.
The startup platforms among various multimedia genres also contain
game projects seeking funds to kick off
development. One prime example was
Broken Age, also known as Double Fine
Adventure. The game was developed by
Double Fine Productions, and had failed
numerous appeals to collect a budget
from publishers. It was released in 2014
thanks to the crowd's backing. The title
had it all — a well-known name with
producer Tim Schafer, and the promise of
a revival of a long-neglected genre, the
adventure game. The excellent appeal on
the Kickstarter crowdfunding site back
in 2012 triggered massive response, and
within the day of its announcement, the

project surpassed the goal of $400,000
and eventually raised more than $3 million from over 87,000 backers (Figure 1).
So far it is the best-known video game
to incorporate crowdfunding. In return
for financial contributions, the supporters were provided with an opportunity to
get engaged in the production process.
The cooperation between the crowd and
producers was maintained during development. Updates from the creators were
shared with backers, who kept submitting
their feedback via comment features on
the project's page. As game development
is an extremely volatile endeavor, there
were also some bumps along the way of
Broken Age coming into existence. After
the initially secured funds were not sufficient to satisfy the actual needs of the
project, once again the producer turned to
the backers for additional money to finish
the dream game they had been waiting
for. The backers didn’t let him down, and
gathered extra funds so that the final
game could be released in January 2014.
In 2012, it sounded like a dream story,
but its success paved the road for many
other smaller and larger ongoing efforts by
other developers. It definitely proves that
crowdfunding is a powerful tool, especially
now when it is more and more difficult to
get initial funds to start operations. However, the projects, as is common in the
game industry, tend to get killed along the
way, and this poses extra challenges and
hazards for both engaged sides. Whereas
producers enjoy substantial independence
and at most risk loss of reputation in the
case of not being able to deliver on a
project, the backers tend to be left stranded
without any refund option. The crowd
risks loss of the offering if the project ends
up being a flop, because the campaigns
are often conducted without a regulatory
framework, and thus the likelihood of a
scam or abuse of funds is high. Companies
that receive crowdfunding contributions
retain control of their operations as voting
rights are not conveyed along with ownership when crowdfunding. In the future, it
may lead to a situation where the disappointed crowd will cease to supply support.
Wasteland 2 is another great example
of a crowdfunded game that in 2012
exceeded funding expectations by winning
the hearts, minds and wallets of more than
60,000 backers. By garnering overwhelming support from fans of the original 1980s
game, Brian Fargo was able to start development of a long-awaited sequel.

editor@multilingual.com

5/15/14 9:33 AM

Industry Focus
The crowdfunding model again proved
to be an excellent platform to let the
crowd speak up and voice their opinions.
The producers consistently emphasized
the value of the crowd's engagement in
every aspect of the developed game. The
official game forum with almost 100,000
posts had become not only a fanbase
but a free focus group. The crowd
constantly streamed its comments and
wishes regarding the game play features
and other crucial elements while simultaneously generating free publicity. The
benefits were to be felt on both sides: the
users received what they expected and
the producers knew how to tailor their
product to deliver to satisfaction.
However, it is never possible to meet
everyone’s expectations and some backers have been left disappointed due to the
game producer's decision regarding the
game distribution model. Wasteland 2 is
one of the first crowdfunded games that
accepted Electronic Art's invitation to distribute their title on the Origin platform.
Although crowdfunding is a model
that primarily targets independent studios,
there are also some steps being taken by
major publishers that do not want to miss
the momentum. So far Electronic Arts
has been cautiously experimenting with
applying the incentive model for preorder and distribution. Electronic Art's
offer to indie game developers, namely
waiving a 90-day distribution fee, has
been widely recognized as massive support for creative efforts by small developers. Namco Bandai has also made an effort
to incorporate the crowdfunding model in
the form of preorder for some of its PS3
games, such as Ni no Kuni, launching a
limited online preorder deal. However, for
the industry giants, a step to fully embrace
crowd-based solutions seems to be too
daring to take, as intellectual property
protection is one of their main focuses.
Despite the tempting gain in the form of
freebie ideas and investment, there is too
much risk involved. When applying the
crowdsourcing and funding models the
level of exposure is inherently high and
may lead to serious hazard, such as intellectual property plagiarism. Consequently,
many developers and content producers
are reluctant to publicly announce the
details of a project before production.
Recently there has been growing
interest in a game localization model
fully incorporating the crowd's financial
and intellectual contributions. A crowd
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of international agents could serve as
invaluable support for making localization
decisions, including voiceover choices.
However, experimenting with a crowdbased localization model could become
a real headache if certain prerequisites
are not fulfilled. As long as goals and
expectations are set early enough, including language selection and multilingual
launch plan, the crowd potential could be
applied, but the crowd needs to be limited
to a group of carefully selected individuals
in order to achieve a high quality output.
Additionally, without suitable crowd and
content management tools, the localized
versions would end up highly inconsistent. Thus, the extra management effort
and protecting the product are major cons
of using the crowd for localization of simship multilingual products.

Transforming game development

After reviewing many current and
successful crowdfunded projects, it is
hard not to question the future prospects
of interaction between crowd and video
game developers. The statistics show that
a fairly low number of projects kicked
off via crowdfunding platforms have
yet to reach their end goal. Some insist
this undoubtedly will lead to the crowd's
disillusionment and the burnout of its
enthusiasm. Consequently, questions
arise regarding sustainability and vitality

of the business model. On the other hand,
many proponents emphasize that this
represents a considerable breakthrough
in user-developer relations, and gamers
have been gaining more influence on the
process. However, it seems the members
of the crowd serve as guinea pigs, providing producers with many free-of-charge
benefits and additionally securing investment for their ventures without much
payoff guarantee.
Thus, it is a highly exaggerated notion
that we have been experiencing a process
of democratization of the independent
game development field. In reality, the
crowd's engagement exclusively benefits
the producers and its voice is heard only
to a certain extent, provided it satisfies a
company's business objectives. The crowd
with its bottomless resources is a great
mechanism for showcasing the project,
generating awareness and extending an
audience, not to mention providing excitement before launch. It provides invaluable support and for many independent
developers, especially during the current
economic situation, it represents the only
chance to have their products released.
In order to avoid the case of backers feeling ripped off when a project evaporates
together with their funds, some regulatory framework should be implemented.
Otherwise, the disillusioned goldmine may
eventually run out of riches. M
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An introduction to XLIFF 2.0
Yves Savourel

T

The OASIS XLIFF technical committee published the XLIFF 1.2 standard in 2008. Since
then, many translation tools as well as other
types of applications have implemented support for the format. The technical committee
started work on XLIFF 2.0 the following year
by gathering requirements and feedback on 1.2.
By the time you see this article, 2.0 should be
an OASIS standard or very close to that status.

