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In June of last year at LocWorld28 Berlin, I sat
in on a presentation given by Karen Loughrey
that I particularly enjoyed. The session dealt with
structuring localization at a tech startup, and
Loughrey described her experience building a new
localization program for her company, Optimizely.

Optimizely had created a tool used for A/B
testing, looking at two versions of a webpage and
measuring the effect each version has on its visitors.
Loughrey talked about how this kind of testing took
the guesswork out of marketing choices, including
localization choices. Otherwise, as she pointed
out, you are guided by the highest-paid person’s
decision, which may be right or may be wrong.
Overseeing the localization of a company that
has barely even heard of the term is fraught with
challenges. Particularly if you’ve never worked in
localization yourself. Recently, in Sandpoint, Idaho,
where I live, I was chatting with a local guy who had
been put in charge of localization for our town’s
most prominent startup, and he assured me that
they did in fact have some employees who spoke
Chinese, which they were translating some of
their content into. I ended up writing him several
emails with questions to consider and hinting
that his company might want to hire a localization
consultant (or read our magazine) before getting
too far into anything. He thanked me, said he’d
talk to his boss, and as far as I know, that’s where it
ended.
The risk of writing about how to localize for
startups in a localization magazine is that the
startups may not even know where to find the
information. So we’ll be offering an article from
this issue online for free, as a public service, and
publicizing the issue in other ways as well.
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Pichvai (embroidered textile hangings) depicting the child
Shrinathji, a form of the Hindu god Krishna, with cows,
late nineteenth century, Gujarat, India. This silk brocade
weave with gold, silver and colored silk thread expresses
the aesthetics of the Pushtimarg sect of Hinduism. It is
from the collection of Amit Ambalal, Ahmedabad, India
and was on view at Art Institute of Chicago.
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Download the new edition at
http://multilingual.com/resourcedirectory.
Share the link with others!

Write for us!

14 Review

			 Nine terminology
						extraction tools

The 2016 Resource Directory & 		
Index 2015 is online now and
offers:
• A complete MultiLingual
		 editorial index with live links to
		 articles cited
• A list of over 600 resources
• A comprehensive glossary
• Editorials for the new year

Like our new magazine design? 		
Does it inspire you to write for
MultiLingual? We are always looking
for ideas that can be turned into
interesting, company-neutral articles.
So, if you have an idea, please tell
us about it: send an email query to
editor@multilingual.com.

MultiLingual in digital form
All issues are available online to
current subscribers, beginning with
January 2006. This means 92 issues
are there waiting for you at 		
http://dig.multilingual.com! With a
year-end editorial index and the
cross-issue search, information can
be quickly found.
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Featured Reader
Adam Wooten, assistant professor of translation and localization management, Middlebury
Institute of International Studies
at Monterey and cofounder of
AccuLing LLC

chance to learn from him about
sales and operations in both translation services and technology.
Since then, my passions have been
localization management, marketing and technology.

Where do you live?
At the foot of Mt. Timpanogos in
Pleasant Grove, Utah, and also in
Monterey, California.

How long have you worked in the
industry?
15 years.

Which languages do you speak?
English and Spanish, especially
Chilean Spanish.
How did you get started in this
industry?
After volunteering for two years
as a missionary in Chile, I decided
to enroll in the Spanish translation degree program at Brigham
Young University, which got me
working as a translator and interpreter in 2001. A big break came
two years later when Lingotek
founder Tim Hunt gave me a

Whose industry social feeds (twitter, blog, LinkedIn, Facebook) do
you follow?
On Twitter, Nataly Kelly
(@NatalyKelly), Jost Zetzsche
(@Jeromobot), Renato Beninatto
(@RenatoBeninatto), John Yunker
(@JohnYunker), MultiLingual magazine (@MultiLingualMag), International Multilingual User Group
(@I18n_MUG) and Common Sense
Advisory (@CSA_Research).
What do you like to do in your
spare time?
I love outdoor activities with

friends and family, including my
8-year-old son, my 5-year-old
daughter and my 1-year-old Australian Shepherd. Some favorites
include hiking, mountain biking
and various winter sports.
Why do you read MultiLingual?
MultiLingual regularly publishes
the most relevant and interesting
articles about what is happening
in localization. I assign many of
these articles as course readings
to my students so they can learn
the latest best practices in this
rapidly changing industry.

The ten most valuable startups in the world
In March 2016, WeWork became
the latest startup to be valued at above
$10 billion after completing a round
of funding that puts the company’s
value at $16 billion. WeWork is now
tied with Snapchat and Didi Chuxing
for sixth place in the list of the world’s
most valuable startups, which is
topped by ride-hailing company Uber,
valued at $51 billion.
WeWork operates coworking
spaces in more than 20 cities across
North America, Europe and Israel. Its
services are targeted at other startups,
freelancers and small businesses that
can pay a monthly fee for access to
workspaces at one or several locations.
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Source: Statista (www.statista.com/chart/4486/most-valuable-start-ups)

News

Business

Translation Reports

New venture Translation Reports offers localization consultation and management-as-a-service for small companies, providing assistance such as sourcing vendors, training
software developers and choosing localization tools and
platforms.

Translation Reports http://translationreports.com

Acquisitions

■■ Capita Translation and Interpreting (Capita TI), part of
the Justice and Secure Services division of Capita Plc, has acquired London-based International Translation Resources
(ITR), a technical translation company.

Capita Translation and Interpreting www.capitatranslationinterpreting.com

■■ Welocalize, a provider of integrated globalization
services, has acquired Adapt Worldwide, formerly known
as Traffic Optimiser and a provider of multilingual digital
marketing services across 175 languages.

Welocalize www.welocalize.com

Office openings

■■ Moravia IT, LLC, a globalization solutions provider
focused primarily in the IT and life science industry sectors, has opened a language center in Monterey, California. The new office will offer a variety of language-related
services and will be managed by Valeska van Vliet.

Moravia IT, LLC www.moravia.com

■■ e2f translations, inc., a provider of language services,
has announced the formation of a new subsidiary, Services

de Traduction e2f Canada Inc. The subsidiary, led by Abdou Wagué, is based in Montreal, Canada.

e2f translations, inc. https://e2f.com

■■ Janus Worldwide Inc., a language service provider,
has opened a production office in Brno, Czech Republic.
The company now has nine offices worldwide.

Janus Worldwide Inc. www.janusww.com

New websites

■■ Lexcelera, a provider of language services, has
launched a new website. The company is the founder of
Translators without Borders, a humanitarian translation
charity, active in over 100 languages.

Lexcelera www.lexcelera.com

■■ Celer Soluciones, a provider of language services focused on the translation and management of multilingual
documentation, has launched a new website.

Celer Soluciones, S.L. www.celersol.com

■■ Telelingua International, a provider of language services, has launched a new website. The company has ten
offices worldwide.

Telelingua International www.telelingua.com

People

Recent industry hires

■■ Translators without Borders, a not-for-profit focused
on spreading knowledge through humanitarian translations, has hired Aimee Ansari as executive director and
Amy Rose McGovern as director of external affairs.

Translators without Borders www.translatorswithoutborders.org

April/May 2016
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N ews
■■ Memsource, a developer of cloud translation software,
has added Jitka Hanková and Jakub Janičkovič to its technical support team.

Memsource www.memsource.com

■■ Across Systems GmbH, a manufacturer of corporate
translation management systems, has promoted Sergey
Dubrovskiy to head of development. Dubrovskiy replaces
Stefan Kreckwitz, who has been promoted to chief executive officer of the company’s subsidiary Congree Language
Technologies GmbH.

Across Systems GmbH & Inc www.across.net

■■ LinguaLinx, Inc., a provider of translation and global
marketing services, has hired Amber Straka as a remote
project manager, based in the Raleigh, North Carolina, area.

LinguaLinx, Inc. www.lingualinx.com

■■ Conversis, a provider of language services, has
hired Elena Arau as a senior communications executive.
The company has also achieved ISO 9001:2015 and ISO
17100:2015 certification.

Conversis www.conversis.com

Janus Worldwide Inc., a language service provider,
has hired Oleksiy Ponomarev as branch manager of its
new office in Brno, Czech Republic.
■■

Janus Worldwide Inc. www.janusww.com

■■ Transifex, a developer-centric, cloud-based localization platform, has hired Amy Hawman as vice president
of marketing, Garrick Jang as vice president of sales and
Anita Kutlesa as chief financial officer.

Transifex, Inc. www.transifex.com

■■ Version internationale, a language service company
focused on technical and medical translation, has pro-

moted Clarisse Joachim-Arnaud to the position of managing director.

Version internationale www.version-internationale.com

■■ KantanMT, a cloud-based statistical machine translation solutions provider, has hired Pat Nagle as a project
manager and Anirudh Venkatayogi as a site reliability
engineer.

KantanMT http://kantanmt.com

■■ Translata, a provider of translation and interpretation
services, has hired Katarina Jedlickova and Maria Boselova
as international sales representatives.

Translata www.translata.eu

■■ Eurotranslate, a provider of language services with a
focus on medical and technical translation, has hired Irina
Jokanovic as a project manager and Milena Todorovic as
office administrator.

Eurotranslate http://en.eurotranslate.rs

Resources

Recent industry reports

Common Sense Advisory, Inc., an independent market
research firm specializing in the language service industry,
has released several reports. “An LSP’s Guide to Quoting”
is a first installment of interviews conducted with 22 language service providers. It focuses on quoting translation
jobs and relevant interpreting-centric ideas and advice.
“What to Do When It’s Time to Drop a Language” covers the process of decoding the initial executive directive
to drop support, analyzing the ramifications of the decision, presenting alternatives and developing timelines and

Give The Gift Of
Knowledge
— for free!

If you find information in any issue
of MultiLingual that you know would
benefit a friend or colleague, let us
send them a copy.

Simply email freecopy@multilingual.com with the person’s name, postal
address and the date of the issue you’d like to share.
They will receive a complimentary copy of the magazine along with
a note, letting them know you were thinking of them.
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News
communication plans for language decommissioning.
“Simplifying Multilingual Content Production with ITS
2.0” covers the challenges of translating XML, the benefits
of Internationalization Tag Set (ITS) 2.0, an overview of
its features and a perspective on its future.
Common Sense Advisory, Inc. www.commonsenseadvisory.com

2016 Web Globalization Report Card

TMS. The latest version implements a new REST-based
application program interface architecture and filter updates to assist in the integration with many other products.

SDL www.sdl.com

Dashboard 5.0

Lingoport, Inc., a provider of software internationalization tools and services, has released Dashboard 5.0. The
latest version adds usability improvements for monitoring internationalization and localization during software
product development.

Byte Level Research, analyst of the art and science of
web globalization, has released its 2016 Web Globalization Report Card analyzing 150 global websites across
more than 15 industry categories. Websites were graded
according to the number of languages supported, global
navigation, global and mobile website architecture and
localization.

Lingoport, Inc. www.lingoport.com

Course: Implementing ISO 17100

Precision Translation Tools www.precisiontranslationtools.com

Byte Level Research www.bytelevel.com

TM-Global, a provider of language services and translation management and technology training, has published
the online training course, Implementing ISO 17100.
The course is intended for industry companies seeking
certification in the international standard for translation
requirements.

TM-Global www.tm-global.com

Products and Services

SDL WorldServer and SDL TMS

SDL, a provider of global customer experience management, has released updates to SDL WorldServer and SDL

Slate Desktop

Precision Translation Tools has released Slate Desktop
for Windows, a suite of desktop productivity applications
for professional translators and agencies.

XTM 9.3

XTM International, a developer of XML authoring and
translation tools, has released XTM 9.3. Updates include
a method to delete translation memory based on specified
criteria and an option to disable the usage of unapproved
terms.

XTM International www.xtm-intl.com

OneReview updates

Cloudwords, Inc., an online translation management platform, has updated OneReview, its centralized
cloud-based review platform. The latest features include

K A L E I D O S C O P E®

w w w . k a l e i d o s c o p e . a t
i n f o @ k a l e i d o s c o p e . at

Language
s o f t w a r e
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cOLLAbORATIvE REvIEW
quickTerm
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e

r
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i

c

e

s

T E c h N I c A L T R A N s L AT I O N s
M A R K E T I N G & T R A N s c R E AT I O N
d E d I c AT E d p R O j E c T M A N A G E M E N T
smartQuery

©

expertTools
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enhanced side-by-side review, quality metrics and OneReview Dashboard.
Cloudwords, Inc. www.cloudwords.com

InSight Video Interpreting

LanguageLine Solutions, a provider of over-the-phone,
face-to-face and video remote interpreting and document
translation services, has introduced InSight Video Interpreting, a multimodal solution that enables registered users
to access telephone and video interpreters or translators for
short on-screen text. The service is available in 34 spoken
languages.

LanguageLine Solutions www.languageline.com

Translation quality indicator

Centrum Lokalizacji C&M Sp. z o.o., a language service
provider, has developed a machine translation (MT) quality indicator, CMT, that allows for the assessment of MT
quality without requiring the comparison of machine and
human translations.

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

MadCap Flare 12

MadCap Software, Inc., a multichannel content authoring company, has released MadCap Flare 12. The new
version includes a custom responsive layout editor and
a multilingual publishing feature that allows for multiple
languages to be published in a single output for both print
and online content.
MadCap Software, Inc. www.madcapsoftware.com
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Verifika 2.5

Palex Group Inc., a provider of language and IT solutions, has released version 2.5 of Verifika, its automated
translation quality assurance tool. Updates include support for XLIFF 2.0 and external MS Word review files of
SDL Trados Studio and memoQ.

Palex Group Inc. www.palexgroup.com

Clients and Partners

US Translation Company
selects Plunet GmbH

US Translation Company, a Utah-based agency, has selected Plunet GmbH, a provider of business management
software for translation services and agencies, to assist
with the automation of internal workflows via centralized
customer and resource management.

Plunet GmbH www.plunet.com

SmartMATE crossConnect

Capita Translation and Interpreting (Capita TI) has
partnered with Across Systems to create SmartMATE
crossConnect, a connector that integrates the Across
translation management system with SmartMATE, Capita’s machine translation solution.

Capita Translation and Interpreting www.capitatranslationinterpreting.com
Across Systems GmbH & Inc www.across.net

Spil Games teams with Jonckers

Spil Games has teamed up with Jonckers, a global communications company, for its technology platform and

News
supporting services that drive gamer experience across
device, language and culture.
Jonckers www.jonckers.com

flexword partners with Kilgray

flexword, a provider of language services, has entered
a technology partnership with Kilgray Translation Technologies, a developer of translation productivity tools.

flexword http://flexword.de
Kilgray Translation Technologies www.kilgray.com

Conversis signs agreement with
communications organizations

Conversis, a provider of language services, has signed an
agreement with the Public Relations Consultants Association and the International Communications Consultancy
Organisation as their official translation and localization
partner.

Conversis www.conversis.com

Translators Family contracted
for refugee translation

Translators Family, a translation agency specializing in
Russian, Ukrainian and Polish, has won a contract with the
Ukraine office of the UN High Commissioner for Refugees
to provide document translation.

Translators Family www.translatorsfamily.com

Certifications
■■ Eurotranslate, a provider of language services with a
focus on medical and technical translation, has achieved
ISO 9001:2008 certification, the internationally recognized set of quality management standards.

Eurotranslate http://en.eurotranslate.rs

■■ MediLingua, a provider of medical, biomedical,
pharmaceutical and medical technology translations, has
achieved ISO 17100 certification, the new international
quality standard for translation services. The company has
also appointed Joyce Couwenberg as quality manager.

MediLingua Medical Translations BV www.medilingua.com

■■ ES Localization Services, a provider of language
services such as independent quality control, glossary
and terminology management, testing and engineering,
voiceover and project management counseling, has received ISO 17100:2015 certification.

ES Localization Services www.estr.com

Announcements

Anniversaries

■■ Excel Translations, a translation agency specializing
in medical, technical and corporate translations, is celebrating its 20th year in business.

Excel Translations, Inc. http://exceltranslations.com

■■ SALT Group, established under the name Systems
Arabic Localization Technology, is celebrating 16 years in
business.

SALT Group www.saltgroup.org

“

Our clients value
both efficiency and flexibility.
With memoQ we can
give them what they want,
how they want it.