Yes, it did take a long time to get there. But developing a
standard is a lot of work, and when it is done mostly without
the benefit of sponsorship funds, it also requires a lot of time.
What is new with 2.0? To start with, the new version is not
backward compatible with 1.2. This allows for a new structure
with a different representation of the segmentation, as well as
an important feature often requested: modularity. The specification splits the format into a base namespace called the Core
that all implementations must support and several specialized
optional modules. This separation ensures the stability of the
format while providing the possibility of future enhancements.

Structure

The Core includes the basic elements needed to store
extracted content, add its translation, and merge it back into
the original format. It also provides structural information.
As shown in Figure 1, the root <xliff> contains one
file or more in the same language pair. Each file contains at
Yves Savourel works with ENLASO Corporation in
Boulder, Colorado. He has been in the localization
industry for more than 20 years, and has been
involved in the creation of localization standards
such as TMX and XLIFF, and is the author of XML
Internationalization and Localization.
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<xliff xmlns="urn:oasis:names:tc:xliff:d
ocument:2.0"
version="2.0" srcLang="en" trgLang="fr">
<file id="f1">
<skeleton href="myFile.skl"/>
<unit id="u1">
<segment state="initial">
<source>Start here!</source>
</segment>
</unit>
<unit id="u2">
<segment state="initial">
<source>Click the <ph id="1" type="image"
subFlows="u1"/> button to start. </
source>
</segment>
<segment state="translated">
<source>You can also press the Enter
key.</source>
<target>Vous pouvez aussi appuyez la
touche Entrée.</target>
</segment>
</unit>
</file>
</xliff>
Figure 1: A simple XLIFF 2.0 document.

least one unit or group. A unit corresponds to an extracted
“paragraph” and contains at least one segment. A segment
holds a source and an optional target, respectively containing
the original and the translated content. An optional skeleton
can be set for each file and holds (or points to) the data needed
to reconstruct the original document. You can use <group>
to represent the hierarchy of the document. Any sub-flow
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<trans-unit id= "1">
<source>First sentence. Second sentence.</source>
<seg-source><mrk mtype="seg" mid="1">First sentence.
</mrk><mrk mtype="seg" mid="2">Second sentence.</mrk></
seg-source>
<target><mrk
mtype="seg"
mid="1">Translated
first
sentence. </mrk><mrk mtype="seg" mid="2">Translated second
sentence.</mrk></target>
</trans-unit>
Figure 2: Segmentation in XLIFF 1.2.
.

<unit id="1">
<segment id="1">
<source>First sentence. </source>
<target>Première phrase. </target>
</segment>
<segment id="2">
<source>Second sentence.</source>
<target>Deuxième phrase.</target>
</segment>
</unit>
Figure 3: Segmentation in XLIFF 2.0.
.

The two paragraphs to align:
<p lang="en">He bought a yellow car. He loves yellow.</
p>

<p lang="fr">Il adore le jaune. Il a acheté une voiture
jaune.</p>
Their representation in XLIFF 2.0:
<unit id="1">
<segment>
<source>He bought a yellow car. </source>
<target order="2">Il a acheté une voiture jaune.</
target>
</segment>
<segment>
<source>He loves yellow.</source>
<target order="1">Il adore le jaune. </target>
</segment>
Figure 4: Target order in XLIFF 2.0.
</unit>
.

<unit id="u1">
<segment state="translated" subState="acme:post-edited">
<source>They left the first day of the Month of the Red
Leaves.</source>
<target>Ils partirent le premier jour du Mois des
Feuilles Rouges.</target>
</segment>
<segment state="reviewed" subState="acme:after-qa1">
<source>The air was crisp and silent, portent of the
coming winter.</source>
<target>L'air était froid et silencieux, présage de
l'hiver proche.</target>
</segment>
Figure 5: Segments with different states.
</unit>
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content — an independent part of text
that is embedded within another one,
such as the text of the alt attribute of an
HTML <img> within a paragraph — is
represented in its own separate unit and
linked to its referring inline code by a
subFlows attribute.

Segmentation

As noted before, 2.0 drastically
changes the way to represent segments.
Figure 2 shows how 1.2 delimits segments using <mrk> elements with an
mtype set to seg. Those <mrk> elements exist in the <seg source> and
<target> elements.
In 2.0 the structure is reversed. As
you see in Figure 3, the unit holds the
segment elements, and each segment
holds the source and target elements.
In 1.2 you can have content between
the segment-delimiting <mrk> elements. In 2.0 there is a new element,
<ignorable>, that holds any content
outside the segments. In addition to the
new representation, 2.0 comes with a new
canResegment attribute that indicates if
tools can change the existing segmentation in a given part of the document.
You can set canResegment on <file>,
<group>, <unit> or <segment>.
The last aspect of segment representation is ordering. In 1.2 the source and
target segments are in separate containers and they are linked by the values of
the mid attributes, so there is no need
for a specific ordering mechanism. In
2.0 the source and target are within
each segment. With such structure there
is no implicit way to change the order
of the target parts. So the new attribute
order in <target> can be used if the
target segments need to be in a different
order than the source segments. Figure 4
shows an example of this.
The <segment> element also holds
two attributes to indicate its status:
state and subState. The state
attribute can have the values initial
(the default), translated, reviewed
and final. If a process needs additional
values, you can refine each state using
a custom value specified in subState.
The value of subState must start with
a prefix that identifies the “authority”
defining the values. This helps to avoid
a clash between different toolsets. Figure 5 illustrates how the two attributes
work. The state attribute allows a
minimal level of interoperability, while
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HTML content:
<B>Bolded</B> text<BR>
XLIFF representation:
<unit id="u1">
<originalData>
<data id="d1">&lt;B></data>
<data id="d2">&lt;/B></data>
<data id="d3">&lt;BR></data>
</originalData>
<segment>
<source><pc id="1" dataRefStart="d1" dataRefEnd="d2">Bolded</
pc> text<ph id="2" dataRef="d3"/></source>
</segment>
</unit>
Figure 6: Unit with inline codes and
their original representation.

<unit id="u123">
<mtc:matches>
<mtc:match id="1" ref="#m1" type="mt" origin="MSTranslator-Hub" similarity="100">
<source>He is a good friend of mine.</source>
<target>Il est un bon ami à moi.</target>
</mtc:match>
<mtc:match id="2" ref="#1" type="tm" origin="myTM"
similarity="97">
<source>Good friends</source>
<target>Bons amis</target>
</mtc:match>
</mtc:matches>
<segment>
<source><mrk id="m1" type="mtc:match">He is a <pc id="1"
type="fmt">good friend</pc> of mine.</mrk></source>
</segment>
</unit>
Figure 7: A unit using the
Translation Candidates module.

subState provides some flexibility for
customization.

Inline elements

The representation of the extracted
content has been completely redesigned
in 2.0. The content is made of the text
itself as well as three types of inline
elements: invalid XML character representations, inline codes and annotations.
XML cannot represent most control
characters as normal text, even when
using the standard escape notation.
Nevertheless, because such characters
may exist in extracted text (for example
in software strings) XLIFF must be able
to represent them. The <cp/> element
takes care of that. For instance, <cp
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hex="001b"/> represents the character Escape (U+001B).
XLIFF also must be able to store the
original inline codes of the extracted
document. For example, if the document
is extracted from HTML and a paragraph
contains a span of bolded text, you
should be able to store the two <b> and
</b> HTML tags. This is done using the
<ph/> or the <pc> element, depending
on whether the code stands alone or has
content. If you cannot use a <pc> element
because it overlaps another inline code or
an annotation, or goes across segments,
then you fall back to the <sc/> and
<ec/> elements. The metadata stored in
those elements is the same as in <pc>:
switching back and forth between the two

notations is lossless. You can also use the
<sc/> and <ec/> notation when one
opening or closing end of a paired code
exists without its corresponding closing
or opening end in the same unit.
You can store the native codes outside
the content itself, in a list of data elements linked to the inline codes through
their IDs, as displayed in Figure 6. With
this representation, all text nodes in the
source and target elements contain true
text, while in 1.2 the content is a mix of
text and codes often difficult to separate
because they are all seen as text nodes
by the XML parsers.
You can decorate each inline code
with various attributes. For example,
dispStart / dispEnd / disp
provide a display representation of the
code; equivStart / equivEnd /
equiv provide a plain text equivalent
for processing (word count, for example).
The inline codes come also with a set of
editing hints: canCopy, canDelete,
canOverlap, and canReorder provide a set of directives that translation
environments and other processing tools
must honor. In 2.0 there are also provisions for handling added inline codes
(such as when you need to put extra
formatting in your translation).
Annotations are information added
on top of the content and not necessarily present in the original document.
For example, an annotation can be a
comment from a translator on a specific
portion of the text. Annotations have a
greater role in 2.0 than in 1.2 because
they can be used to anchor references to
or from modules and extensions.
Annotations are represented with the
element <mrk>, but you can fall back
on <sm/> and <em/> when an annotation overlaps another one, overlaps
inline codes, or spans across segments.
Each annotation has the mandatory id
and type attributes. The annotation
can also have a translate, a value
and a ref attribute. The semantics of
the two last attributes vary based on
the type of annotation. There are three
predefined annotation types: generic
(to tell if a span of text is translatable
or not); term (to indicate that a span of
text is a term and optionally to provide
related information); and comment (to
associate a short comment or a note
with a span of text).
You can also define your own type
of annotation and specify the role of
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the <mrk> attributes for that custom
type. Extension attributes can be used
in <mrk> (and <sm/>). Those are the
only inline elements where you can use
extension attributes.

Fragment identifiers

Linked data are an important and
increasing part of today’s technologies.
So it is imperative for 2.0 to provide a
well-defined and interoperable mechanism to point to places inside an XLIFF
document.
Unlike in traditional XML documents,
an XLIFF document has several sets
of IDs that are not necessarily unique
within the whole document. So you cannot use something like ref="myFile.
xlf#id1" because id1 may be the
identifier of several elements. XLIFF
has always had this particularity and
finally 2.0 addresses it by defining its
own fragment identifier syntax. While
uncommon for XML documents, there is
provision for this type of definition in
the MIME Type specification.
The syntax provides a way to specify
both the ID value and the context of the
element being pointed to. You achieve
this by telling in which file, group or
unit the element occurs. For instance,
if you want to point to the lone <ph/>
element listed in Figure 1 you would use:
ref="myFile.xlf#f=f1/u=u2/1",
which means: the element with id="1"
that is inside the element <unit
id="u2">, which is itself inside the
element <file id="f1">.
Each category of identifier, except
one, has an assigned prefix letter (f for
<file>, u for <unit> and so on). IDs
with the prefix t are used for inline elements in <target>, while IDs without
prefix are used for inline elements in
<source> and for the <segment> and
<ignorable> elements. Each module
also has its own prefix. For example,
to point to the second <match> element of the Translation Candidates
module shown in Figure 7 (assuming
the <unit> is in the same <file> as
the previous example) you would use:
ref="myFile.xlf#f=f1/u=u123/
mtc=2", where mtc corresponds to the
prefix for the Translation Candidates
module.
The page lynx.okapi-xliff.cloudbees.
net/fragments lets you try out the syntax
to better understand how the mechanism
works. The FragmentID Decorator utility
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available at xmarker.com/xliffutilities is
also a good way to discover XLIFF fragment identifiers.

Modules

In addition to the Core, 2.0 provides
eight specialized modules: Translation
Candidates; Glossary; Format Style;
Metadata; Resource Data; Change
Tracking; Size and Length Restriction;
and Validation. Each module has its
own namespace and can evolve independently from the Core and the other
modules. This modular aspect of 2.0 is
very important because it allows tools to
continue working with future versions
of XLIFF without any change, as long as
the Core and the modules they use do
not change. In a sense, 2.0 is the first
release of a composite standard where
you implement and use only the blocks
you need.
Because this introductory article
focuses on the Core, we will not go
through all modules. It is useful, though,
to see how they work by looking at one
example. Quite a few applications will
want to use the Translation Candidates
module. This module associates the text
to translate with possible translations
suggested through various mechanisms.
In 1.2 we have this functionality with
<alt-trans> (with its alttrans
type attribute set to "proposal",

which is the default). While <alttrans> can be used for other things, in
2.0 the Translation Candidates module
is strictly reserved for this function. The
module’s namespace is identified by the
URI urn:oasis:names:tc:xliff:m
atches:2.0 and it uses the fragment
identifier prefix mtc (which is also its
suggested namespace prefix).
As shown in Figure 7, a <match>
element is associated with a span of
content using its ref attribute. If the
entry matches a span already delimited
by an existing inline element (like the
<pc> element in the example), the reference can point to that existing element.
Otherwise, it can use the dedicated translation candidate annotation defined by
the module. This mechanism allows the
representation of the candidates for the
whole segment as well as for substrings
within the segment or even across several segments. More and more tools offer
such a capability, but that is not supported in 1.2.
With each match, you can indicate
the similarity with the original source
text, the quality of the translation and
a suitability score that you construct
from different parameters. It is currently
not possible to have standard values for
those attributes across different tools
because each tool uses different algorithms for evaluating the candidates.

June 2014 MultiLingual

| 45

5/15/14 9:34 AM

Technology
Extensions are the elements and
attributes that are not part of the XLIFF
standard but allowed in selected places
of an XLIFF document. They use their
own namespace and are very similar to
modules. Not allowing extensions would
make the standard much less usable —
you want to be able to use extensions
for features that are not yet in the standard. In 2.0 they can be seen as a way
to develop new modules. In fact, implementers will find they can easily treat
extensions like the modules they do not
support. How you can use extensions is
restricted by constraints and processing
requirements.
One example of this is how extensions must define their identifiers: They
can only use attributes named id or the
xml:id to denote IDs. The ID values
must be unique within the immediate
file, group or unit that encloses the element that holds the extension, and the
value must be compatible with the type
NMTOKEN. Extensions must also register
the prefix they use in the fragment identifier notation. It is easy to implement
these restrictions. They are in place to
provide some degree of interoperability
even with the tools that have no knowledge of the extensions.