„

Jesper Sandberg
Executive Chairman
Sandberg Translation Partners

memoQ.com

April/May 2016
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April

AILIA Annual Conference

April 21-22, 2016, Montreal, Canada

LocWorld30 Tokyo

AILIA Language Industry Association, www.ailia.ca/Events

April 13-15, 2016, Tokyo, Japan

2016 Annual CTA Conference

Localization World, Ltd., http://locworld.com

April 22-24, 2016, Boulder, Colorado USA

bp16: business + practice

Colorado Translators Association
https://cta-web.org/2016-annual-cta-conference

April 15-16, 2016, Prague, Czech Republic
Csaba Bán, http://bp16conf.com

TAUS Executive Forum Beijing 2016

TAUS Industry Leader’s Forum

April 25-26, 2016, Beijing, China

April 19-20, 2016, Tokyo, Japan

TAUS, https://events.taus.net/events/forums/taus-executive-forum-beijing-2016

TAUS, https://events.taus.net/events/forums/
taus-executive-forum-tokyo-2016

Wordfast Forward 2016
April 28-30, 2016, Nice, France

Serge: Open Source Localization
Platform from Evernote

Wordfast, http://wordfast.com/conference

2016 International Medical
Interpreters Conference

April 21, 2016, Mountain View, California USA
International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/223877017

April 29-May 1, 2016, Boston, Massachusetts USA

ND Focus –
Elia’s networking days for Executives

International Medical Interpreters Association
www.imiaweb.org/conferences/2016conference.asp

Elia (European Language Industry Association), www.elia-ndfocus.org

11th EUATC International Conference

Theories & Realities in
Translation & wRiting Forum

European Union of Associations of Translation Companies, www.euatc.org/conference

Università degli Studi Suor Orsola Benincasa, www.unisob.na.it/ateneo/d007.htm

May

April 21-22, 2016, Mallorca, Spain

April 21-22, 2016, Budapest, Hungary

May 5-6, 2016, Naples, Italy

www.star-group.net
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Calendar
TAUS Roundtable

EAMT 2016

TAUS, https://events.taus.net/events/conferences/taus-roundtable-2016-barcelona

European Association for Machine Translation, http://eamt2016.tilde.com

May 12, 2016, Barcelona, Spain

May 30-June 1, 2016, Riga, Latvia

NAJIT 2016

Nida School of Translation Studies 2016

National Association of Judiciary Interpreters and Translators
www.najit.org/Conferences/2016/confgeneral.php

Nida Institute, http://nsts.fusp.it/Nida-Schools/NSTS-2016

May 13-15, 2016, San Antonio, Texas USA

Annual NETA Conference

May 14, 2016, Boston, Massachusetts USA

New England Translators Association, http://netaweb.org/ConferencePage

May 30-June 10, 2016, Misano Adriatico, Italy

June

TAUS QE Summit Dublin 2016
June 3, 2016, Dublin, Ireland

Technical Communication Summit 2016

TAUS, https://events.taus.net/events/conferences/taus-qe-summit-dublin-2016

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

June 3-5, 2016, Rio de Janeiro, Brazil

May 15-18, 2016, Anaheim, California USA

ABRATES VII

Content Marketing Conference

Brazilian Association of Translators, http://abrates.net.br

WriterAccess, www.contentmarketingconference.com

June 6-7, 2016, Dublin, Ireland

May 17-19, 2016, Las Vegas, Nevada USA

TAUS Industry Leaders Forum

Localization Project Managers Round Table

TAUS, https://events.taus.net/events/forums/taus-industry-leaders-forum-2016

The Localization Institute, www.localizationinstitute.com/event/
2016-localization-project-managers-roundtable

June 8-10, 2016, Dublin, Ireland

Spoken Language Translation:
Past, Present, and Future

UA Europe 2016

May 18-20, 2016, Berkeley, California USA

May 19, 2016, San Jose, California USA

International Multilingual User Group
www.meetup.com/IMUG-Silicon-Valley/events/223987827

Annual SFÖ Conference

May 20-22, 2016, Umeå, Sweden

Swedish Association of Professional Translators
www.sfoe.se/eng/pages/future_conferences.aspx

LREC 2016

May 23-28, 2016, Portorož, Slovenia

The European Language Resources Association, http://lrec2016.lrec-conf.org

Translation and Interpreting:
Convergence, Contact, Interaction
May 26-28, 2016, Trieste, Italy

University of Trieste, http://transint2016.weebly.com

NZSTI 2016

May 28-29, 2016, Christchurch, New Zealand
New Zealand Society of Translators and Interpreters
www.nzsti.org/annual-conference

LocWorld31 Dublin

Localization World, Ltd., http://locworld.com

June 9-10, 2016, Budapest, Hungary
UA Europe, www.uaconference.eu

4th International Conference on
Game Translation and Accessibility
June 9-10, 2016, Barcelona, Spain
TransMedia Catalonia Research Group
http://jornades.uab.cat/videogamesaccess

Ukrainian Translation Industry Conference
June 10-12, 2016, Orlivshchyna, Ukraine
InText Translation Company, http://2016.utic.eu/en

Eighth Asia-Pacific Translation and
Interpreting Forum
June 17-18, 2016, Xi’an, China
TAC, FIT, XISU, www.aptif8.org

Localization unconference

June 23-24, 2016, Heidelberg, Germany

Localization unconference Team, https://sites.google.com/site/
localizationunconference/germanlocunconf2016
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Nine terminology extraction tools
Are they useful for translators?
Hernani Costa

Terminology extraction tools (TETs) have become an indispensable resource in education, research and business. Today, users can find a great variety of terminology extraction
tools of all kinds, and they all offer different features. Apart
from many other areas, these tools are especially helpful in the
professional translation setting. We do not know, however, if
the existing tools have all the necessary features for this kind
of work. In search for the answer, we looked at nine selected
tools available on the market to find out if they provide the
translators’ most favorite features.

Terminology extraction tools and
their areas of application
The purpose of TETs is to help users build terminological
resources in a (semi-) automatic way. The need for such resources
comes mostly from the growing needs in information management
and translation, which make it increasingly necessary to have some
automated assistance when performing terminology-related tasks.
Companies, freelancers and professionals in various linguistic fields
can employ these tools to build a glossary, thesaurus or terminological dictionary that they use directly in their work. Moreover, terminology extraction is embedded in a number of natural language
processing and linguistic research tasks, such as automatic indexing;
machine translation; information extraction; creation of ontologies and knowledge bases; and corpus analysis. Despite this broad
range of applications, these tools are often designed for one specific
purpose, which consequently makes their usage challenging when
employed in a different setting.
One of the most important areas where terminology extraction
is extremely helpful is in the translation industry. Today, more and
more language service providers (LSPs) as well as freelance translators and interpreters understand the benefits of automatizing terminology tasks. It not only allows them to quickly identify the domain
of the documents they are dealing with, but also to easily find words
and phrases that need special attention. While translating terminological units, in many cases it is necessary to consider the domain
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and look up the term equivalents in
special resources such as terminology databases. In addition, it helps
maintain terminological consistency
throughout the project between all
the parties involved: the translator,
the LSP and the client.
Apart from saving time, another
significant advantage of using TETs
instead of a manual terminology
search is the opportunity to specify
different search criteria, which
allows for customization of the
search query to a particular task.
This allows users to see all kinds
of information they need about the
term, and also to narrow the search
and filter the results depending
on what they are looking for. As
an example, many state-of-the-art
TETs will show linguistic and statistic information about the term
or the context where it appears
and they might specify the number of words in the term as well
as provide other useful features.
Unfortunately, not every TET offers
a full set of desirable features and
settings, which sometimes makes
it challenging to find the perfect
tool for the task at hand. Apart
from the functionalities they offer,
TETs also differ as to the environment they work in. For instance,
standalone installable tools require
an installation process and work as
independent computer programs.
Web-based tools also exist and work
within a browser. And finally, there
is reusable software that facilitates
the development of larger applications, called frameworks.
Considering the existing variety,
it is not clear how a professional
translator is to proceed when choosing a TET suitable for the job. As we
will see, there are some TETs that
are specifically created for translators. But do they have all the necessary characteristics for translators?
And, furthermore, what exactly are
these characteristics?

Standalone terminology
extraction tools
Standalone software is probably the
most popular type of software today,
and TETs are no exception. Standalone TETs can be installed on a
computer and operate independently
of any other device or system.

to many convenient term management functions, such as manually
adding a variety of metadata information to the terms (such as synonyms,
context, definitions, illustrations,
part-of-speech tags and URLs), and
searching not only the indexed terms
but also their descriptive fields.

SDL MultiTerm: $500
Free demo available

SDL MultiTerm Extract is one of
such applications. It is a component
of SDL MultiTerm, a commercial
terminology
management
tool
that provides one solution to store,
extract and manage multilingual
terminology. MultiTerm exists as a
standalone application and can also
be integrated in SDL Trados Studio.
It is one of the few tools designed
specifically to be used by translators
and is probably the most well-known
TET in the translation industry.
This terminology extraction system
locates potential monolingual and
bilingual terminology in documents
and translation memories using a
statistic-based method. The user
can validate the extracted candidate
terms by looking at a monolingual
or bilingual concordance. A big
advantage of this tool is its support
for any language, including Unicode
languages. In addition, it offers a
number of functionalities that are
useful in different translation scenarios: the ability to compile a dictionary
from parallel texts; flexible filtering
to ensure that only the most frequent
candidate terms are extracted; storage for an unlimited number of terms
in any language; and the capability to
import and export glossaries from
and to different technology environments. In addition, its integration
with SDL Trados Studio gives access

SimpleExtractor: $140
60-day demo

SimpleExtractor, as its name
implies, offers significantly fewer
functionalities compared to the previous tool. It is a commercial TET
developed by DAIL Software S.L.
for Mac OS, Linux and Windows
platforms. This clean and easy-touse standalone Java application was
designed to automatically extract the
most frequent words and multiword
terms from English, Portuguese,
Spanish, French and Russian documents. SimpleExtractor not only
permits to extract a list of terms
(from one to seven words), but also
specify the minimum and maximum
number of occurrences of a term.
SimpleExtractor also offers an option
to load stopword lists, an advanced
functionality for searching through
the extracted list of terms. This
translates to the ability to explore all
the contexts where a specific term
appears; to edit the term text, to filter
the extracted terms according to the
number of words that form them; and
to sort the displayed output by any of
its fields (frequency, term and context in alphabetical order). Finally,
SimpleExtractor permits printing or
exporting to a file (PDF, DOC, CSV
or TXT) of all the extracted terms,
as well as their frequencies and corresponding contexts.
April/May 2016
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JATE

Rainbow

Kea

Terminus

Translated

Sketch Engine

TermSuite is an open source and
platform-independent TET written
in Java and distributed under the
Apache License 2.0. It was developed
within the scope of the TTC (Terminology Extraction, Translation Tools
and Comparable Corpora) project,
whose purpose was to design a tool
capable of extracting bilingual terminology from comparable corpora
in six languages: English, French,
German, Spanish, Chinese and Russian. TTC TermSuite's architecture
is composed of three modules: the
Spotter, the Indexer and the Aligner.
The Spotter module is responsible
for preprocessing the input monolingual corpus, meaning it performs
tokenization, part-of-speech tagging,
stemming and lemmatization. Then,
the Indexer module uses both a statistic and a linguistic-based approach
to extract monolingual terminology
from a monolingual corpus processed by the Spotter. Finally, the
Aligner computes the translation of a
source terminology into a target language. The source and target terms
required are those already computed
by the Indexer module, which means
that the previous two steps should be
repeated for the target language. The
user can choose from several alignment options, such as the selection of
the maximum number of translation
candidates for a given source term,
the use of similarity measures to
compare the contexts of the term in
the source and the target languages,
amongst other advanced settings.
Once all the parameters are set, it
is possible to view and explore all
the translation candidates ranked
according to their similarity score
within the tool or use the output
XML file for other purposes.

TermSuite

TermSuite: Open source

SimpleExtractor

SDL MultiTerm
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Bilingual extraction

X

Source and target context
comparison

X

Terms validation

X X

Bilingual dictionaries
compilation

X

Context extraction

X X X

Support various file
formats

X X X X

X X X X

Rank terms by frequency

X X X

X

Support for many
languages

X

X X

X X X X

Specify the minimal
number of occurrences

X X

X

X X X X

Show linguistic
information

X

Specify the maximum
number of translations

X X

X

X X X X

X
X X X X X

X

X X

X

X

Stopword list option

X X

Choose the minimum
and maximum number of
words per term

X X

Term statistics

X X X X X X X X X

X

X X X
X X X

Figure 1: Comparison of extraction tools.

Web-based terminology
extraction tools
Although standalone TETs still
are predominant in today’s market,

future web-based technologies will
certainly evolve by migrating all
standalone features to a web-based
environment, which will allow these
tools to take over market leadership

Review
in the near future. As we will see,
there are already some examples
of this trend. The advantages are
that web-based TETs, compared
to standalone tools, do not require
any prior installation as they can
be accessed within a web browser,
and that they make use of web
technologies. Although most webbased TETs are often integrated as
features in cutting-edge web-based
applications with a wider purpose,
such as managing corpora or terminology (such as Sketch Engine and
Terminus, respectively), there also
exist tools like the TET by Translated, which were developed with
the proper purpose of terminology
extraction.

Sketch Engine: $65/year
30-day demo

Sketch Engine is an online tool
created by Lexical Computing Ltd
for building and managing corpora,
which along with a number of corpus-processing features includes
terminology extraction. It can be
accessed under a paid commercial
or academic license and supports
82 languages. This tool offers
both monolingual and multilingual extraction. When extracting
monolingual terminology, the user
can choose whether to extract only
single words (keywords) or multiword terminological units (terms).
In the output, the user can see the
keywords or terms, links to the five
most relevant Wikipedia articles
for each of them, the term's score,
its frequency in the searched corpus, and its frequency in the reference corpus. There are a variety of
search options that can be tuned.
For instance, the user can choose a

different reference corpus, decide
whether to search for words or
lemmas, and accentuate low- or
high-frequency keywords according to the preferences. The output
can be downloaded as a TBX or
CSV file. In order to perform multilingual term extraction the user
needs to upload a TMX file with a
parallel corpus aligned on the sentence or paragraph level. The terminology is first extracted within
each language resulting in lists
of candidate terms. In the second
step, the system searches for such
pairs of candidates that colocate in
the parallel documents most often.
The resulting list of candidate pairs
(terms in two languages) is then
presented to the user. Results can
be saved in a TBX or TXT file,
which is especially convenient

for computer-assisted translation
(CAT) tool users.

Translated: Free

Translated s.r.l. is an LSP-developed, web-based tool that can be
accessed directly on the company's
website. It was created in order to
help translators with their translation jobs by identifying the difficulties in the text and simplifying
the process of creating glossaries.
Up to the current date it supports
only English, Italian and French.
The system output includes the
top 20 terms ranked by their score.
In addition, the terms are given as

“German. With
linear precision,
and between
the lines.”
Lars
Rheinschrift team

Our team brings to German methodology
a world-class flexibility. Measurable success
for 20 years!
Made in Germany – since 1995 | Tel: +49 (0)221 801 928-0 | rheinschrift.de
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hyperlinks to the corresponding
Google search results. Below the
list of terms the tool also shows all
the terms in their full-sentence context. In order to easily differentiate
the terms, each term is highlighted
by a different color. In general, this
tool is quite simple compared to the
others, but can provide a fast and
free solution any time it is needed.

Terminus: Unspecified licensing
15-day demo

Terminus is a web-based application for corpus and terminology management developed at the University
Pompeu Fabra, Spain, and it can be
accessed by software licensing. The
purpose of this tool is to integrate the
complete process of terminographic
work: textual corpus search, compilation and analysis, term extraction,
glossary and project management,
database creation and maintenance,

and dictionary edition. This is done
with the help of a number of articulated
modules, including the Analysis module, which has a semiautomatic term
extraction feature. The extraction process has two options: the user can train
a term extractor in a specific domain by
incorporating an electronic dictionary
containing terms of the same field, or
simply apply a generic ready-to-use
term extractor to any textual corpus.
In addition, one can use other features
to extract term candidates, such as the
n-gram extractor, bi-gram extraction
with association measures, keywords,
and later manually validate relevant
terms.

Frameworks
Frameworks are different from the
other two types of tools because they
are not complete software products
but reusable software environments or
libraries that can be used or even completely integrated in larger translation
software applications, products or solutions. In particular, systems of this type
are often used in information retrieval,
where identification and indexing of

terminology serves as an aid to information retrieval queries. In detail, the
purpose of terminology extraction for
both information retrieval and document retrieval is to isolate terms that
contain enough informational content
to support retrieval based on the queries supplied when querying a set of
documents.