Conformance

As Andrew Pimlott pointed out during a TAUS conference three years ago
in his presentation “XLIFF 2.0: Great

(Processing) Expectations,” the new version of XLIFF needed clear constraints
and processing requirements that implementers can easily follow and rely upon.
In 2.0 we have plenty of those and an
application must abide by them to be
conformant.
For example, when a tool un-segments
content already segmented, it must first
honor the canResegment flag and
then follow the processing requirements
defined for merging existing segments,
such as: what resulting values to set for
the attributes that have different values
on two segments being joined.
Conforming to the specification is
both simpler and more difficult than in
1.2. It is simpler because 2.0 spells out
what you need to do. It is more complicated because there are many more
things that you need to do.
You cannot validate the constraints
that come with 2.0 using only schemas.
Some of the verification must be done
programmatically. You can use Lynx, a
free Java open-source tool, to validate
the Core and some of the modules. There
is also an online version of Lynx accessible at lynx.okapi-xliff.cloudbees.net/
validation. Bryan Schnabel’s utilities
available at xmarker.com/xliffutilities
also provide validation, including for all
the modules.
Often software developers try to follow Postel’s Law: “Be liberal in what
you accept; be conservative in what you

send.” The second part of the law is always
good advice. The first part, though, is
perhaps not so good. While it may make
sense in some cases, it is not always a
good thing to try to accommodate invalid
documents. XLIFF is not HTML or e-mail:
there are not many thousands of applications generating XLIFF output or people
coding XLIFF manually. There is no justification for generating invalid XLIFF. In
our context, expecting a valid document
must be the norm. That said, you will
get invalid data because mistakes always
happen. When that occurs: first be sure
that you do detect the problem and second (whether you accept the document or
not) make sure that you provide feedback
to the sender. Interoperability works by
cooperating. In today’s world of web
services and automation workflows, it is
relatively easy to report errors. So help
promoting better interoperability, adapt
Postel’s Law to “Be loud and vocal about
the wrong XLIFF you get; be conservative in what you send.”

Challenges and
implementations

No format is perfect and 2.0 has a
number of disadvantages compared to
1.2. For example, it is wordier and the
extracted documents can get quite large.
Compression can alleviate that issue.
Also, the use of annotations, while
powerful, makes things a bit more complicated for simple content. This is the
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price to pay for the benefit of having a
format that follows generic patterns to
allow more features and future evolution
with some stability.
Another drawback of 2.0 is that it
does not support some of the features
found in 1.2. Remember that modularity
is at the center of the new specification
and the missing functionality can be part
of new modules.
What tools use XLIFF 2.0? There are
not many yet, because 2.0 is only now finishing its journey through the standardization process. Even so, there are already
some implementations. The University of
Limerick has a number of XLIFF 2.0-aware
applications: Localisation Knowledge
Repository, a tool used to help authors
produce more localizable documents; LocConnect, a tool for managing translation
workflows; Workflow Recommender, a
tool to determine the best workflow for
an XLIFF input; and Service Mapper, a
tool integrating several machine translation engines. Together they implement the

Core and three modules: Metadata, Glossary and Translation Candidates.
As noted before, Bryan Schnabel
offers several 2.0 open-source tools. In
addition to the FragmentID Decorator
utility that can also perform validation
(xmarker.com/xliffutilities), the DITA
XLIFF Roundtrip project (sourceforge.
net/projects/ditaxliff) offers extraction
and merging functions for DITA documents; and the XLIFF Roundtrip tool
(sourceforge.net/projects/xliffroundtrip)
provides extraction and merging functions for XML documents in general.
The Okapi XLIFF Toolkit project (code.
google.com/p/okapi-xliff-toolkit) provides
a library to read, write and manipulate 2.0
documents. It also includes a validation
tool, with various utilities and options.
The library is used in several of the other
Okapi components: You can extract and
merge 2.0 documents using Rainbow or
even edit 2.0 documents directly in the
popular OmegaT translation editor using
the Okapi Filters plug-in.

Finally, the ITS Interest Group is mapping ITS 2.0 (the Internationalization Tag
Set W3C Recommendation) to XLIFF 2.0
through a future module, so the many
metadata of ITS can be used seamlessly
in XLIFF documents. The Okapi library
already has some support for this mapping.
It will take time for 2.0 to replace 1.2.
But as the developers start looking at the
new version, they will find that it offers a
better foundation for their tools: a stable
base (the Core) with modules that they can
implement, or even create, as they need.
These developers may also notice that
the overall definition of 2.0 takes a step
toward an important change: the specification often defines a processing model
rather than just a format. The localization
industry will always need a standard way
to represent extracted content; however, in
a world where the shift of storage solutions
to databases and cloud-based repositories
increases, exchange formats need to be
complemented by specifications for object
models, common APIs and protocols. M
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Terminology as
a knowledge asset
Kara Warburton

A

At the tekom conference in Wiesbaden last
November, Jochen Hummel delivered a presentation about a new system being developed by
Coreon GmbH for managing terminologies and
other linguistic assets. Branded with the tagline “knowledge meets language," Coreon will
“bridge the gap between the language and the
knowledge world." The way to achieve this is
to manage terminology databases (termbases)
and taxonomies in one system, to infuse existing “flat" termbases with hierarchical semantic
relations. Coreon calls the result a “knowledge
database" or knowledge base.

I applaud any initiative that recognizes terminology data as
a knowledge asset. Provided that it is properly structured, terminology data is indeed a knowledge asset in a most discreet and
repurposable form. Bridging so-called flat terminology and structured concept models is a welcome approach in the multilingual
communication field. Yet for far too long, terminology management systems designed for computer-assisted translation, which
have dominated the landscape of terminology tools, have not
bought into this concept. The functionality necessary to produce
a hierarchically structured knowledge base is missing from these
systems, even though for years some users, myself included, have
been advocating for extending translation-oriented termbases
into knowledge-rich repositories.

Kara Warburton is a consultant at Termologic,
which specializes in terminology management for
global organizations. She has 20 years of
experience and holds a PhD in terminology.
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While the tekom presentation generated some enthusiasm,
the concept of structuring terminology data in the form of a
knowledge base is not new. Over two decades ago, Ingrid Meyer,
Juan Sager, Eugenia Knops and Gregor Thurmair predicted that
applications beyond translation would benefit from richlystructured terminological resources. With this prospect on the
horizon, models, methods and formalisms for structuring terminology in the form of a knowledge base have been the focus
of much research and development. In 1994, Ingrid Meyer and
Douglas Skuce coined the term terminological knowledge base,
and developed the management tool CODE. Indeed, relations
between terminology and knowledge engineering have been
recognized as far back as 1991, if not earlier.
For a database that structures linguistic representations of
knowledge, the term terminological knowledge base seems more
suitable to me than simply knowledge base, which can have a
broader interpretation. A knowledge base is a technology used to
store complex structured and unstructured information used by
a computer system. As such, a knowledge base can store various
kinds of data including nonlinguistic representations such as formulae and numbers. In a corporate environment, a knowledge base
could, for example, include various company assets such as manuals, procedures, policies, best practices, reusable designs and code.
What is the difference between a run-of-the-mill termbase
and a terminological knowledge base? In discussing the notion
of a knowledge base, Coreon refers to “knowledge that cannot be put into rows and columns." This type of knowledge
contrasts with “flat" knowledge, which is usually represented
in tabular format. It is a well-known fact that spreadsheets — a
tabular format — are still today a popular medium for storing, accessing and exchanging terminologies for translation
purposes. Even if you use a proper terminology management
system, chances are that Excel or CSV is one of the main import
and export formats. This fact alone reveals that the data in the
system, no matter how detailed and structured it might appear,
is still essentially “flat." The types of terminological data that
are not easily accommodated in tabular formats include links,
or relations, between data structures in the system, such as to

editor@multilingual.com

5/15/14 9:34 AM

Tools & Services Showcase
Europe’s No. 1
Greek Localizer

Figure 1: Multilevel subject
fields from TermWeb.

relate two or more concept entries or
terms. Furthermore, these relations can
be broken down into various types:
hierarchical or not, generic (is-a), meronymic (or partitive), associative, cause/
effect, agent/patient and so forth. Other
hierarchical structures such as multilevel subject field taxonomies and subsetting categories, as well as conditional
dependency relationships, are equally
difficult if not impossible to represent as
flat, linear information.
We should clarify the meaning of
“tabular" format intended here. What
we are referring to are spreadsheets
and their various representations (tabdelimited, comma-separated and so on),
where all the information relating to a
specific terminological record or entry is
contained in one row. This should not be
confused with the tables in a relational
database. Provided that it is appropriately modelled with a sufficient number
of interrelated tables, a relational database is a powerful architecture for developing a terminological knowledge base.
Indeed, IBM's termbase is built on DB2,
a database management system, and it
contains many features of a full-fledged
knowledge base. On the other hand, a
terminology management system may
claim to be robust because it uses a
relational database, and yet there is only
one table in the model. Such systems —
and they do exist — are no better than
spreadsheets.
Understandably, terminology management systems that are developed for
use in computer-assisted translation
focus on delivering functions needed
by translators and tend to neglect more
sophisticated features. Translators typically do not need information about how
one concept relates to another or how
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Since 1986, EuroGreek has been providing highquality, turnkey solutions, encompassing a whole
range of client needs, for the following language
combinations:
• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens
production center and covers most subjects:
• Technical
• Medical/Pharmaceutical
• IT/Telecommunications
• Economics/Legal
All EuroGreek’s work is fully guaranteed for
quality and on-time delivery.

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

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

Your Polish
Competence Center
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.

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

Medical Translations
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.

MediLingua BV

Leiden, The Netherlands
simon.andriesen@medilingua.com
www.medilingua.com
June 2014 MultiLingual

| 49

5/15/14 9:34 AM

Technology
#1507 deforestation

#1513 forest
degradation

#1479 afforestation

#1479 reforestation

#5166 forest
ranger

#4892
agroforestry

#5392 tree savanna

#493 forest
density

#863 forestry
#5469 canopy

#5423 forest
floor

#5151 native forest

#492 cloud forest

#5468 forest

#5149 evergreen
forest

#5150 deciduous
forest
#4165 TRF

#4094 TDF

#4109 TF

Figure 2: Concept map of the term forest.

concepts are organized into a semantic
network. They simply want to know the
translation of a specific term. Likewise,
terminology management systems that
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are developed for controlled authoring applications focus on the needs
of content producers, such as ranking
synonyms according to preference and

providing usage notes. Such systems
are adequate for their designed intent.
But they lack features for developing a
terminological knowledge base or even,
for that matter, any terminology resource
that is multipurpose. In spite of this fact,
I have seen cases where application-specific terminology tools are marketed as a
solution for enterprise-level terminology
management, and this is where the trouble starts. Enterprise-level terminology
management is knowledge management,
or at least it should be. It needs to take
a broader approach to produce multipurpose linguistic resources. That is why I
have always advocated against using
application-specific terminology tools for
developing and managing terminology
as a knowledge resource at an enterprise
or organizational scale; they limit the
return-on-investment of termbases by
constraining their repurposing potential.
Some 15 years ago, one language
technology
company,
Interverbum,
noticed a void in the terminology tools
market: not a single tool was available
that was designed specifically for developing an enterprise-scale terminological knowledge base that could equally
serve multiple purposes. The company
proceeded to develop TermWeb, the
first platform-independent terminology
management system with an open-architecture allowing integration with any
existing enterprise application. But what
was also novel was its support of bidirectional hierarchical concept relations
of various kinds (generic, meronymic,
associative); multilevel subject-field taxonomies (Figure 1); granular subsetting
mechanisms, a comprehensive array of
unique identifiers that allows efficient
management of synonyms and homonyms; and visual rendering of concept
systems — sometimes called a concept
map (Figure 2).
These functions form the core of
a knowledge base of the kind Coreon
is now talking about. Interestingly,
TermWeb supports Excel as an import/
export format, but here, the hierarchical
knowledge relations are filtered out; they
are “flat" and therefore cannot be represented in tabular formats. To preserve
the hierarchical knowledge relations,
TermWeb supports another more robust
format for importing and exporting,
TermBase eXchange. According to its
marketing material, Coreon is also following suit.
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water
52 ENVIRONMENT
MT 5211 natural environment
BT1 aquatic environment
BT2 physical environment
NT1 bathing water
NT1 drinking water
NT1 freshwater
NT1 groundwater
NT1 ice
NT1 percolation water
NT1 saltwater
NT1 stagnant water
NT1 surface water
RT hydraulic energy (6626)
hydraulic works (6831)
hydrology (3606)
irrigation (5621)
use of water (5206)
water pollution (5216)
Figure 3: Terms related to water
according to EuroVoc.