Kea: Open source

Keyphrase Extraction Algorithm
(Kea) is a framework specially
designed for automatically assigning
terms to a document (also known
as keyphrase indexing). Kea is a
platform-independent toolkit implemented in Java and distributed under
the GNU General Public License. In
detail, this framework can either be
used for free indexing or for indexing
with a controlled vocabulary. When
used as free indexing, Kea looks for
significant terms in a document. The
free indexing option can be applied to
any document and working language
(as long as the corresponding stopword file and stemmer are provided).
The controlled indexing, on the other
hand, has the advantage that all
documents are indexed in a consistent way disregarding their wording
as the algorithm only collects those
n-grams that match thesaurus terms.

Rainbow: Open source

Rainbow is a simple, yet powerful
open source platform-independent
terminology extraction tool written in
Java that uses statistic-based methods
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to automatically extract terms from
multiple files and formats in any
language. It is based on the Okapi
Framework, a free, open source and
cross-platform framework that has a
set of components and applications
designed to help engineers, developers, translators and project managers
involved in localization and translation-related tasks.

JATE: Open source

Java Automatic Term Extraction (JATE) is a JAVA toolkit that
comprises several state-of-the-art
term extraction algorithms. The
motivation for this tool is three-fold:
make available several automatic
term extraction algorithms for the
research community; encourage
developers to build their methods
under a uniform framework; and
enable comparative studies between
different term extraction algorithms.
JATE's workflow follows the typical
TET steps: extract candidate terms
from a corpus using linguistic tools;
extract the candidates’ statistical
features from the corpus; and apply
automatic terminology extraction
algorithms to score the candidate
terms domain representativeness
based on their statistical features. So
far, JATE's current version includes
twelve state-of-the-art statistical
algorithms.

not yet become a common part of
the professional translation workflow. This was demonstrated by Anna
Zaretskaya, Gloria Corpas Pastor and
Míriam Seghiri Domínguez's 2015
user survey, which was replied to by
over 600 translation professionals,
and which showed that only 25% of
the respondents regularly resorted to
terminology extraction in their work.
It could be due to unsatisfying performance of the existing tools, their
interface design, or simply to translators’ lack of awareness of these tools
and of the benefits they can yield.
We have already seen that these
tools can differ as to various characteristics, such as their interface type
(standalone, web-based or reusable
libraries), the document formats they
support, the languages they work
with, as well as their different search
options. According to the survey
findings, 27% of the respondents
preferred to have a terminology
extraction feature within their CAT
tool instead of in separate software.
Some translators, however, preferred
a web-based application (9%) or

installing a standalone tool on their
computer (8%). Nevertheless, the
majority (56%) reported that they
did not have any preference regarding the tool's interface. The fact that
translators prefer to have a system
integrated in their CAT tool is related
to the general tendency of CAT tools
to include more and more different
features. Indeed, translators have
to deal with a great number of tools
that help them automatize different
stages of the translation process, so
they prefer having one tool with multiple functions rather than having to
look for and in many cases pay for
several tools.
The most useful extraction feature
according to the survey's participants was bilingual term extraction.
In fact, considering that within a
translation workflow, terminology extraction is performed with
the final objective to translate the
extracted terms, it is more convenient to have the terms extracted in
the two languages simultaneously.
Bilingual extraction is much harder
to perform than only monolingual

ISO17100 Certified by LICS
ISO 9001:2008 Certified by CERMET

Translators' preferences
and opinions
As we mentioned above, translation is one of the most important
applications of terminology extraction. However, extraction tools have

www.hansemeug.com
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as it requires a good word alignment system, so not many existing
tools offer this feature. In particular, among the tools we considered
in the previous section only SDL
MultiTerm Extract and Sketch
Engine have bilingual extraction. Similarly, TermSuite also
offers translation candidates for
the extracted monolingual terms,
which is a different procedure, but
still leads to the same results: terms
in two languages.
The second ranked feature was the
possibility to compare the context of
the term in the source and the target
language, which is another type of bilingual analysis suitable for the translation
task. This feature is also quite rare, and
of all the considered tools, only SDL
MultiTerm Extract allows such analysis. The possibility to validate terms or,
in other words, choose the terms that
should be extracted instead of extracting all terms was ranked third and is
also considered useful for translators.
This feature is offered by almost
all systems, except for TermSuite
and Translated. Compiling a
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bilingual dictionary from parallel
texts is another useful feature, which
is offered only by SDL MultiTerm
Extract and by TermSuite. Additionally, the respondents considered it
useful to extract context together with
terms or to see examples from the corpus. This is a common feature for many
of the studied tools, including SDL
MultiTerm Extract, SimpleExtractor
and Translated.
Other features that were considered include: support for different
file formats; sort terms by frequency;
support for many languages; specify
the minimal number of occurrences
of the words; show linguistic information about the term; and select the
maximum number of translations for
one term. All of them were considered useful, but were not among the
most useful features.
And finally, there were some features the respondents considered to
be not as important. One of them
was the stopword list option: some
of the tools, like SimpleExtractor,
allow users to choose whether to use
a stopword list, and others use it by

default. Choosing the minimum and
the maximum number of words per
term, which was also among the least
useful features, can be tuned by all the
mentioned terminology extraction
frameworks, for example. And finally,
term statistics, which to some extent
are provided by all tools, were not very
important for most translators.

Conclusion
Although terminology extraction
plays an important role in several
disciplines such as linguistic research or language teaching, it is
in the field of translation where its
advantages are fully exploited and
integrated in the workflow. An example of that is the use of bilingual
term extraction, compiling dictionaries and comparing context
in different languages as essential
features for translators' work. In
addition, it is also very useful for
translators to see the terms in their
context in order to understand their
meaning and be able to find an adequate translation equivalent. Not
all existing tools, however, provide
these functionalities. We suggest
that developing tools more suitable
for the purpose of translation could
help professionals in the industry
take better advantage of terminology extraction technology. This has
to be done, first of all, by taking into
account the user requirements. As
a step further in this direction, it
would be necessary to investigate in
more detail translators' attitudes toward these tools and especially the
reasons that prevent the vast majority of professional translators from
adopting them. For instance, many
translators might not be aware of
their existence or understand their
purpose, do not have time to learn
how to use another complicated interface, or simply have other established procedures for dealing with
terminology. [M]
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Localization Business School

Diving into localization
Creating your own clear
blue startup ocean

Andrew Lawless
Andrew Lawless is the president and
founder of Rockant, which focuses on
localization training and consulting. "His
goal is to inspire and prime localization
professionals for success."

I have seen the future of localization and their names are Sofia
Pessanha and Vasco Pedro, the cofounders of Unbabel. Their
startup is backed by Google Ventures, Matrix Partners, IDG and
Y Combinator. Pessanha and Pedro represent a new generation
of entrepreneurs with a fresh new approach to localization, who
as a result find recognition, support and funding unprecedented
in the history of the translation profession.
Of course, the duo is in good company with people such as Scott
Yancey of Cloudwords and Jack Welde of Smartling. And let’s not
forget that Smith Yewell founded Welocalize in his basement when
larger companies such as Lionbridge already dominated the field.
With the exception of Pedro, none of them has a background in
translation or localization. All see these disciplines as serious business
opportunities. Pessanha has a background in business administration
and marketing. Yancey studied website development and psychology.
Welde started out in software development and is a combat veteran like
Yewell, who prior to starting his company received the Bronze Star for
service in Operation Desert Storm during the first Persian Gulf War.
This group of exceptional business people uses value and innovation as the important parameters for managing their success.
They have implemented emerging technologies to develop new
approaches to localize faster, better and cheaper with a keen eye
on operational profit margins. Consciously or not, they answered
the four questions shown below. The answers are in Table 1.

[[ Which factors from the traditional translation business can be
eliminated?
[[ How can cost structures for
buyers be reduced to be both different and competitive?
[[ What features and services
should be raised well above the
commonly accepted practice?
[[ What offerings need to be
created that traditional translation
services have never offered?
To be sure, we have quite a
number of brilliant minds in
localization. I cannot name them
all in this column. It is also true
that these five startup founders are
outstanding representatives of rule
breakers who have transformed
the profession by making their
competition irrelevant. They have
created their own blue ocean, as
opposed to staying in a red ocean
bloody from the cutthroat competition in a crowded industry.
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Column
Unbabel

Cloudwords

Smartling

Welocalize

Eliminate

Project Management

Translation of vendorspecific tasks

Backend integration with
CMS

Uncertainty for buyers,
LSP as a black box

Reduce

Word rates and turnaround time

File handling, email and
reporting tasks

Total cost of ownership,
time to publishing

Supply chain shortage

Raise

Translation of dynamic
content

Use of existing vendor
technology infrastructure

Full-context, real time
translation and review

Team talent, localization
technology, collaboration

Create

Self-serve platform

Buyer solutions for localization automation

Global content delivery

Real-time data to inform
and measure success

Table 1: This illustrative summary shows that the best startup entrepreneurs in localization have a plan to eliminate, reduce,
raise and create.

To quote W. Chan Kim and
Renée Mauborgne from Blue Ocean
Strategy: “The only way to beat the
competition is to stop trying to beat
the competition. In red oceans, the

industry boundaries are defined and
accepted, and the competitive rules of
the game are known. In blue oceans,
competition is irrelevant because
the rules of the game are waiting to

be set. The creators of blue oceans,
surprisingly, didn’t use the competition as their benchmark. Instead of
focusing on beating the competition,
they focus on making the competition

Is Content Volume
Holding you back?

KantanMT is Your Solution
Email: demo@kantanmt.com Tel: +353 (0) 1 700 7874
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irrelevant by creating a leap in value for
buyers and [their] company, thereby
opening up a new market space.”
Creating a blue ocean is not just
about using technologies. Successful startup founders in localization

have always understood how to use
new technologies to their advantage to better compete on price,
quality and speed.
But this new breed of transformative startups thinks differently

about localization. For them it’s
not just about running a successful
business. It’s about changing the
game and setting new rules. The
time and opportunities to do just
that have never been better. [M]
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Perspectives

Planning for the future
Thinking beyond the initial
startup stages

Oleg Semerikov
Oleg Semerikov started as an English to Russian
freelance translator ten years ago. Nowadays,
he runs his own translation agency, Translators
Family, based in Poland.

The first days of a new business are an exciting time. They can be
stressful, yes, and invariably busy – but also new, dynamic and full of
promise. After all, a startup isn’t a startup forever, which is why it’s fun
to dream about how the business will grow and evolve over time. It’s
more than just a matter of daydreaming though: the sooner you start
planning for the future, and the more detailed your preparations, the
easier you’ll find the next few years of growth and expansion.

A growing business faces a number of management challenges
such as strategic decisions, legal requirements, new offices and supply chains as well as financial pressures and financial opportunities.
With so many factors to consider, it’s no wonder so many businesses struggle under the pressure of sudden growth. Who hasn’t
encountered a business whose customer services slipped under the
pressure of training dozens of new staff members, for example?
As if all of this weren’t enough, you should also be thinking about
how your business will grow and adapt from a linguistic perspective. Even if your startup only targets a single national market to
begin with, going global is a natural pathway to growth; as such,
it’s in your interests to leave that pathway free of obstacles.
For starters, you should think about your company name and any
other product names or other trademarks you plan to use. Which
is to say, think about them even more than you already have. You’ve
probably agonized over these at some length, but it’s worth adding
one more item to your approval checklist. How does the name sound
in other languages? There’s a possibility it could mean something
harmless – consider for example the difference between the English
word handy, meaning “convenient,” and the German Handy, meaning a cellphone. This might cause a little confusion, perhaps – but at
worst, a word that seems innocent or even meaningless in your native
language could mean something offensive or inappropriate in another.
There are plenty of stories about companies (often car manufacturers,
for some reason) that launched a product in a new country, only to discover
that its name meant something disastrous which caused the product to
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flop. You may have heard of the
Chevrolet Nova, for example, which
was supposedly interpreted to mean
no va or “doesn’t go” in Spanish.
Sadly (or thankfully, for the auto
companies), these stories seem to be
mostly untrue: most companies are
smart enough to focus-test products
before launching them somewhere
new. The stories persist, however, so
if you don’t want to end up the butt of
dinner-party jokes around the world,
you should probably do your research
and make sure that your company
name doesn’t mean something else
to someone in another country.
Even if any potential misinterpretation is basically harmless, it can be
worth rethinking your name early on
if it means you won’t have to change
it later. In our globalized world,
where customers use social media
and other networks to communicate
across national borders, maintaining
a consistent identity can be incredibly beneficial in terms of carrying
over existing brand loyalty and
recognition when you expand your
marketing and sales efforts into new
territories. After all, why waste time
and money on a rebranding exercise

Colum n
later on if you have the option of
keeping the name you’ve always had?
This is the first step in thinking
about your overall corporate identity
in an international context. Ask
yourself how you could internationalize yourself when the time comes.
How would your brand identity be
received elsewhere in the world?
What changes will you need to make
to grow beyond your current market,
and how will you need to make them?
The most important thing is to
start documenting everything from
the very beginning. If you’re a small
startup with a single marketing
representative, for example, then it
may seem unnecessary to develop
style guides, glossaries and corporate
messaging documents. The truth,
however, is that they are essential.
Although you may be the only one
using them at the moment, you’ll be
very glad you have them there and
ready when you hand them over to a
translation agency or other localization service provider. A lack of proper
reference materials is one of the
biggest causes of delays and blockages
in localization projects, so preempt
the problem and save yourself and
your contractors many potential
headaches further down the line.
We can see why it’s important to
start thinking about branding and
marketing early – but what about
your products and services themselves? These, too, require forward
planning for international growth.
For example, a tech startup selling
software should develop products
with an eye toward multilingual
support right from the beginning,
even if they have no immediate plans
to implement multiple languages.
If and when the time comes to sell
to a market that doesn’t speak your
language, you’re going to want the
changes to be easy to implement.
This doesn’t just mean something
like interchangeable language
files — although that’s definitely a lot

easier than going through the entire
software package line-by-line, finding
and replacing each individual string
of text — but also support for things
such as right-to-left reading directions, different character sets and
even interfaces that can be resized to
accommodate different string lengths.
It’s not uncommon for translated
text to be noticeably longer in terms
of character count than the original
string, so don’t hard-code anything
unless you absolutely have to.
The previous considerations prepare your company for internationalization, but there is still localization
to plan for. Once you’ve prepared
everything for use all around the
world – that’s internationalization,
remember – you can then start
adapting it for use in specific places.
Don’t feel like you necessarily have
to scrub all traces of national identity
from your corporate image as part
of the localization process: there
are plenty of examples of successful
businesses that use the global perception of their home country to great
effect. Imagine a new Danish bakery
chain, for example, or a Japanese
startup manufacturing electronic
devices, and think of the marketing power these nations already
possess in these fields. A canny
startup could exploit that existing
perception to help promote it.
Of course, the drawback if you go
down this route is that you are likely
to be competing with well-established
existing companies that already
market themselves based on the
same strengths. Bear in mind as well
that stereotypes and expectations
about a given country will differ
from place to place. For example,
you should take care not to insult
one country’s people by telling them
that a product they’re proud of is
made better elsewhere. “Authentic
American pizza – the best in the
world” might be a reasonable slogan
in Austria or Switzerland, say, but it