Coreon's value proposition is based on
the assumption that existing multilingual
termbases are simplistic and flat. While
that is certainly true for most of them,
there are some notable exceptions. One
must be clear that multilingual terminological knowledge bases do already exist.
The early ones were developed in research
settings, such as Ecolexicon (University
of Granada) and DiCoInfo (University
of Montreal). HowNet (www.keenage.
com) is a Chinese/English terminological knowledge base developed over the
past ten years, and comprises in excess
of 70,000 concepts. AGROVOC (aims.fao.
org/standards/agrovoc) is the multilingual thesaurus of the United Nations Food
and Agriculture Organization, containing
over 32,000 hierarchically-related concepts. EuroVoc (http://eurovoc.europa.
eu/drupal/) is a multilingual ontologybased thesaurus covering the activities
of EU institutions, with nearly 7,000
interrelated concept entries. SNOMEDCT (www.ihtsdo.org/) is a comprehensive
systematically-organized collection of
medical terms. It comprises over 300,000
concepts, interconnected with over 1.3 million links of various kinds, and is available
in five languages with several other language versions in progress. In the private
sector, both Microsoft and IBM developed
termbases that include hierarchical concept relations, to name just a few. IBM
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has long been repurposing its termbase in
various applications beyond translation,
thanks to a solid design that enabled it
to do so. Other global companies are no
doubt contemplating the same.
Why would an organization develop
a terminological knowledge base? What
purposes do they serve? What are the
benefits? In a nutshell, they facilitate
global communication, content management and access to information by
increasing semantic interoperability. For
example, EuroVoc (Figure 3) enables
more accurate documentary searches
by standardizing the vocabularies used
to index documents. IBM experimented
with using synsets from its termbase to
extend search queries from beyond word
forms to actual concepts. A hierarchical
series of concepts can act as traversable
nodes in a faceted search. SNOMED is a
vital component for safe and effective
communication and reuse of meaningful
health information in over 50 countries.
A terminological knowledge base is also
a knowledge acquisition tool — a concise
electronic encyclopedia — which new
employees, vendors and business partners
can use to quickly get up to speed, and
seasoned employees can use to increase
their productivity. This gives a company
more flexibility in making strategic business decisions that can deliver significant
economic and competitive benefits.

I would also like to stress that a terminological knowledge base need not
necessarily contain only “terms." On the
contrary, it can and should include linguistic units of various kinds in addition
to industry-specific terms: proper nouns
such as names of products and their properties, marketing and branding concepts,
and even some expressions from so-called
general language. A terminological knowledge base is also the ideal repository for
a product classification scheme and other
enterprise taxonomies. At a recent webinar
hosted by SDL, I suggested that the word
terminology is too narrow for what is actually managed in commercial termbases.
Driven by business needs, these types of
termbases can and often do include any
piece of text that is shorter than a sentence
and is likely to be repeated in company
materials. Some termbases even include
sentences, but I maintain that, aside from
a few specific exceptions, this is not a
good idea. Upon further reflection, perhaps
linguistic knowledge base or conceptual
knowledge base are more suitable names
for a technology that manages languagebased units of knowledge. As the boundaries of what we have conveniently been
calling terminology and terminology management shift to address new opportunities
brought about by technical innovation, we
may also need to rebrand those notions
themselves. M
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Associations

Conferences

Desktop Publishing

Localization World

Global DTP

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. Sandpoint, ID USA, 208-263-8178
E-mail: info@localizationworld.com
Web: www.localizationworld.com Ad on page 19

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 Leeds, United Kingdom, +393458307084

E-mail: info@elia-association.org
Web: www.elia-association.org

Globalization and Localization Association
The Globalization and Localization Association is a fully
representative, nonprofit, international industry association for the translation, internationalization, localization
and globalization industry. The 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 Andover, MA USA
206-329-2596, E-mail: info@gala-global.org
Web: www.gala-global.org Ad on page 38

TAUS
TAUS is a resource center for the global language and translation industries. Our mission is to increase the size and
significance of the translation industry to help the world
communicate better.  We envision translation as a standard feature, a utility, similar to the internet, electricity
and water.   We support buyers and providers of language
services and technologies with a comprehensive suite of
online services, software and knowledge that help them to
grow and innovate their businesses. We extend the reach and
growth of the translation industry through our vision of the
Human Language Project and our execution with sharing
translation memory data and quality evaluation metrics.
TAUS Amsterdam, The Netherlands, 31-299-672028

E-mail: info@taus.net, Web: www.taus.net
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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 Dallas, TX, USA, 612-986-3108

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

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 Brno, Czech Republic, +420 603 574 709
E-mail: info@global-dtp.com, Web: www.global-dtp.com

Enterprise Solutions
Across Systems
Multiple Platforms

Across Language Server is a market-leading software platform for all corporate language resources and translation
processes. Within a very short time, the use of Across can
increase the translation quality and transparency, while
reducing the workload and process costs. The Across
translation management software 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 Karlsbad, Germany, 49-7248-925-425

E-mail: international@across.net
Across Systems Inc. Glendale, CA USA, 877-922-7677
E-mail: americas@across.net, Web: www.across.net Ad on page 23

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 Rockville, MD USA, 301-825-5418

E-mail: info@rockant.com, Web: https://rockant.com

Ad on page 51

Find us on Facebook
www.facebook.com/
multilingualmagazine

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 Ramsen, Switzerland, 41-52-742-9200
216-691-7827, E-mail: info@star-group.net
Web: www.star-group.net Ad on page 8
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dures. 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 Depok, Indonesia

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 Bangkok, Thailand, +66 (0)2 637 8060
E-mail: info@eqho.com, Web: www.eqho.com Ad on page 21

+6221 78883228, E-mail: latifah@centrin.net.id
Web: www.bahasabagoes.com

7Brands Global Content

7Brands Global Content offers solutions that are tailored
to your business while providing results that are on time,
on point and on budget. With offices around the world,
our experienced management team ensures that your business becomes our business and all of our solutions are
handled as part of your team. 7Brands’ services include
translation, desktop publishing, localization, SEO and
web development. Our expertise in this industry allows
us to stand out in the crowd, so your business also can while
achieving its global goals. Languages All
7Brands Global Content New York, NY USA
212-300-5990, 800-725-6498, E-mail: sales@7brands.com
Web: www.7brands.com Ad on page 50

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. Wilmington, DE USA, 312-863-1966

EuroGreek Translations Limited

Established in 1986, EuroGreek Translations Limited is
Europe’s number one Greek localizer, specializing in technical and medical translations from English into Greek
and Greek into English. EuroGreek’s aim is to provide high
quality, turnkey solutions, encompassing a whole range of
client needs, from plain translation to desktop/web publishing to localization development and testing. Over the years,
EuroGreek’s services have been extended to cover most subject areas, including German and French into Greek localization services. All of EuroGreek’s work is produced in-house
by a team of 25 highly qualified specialists and is fully guaranteed for quality and on-time delivery. Language Greek
EuroGreek Translations Limited London United Kingdom
Athens Greece, 30-210-9605-244, E-mail: production@eurogreek.gr
Web: www.eurogreek.com, Ad on page 49

E-mail: info@ecinnovations.com, Web: www.ecinnovations.com

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 certified partner companies, ADAPT is
well suited to help clients achieve their goals in any market.
Languages More than 50
ADAPT Localization Services Bonn, Germany
49-228-98-22-60, E-mail: adapt@adapt-localization.com
Web: www.adapt-localization.com Ad on page 26

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 Beijing, P.R. China

86-10-8368-2169, 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 proce-
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iDISC Information Technologies
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-square-meter
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,

WHY

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 Barcelona, Spain

34-93-778-73-00, E-mail: info@idisc.es, Web: www.idisc.es

?