could potentially raise some eyebrows
just across the border in Italy.
On the opposite side of the localization spectrum, passing yourself off
as an entirely local business can be a
risky proposition if your true roots lie
elsewhere. Consumers are smart —
they value authenticity, and they can
spot fakery from a mile away. There’s
nothing wrong with wanting to fit in
with the local culture — that’s what
localization is all about, after all —
but you have to be smart about doing
so or you could be accused of insensitivity or cultural appropriation.
So what can a startup do to avoid
making the wrong impression? It’s all
about research. Every country has its
own customs, norms and standards
that play into the way local businesses
behave. These unwritten rules may
be invisible to outsiders but clear
as day to natives, so the best way to
meet those kinds of expectations is to
take advice from local experts in each
target country. Work with translators
who are native in the target language
(of course) and outsource marketing,
consulting and other services from
providers who really, truly understand the regions you’re targeting.
With their wisdom and your company’s unique identity, you’ll be able
to find your own middle way between
total foreignness and faux-localism.
There is vast territory between
these two poles, and every startup
will reach a different equilibrium
depending on its industry, target
market, marketing style and so
on. You can go hyper-local with
highly autonomous offices rooted in
national communities, or position
yourself as an international, egalitarian company that makes every effort
to treat every country the same. From
a localization perspective, either
approach, and everything in between,
is entirely viable. What matters is that
you respect local cultures, remain
consistent in your approach, and that
you plan ahead as far as you can. [M]
April/May 2016
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Community Lives
The open source way
Jeannette Stewart
In March 2013, a struggling startup announced that it was open
sourcing its core technology, which enables developers to move
software easily between different machines by enclosing it in “containers.” What started then arguably has no precedence, as Docker
has become a phenomenon in the open source community. With
over a billion downloads, nearly 2,000 contributors and $150 million
in funding, Docker has become a main player in the software landscape. But none of this would have happened if the company had not
bravely open sourced its technology.
We hear this term “open source” almost ubiquitously nowadays, but what exactly
does it mean? More to the point here, what is the “open source community”?
There are many attempts to define “open source” and they certainly merit reading. However, it is also instructive to consider a negative approach by asking what
“closed source” software is. When developers take their code and compile it, they
render it in binary form, ones and zeros; a form that computers can actually work
with. However, it would take a most unusual mind to be able to make any sense of
such a data stream. Given the speed with which processors work, this is in fact an
impossible task. So, what do we do when our apps do not function as expected?
We report a bug and someone from software maintenance is called in. He or she
goes back to the uncompiled code and fixes it. In other words, it’s a closed process.
On the other hand, “open source” refers to code that can be modified and
shared because it is available to everyone to modify or enhance as desired. Open
source software licenses promote collaboration and sharing because they allow
other people to make modifications to source code and incorporate those changes
into their own projects.
But the benefits of open source are even greater than this. Licensing has
been used by software providers to create massive corporate behemoths and
dictate terms of use (End User License Agreements, EULAs), which we either
accept or decline. And pay for. Open source software usually requires users
to agree to terms of use, but without charging a licensing fee for it. In other
words, computer programmers outside the original development environment can access, view and modify open source software whenever they like
— as long as they let others do the same when they share their work. In fact,
they could be in breach of the terms of the user license if they do not comply.
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Just as the translation community
has found that there is often more than
one way to say the same thing, there are
different ways of writing computer code
to implement an algorithm. Aesthetics
as well as practicality kick in, and
coders find there can be better ways
of solving problems. It also became
apparent that it was inefficient for certain routines to be coded from scratch
in different programs. Why reinvent
the wheel? Reuse of code therefore
became a hot issue. But who owns the
original code? To cut to the chase, the
implications of facing innumerable
disputes over ownership resulted in
the advent of community ownership.
These days, you’d be hard-pressed
to find a corporate business that has
not embraced open source. Yet even
now, open source can trigger skepticism. Its lower cost and the apparently
free-spirited approach of providers —
its very openness — can inspire disdain. But adopters citing benefits such
as better innovation, greater flexibility
and reliability are winning the day. No
one can seriously doubt open source
software’s prevalence as it challenges
proprietary exclusivity across the IT
world. It is not only our day-to-day IT
infrastructure that is facing change;

C olum n
open source has fostered further innovation in cloud computing and global
networking. Other developments in
internationalization tools, the analysis
of data and the emerging Internet of
Things indicate that the scale of open
source’s adoption will only increase
and provide us with greater potential
to enrich our technological domain.
The language industry has its own
fair share of open source software.
A quick look at SourceForge reveals
250 localization applications ranging
from full multilingual translation
management applications all the
way to language-specific plug-ins.
The Free Software Directory
has nearly 70 applications under
localization, with some well known
ones such as Apertium and Okapi.

Open source
and localization
Moses is synonymous with machine
translation (MT). What is not so
well-known is its origins. In 1997,
Philipp Koehn, a German national,
started his PhD thesis at the University of Southern California on
knowledge-based MT. By 1999, a small
core group of researchers from select
universities started working toward
a statistical model of MT. Koehn was
highly involved in the new “statistical
wave” and he is one of the inventors of
“phrase-based” machine translation,
a subfield of statistical translation that
employs sequences of words, "phrases,"
as the basis of translation, expanding
the previous word-based approaches. A
paper entitled "Statistical Phrase-Based
Translation," which he coauthored in
2003 with Daniel Marcu and Franz
Josef Och, former architect of Google
Translate, has attracted wide attention
in the MT community. Koehn created
Pharaoh, an MT decoder, as part of his
PhD, which he tried to share openly
with the community. However, he
was only allowed to share the binary
code. Although he moved on to the
Massachusetts Institute of Technology

for postdoctoral research, he continued
improving the Pharaoh code.
In 2005, Koehn joined the University of Edinburgh as a lecturer in the
School of Informatics and oversaw
the thesis of then-statistical machine
translation PhD student Hieu Hoang.
Koehn gave him the Pharaoh code
to improve, but they soon decided to
rewrite the entire code from scratch.
The Moses MT decoder was created
as an open source project and was
developed during the time that Koehn
and Hoang were at the University
of Edinburgh and during a summer
workshop at John Hopkins University.
Since its initial development in
2005, many contributors have come
on board and there are currently over
1,000 people on the mailing list with
a core of 100 contributing developers.
Hoang is by far the main contributor
to Moses, having written over 40%
of the code. Now Moses is a faster
decoder, with multithread training; it is
now easier to install in Windows, Mac
and Linux; and it also incorporates
multistage testing. These are just some
of the many major improvements in
terms of functionality, usability and
reliability. With both European Union
and corporate funding, Moses is the
most widely used, state-of-the-art
open source software for statistical
machine translation. Both Hoang
and Koehn are still overseeing,
guiding and maintaining Moses.
Every large internet corporation has
to develop its own software for automated continuous localization. Unlike
all the others, Evernote has bravely
open sourced theirs. Serge is the
brainchild of Igor Afanasyev, current
director of localization of Evernote.
Evernote's initial product was available
only in English and in 2008 Afanasyev
was tasked to adapt the software for the
Russian market. Russian was chosen
because Evernote historically had
many Russian-speaking employees,
including the founder, Stepan Pachikov.
Afanasyev single-handedly built
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code, localized and translated the
Evernote products into the Russian
language. Through the following
few years under the direction of new
CEO Phil Libin and with a global
imperative, Afanasyev headed the
localization department, which grew
to include engineers and translators in
a department of over 30 employees.
Right from the beginning Afanasyev
realized he had to automate as much of
the process as possible. As is familiar
to many innovators, his brief from
the corporation was that he had carte
blanche to automate as long as he did
not request further funding, engineers’
time or other resources. In 2008 and
within one single month, Afanasyev
had the initial code for his continuous
localization toolkit ready, but needed to
add software to enable the translators’
actual work. He researched in the open
source community and came across
Pootle, an open source, online translation management tool mostly used
by Mozilla and LibreOffice translation
communities. Pootle would work well
with Serge but its user interface needed
improvement. Afanasyev contributed
to Pootle’s open source code considerably and later on, Evernote's improved
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version of Pootle became the mainstream one. Evernote and Translate
House, the organization that maintains
Pootle’s development, continue to
work closely together on this project.
Serge is a robust, continuous
localization platform as evidenced by
its ability to support Evernote’s 150
million users in over 30 languages.
Evernote heavily utilizes open source
software and equally contributes
back to the community. With such
a culture, it was no surprise that
Afanasyev got approval to open
source Serge. After some further code
clearing and writing documentation,
Serge has been available to the open
source community since October 2015
with an announcement made during
the LocWorld conference in Santa
Clara. Serge and Evernote’s entire open
source localization process currently
works with almost “zero maintenance.”
Afanasyev explains, “New strings
appear for online translation every
minute, and all translations are
immediately integrated into internal
builds of our products. With our
agile development process, having
a continuous localization process in
place is the only way to go. This is why

we wanted to share this system with
the world: we know localization can
be a pain point for any company, and
wanted to make the entire experience
much better for others in the industry.”
Well-respected localization
companies may choose to open source
proprietary software packages. In
2008, at a time when open source was
still in its infancy for the translation
world, Welocalize acquired Transware,
a language service provider (LSP)
specializing in eLearning, and with
it came a software package called
Ambassador Suite, which originated
from a previous acquisition of a
company called Globalsight Corporation. Ambassador Suite allowed
webmasters to generate multilingual
sites while managing them in only one
language. Within a few months of the
acquisition, Welocalize CEO Smith
Yewell realized that the commercialization of the Ambassador Suite within
a finite, already-competitive market,
along with the fight for a small market
share, rendered the enterprise version
unworkable. However, there was a lot
more to be gained if the software was
an open source project, not just for
Welocalize, but for many more LSPs.
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Welocalize aptly changed the
name of the software to GlobalSight to
honor the original innovator, replacing the underlying technology with
open source components, fine-tuning
the code to ensure support of the latest
data formats and creating a steering
committee with representatives from
companies involved with the project.
After successfully beta-testing the
software, documentation and guides
were released to the community in
2009. The GlobalSight community is
an engaged group of users, translators
and developers. Being a server-based
extensible tool, it is relevant mainly
to mid-size-to-the-larger LSPs and
corporations. Making GlobalSight
open source was a strategic business
decision by Welocalize and Yewell.
In Yewell’s own words “innovation is
one of the four pillars underpinning
our company, and we believe an
open and extensible framework
is the right approach for fostering
innovation not only at Welocalize
but across our industry.”
With a heavy investment of over
$50 million and support from most of
Welocalize’s large clients and involvement from other LSPs and developers,
GlobalSight is a true translation
management powerhouse used by
many global enterprises worldwide.
However, the general adoption by
other smaller LSPs has not reached the
levels anticipated, mainly due to the
complexity of the product implementation. By integrating with other open
source components, such as desktop
computer-assisted translation (CAT)
tools and MT, GlobalSight is attempting to facilitate freelance involvement
and adoption, subsequently moving
to the next phase of its evolution.
The most popular open source
CAT tool for desktops is by far
OmegaT, with a loyal community of
translators and small agencies. The
original author of the software is Keith
Godfrey, a then-localization engineer
married to a translator. To help his
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wife work with free software, he
developed a prototype in C++, which
he then converted to Java. The time
was 2001 and this project may have
never surfaced if it had not been for
another translator, Marc Prior, who
convinced Godfrey to hold on to it for
a little while longer. A first release to
the open source community happened
in November 2002. When Godfrey
retired from the project in 2003, the
entire process could have stalled, if
not for the involvement of Maxym
Mykhalchuk. A Ukrainian living in
Italy, Mykhalchuk needed to translate
some projects and came across
OmegaT. Under Prior’s coordination
and with the help of Jean-Christophe
Helary, a French national living
in Japan and currently OmegaT’s
localization manager, Mykhalchuk
developed various enhancements for
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user support that led to the second
birth of OmegaT in 2004. Prior
started a website to support a small
number of users and to provide some
basic information, followed by a
comprehensive documentation by
Helary and Mykhalchuk in 2005.
In 2006, Didier Briel started
contributing to the code and after
some changes in the developers’
circumstances he became the only
person able to modify the software
in 2007. He first became the acting
release manager, then the development
manager, and in 2014 when Prior
decided to retire he became the project
manager of OmegaT, which he is
to this date. Today OmegaT is well
organized and thanks to Prior, who
remains OmegaT’s webmaster, it has
an extensive website with supporting
documentation and resources. The

project has a very loyal following but
contributions have always been on
an ad hoc basis. When a developer
or agency needs a new feature, either
funding or code will be contributed.
Briel explains “All the developers are
also translators and OmegaT users with
full-time jobs. Whereas in the past we
would get unexpected contributions
and have a constant turnover of coders,
today we have a small core of developers that we can count on.” OmegaT
has no comprehensive roadmap but
the OmegaT team draws inspiration
from 1,100 requests for enhancements,
provided by the community, of
which 750 have been implemented.
Anyone who doubts the impact that
open source already has had on our
lives should take a look at runaway
open source success stories such as
the Linux operating system or Apache
web server. These are prominent,
but there are countless other success
stories and these are being added to on
a continuous basis. In fact, what has
grown out of a software development
initiative has blossomed into what
is now known as “the open source
way.” If we think about how resources
such as Wikipedia and Creative
Commons have transformed our
online capabilities, we cannot fail to
see how community benefits from
embracing the values of open source.
It’s easy to focus on applications, but
we should never forget the people, engineers, coders, entrepreneurs, activists
and altruists of all description who make
this thriving community the success it is.
Numerous governmental, financial and
commercial enterprises are now benefiting from the continuous improvement
and the collaborative mandate that open
source fosters. Now software internationalization is sharing in the success of
the open source way. While we still need
to use and support proprietary software
developers, those who work freely for
the good of all should command a
monumental vote of thanks from us all.
Long live the open source way! [M]
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Preparing your team to
localize more mobile moments

Rebecca Ray
Rebecca Ray is a senior
analyst at the market research
firm Common Sense Advisory
(CSA Research). Her primary
research focus includes enterprise globalization, social
media, multilingual SEO and
global product development.
App stores provide competitive data. Source: Common Sense Advisory, Inc.

With a billion tablets
already online and four billion smartphones predicted to
be in use worldwide by 2017,
mobile is the next frontier for
companies to implement and
fine-tune the global customer
experience.
Mobile phones represent more
than just another digital channel for
content as more and more people
throughout the world adopt the

devices as the principal sources of
communication, services and entertainment in their lives. Fulfilling their
expectations requires organizations
to shift from simply delivering localized content to enabling localized
experiences whenever and wherever
people expect them — all according
to their language, culture, personal
preferences and current physical
location.
So how can your team localize
more mobile moments? By selecting
the mobile app data that makes sense

for you, then easing into the mobile
localization scene. Based on in-depth
interviews with 36 localization
managers and directors at 29 global
companies, Common Sense Advisory
(CSA Research) provides guidelines
below to ensure your success.
First, choose the right mobile data
to support informed decision-making. The language support required
for mobile may not be the same as
for web or desktop apps. Why? The
market you’re entering with mobile
may have different expectations or
April/May 2016
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audiences than what you’ve experienced elsewhere. Because resources
aren’t unlimited, particularly with
startup companies, focus on enabling
the right experience in the right language with the right nuance for the
right locations.
There is no lack of analytics or
data related to mobile applications or
their adoption rates and usage. However, to derive the most benefit from
these resources, you must select the
ones that will lead to the best decisions. Use data as input for strategic
planning, according to one of the
following three scenarios.
Extending an existing product:
if the app amplifies a current product
or service by offering a subset of
functionality appropriate for mobile,
review in-house business intelligence
data from your own team first.
Developing a revenue-producing app: if your mobile app is intended
to generate sales, allow time to
research payment processing methods

1

2

and local income levels, and to store
download statistics for competitors.
Balance issues such as ease of payment
against revenue opportunities. Beware
of countries where you experience
high download rates coupled with
much lower conversion rates.
Marketing via mobile apps:
when you design mobile apps to promote brand engagement, products
or services, your management may
require return on investment justification. Review analytics from Facebook (or the local market equivalent)
to gauge possible response to localized versions and to track changes in
conversion rates over time.

3

Ease into the mobile
app localization scene
It’s reasonable to experiment via
app stores to determine the languages that make the most sense for
localization. In practice, this means
translating or transcreating the app
store description page and adding

keywords in the languages that you
want to test, while leaving the mobile
app itself in its original language. It’s
better to wait until you’re convinced
about a local market’s viability before
investing in a full-blown localization
and testing process.
For revenue-generating apps,
consider offering a subset of localized content and functionality on
an app download page and track the
locales and languages represented
by visitors who download. This
works especially well for companies
trying to determine if they should
stick with colonial language versions such as French or English for
Arabic-speakers, or support indigenous languages. In this example,
the marketing challenge they must
resolve is, “How much larger is the
market for versions in the mother
tongue?”
You can also furnish more choices
in dialects for their mobile apps,
especially in the consumer space.

Example of a localized description page for a non-localized app. Source: Common Sense Advisory, Inc. and WhatsApp.
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The most popular languages for
discussion include English (India,
the United Kingdom and the United
States), Portuguese (Brazil and Portugal), and Spanish (various flavors
for Latin America, Spain and US
Hispanics).
Just like many people in emerging and frontier markets ignored

landlines to go directly to feature
phones, many are now trading in
those feature phones and skipping
desktop + broadband to invest in
smartphones. The majority of these
potential customers operate in
languages, cultures, locations and
business environments that have
nothing to do with English or the

countries where it is spoken. However, their personal context is more
important than ever before because
they have more money to spend and
more local companies with which to
spend it. Make sure that you analyze
the right data to make informed
decisions as to which languages to
support. [M]

Developers support dialects for consumer-centric apps. Source: Common Sense Advisory, Inc.
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Louise Faherty

The catch-22 of
startup localization

Rain, Guinness and startups — three things that
have become synonymous with Dublin. Over the
past 15 years, the small and medium enterprise
environment in Dublin has dramatically altered,
hopefully for good. Soaking up experience and
expertise from the dazzling myriad of multinational tech companies that have settled in Ireland
(owing to our favorable corporation taxes), the
startup scene here is a bubbling pot, boiling over
with ideas, solutions, spin and hard graft.
In contrast to this, the number of companies actually
localizing their products in the startup scene is at a low
simmer. Looking through the endless one-to-watch startup
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lists at the beginning of a year, only a handful of upcoming and promising startups are planning to expand their
customer base beyond the English speaking world. This is
perplexing indeed when you look at the wealth of native
speaking linguistic talent working in this sector. Contrast
this with other sectors in Ireland and the question of
whether or not to localize starts to seem redundant.
That said, there are a number of very legitimate-sounding
reasons not to localize your startup. Perhaps your product
consumers are already local to the startup, particularly if
it’s a locally-based service. It could also be that the industry
you’re targeting with your product operates with English as
the lingua franca, such as finance or data science. Maybe
it’s because the product is only taking shape and it doesn’t
make sense to divert funds from product development

Focus
to localization. For some startups, this could also come
down to a lack of experience in localization, or building a
company where the workforce is already stretched across
several roles. Regardless of the reasons, most startups will
cite one major roadblock: cash. It boils down to the definition of what it means to be a startup: starting up. When
you’re starting up and have an expensive wish list of á la
carte needs, localization can seem just a bit too rich of an
undertaking.
Another ubiquitous feature of startups is investment
funding. In the majority of cases, startups wouldn’t exist
if it were not for the help of growth-focused, venture
capital funding. It is logical that if your balance sheet is
based on the aid of parties who want to grow a company
as quickly as possible, taking a punt on new markets can
be a hard sell. Quite frankly, it may seem more prudent to
focus on growing the home customer base that is already
speaking your language. And yet, if you look at the
growth path of the most successful startups out there,
that is exactly what they did. Expanding to new markets
allows you to replicate your successes with a fraction of
the original investment.

starts at the project beginning — if you have your sights
on expanding into new markets, try to brand globally.
Don’t pick a company or product name that’s too localized. Stick with something that will be easily understood
and remembered. The English speaking world often takes
second language speakers for granted. If you expect them
to be your brand ambassadors, brand simply.
Following from this, the process of designing marketing
materials can be instilled with the idea that, at some point
in the future, the number of characters you need to display
will grow. If this is factored into the design process, imagine how much simpler it will be to recycle designs that
were made for the home locale when you grow into new
markets. A good rule of thumb is to allow text expansion
of about 20%, which will cover most languages, although
each language varies. The best way to guarantee quick
desktop publishing is to design loose and clean. Uncluttered designs allow for plenty of text expansion. Adding
information such as character limits for boxes can also
really help translators.
When you start to translate, it’s okay to start small. You
don’t need to translate everything at once. Pinpoint the

Why to localize
Even if your potential new user speaks English, there
is little doubt that connecting with them in their mother
tongue gets results. Consider this: nine of every ten internet users will visit a website when it is provided in their
own language, so there is no faster way to cement your
first-leap advantage. Added to this, 73% of customers are
more likely to make a purchase when it is presented in
their own language. There are millions more internet users
in Europe than in the United States. These are statistics
that are only too familiar for some startups. For them,
localization can seem like a catch-22: you need to grow
and engage with new customers in order to make money,
but they lie just beyond your grasp because you don’t have
the money to sell to them.
So what can a startup do to localize without gobbling up
valuable capital, just when they’re trying to stretch every
penny? First, let’s dispel the myth that localization comes
with huge overheads right from the very start. Doubtless,
it is a booming industry, where companies spend a lot of
money. The decision to localize comes from solid gains
in a new market. If a company is spending thousands to
translate their help content, it is only because it already
has customers in that locale. It makes perfect business
sense, however, that the first localization efforts for that
country started out very small.
So start structural. By designing the product in such a
way that text strings are easily extracted for translation,
quality assurance and testing will run more smoothly. It all
April/May 2016
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area that your nonnative speakers are engaging with the
most — this could perhaps include marketing materials, or
could be the user interface (UI). Carefully store your buttons and pop-up text in a database that is easily extracted
for translation. To start off with, you could even provide
them with a gist translation by offering an option for
machine translation (MT) on your site — just make sure
to admit this to your customers! Adding a button to the UI
to report errors and suggest improved translations can be
easily integrated. One option is to use the Google Website
Translator plugin for the site. This is a useful way to engage
new customers while you test the waters in new markets.
It should only ever be a temporary measure, though, as
customers will always want a seamless experience in their
own language. Please don’t turn this on automatically —
customers will prefer to opt in and opt out.
By creating a useful product, you will invariably attract
customers who speak a lot of languages. To adopt the
fairly tired concept of community, treat your users like a
community and you can reap the benefits from a crowdsourced translation — regular communication, interesting articles, jokes on a Friday. These can all be used to
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tap in to your customer base. Not only will they be more
likely to recommend you to other users, it will make them
more likely to help you in the future. Everyone likes showing off their skills, and everyone is an expert in their own
language. A crowd sourcing platform can be set up easily with Mechanical Turk. You can incentivize this with
competitions, leader boards and badges. To kick-start the
process of crowdsourcing translation, you may even like
to adopt an open source MT system, and ask your community to edit, not translate.
No doubt there are many heads shaking and mouths
agape at the suggestion of crowdsourcing MT content
— the inconsistencies, the errors, the flagrant violation
of translation norms and rules! Despite the audible gasps
from linguists reading this, there is also an automatic
solution to this. Try using quality assurance tools such
as Verifika or Xbench to ensure translation consistency,
number handling, spell checking and to point out any
potential terminological issues. While crowdsourcing
will get you 90% of the way there, its highly advisable to
have at least one professional linguist take a look. Their
trained eye will see things that even a native speaker will
overlook.
Lastly, each translation should be viewed as an investment. Look after your linguistic assets. At the beginning,
this can be stored in a simple spreadsheet. As you move
on to translate greater volumes with translators, always
ask for the translation back in TMX format. This can be
used across all platforms. Consider also separating your
translation memories as they build — keep your marketing content separate from your help user assistance
materials. This kind of meta-information on a segment
is invaluable for developing accurate statistical machine
translation — and for making the choice of which computer-aided translation tool to buy when you do choose to
invest. Take advice on the various features and make your
selection based on what suits your content type the best.
Running a startup is an exciting and challenging business. The days can often lurch from highs to lows. Some
days are a huge success, perhaps from recognition within
the startup community or from landing new customers,
yet other days may come with crushing panic, when you
see your competitor take a leap forward or find your
bank balance is once again hammered by an unforeseen
circumstance. It is definitely an uncertain and thankless industry, which is perhaps why people who work in
startups are so good at building alliances, relying on each
other and connecting with their customers. Localization
unlocks new markets and multiplies these connections.
While it isn’t possible for all startups to be a success, those
that form bonds beyond the English-speaking world will
have a better chance at it. [M]
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The language of unicorns

Jacob Stempniewicz
Jacob Stempniewicz is vice president of marketing
at localization provider Andovar. He speaks four
languages and has lived in Asia for over a decade.

Theoretically, a startup is not restricted to any industry or type of
business, but who would use that name for the new grocery store
down the road or a car wash? We’ve come to understand this term
applies to only the cool and the innovative, and those that take
advantage of the latest technologies. So if you add an eCommerce
channel to the grocery store and a mobile app to book that car
wash, now we’re talking startups!
This distinction matters because traditional businesses are tied to their
physical location and have no need to localize. On the other hand, eCommerce
and mobile apps are accessible from anywhere and by anyone, including people
who don’t speak your language. Startups have localization in their DNA.
When should startups think about localization? Right from the beginning.
But the thinking changes along with what you can afford.

What if you have no money?
Ahh, the magical land where unicorns roam! In this case, meaning a startup
company valued at over a billion dollars. Which startup founder doesn’t dream of
joining those billion-dollar beasts one day? But until that fantasy becomes reality,
the waking hours of a startup can be split into two phases: before and after getting
funded. It’s the difference between bootstrapping in someone’s living room barely
able to pay salaries, to hopefully moving into an actual office with cash that gives
you some breathing space.

Investors are looking for ideas that
can rapidly scale, and your pitching
deck should show the way localization will enable that once the money
men loosen the purse strings. Bonus
points if the slide you show immediately following this explains how
you’re planning to do it.
However, professional localization
can be too costly to consider until
you get funded. What other options
do you have?
In-house. You may have employees who speak the languages you
need. While this may seem like a
free way to get translation done by
people who know your product best,
consider the following. First of all,
it’s only free in a certain sense, since
it takes away from the time when
they should be doing their regular
work. Secondly, how many of your
staff are experienced translators?
April/May 2016
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Probably none. Speaking a language
and knowing how to translate are
different skills.
Freelancers. Nowadays, all it takes
to find a translator for any language
pair is five minutes and an internet
connection. Sites like Proz or TranslatorsCafe are online marketplaces
where anyone can post a job and wait
for interested translators to bid for it.
You can even find qualified people on
Upwork and similar platforms. While
this offers some assurance that the
person doing the work is a professional, what quality control does it
leave you if you don’t have anybody to
check the results? Plus, you might end
up working with a different person
each time, which introduces issues
with consistency and style.
Crowdsourced online services.
Recent years have seen several companies offering fast and low-cost
translation by taking advantage of
the number of bilinguals with smartphones. The system sends them
strings to translate and then delivers
them to the client. The experience is
usually pain-free and simple as everything is automated. What’s the price of
fast, cheap and easy? Often, it’s a lack
of creativity and consistency, particularly when translation comes in from
an anonymous crowd.

Machine translation (MT)
For those who really have no
money, there is always Google (or
Bing) Translate. It is free and it can
sometimes provide translations that
are amazingly accurate, but it’s what
happens outside of the “sometimes”
that you should worry about. MT can
be a good solution to localizing some
types of content, but that’s when you
have the time and resources to build
and train customized engines — not
something a cash-strapped startup
would find feasible.
It’s perfectly fine to do things on
the cheap when you’re just getting
started and can’t afford anything
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better. These methods can be enough
for proof of concept and testing new
markets, but they come at a price.
Additionally, creating your product
with localization in mind will allow
you to avoid internationalization
mistakes which can be difficult to fix
later on. Internationalization means
designing your product in a way that
makes it easy to localize later on without extensive engineering changes.

How to choose languages
Choosing the right languages is
not trivial and mistakes can be costly,
especially when every expense must
show a quick return. Uber and Tinder may support over 30 languages,
but they are now very well-funded.
You should choose the first languages carefully by considering the
following:
Volume. How much you have to
localize affects your options dramatically. If your product is a dating app
with only the user interface to localize, the cost per language may be
next to nothing. On the other hand, if
you want to provide worldwide hotel
booking, you’ll face the challenge of
translating millions of words in hotel
descriptions.
Cheap and expensive languages.
Languages are not made equal when
it comes to pricing. Japanese or Norwegian cost much more than Spanish
or Thai.
Market size. The total number
of speakers constitutes the basis for
calculating market size. Further than
that, you should also consider what
proportion of that market will be just
fine with English. European countries
tend to have higher tolerance of English than Asian ones.
Translation and what else? Localization of a product means much
more than just translating words
from one language to another. Do
you need to also adapt the product in
other ways? Do you need to provide
in-language sales, marketing or cus-
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tomer support? This can cost more
than translation itself.
Expansion strategy. Even if there are
many speakers of a language and they
seem interested in your product, does
it make sense to enter that market from
a business point of view? Look at local
competitors, regulations, taxes, barriers
to entry and expected profit margins.
Experiment! Startups are very
familiar with the concept of minimum viable product, and it can also
be applied to language selection.
Prior to investing in full localization,
gauge interest by translating only the
app description or checking analytics reports to see where your website
and app users come from. You can
also run a limited online ad campaign
targeting a specific country. Seeing
clicks or users despite not having a
language version are a good indicator that you should do even better if
you localize.

Human versus machine
Startups usually have at least one
techie among the core founders.
How many linguists or humanists?
Most likely zero. When discussing
localization, techies want to know
about application programming
interfaces, automated flow of content
and lean iteration cycles. Humanists
talk about creativity, adaptation, deep
understanding of the end user and
the power of the written word. See
the difference? This often leads to
startups treating localization as a tech
challenge rather than a creative one.
The good news for the IT whiz
kids is that technology can indeed be
used to support localization in many
ways. The bad news is that it’s still a
very human process that has resisted
attempts at full automation ever since
the first MT system was unveiled in
the 1950s. What are the legitimate
uses of technology in translation for
a startup?
Computer-aided translation tools
involve software that aids human

Startup Localization Showcase

Localization Support

Hire a veteran localization team to run your
company's translation and localization efforts.
Translation Reports provides emerging companies
with a turnkey localization department.
Services include:
• Select and manage language service providers
• Select and manage translation/localization
platforms and tools
• Refactor software and train technical teams
• Market and financial analysis for localization
performance/ROI
An ideal solution for small and growing companies
that need localization support. Hire an expert team
with a part-time commitment.

Translation Reports

www.translationreports.com

translators in their work. There are
several competing products in the
market, but all contain the basic
functionality of translation memory,
glossary of terms, access to dictionaries, reference materials and other
linguistic resources. All this so the
translator can focus on what is not
automated — translation itself.
Translation memory is the foundation of any translation tool worth its
salt. To put it simply, it is a database of
previous translations that automatically suggests reusing previous work
when the same sentences or phrases
appear again. This increases consistency and speed since translators don’t
have to translate the same thing twice.
Translation management systems
are a type of content management
system. The difference is in added
support for different character sets,
scripts and locale formats (such as
for date and numbering). In addition,
most help to manage the flow of files

Machine Translation
and Quality Automation

Agility, automation and productivity are the key
concepts that best define Transistent’s innovative
spirit in an age when technological developments
and industrial requirements meet to form new
essentials for the translation and localization
industry, such as lower costs and shorter turnaround times.
With a blend of its technology, know-how and
expertise, Transistent offers:
• Domain adapted machine translation systems
• Linguistic quality automation workflows
• Traditional translation/localization services

Contact us and catch the rising age of high-quality
machine translation technology.

Looking for
Localization Services?

Translation and localization are key to expanding
your business, but quality is vital. Rely on JLS — an
expert in localization with a reputation for its quality
and customized care.
• User Interfaces (UI)
• Software Documentation
• Website Localization
• EU and Asian languages
(Japanese, Korean, Chinese)

Transistent

JLS Language Corporation

between writers, translators, proofreaders, testers and programmers.
All this doesn’t need to be expensive. Some tools have free versions,
while others allow you to pay as you
go, so there is no upfront investment.

✥✥ Consistency will improve
thanks to smart use of translation
technology.
✥✥ You will have one contact to
deal with regardless of the content,
languages and additional services
such as desktop publishing (DTP) or
audio recording.
Finally, some companies decide to
take everything in-house and build
their own translation departments
within the company. These are basically
mini translation agencies with full-time
employees that include translators,
editors, project managers, testers,
DTP specialists and sometimes even
audio studios. This makes sense for
companies that have significant, ongoing translation needs for an established
set of languages, thus providing enough
work to keep the department busy.
If you’ve reached that stage, it
means you have left your startup days
behind and are on the way to where
unicorns roam. [M]

Istanbul, Turkey and Erkelenz, Germany
info@transistent.com • www.transistent.com

What to do if you
have some money?
Once you get funding or start generating profit and are on your way
out of startup-land, you can consider
stepping up your localization game
and hiring a professional provider. It
will cost more, but in return:
✥✥ You won’t be wasting the
time of employees you’ve hired based
on other skills.
✥✥ You won’t have the headache
of managing freelancers in different
time zones.
✥✥ You will see higher overall
quality of translation when working
with a partner whose core business
is translation.

Menlo Park, California
info@jls.com • www.jls.com
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Language Tips for Startups
When all is said and done, startups are motivated by two things:
profit and growth. Products evolve and are replaced, people come
and go and the market changes constantly. But startups need profitability to stay in business. If you grow without being profitable,
you fail; but if you’re profitable without growth, you are irrelevant.
Expanding to international markets is a growth path required
sooner or later by most startups. A growing global company will
need to evolve its processes and tools to address changing translation challenges — and ensure its success. The methods that work
affordably to translate instruction manuals, engineering plans and
customer communications into a single language will not scale
when the number of languages is increased to five, or ten, or more.
You need to plan for handling your growing language challenges
just as diligently as you plan for expanding office space or acquiring
employees — make sure the steps you take today can be applied to
your longer-term strategies.
To accomplish this goal, we offer startups the following advice
so you can manage language challenges in a way that both scales
and contributes to your future success.