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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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 and
EN 15038:2006-05 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. Moscow, Russia, +7-495-913-66-53

US 855-526-8799, E-mail: info@janusww.com
Web: www.janusww.com Ad on page 18

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 States, Japan, China and Latin America.
To learn more, please visit us at www.moravia.com.
Languages All
Moravia
USA Newbury Park, CA, 805-262-0055
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

Ad on page 60

Your Vision. Worldwide.

Full-service Translation, Localization
and Multilingual Testing
Net-Translators provides turnkey translation, localization and multilingual testing services and customized
strategy-to-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-ofa-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 long-standing reputation for quality have earned Net-Translators the trust
of industry leaders worldwide. Languages More than 60
Net-Translators
USA Cupertino, CA, 800-320-1020
E-mail: salesusca@net-translators.com
USA Marlborough, MA, 617-275-8128
E-mail: salesuseast@net-translators.com
Europe London, England, +44-20-3393-8385
E-mail: saleseu@net-translators.com
Middle East Or Yehuda, Israel +972-3-5338633
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 Ad on page 59

cations, 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 Tokyo, 81-3-5759-4353
E-mail: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America Dallas, TX USA, 1-612-986-3108
E-mail: aki-ito@to-in.co.jp, Web: www.to-in.com
Europe London, United Kingdom, 44-7890-290123
E-mail: mark-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

Ushuaia Solutions
Greek Localization Experts Since 1983
Founded in 1983, ORCO S.A. is a leading translation and
localization provider, specializing in software localization
and technical translations (IT, telecommunication, medical,
automotive, engineering, marketing, financial, EU). ORCO
deals primarily with English into Greek projects, although
translation from several other European languages can be
taken aboard. With its experienced in-house personnel,
ORCO offers high quality services, including localization,
product testing, engineering, DTP and more. Our client list
includes long-term collaborations with companies such as
Abbott, Canon, Cummins, Ford, General Electric, Google,
IBM, Microsoft, Oracle, Sony and important international
institutions such as the EU (CdT, DGT, European Parlia
ment) and UNHCR. Language Greek
ORCO S.A. Athens, Greece, +30-210-723-6001

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-tomarket. Ushuaia combines state-of-the-art technology with
top-notch experienced native translators, editors and software engineers. Our mission is to work together with our
clients, thereby creating a flexible, reliable and open relationship for success.
Languages Spanish (all varieties), Portuguese (Brazil)
Ushuaia Solutions Rosario, Argentina, 54-341-4493064

E-mail: info@ushuaia solutions.com
Web: www.ushuaiasolutions.com Ad on page 41

E-mail: info@orco.gr, Web: www.orco.gr

VistaTEC

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, 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. Seoul, South Korea, 822-379-8444

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 Dublin, Ireland, 353-1-416-8000
USA East Silver Spring, MD, 301-649-3012
USA West Mountain View, CA, 408-898-2364
E-mail: info@vistatec.com, Web: www.vistatec.com

Ad on page 16

E-mail: tcsales@saltlux.com, Web: www.saltlux.com

Xlated Ltd.
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, telecommuni-

Follow us at twitter.com/multilingualmag

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. Kells, County Meath, Ireland, +353-(0)46-925-0005
E-mail: info@xlated.com, Web: www.xlated.com
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Nonprofit Organizations
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 Dublin, Ireland, +353-87-6736414, E-mail:

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 Berlin, Germany, +49-(0)30-322-971-340
E-mail: info@plunet.com, Web: www.plunet.com Ad on page 6

Wordbee Translator
Web-based

Translators without Borders is an independent registered nonprofit association based in France that assists non-governmental
organizations (NGOs) by providing free, professional translations. Founded by Lexcelera in 1993, Translators without Borders
has provided over two million dollars worth of free translations.
Thanks to the funds saved, NGOs are able to extend their humanitarian work. Languages English, French, Spanish, German,
Italian, Portuguese, Dutch, Russian, Arabic, Chinese, Swedish
Translators without Borders Paris, France, 33-1-55-28-88-09

E-mail: twb@translatorswithoutborders.org
Web: www.translatorswithoutborders.org

Translation Services
Diskusija – Translation and Localization

info@therosettafoundation.org, Web: www.therosettafoundation. com

Translators without Borders

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 Kraków, Poland, 48-12-255-14-80, E-mail: info@xtrf.eu
Web: www.xtrf.eu Ad on page 45

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
document changes, delivery, cost management and invoicing
can be automated in the collaborative translation platform.
Languages All
Wordbee Soleuvre, Luxembourg

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 Vilnius, Lithuania 370-5-2790574, Fax: 370-5-2790576

E-mail: diskusija@diskusija.lt, Web: www.diskusija.lt

+352 2877 1204, +1 503 287 0023
E-mail: info@wordbee.com, Web: www.wordbee.com

Localization? Asianlization with HansemEUG

Terminology Management
XTM: Better Translation Technology
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 Maria Enzersdorf, Austria, 0043223643498-0
E-mail: info@kaleidoscope.at, Web: www.kaleidoscope.at

Ad on page 14

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 Bucks, United Kingdom, +44-1753-480-469
E-mail: sales@xtm-intl.com, Web: www.xtm-intl.com

LinguaLinx Language Solutions, Inc.

XTRF Translation Management Systems

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. Troy, NY USA, 518-388-9000

Multiple Platforms

Multiple Platforms

Plunet develops and markets the business and workflow
management software Plunet BusinessManager — one of

www.multilingual.com
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+82-(31)-226-5042, E-mail: info@ezuserguide.com
Web: www.ezuserguide.com Ad on page 15

Ad on page 32

Translation
Management Systems
Plunet BusinessManager

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. Suwon-si, Gyeonggi-do, Republic of Korea

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

E-mail: info@lingualinx.com, Web: www.lingualinx.com
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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 Waltham, MA 02451, 781-434-6000

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 Sassuolo, Italy, +39 0536 881375,
E-mail: info@omnia-group.com
Web: www.omnia-group.com Ad on page 49

E-mail: marketing@lionbridge.com, Web: www.lionbridge.com

Ads on pages 10-12, 33

PTSGI

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 Limited Partnership Kraków, Poland

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 More than 50

PTSGI Taipei City, Taiwan, 886-2-8791-6688
E-mail: market@ptsgi.com, Web: www.ptsgi.com

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

Rheinschrift Übersetzungen, Ursula Steigerwald

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 Leiden, The Netherlands
+31-71-5680862, E-mail: simon.andriesen@medilingua.com
Web: www.medilingua.com Ad on page 49

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, post-editing, 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.
Languages German to/from major European languages
Rheinschrift Übersetzungen, Ursula Steigerwald

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 Wrocław, Poland, 48-601-228332
E-mail: info@jarza.com.pl, Web: www.jarza.com.pl Ad on page 49