1) Centralize your translation
process as soon as you can
For the vast majority of startups, translating documents into a
few languages will be uncoordinated and distributed across the
organization . Each product or team will contract with different
translators and manage their own translation process. Translation
will most likely be an afterthought. Translation quality from jobto-job and department-to-department is highly variable, so brand
consistency can suffer. Finance will never really know how much
the business is spending on translation services because it will be
so spread out, with no central control.
Pulling the translation process into a central, shared service is
the best way to meet the evolving language challenge. A very small
group of language professionals can handle translation programs
much more efficiently than many people working at it part time.
As your company grows, a centralized translation process will
allow you to:

Negotiate
volume
contracts
with
translators

Enforce
corporate
style guides
and correct
terminology

Gain full
advantage of
the free reuse
of Translation
Memory

Once you know exactly how much you are spending, you can
budget for it appropriately. Also bringing consistency to the process will greatly improve translation quality.

2) Avoid using proxy-based web solutions
As you begin to deploy websites in multiple languages, you will
be tempted to subscribe to a web proxy solution. A web proxy solution will scrape the content off your public (most likely English)
website, submit the content to the proxy provider’s translators and
then host the foreign language version of the web pages on the
proxy provider’s servers. When prospects visit your international
content, the page requests are fulfilled by the provider’s servers,
not yours. The provider’s servers are a proxy for yours, hence the
name — “proxy-based” website translation. Web translation proxy
solutions also promise to keep your localized versions current
by scanning your source website for changes and automatically
submitting them for translation. On the surface, proxy seems to be
an easy and fast solution to the localization challenge.
Eventually, the challenges of making the proxy software do
more than just the basics will overwhelm its benefits. The graphic
below shows some of the challenges you will face with a web
proxy solution as your translation requirements grow:

1

2

3

Proxy
software
greatly limits
the options
for in-country
marketers

Automatic
translation may
not include
attachments,
brochures or
videos

English
bleedthrough while
the pages
are being
translated

Instead of proxy, a more scalable option is to deploy a traditional
translation and web management application as soon as you begin
to add foreign language content. This will allow you to engage with
language professionals to translate your content, and ensure you
are managing your own foreign language pages. You will remain
in full control of the content, format and technology to suit your
business needs. Once you start down the proxy path it can be painful to switch to traditional multilingual web management because
untangling the ownership of the content on the proxy servers can
be complicated — some proxy customers have lost their proxy
content and have had to start over from scratch.

3) Deploy a Translation Management System
as soon you can
A Translation Management System (TMS) is the central hub of
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a translation ecosystem. It generally replaces the spreadsheets and
emails used by manual translation processes and speeds the entire
translation process. Language tools, such as machine translation,
translator productivity tools and web management applications,
can be integrated directly to improve and accelerate results.
A TMS automatically performs transactions at a fraction of
the cost and time required by a human-only process. Project
management discipline is used to reduce the number of human
steps and track where every document is in the translation process.
The TMS automatically:
• Applies translation memory to each job — it scans the text and
identifies words and phrases that have been previously translated so you don’t pay for the same translation over and over
again. This can result in enormous cost savings across the organization that grows larger with each job you put through the
TMS, and it increases the consistency of your brand messaging.
• Initiates a translation job for the new material
• Provides a cost estimate based on your company’s existing
contracts
• Routes the content through predefined workflows, customized
for each department or document type
• Applies translation memory and central terminology to ensure
corporate consistency
• Facilitates translation review and approval
• Returns the finished translations to a central repository for
storage and auditing

by a scalable system that can apply a proven process to new
languages and content types with little incremental effort
Deploying a TMS ensures the translation process produces the
highest quality content, at the lowest cost, in the fastest times possible.

Other language tips
The average number of languages supported by commercial
global websites is 27. This gives you some idea of the size of the
challenge you will have when you become a global player. Here are
a few other translation tips to make your life easier:

A translation management system will bring a host of benefits to
any implementing organization, including:

• Train your authors on how to create international content
that will be easier to translate. A short half- or full-day
training effort will be paid for quickly by future reductions in
translation expense. You will learn valuable tips, such as being
aware of the surprising negative perception of some numbers,
colors, animals and cultural expressions.
• Create a style guide as soon as you can. This will establish
standards for writing conventions, including spelling (color;
colour), punctuation (serial comma?), spacing (anti-lock;
anti lock; antilock) and tone of voice (informal or formal,
active or passive).
• For videos, consider using voiceover while limiting the use of
on-screen speakers. The ballpark cost of subtitling an average
five minute video is about $300 per language, $550 for doing
voiceover and $890 for dubbing an on-screen speaker. The
most professional approach for foreign language markets is
the voiceover.

• Quality content for end users — A TMS ensures every form
of content follows a consistent translation process with all
translations being routed through predefined review cycles.
• Greatly reduced cost — The TMS automatically identifies
what content has changed and what has previously approved
translations. Only new content is sent out for human or
machine translation.
• Decreased administrative burden — Processes that formerly
required dozens of tasks are reduced to a few human steps with
a TMS managing the routing, storage and communications
between program participants.
• Ability to scale — Best practices and workflows are enforced

At the beginning of a startup’s life, there will be little time or
money to invest in translation tools. However, once a company
establishes a product and seeks to expand its market, it will need
to look at foreign language markets. There will be pressure to
address the language challenges with quick and easy solutions.
Following that siren song will mean that, as the company grows,
those easy solutions will not scale and new solutions will have to
be implemented from scratch — often resulting in lost translation
memory or translation archives. Keeping these tips in mind and
deploying technologies with proven scale and growth means that
early investments in translation technology will continue to pay off
as your company grows profitably.

SDL is a global leader in translation technology and services. An innovator
in using technology and process optimization, the SDL Language
Platform offers a complete, integrated, and scalable translation solution.
Whether supporting 79 of the top 100 companies in the world or dealing
with SMBs and startups, SDL has the technology and services to solve
any language challenge. www.sdl.com/language
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Startup localization and the
eCommerce
hosting landscape

Ben Whittacker-Cook
Ben Whittacker-Cook is a creative and communications writer
for Straker Translations, a cloud-enabled translation services
provider with production centers in Auckland, Barcelona
and Denver, and further support offices around the world.
Amazon is the leading online retailer in the United
As more third party eCommerce providers join
States
with more than $105 billion in net sales in 2015. It
the market to assist online retailers, what is the
has
300
million active customer accounts worldwide and
best business path for startup retailers looking to
more than a quarter of a million employees.
sell their products and services cross border?
We have to go back to 1995 to map the birth of eCommerce. The world of technology wasn’t exactly rocking that
year. Interesting, but not rocking. The unmanned Galileo
spacecraft arrived at Jupiter, JavaScript came into being, and
a new disc storage media format called DVD was unveiled.
However, 1995 was a monumental year for internet retail,
thanks to the ambitions of two entirely unconnected entrepreneurs. Seattle resident Jeff Bezos created an online bookstore called Amazon in July of that year. Just two months
later and around 840 miles away, Pierre Omidyar founded
the auction website eBay from his San Jose living room.
Both companies turn 21 this year, but they came of age
long ago. Now two of the most recognizable brands on the
planet, Amazon and eBay have become templates for how
eCommerce businesses should operate, as well as inspiring
a generation of virtual tycoons in the process.
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Despite eBay’s longevity and impressive market share
in the consumer-to-consumer sector, it is still one of the
world’s fastest growing internet businesses. Its annual net
revenue doubled between 2008 and 2013, and that figure
currently stands at $18 million. eBay has 25 million sellers
listing more than 800 million auction items across more
than 30 different international localized sites.
Bezos once said: “We've had three big ideas at Amazon
that we've stuck with for 18 years, and they're the reason
we're successful: Put the customer first. Invent. And be
patient.”
Explains Omidyar: “People were doing business with
one another through the internet already, through bulletin
boards. But on the web, we could make it interactive, we
could create an auction, we could create a real marketplace.
And that's really what triggered my imagination... and that's
what I did.”

Focus

Global eCommerce data for 2014. Source: Ecommerce Foundation.

Clearly there’s no “one size fits all”
approach for startups striving for success, and what works for some startups
isn’t going to work for others. The
eCommerce battlefield can be merciless, and for every eBay and Amazon
there are thousands of startups that fall
by the wayside. A lack of investment
and cash flow, a poor user interface, and
limited payment and delivery options
are the oft-cited reasons as to why 80%
of eCommerce startups fail and 90% of
all internet businesses fold within the
first 120 days of their lifespan.
So how many eCommerce companies are out there? There are no official figures but research by RJMetrics,
a US big data analytics company, estimates that “the largest eCommerce
sites on the Internet make up about
1% of the total population and generate 34% of the total revenue.”
There also exists a middle tier of
eCommerce sites that make up 51%
of the total population, generating
63% of the total revenue. Meanwhile,

small eCommerce companies account
for 48% of the total population and
contribute 3% of the total revenue to
the sector.
These kinds of statistics may seem
daunting, and competition may
appear intense, but the potential is
huge. Approximately 41% of global
internet users have purchased products online, according to Statista, the
online statistics portal. If, conservatively, 40% of the world’s population
has an internet connection, then
that’s a potential customer base of
around 1.5 billion and rising.
Global “etail” sales are expected to
hit $1.5 trillion by 2018, with North
America currently the largest regional
market for online shopping, followed
by Asia/Oceania and Western Europe.
Consumers are happy to spend,
but their needs and expectations are
becoming ever more sophisticated,
and eCommerce sites have to work
harder from the outset to secure customer confidence. Research shows

that 25% to 30% of online purchasers
choose to abandon their shopping
carts before payment is completed.
Creating a user-friendly website is
obviously imperative, but conquering
the domestic market is only half the
battle. When it comes to exporting
your products and services, take into
account parochial browsing habits,
heavily localized purchasing behaviors,
and contrasting delivery and returns
preferences from nation to nation.
One of the major problems for
startups is knowing how to localize content and to what extent. Is it
scalable? In an environment where
every cent can make a difference, the
concept of exporting into new markets means taking on a commitment
to go multilingual and factoring in
additional costs. Judging when the
costs outweigh the potential gains is a
distinct business skill.
Payvision, a global card processing
company, explains in the 2015 Key
Business Drivers and Opportunities
April/May 2016
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in Cross-Border eCommerce that
the “five Ls” are the most important
drivers for online merchants that are
looking to make a successful entrance
into new markets.
A failure to tackle issues surrounding law, legislation and logistics helps
explain why so many brick-and-mortar
and online startups fail to last more
than six months. However, the big two,
language and localization, are also key
components, and the reason why LSPs
are keen to work with startups and
eCommerce providers to construct
bulletproof, highly localized website
services.
The idea of embracing a technology that offers quick, measurable
outcomes and is easy to manage
offers vendors and customers a new
world of opportunity. Timings and
costs can be easily managed, and the

wealth of options available makes the
idea of outsourcing your website to
a third party platform a very attractive proposition. Third party eCommerce platforms are often built using
open source technology and provide
online merchants with extensions
to layer everything from the look to
the functionality and content of their
store.
So who are the big players in the
third party eCommerce landscape?
The first iteration of Magento
appeared in 2008, Bigcommerce was
founded in 2009 while Shopify was
founded in 2004 — initially based on
earlier software written by its founders for their online snowboarding
store. There are now hundreds of
hosts in the eCommerce space, each
offering a vast array of extensions,
plug-ins and layered on services.

 ON THE MARKET SINCE 2007
 CUSTOMER-ORIENTED APPROACH
 MULTI LANGUAGE VENDOR
WITH FOCUS ON CZECH, SLOVAK
AND OTHER CEE LANGUAGES
 ONE-STOP TRANSLATION
& LOCALIZATION SERVICES
 PROOFREADING & IN-COUNTRY
REVIEW
 INDIVIDUAL TERMINOLOGY
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Hosted solutions take the pain
away from buying office technology
and development staff. They offer
everything from design templates,
upgrades and multiple pricing
options, making it easy for the ambitious startup to get selling online.
New extensions are appearing
every day and tend to fall into three
main categories: those that benefit the
customer, the back-office applications
to create efficient business operations, and performance and analytic
software to monitor and interpret an
online retailer’s most valuable asset —
its customers. Having instant access
to and being able to analyze this kind
of priceless information can be the difference between success and failure.
Payment processing solutions,
product cataloging tools, 3D visualization applications, email marketing
and point of sale solutions, reporting and accounting tools — the list
is seemingly endless. Storefronts
and themes, product and inventory
management systems, analytics and
accounting platforms — you name it,
it’s out there as an extension. Hosting
platforms even offer email, newsletter and blog templates to make it easy
to maximize customer engagement.
However, what really sets apart
these hosting platforms is their preexisting on-board relationships with
the big players in other industries.
Prebuilt or additional payment
gateways in association with the likes
of PayPal, social media optimization
through Facebook (extensions exist to
incorporate “like” functionality to individual or group products), and basic
search engine optimization capabilities through the likes of Google gives
startups more than a helping hand.
There are live chat applications,
label creation apps that are used by
the major couriers and review platforms. Add to that the option to select
preferred dispatch/carriers such
as UPS or FedEx, or integrate your
website with the latest email mass-

Focus
marketing tools such as MailChimp,
and it seems that the days of trying to
build your own online retail empire
from your bedroom are long gone.
Language service providers (LSPs)
are naturally keen to be a part of this
revolution, using their own application
program interface (API) technology to
offer their translation tools as simple
extensions for exporters on these third
party hosting platforms. According to
our internal research, we know that
60% of customers prefer to browse
websites in their native language, even
if the non-native websites have cheaper
pricing options, and that 70% of people
shop on English-only websites.
eCommerce translation solutions
have been proven to increase visibility
with international search engine optimization while consistent branding and
product terminology helps increase
local traffic. Localized currency, payment options and product information,
and culturally relevant content also help
boost that precious conversion rate and
long-term customer engagement.
PwC, the global professional
services network, interviewed more
than 19,000 online shoppers in 19
different territories in their influential
Total Retail Survey 2015. They asked
consumers about their purchasing
preferences, use of different shopping
channels and expectations of retailers.
Huge disparities were revealed in how
different countries do their shopping.
In China, a massive 96% of consumers shop online at least once a month.
In the United Kingdom, it’s 81%. In
Brazil it’s just 65% and in France it’s
even fewer at 59%.
In the United States, 22% of shoppers research brands on social media
before purchasing products and
services. In China it’s considerably
more, at 41%. Meanwhile 41% of Russians like to receive offers through
their mobile phones, as opposed to
South Africa, where it is 79%. In India
69% of customers are willing to pay
a premium for same-day delivery,

while just 52% of Italians are willing
to pay for the same service.
Understandably, a working knowledge of how shoppers behave from
country to country is something few
online retail startups consider at the
beginning of their journey. LSPs have
been courting online retailers for many
years now, offering bespoke multilingual services to large multinationals
and startups alike, while stressing the
benefits of highly localized content.
Nation-by-nation shopping habits
are not only becoming more sophisticated but more parochial — according to the latest research, which
seems to indicate that the need to
localize has never been so important.
A web proxy translation service is
perfect for retailers that have more static
sites, and may appeal to low level startups where their product range isn’t going
to alter greatly; while API solutions are
perfect for large volumes of constantly
changing dynamic content. The ease of
API also offers great synchronicity with
third party eCommerce hosts.
Professional LSPs will also no
doubt enjoy the fact that free translation applications cannot possibly cope
with the intricacies and complexities
of producing high-quality multilingual
eCommerce content. This is effectively
a new sector for professional LSPs to
investigate and embrace.
Evidence suggests that for online
retailers big and small, the shop
window to the world has never been
clearer, or easier to open, but startups
are operating in a market where competition has never been fiercer.
The third party eCommerce
platform sector is progressing at an
incredible pace. They offer online
retailers large and small a leg-up
like never before. As more providers
arrive on the scene, third party hosting platforms’ 2016 could well echo
online retail’s 1995. LSPs offering their
services to these platforms continue
to ensure that cross border trade has
never been faster or simpler. [M]

45

Fo c u s

Localization for startups
Striving for efficiency

Attila Görög specializes in post-editing machine translation,
terminology, quality evaluation, standardization and the reuse of
translation material. He is currently a product manager at TAUS.

Startups face different challenges than those of established companies, at least when it comes to localization. For startups, going global
means creating content fast, in multiple languages and on a shoestring.
Startups develop incrementally and in a fast-paced manner applying an agile
approach to content creation and localization. Traditional high-level design is
replaced by frequent redesign. And if you are a localization vendor delivering
to these businesses, you need to speak agile, because when you speak agile, you
embrace efficiency. There are multiple ways to become efficient in content creation, but how do you measure efficiency? How do you prevent glitches in your
localization process? Gathering actual hard data while your project is running is
the only practical way to move forward — and agile processes are all about collecting and charting objective data, making it visible to the entire organization
(even to the entire supply chain) so there is never any question what the status of
a project is and what caused a certain error.

Why are startups different?
Startups explore unknown or innovative business models in order to disrupt
existing markets, while more established, larger companies borrow an existing
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idea and take it to the limit to beat
competition. Steve Blank and Bob
Dorf, authors of The Startup Owner’s
Manual, add that startups are not
smaller versions of larger companies,
but instead, a startup is a temporary
organization designed to search for a
product fit and business model.
A startup essentially goes from
failure to failure in order to learn from
each failure in its search for a repeatable, high-growth business model
based on a Big Idea. But the execution
of that Big Idea is challenging in multiple ways. Very often, these companies
have small teams with no marketing,
human resource or sales departments
— let alone localization teams. Teams
learn by trial and error. Incremental
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growth is of paramount importance to
these companies and speed is essential
for beating the competition and for
establishing their businesses.
To survive, many startups need to
be prepared for international expansion. The backyard is a safe place but
you cannot stay there forever. This will
have implications on the packaging of
the Big Idea — be it a service, a product or a solution. Content becomes
key. And the more content the better,
but also the more challenging things
become. Content produced by startups
is by nature nonconventional, requiring new technologies, localization
methods and evaluation types. By the
way, going global doesn’t mean that
you must have all your content signed,
sealed and delivered from day one into
50+ locales. But be localization-ready
and think localization at an early stage.

Localization challenges
Of course, professional localization
can be a costly exercise. And there is
one way you can save on localization:
do it efficiently. What is efficiency?
Efficiency is the right mix of productivity and quality. The right localization
vendor will deliver the right quality for
the available budget at the right speed.
Start by setting up an efficient localization workflow. In the beginning you
can do localization in-house, as long
as you have the right resources, but a
better option might be to outsource
it. There are many options out there,
from established language service providers to small startups disrupting the
whole notion of translation — such as
AltLang, which provides translations
into different varieties of the same language — to crowdsourcing platforms
offering “professional translation
services at scale.” Make sure you track
the productivity and quality of your
vendor to avoid purchasing extras you
don’t need.
Buyers of localization services
should make agreements before localization projects start. A service-level

agreement defined in the beginning
of a relationship can cover high-level
requirements, but is usually not enough
in the long run. Each project will have
some peculiarities and will need some
fine-tuning. The best approach is to be
over-explicit and to leave nothing to
fate. Specifications are the king on the
localization chessboard: every other
piece may fall but these should stand
fast. That’s because today there isn’t
one single type of translation, there are
multiple sorts. When you send something out for translation, there is a
large diversity of products and services
you can get back. You need to specify
what you want and how you want it.
Welcome to the world of requirements
and specifications.
This is where content profiling
comes into the picture. You need to
make sure your content is of high quality when it is brand-image-sensitive
and highly visible, and good enough
quality when good enough is good
enough. Why spend a fortune on content that's meant for gisting purposes
with very low anticipated pageviews,
or rush projects needing special care?

Nonconventional content
To elaborate on this last point,
evaluating quality of content can
be a real challenge when it comes
to nonconventional content. Nonconventional content is everything
from social media to user reviews
and multimedia content such as
games and movie abstracts. In a session entitled “Quality Evaluation of
non-conventional content” at the
last TAUS QE Summit in San Jose,
panelists discussed the challenges of
localizing and evaluating new content
types. One of the aims of the session
was to define how to evaluate quality for content with a short life cycle
versus content that is permanent and
has more visibility.
During the session, Sonia Oliveira
(Zynga) and Shaun Newcomer
(R2Games) explained that the
gaming industry is a dynamic and
competitive industry where agile
content creation and localization are
a must. Prioritization is key when it
comes to quality evaluation, maybe
more so than in any other industry.
Content that disappears fast receives
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less attention as opposed to qualitycritical content that can affect player
experience. The aim is to engage the
players, to entertain them and to give
a bit more each time they return.
Game localization very often involves
transcreation that is impossible to
evaluate using traditional adequacy
or error-typology-based methods.
Besides which, games are about experiences and game content is only one
of the building blocks of that experience. Quite often, evaluation comes
down to monitoring the expectations
of users: the accessibility, the payment
methods, the ease of buying the game
and measuring whether a game resonates with a given culture. All these
factors are equally important and will
have localization consequences.
Lupe Gervás Pabón (Netflix) continued by giving some insights into
the dilemmas of film content localization. Needless to say that Netflix has
nonconventional content as the norm.
Pabón started her presentation with
the motto: “Every sentence is a story,”
and illustrated this with an example of
localizing the title of the new Netflix
series Orange Is the New Black into
different languages. At the end of
the day, these five words cost $1.40
per word due to the complexities of
transferring the meaning into different
cultures. Traditional measurements
for productivity and quality simply
don’t make sense when localizing this
type of content. What’s more, content
types at Netflix encompass hundreds
of genres, thousands of show and
movie titles, taglines, synopses and
marketing content, each having its own
challenges when it comes to localization. As for quality evaluation, some
content types are still evaluated using
traditional metrics (scorecards and
quality reports), but nonconventional
methods such as marketing campaign
success or social impact on Facebook
or Twitter, are also gaining importance.
The closing talk of the session was
given by Mike Dillinger from LinkedIn.
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The company has 400 million members
around the globe and localizes into 24
languages on a daily basis. Dillinger
explained that LinkedIn covers both
conventional and nonconventional
content. For certain content types
such as search queries, support chat
sessions, social media and the like,
machine translation (MT) is used even
to the extent of raw MT. This is simply
because there is no way a human
translator could provide translations
for the incredible volumes available.
To still fulfill expectations of customers
on delivered quality, Dillinger suggests
that any agreed-upon specifications
remain very important. Product, process and project parameters are of key
importance and need to be clear to all
participants of the localization workflow. Providing the right quality results
in increased traffic, engagement and,
of course, revenue. While products,
services and content types are changing, these variables correlate well with
traditional metrics.

Agile localization
As I mentioned earlier, startups are
by definition nonconventional and
agile. Agility is their core element. It’s
in their DNA while they’re in quest of
a raison d’être — incessantly reinventing themselves. Starting from scratch,
making up something new that will end
up in the dustbin — failing and starting
over. An ode to all startups in the world!
In the ever-changing environment
where startups operate, agile methodology is the only way to move forward.
Agile localization will also have its
challenges. And vendors working with
startups know that an agile environment requires internal retooling to
handle the steady stream of smaller
projects that correspond to the client’s sprint. Traditional tools (emails,
spreadsheets) can’t sustain the traffic
of agile projects. Cloud-based translation tools and translation management
systems are becoming the norm. Also
important for agile localization is a
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good relationship between the buyer
and the vendor. There are multiple
benefits for both parties: higher quality,
lower cost and quicker turnaround, as
well as greater subject matter expertise
among the translators. For continuous
publishing and localization, you need
to build relationships on trust and
transparency.
Agile localization should follow
the scrum model with approximately
two-week cycles, where each cycle
should produce an outcome that is
measurable. This is opposed to the
traditional “waterfall model” in which
localized products are delivered
after a long development and testing
period. In agile localization, testing
and evaluation of localized versions
should be done in parallel, on the fly.
In a startup and agile scenario, the traditional notion of quality is challenged
anyway. As we have learned from
the different content profiling pilots
conducted by Dublin City University
and TAUS, there is no one-size-fits-all
quality because text type, purpose and
target audience differ largely in various localization scenarios.
Your processes and tools need to
fulfill the requirements of agile localization or otherwise you will lose time,
in which case you’d be better off going
back to the old waterfall model. The
key, as I mentioned earlier, is measuring efficiency. Is there a good balance
between productivity and quality?
Even more than in established companies, efficiency and the constant
monitoring of business intelligence
data become extremely important.

Business intelligence
The datafication of the translation
industry is an ongoing trend that has
been discussed extensively at conferences and industry events. Data and
metrics have been collected for some
time now and there is a considerable amount of data to be tapped
into. However, there is currently no
straightforward, generalized way to
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convert raw data into meaningful
and useful information for business
analysis purposes. As long as there
is no transparency or agreement in
the measurements, results may be
subpar and lead to frustration and
misunderstandings.
In order for data to be useful, it
needs to be annotated using commonly acknowledged metrics. I have
intentionally avoided the term standards, because metrics don’t have to
reach that status to be useful. A wide
agreement about them is enough. One
example of such metrics is the harmonized DQF-MQM error-typology
intended for error review. The typology
has been developed in the European
Union subsidy project QT21 and is
being implemented in the TAUS Quality Dashboard along with other metrics.
The goal is to seamlessly integrate quality and productivity measurement in a
number of computer-assisted translation tools and enable reviewers to go a
step further. Rather than just correcting
or counting errors, assign error labels
from a two-level hierarchy and specify
severities on a preselected sample.
Startups are in a prime position to
try and test new metrics and apply
the best fit for their purpose, driv-

ing industry adoption. Of course,
error typology might not be the
best solution for their content, just
as we have seen in the examples for
nonconventional content. But there
are so many evaluation methods out
there, including usability, readability,
adequacy, fluency, rank comparison,
productivity — the sky's the limit.
Localization is a data-rich industry. How can we leverage this rich
seam of data to help make better
decisions in our localization projects? First of all, data should offer real
solutions focusing on how to target
customers, provide real benefits and
drive a better service.
Secondly, there is plenty of data
available in our industry, but not all
data is good or relevant to everyone.
Before sharing business intelligence
data, it is also important to verify what
the impact will be when sharing this
information: negative data doesn’t
always bring us further. Positive data
can be a good thing if it is shared
because it can have a virtuous influence on the enterprise.

A new market segment
TAUS predicts a growing market
for translation and consulting services

targeting startups. These ventures
are desperate for advice when jumping on the localization bandwagon.
This is simply because their growth
potential is huge, but they are starting from scratch and they need a
knowledgeable companion to avoid
mistakes down the road. There are
many technologies to choose from,
many approaches to localization and
many tools to measure return on
investment. One of the key elements
for growth is localization readiness
at an early stage. Appealing content
should be created fast with a multilingual purpose in mind. Ideally, the
localization should be outsourced
to a vendor or multiple vendors that
provide scalable solutions and different levels of quality.
Startups need a partner that can
help in getting the word out there
and support them in their early
endeavors. I’m sure you can have it
all in one: a consultancy with access
to business intelligence tools, that
can set up agile localization, speak
the lingo of vendors and is familiar
with the technology out there. With
a mighty companion like that, achieving efficiency for startups should be a
piece of cake. [M]
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Eunicorns: How European
startups go global

Libor Safar

Libor Safar is marketing manager
at Moravia. He has over 20 years'
experience in the localization industry.

European startups may not enjoy as much publicity buzz as their
counterparts based in Silicon Valley — but they are no less exciting.
The whole startup scene in Europe is on a mission to catch up with
the technology hotspots in the United States. Some of the unique
features of European companies, such as their multicultural and
multilingual backgrounds, act as advantages when it comes to scaling up globally.
The fact is that the number as well as the size and valuation of average
European startups are smaller than those in the United States. There are no
technology giants or internet game-changers that originated in Europe. All of
the current tech Fab Five — Alphabet, Amazon, Apple, Facebook and Microsoft — are US-based.
But Europe does have a thriving technology startup scene. The technology
investment bank GP Bullhound recently counted 40 Europe-based unicorns
— private companies with a valuation in excess of $1 billion — founded since
2000. On the flip side, the combined market value of all those companies was
just $120 billion, which is less than half that of Facebook alone.

Europe’s built-in advantage
Europe’s problem is not so much a lack of innovation or the number of startups; it’s a lack of scale-ups — small companies that would grow rapidly to a
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global scale, to become the European
Google or Facebook, and continue
growing.
Why is that? There are many reasons, but one is that until recently,
European startups would get acquired
early in their life span, well before
they would become unicorns on their
own. Think of Skype, the originallyScandinavian startup sold to eBay
back in 2005 for $3.1 billion. The
Dutch travel site Booking.com sold to
America’s Priceline.com in the same
year. Zendesk, the provider of a cloudbased customer service platform, was
founded in Copenhagen, Denmark,
in 2007, before receiving US funding
and moving its headquarters to San
Francisco.
European startups may be appealing
to acquire because they have a built-in
advantage. The European Union — the
single biggest economic space in the
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A selection from the top 50
startups and the number of
languages they localize into

world — is inherently multilingual,
unlike the largely monolingual US
economy. This forces European startups
to break through their national barriers
and support multiple languages, locations and currencies early on in their
development — well before the multilingual need may rise on the horizon of
their US competitors. Localization can
enable a startup company to scale up
faster, as well as increase valuation and
general attractiveness to investors.
Skyscanner is a good example of a
scale-up. This Edinburgh-based online
travel site currently supports 33 languages, thanks to an early start with

localization. Barry Smith, Skyscanner’s
cofounder, told The Guardian about
their early days when they were already
supporting a number of European languages, and were able to add a new one
for just £1,500: “Our main competitor
in America had only one language.
They had 220 employees covering
the US, and just four for ‘Europe’, as
though it were one giant country.”

Where unicorns tend
to be multilingual
The empirical evidence shows that
European startups embrace localization
relatively early in their development.

The figure above shows a selection
of the 50 most-valuable or otherwise
interesting startups, some of them unicorns based in Europe, and the number
of languages into which they currently
translate their products, websites or
apps. There are very few “monolingual”
companies, and if any, they come from
the United Kingdom, such as Lyst, the
fashion eCommerce platform.
Even relatively young companies
translate into at least a few languages,
and typically those associated with
the largest economies in Europe —
German, French, Spanish, and in
some cases, Dutch. For instance,
April/May 2016
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What languages do the
top 50 European startups
and unicorns target?

Deliveroo is a service that lets you
order food from nearby restaurants
and delivers it to your door with
an average delivery time of only 32
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30

minutes. It was founded recently in
2013, but is already available in six
languages and 12 countries, including
Singapore and United Arab Emirates.
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Not surprisingly, startups in the
consumer space localize most extensively. Online travel, online music
and eCommerce are the verticals that
require localization because of the
expectations of their consumers. In
contrast, companies in the financial
technology (fintech) or enterprisefocused sectors go for smaller scale
localization, focusing on just the main
markets.
The European “champions” in this
listing are Israel-based Tranzmate,
which runs the globally popular public transportation app and mapping
service Moovit, and London-based
Badoo, which runs a popular dating
and social networking service available in more than 190 countries. They
boast a 300 million-strong community
and more than 60 million active users.
Moovit uses a community of over
20,000 active users in over 100 countries to provide the most up-to-date
transit information for 800 cities
and over 30 million users, adding a
new city every 24 hours. Following
in the footsteps of their compatriot
startup Waze, which was acquired by
Google in 2013 for $1.1 billion, this
crowdsourced system is supported by
localization into over 40 languages.
Similarly, Badoo is currently available in 42 languages. As such, it is
well ahead of Tinder, which otherwise often tops the list of the most
internationalized US unicorns, but
is currently localized into “only” 35
languages. Either way, this shows that
the more personal a given product or
service is, the more pronounced the
need for its localization.
English is a “compulsory” language
— 49 of the 50 researched startups
have their products or website content
available in the language. It is clear
from these companies’ language strategies that European technology startups maintain a focus on the European
market plus North America. Relatively
few — only 44 % of those included in
this research — localize into Asian
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languages, and when they do, even
fewer go beyond Japanese, Chinese or
Korean. Only a handful of European
startups have African, Latin American
or long-tail languages as part of their
global strategy.