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. Prague, Czech Republic, 420-233-320-560

E-mail: info@skrivanek.com, Web: www.skrivanek.com

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 Rosario, Argentina 54-341-527-5233

E-mail: info@spansource.com, Web: www.spansource.com

Cologne, Germany, +49-(0)221-80-19-28-0
E-mail: contact@rheinschrift.de Web: www.rheinschrift.de

Ad on page 46

TripleInk Multilingual Communications

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

As a multilingual communications agency, TripleInk has
provided industrial and consumer products companies
with precise translation and multilingual production services for audio-visual, online and print media since 1991.
Our experience in adapting technical documentation and
marketing communication materials covers a wide range of
industries, including biomedical and health care; building
and construction; financial services; food and agriculture;
high-tech and manufacturing; and hospitality and leisure,
as well as government and nonprofit organizations. Using

Participate in discussions about the global language industry at www.multilingualblog.com
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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 costeffective and time-efficient manner. Languages All major
commercial languages
TripleInk Minneapolis, MN USA, 612-342-9800, 800-632-1388
E-mail: info@tripleink.com, Web: www.tripleink.com

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,
interpretation, voiceover/subtitling, linguistic consulting and
auditing, terminology management and desktop publishing.
No job is too big or too complex. Our expert teams of nativespeaking 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. Montreal, Canada, 514-844-4682
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
translation-centric TMS systems, and used by thousands
of translators, language service providers and enterprises
throughout the world, memoQ and other Kilgray tools are
accepted and appreciated as premiere translation technologies. Languages All
Kilgray Translation Technologies Béke sugárút, Hungary
+36-30-383-9435, E-mail: sales@kilgray.com
Web: www.kilgray.com Ad on page 47

MadCap Lingo
Windows

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. La Jolla, CA USA, 858-320-0387
888-623-2271, E-mail: sales@madcapsoftware.com
Web: www.madcapsoftware.com Ad on page 37

Globalese MT System
Linux

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
of your confidential content to third party providers or the
cloud. Languages All European languages, Arabic, Simplified
Chinese, Japanese and Korean
MorphoLogic Localisation Budapest, Hungary, +36 1 225 3704,
E-mail: info@mloc.eu, Web: www.globalese-mt.com Ad on page 7

SDL Language Technologies
Windows

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 Maidenhead, United Kingdom
+44-1628-417227, E-mail: info@sdllangtech.com
Web: www.translationzone.com Ad on page 2

Sovee
Multiple Platforms

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 All
Sovee Chattanooga, TN USA, 855-997-6833

E-mail: info@sovee.com, Web: www.sovee.com Ad on page 25

SYSTRAN
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 costeffective, publishable quality translations. SYSTRAN solutions are used by Symantec, Cisco, Ford and other enterprises
to support international business operations. For more information, visit www.systransoft.com. Languages 52 language
combinations
SYSTRAN Software, Inc.

SDL Language Technologies is the leading provider of translation software to the translation industry and recognized
globally as the preferred computer-assisted translation tool
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Takeaway

Yasin Steiert & Afaf Steiert

The art of video
game translation

A

Atari, SEGA, Pong and Nintendo consoles will all
ring a bell to older readers. With them, at-home
gaming was no longer limited to boards, cards and
narrative gameplay; companies could engage players
in a brand new world on any television available.

This evolution never slowed its pace, as it exponentially
expanded from 64 bit games to 128 bit games and then
morphed again with 3D maps and cross platform gaming.
Eventually it burgeoned to the gaming world we see today, a
multiplatform market extending from phones to augmented
reality devices that consumers can now wear.
The majority of the video game market originates from
two regions: North America and Japan. Though household
titles such as Call of Duty, World of Warcraft and Battlefield
4 are set up to have language packs for different parts of the
world, mid title games still are unlikely to have a globalized
target market due to inexperience. That trend is naturally
changing with the economy of the industry. According to
IT research firm Gartner, the global video game industry is
expected to reach $111 billion by 2015, up from $93 billion in
2013. This economic pressure to compete at a global level will
be pressed upon startup game companies, and is the primary
reason why this innovative sector of translation should be
well defined and conducted with a certain level of finesse.
The language within a game can differ greatly from the
language used in the usual formal documents most translation companies are used to churning out on a daily basis.
Take Star Wars: Battlefront II, for example. The game is set
within its own universe and has many different words that
either have a duality to their meaning only applicable within
the plot, or a whole new meaning overall. For a translator, phrases such as Black Nerf, Carbon Flush! and I’ll be
Kesseled could be daunting to transition from the English
language into any other language, not to mention localize to
a specific region. Furthermore, games grant more freedom to
the translator. Unlike a legal document where meaning and
terminology are meant to remain as close to the original as
possible, a game requires flexibility in the final output language. Creative writers have often invented their own words,
with William Shakespeare being the most notable example —
within his works, over 1,700 new words were created that are
still in use today.
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When working as a translator, on a video game, film or novel,
you gain power to adapt certain sections with transcreation. The
meaning lies not in the words and in the phrases, but in the entirety
of the story being conveyed. This is not to insinuate that a translator is to recreate entire parts of video games in order to access the
target demographic. However, the translator must draw upon the
material provided and adapt it in a way that both the creator and
the translator see fit for the new markets.
The translator can even serve as a consultant to the client. It is
OK to tell the client if you think the plot requires some adaptation so that it can be released within a region. One of our own
experiences within game translation led us to translating a role
playing game (RPG). RPGs almost entirely rely on player interactivity and understanding of the plot in order to move forward within
the game. It often works on a multi-plot question-based system,
in which players encounter various scenarios and can choose to
embark differently according to their answers. When translating
the script into Arabic, it came to our attention that there were a
number of sexually explicit questions that would not be understood
or socially tolerated within the Middle Eastern market. In that instance, it is up to the translator to advise the client of the possibility
of adaptation within the gameplay. The client was informed and
understood that the nature of the narrative needed changing.
After localizing the plot, text and dialogue, gameplay immersion
must be taken into account. Gameplay immersion relies heavily on
the dialogue between characters and the symbolism applied within
the game’s universe. Mistakes such as the famous “Destroy the
mother brain and the mechanical life vein,” as seen in Metroid in its
1987 North American release, produce less than ideal immersion.
The crucial role that translation plays in how successful a video
game will be is the reason it remains set so far apart from the rest
of translation service activities. It requires a clear line of communication with both the developers and the translators in order to
make sure that the original work remains intact. It utilizes techniques that most translators are not trained for, which is a good
reason to find agencies with experience in the field. M
Yasin Steiert has been an intern at Afaf Translations since 2009 and is
studying international relations at the American University of Sharjah.
Afaf Steiert is president and cofounder of Afaf Translations. She works
as a conference Arabic interpreter, voiceover and translator.
To offer your own Takeaway on a language-industry issue, send a
contribution to editor@multilingual.com.
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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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