European hotspots
for startups
While startups spring up all over
Europe, there are a few particular
hotspots with established and maturing ecosystems that support this
entrepreneurial activity. Their ranking
or “hotness” may differ depending
on which survey you look at, but the
main cities include London, Berlin,
Stockholm, Amsterdam, Paris, Barcelona, Tel Aviv and Helsinki.
Just like there are differences
between Silicon Valley and, say, Boston,
New York, or Seattle when it comes to

their technology startup scenes, each
of these European hotspots has its
strengths and weaknesses, and each
would encourage the creation of somewhat different types of companies.
London benefits from being one of
Europe’s financial centers, and has a
high concentration of venture capitalists (VCs), investors and seed funds.
It’s also a natural home for a host of
startups in the nascent fintech sector,
such as TransferWise or WorldRemit,
or in eCommerce, such as Farfetch or
Lyst. The fact that many international
technology companies have offices in
London facilitates networking and
partnerships. Conversely, it’s a good
place for European startups that aim
for fast access to the US market.
Like London, Berlin’s international
atmosphere attracts expats, providing
a pool of people with foreign language

skills. It also enables tapping into the
German industrial and manufacturing prowess, making Berlin potentially attractive for startups in the
Internet of Things space. And in line
with the German export orientation,
it’s clear that a large number of local
startups have a natural aspiration to
become global businesses.
Clearly, German consumer preferences are a fertile ground for many
online retail and delivery startups.
Many of these are linked to the local
serial producer of internet startups,
Rocket Internet, headquartered in
Berlin, which is behind many successful German startups such as Zalando
or Foodpanda. The latter specifically
focuses on online food delivery in
emerging markets.
The relatively small size of the
Dutch and Swedish markets means
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that startups in outward-looking
Amsterdam and Stockholm have a
natural propensity to think internationally right from the start. In contrast, French startups benefit from
the large domestic market that tends
to prefer local products and services,
as well as the government support of
France’s digital economy and ecosystem abroad via the La French Tech
brand.
In many ways, it’s actually easier
and cheaper to build a startup in
Europe today than, say, in San Francisco, where the competition for
engineers and other talent is much
more intense, especially if you’re a
“no-name” startup. With less fierce
competition for people, employees in
European startups also tend to have
greater allegiance to their companies.

Some considerations for
(not only) European startups
The source language may not be
English. For many European startups,
English may not be the default language
for their source content development,
especially in Germany or France. That
means dealing with potential difficulties in multilingual localization — find-
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ing resources that can translate from a
language other than English, or having
to translate to English first.
In other cases, when the source
content language is English, the
language quality may be imperfect,
causing inefficiencies further down
the line. European startups that make
English their #1 language are better
positioned to become international
faster, but making content internationalization-friendly is also key.
The need to build in-house expertise in globalization. When it comes
to scaling up globally, startups face
similar challenges all around the
world. Naturally, their initial localization maturity is low. They need
to ingrain the global mindset, have
internationalization champions in
place and obtain executive buy-in.
They need to establish cross-functional visibility for localization. The
list of tasks is long and daunting.
The most successful European
startups take care to establish solid
globalization expertize in-house as
soon as possible, all the while avoiding
building large teams that would entail
major internal overhead. Because of
its concentration and its history of
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technology startups, it’s easier to find
the initial globalization champions in
Silicon Valley, compared with the geographically distributed cities in Europe,
but there are a great many client-side
localization professionals in Europe,
too, and a new generation of enthusiastic localization talent has already found
its way into European startups.
For many well-funded startups,
cash is not the main concern, and they
may receive VC funding specifically
for international expansion. But building large in-house localization teams
is rarely a competitive advantage in
today’s agile world, and expanding
internal headcount and high fixed
costs is not typically something VCs
would rate highly. On the contrary,
international growth and radical scalability are what increases startup valuations in the eyes of the current — and
future — investors.
Starting with a clean slate is a great
advantage. Little or no legacy content,
with no legacy translation technologies
or processes in place. Creative teams
not afraid to experiment. Can-do attitude and lean structures. All of these are
attributes of startups that foster innovation in localization as well. Some of the
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innovative approaches to localization
developed by US-based unicorns such
as Airbnb or Netflix are well known. But
the same applies to European startups,
even though these innovations may be
currently less publicized.
Older and wiser. Many European
startups may have missed the boat —
or got acquired — during the previous
wave of innovation associated with the
rise of the internet. Hence there are no
European Googles or Amazons. But
the situation is different today.
First, the startup ecosystem in
Europe is much more mature than it
was 15 years ago. There are more VC
funds that are based in or focused on
Europe, such as Atomico, created by
Skype cofounder Niklas Zennström.
Founders of previous startups are now
around to help and provide guidance,
and many are actively investing in the
current wave of European newcomers. There is also a lot more money
available to take startups through the
middle and later stages of development, giving them the opportunity
to scale up globally and achieve valuations in excess of $1 billion, rather
than getting acquired on their way up.
Get data-driven. Smart startups
build their international growth
engines using data. There is a wealth of
data available that can help make better decisions about which markets to
enter and how. There has been so much
exuberance among technology startups
recently — and some of it was arguably
irrational. The recent fall from grace
of Powa Technologies, until recently
one of Britain’s brightest tech unicorns,
is a good case in point, as it burned
through over $200 million of cash in
just over two years and went into bankruptcy proceedings. But a data-driven
approach, coupled with some strategic
thinking, can go a long way toward
building a sustainable engine based on
custom metrics and key performance
indicators.
Data can help understand international users, track their behaviors,

and identify opportunities, even in
countries not currently served. It can
help prioritize languages and content
types for localization. It can help identify what actually drives growth and
inform local social media strategies.
An early pain means an earlier gain.
Building internationalized products
and running multilingual marketing
early on entails a number of headaches for startups, which focusing on
a single market may avoid. The need
to add a new multilingual dimension
into everything they do adds an extra
level of complexity in a situation when
things may already be volatile.
But experience shows that localization becomes a huge advantage for them
later on, since they are already prepared
for international growth with content
and products poised to augment global
scale. Companies that postpone the

internationalization of their products,
operations and communications until
they reach a certain size tend to find the
journey much tougher.

Scaling
Startups have little choice: in
today’s fast-moving, winner-takes-all
world, they need to aim for scale. This
forces them to think about internationalization and global scalability
from the very beginning. Europe now
has a working ecosystem in place to
support the international growth of
its home-grown startups. This means
that more European startups have
a chance to scale up and become
dominant platforms, especially in the
current waves of technology innovation. After all, that’s how companies
such as Google or Amazon started up
themselves. [M]
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Exchanging translated
HTML data
(almost) painlessly

Kevin Donovan
Kevin Donovan has worked
on localization projects for
over 14 years.

At some point, it has probably happened to
you. Someone asked you to have a lot of HTML
formatted text translated. This is not in itself usually too big of a deal. After all, SDL Trados and so
many other translation tools can handle HTML
tags without a hitch.
But how do you handle the exchange of newly translated
HTML formatted text that happens to sit in SQL Server and
not in a Windows or MacOS folder? And what if the translated text and associated formatting needs to be reviewed,
modified and reviewed again before final approval by the
customer? To top it off, what if the main reviewer has a horror of HTML tags and needs to review all the text in whatyou-see-is-what-you-get (WYSIWYG) format? In addition,
imagine that the customer wants to review the translated
text and the original English in the same tool.
Do these kinds of constraints sound farfetched? They
probably don’t to anyone who has worked in localization
for a while. They are, in fact, exactly the conditions that
one of our customers demanded on a recent project. How
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we managed to do this without ruffling too many feathers illustrates how translated data can be successfully
exchanged across very different systems, organizations
and countries.

Why store HTML in a database?
You might wonder how HTML text — 60,000 words of
it — came to be stored in a database management system.
Well, it is a longish kind of story. Our company is in the
behavior modification business. One of our products is a web
portal. The customers buying this web portal, and a related
mobile app, are typically organizations that want to help their
employees or their own customers to break a bad habit such
as smoking or acquire a healthy habit such as exercising.
Patients or employees who are trying to change some
aspect of their behavior log in to this web portal to learn
how to change their behavior and ultimately improve their
lives. Depending on the particular behavior and the degree
of progress that they are making, different texts that offer
encouragement are displayed to them. There are over 300
separate feedback texts related to the different focus areas
and stages of behavior change.

Tech nology
We did not create these texts and the
underlying behavior change methodology by ourselves. In partnership with
ProChange Behavior Systems, Inc., a
pioneer in behavior modification, we
used strategies that included the texts
mentioned above for use in the health
and wellness field. These strategies
complemented our own expertise in
disease management and health coaching. Our collaboration, it is fair to say,
has been mutually beneficial.
One of our biggest customers,
which is based in Australia, agreed
with this assessment. This organization did, however, want to be able to
modify these different ProChange
feedback texts in order to make them
more Australian whenever they felt
this was appropriate. In the initial
product release, our Australian customer had to make an official request
for any text changes through the
defect tracking system. This meant
that even modest modifications to the
feedback text had to wait for the next
product release.
To serve our Australian customer,
we created an administration utility
that allows a user to modify feedback
texts whenever appropriate. This tool
was, in fact, a miniature editor that
accessed the same database as the web
portal. Figure 1 provides a glimpse
of this editor as it appears when the
Design or WYSIWYG view is selected.
This ProChange Management utility assured that none of the underlying
HTML tags would be deleted or corrupted and so the feedback text would
remain displayable in a web browser.
In addition, this module provided a
way to guarantee that only authorized
users would be able to modify the
texts and that a record would be kept
of where and how changes were made.
To provide these features, however,
it was necessary to move the HTML
formatted feedback texts from standalone files to the SQL Server database
that the patient portal accessed. This
form of storage prevented any kind of

Figure 1: Feedback text in WYSIWYG mode.

change to the feedback text other than
that performed by the ProChange
Management utility.

Solve one problem,
create another

While the new utility was a boon
to the Australian customer, it set the
stage for a big problem with a different customer in Brazil. Exporting the
HTML formatted text out of the database, having it translated, reviewed,
approved and then reloaded into
the database was an operation that
no one had considered when implementing this WYSIWYG feature.
As discussed in the September
2015 issue of MultiLingual, we developed a tool to export translatable text
from the database to XML files. This
tool replaced an earlier utility that
exported translatable strings to Excel
files. Translating HTML text inside
Excel cells was a daunting task and
was one of the factors that led to the
creation of the new XML utility.

While this tool did, in fact, address
the import and export of translated
data successfully, it left another one
to resolve — preserving HTML formatting during customer review. We
searched the internet for any kind of
information on this peculiar situation
and, alas, no help was to be found. We
were stranded, metaphorically, on an
unknown shore. It seemed that no one
but us had ever had to deal with HTML
text that was embedded in XML. And
certainly no one had ever written anything on the review and modification
of translated HTML formatted text
that had been embedded in XML.

Terra incognita
It might help to understand this
challenge better if you look at an
example taken from the XML file.
Figure 2 shows how the English source
text and Portuguese translation were
originally defined. The English text is
enclosed between the <Origin> and
</Origin> tags, and the Portuguese
April/May 2016
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Figure 2: Raw XML data with embedded HTML.

Figure 3: Formatted data after processing.
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Tools and Services Showcase

Medical Translations

Individual Approach.
Customized Solutions.

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.

Ciklopea is an award-winning high-tech language
solutions partner with more than a decade of
experience in technical, medical, pharmaceutical,
legal, marketing, business and general translation
and localization.

Call or e-mail Simon Andriesen or visit our website
for more information.

Ciklopea is certified in accordance with ISO
9001:2008, EN 15038 and ISO 27001:2013.

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.

MediLingua BV

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

With a network of regional production offices
and professionally trained, specialized and highly
experienced native translators and management
team, Ciklopea is the right choice for all translation
and localization projects in SEE languages.

Ciklopea d.o.o.

Zagreb/Rijeka, Croatia • Belgrade, Serbia
info@ciklopea.com • www.ciklopea.com

Professional Translation
and Localization Service

How to Be
World Savvy

International Marketing Communications
Market Research
Marketing

JFA Marketing

Minneapolis, Minnesota USA
john@jfamarketing.com
www.jfamarkets.com

WISE-CONCETTI LTD (Vnlocalize) is the most
renowned localization supplier in Southeast
Asia. We don't just want to be the most reliable
language service supplier but a professional
company that provides our clients with real
added value and the highest level of satisfaction.
Why choose us for localization and translation
service?
• More than 80 linguists in 4 offices: Vietnam,
Thailand, Indonesia, Malaysia
• Audited company with ISO 9001:2008
certification
• Full localization service:
Translation — Engineering — Testing

Wise-Concetti

Vietnam, Indonesia, Malaysia, Thailand
michael@vnlocalize.com • www.vnlocalize.com

Executive Search and
Brokerage Services

Finding the right person to direct your global
business or figuring out how and when to sell your
business... is not easy. We can help.

Anzu Global provides:
• Executive Search to find the right person to
direct your globalization launch
• Brokerage Services to find the right company to
sell to once you reach your goals
• Localization Staffing to support your ongoing
translation, testing and localization management
needs
Anzu Global — the right people make a world of
difference.

Anzu Global

Stow, Massachusetts USA
mklinger@anzuglobal.com
www.anzuglobal.com

Europe’s No. 1
Greek Localizer

Since 1986, EuroGreek has been providing highquality, turnkey solutions, encompassing a whole
range of client needs, for the following language
combinations:
• English into Greek
• Greek into English
• German into Greek
• French into Greek
All EuroGreek’s work is produced in our Athens
production center and covers most subjects:
• Technical
• Medical/Pharmaceutical
• IT/Telecommunications
• Economics/Legal
All EuroGreek’s work is fully guaranteed for quality
and on-time delivery.

EuroGreek Translations Limited

London, UK • Athens, Greece
production@eurogreek.gr • www.eurogreek.com
April/May
2016
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but we hoped that this would not
prove too big of a problem.

A few minor glitches

Figure 4: HTML formatted feedback text in WYSIWYG XML editor.

text between the <Translation>
and </Translation> tags.
Even if our customer had not
insisted on using a WYSIWYG editor
for review, we could not have, in good
conscience, proposed that anyone
review translated text in a file such as
this. Making changes to the raw XML
file was scant improvement over
editing an Excel cell that contained
HTML text. Even if the customer had
been willing to review the translations
in this way, there would be the nontrivial risk that coding errors would
be introduced in either the HTML or
XML formatting.
The search was on, then, for a way
to present the original and translated
text in a way that both the XML and
HTML tags were hidden from view. A

60

number of classic XML editors were
downloaded. The criteria that we
employed in evaluating them were as
follows:
■■ease of use
■■low cost
■■large file capacity
■■WYSIWYG capability
■■ability to mark text as approved
We quickly settled on the Serna
XML Editor. It was relatively easy
to use, very low cost (free), and it
could load and store large files very
easily. It was also a WYSIWYG editor that would not only hide the
existing HTML tags but also enforce
the proper creation of new ones.
Unfortunately, it provided no means
to indicate that a translated text element was approved by the customer,

April/May 2016 						

Before we could begin using the
Serna XML Editor with the customer,
though, a few small issues had to be
addressed. These were related to the
proper display and processing of the
translated data.
Not surprisingly, the biggest problem concerned HTML formatting.
Serna supports XHTML formatted
files very well, but neither the original
English nor the translated feedback
text was compliant. To be displayed
properly in the editor, each text had to
be re-encoded. In practice, this meant
that for each <p> and <li> tag a corresponding </p> or </li> tag had
to be added at the end of the particular
HTML element. The fact that this was
a one-time task was some consolation
to the developer assigned to it.
In addition, in the raw XML file
shown in Figure 2, you may have
noticed that the HTML tags themselves are defined as codes such as
&lt;p&rt; and &lt;/p&rt;. This
was done automatically in order for
the XML file to be parsed correctly on
import. Before loading the XML file
into the Serna Syntext Editor, however,
it was necessary to swap &lt; for <
and &gt; for >. This simple substitution was worked into a pre-Serna script.
Figure 3 shows how the data looks
in a simple text editor after swapping
in HTML tags.
After these tasks were complete, the
original feedback text and its translation could be loaded into the Serna
XML Editor, as shown in Figure 4.
After the changes were made, we
had to upload the changed XML file
into the database. It was at this point
when we encountered the last glitch.
We had to find a way to swap in HTML
codes to replace the HTML tags. This
was not as straightforward a procedure as substituting < for &lt; for
and > for &gt; since doing this would

Tech nology

Data
exported via
proprietary
tool

Raw XML
file with
embedded
HTML

Data
prepared for
Serna XML
Editor

Data
imported via
proprietary
tool

Data
prepared for
loading into
database

XML file
modifiable in
Serna XML
Editor by
customer

DBMS

Figure 5: Data flow of translated HTML text.

corrupt the XML tags necessary to
uploading the data. To get around this
problem, the post-Serna substitution
script looked only for instances of particular HTML tags and replaced them
with the appropriate codes. After
some trial and error, we were able
to specify the correct substitutions
and upload the customer-modified
translations.
After we had tested and documented
the new procedure thoroughly, we were
ready to present it to the customer.
Using the editor, a bilingual employee
of that organization was able to make
changes to the Portuguese text to make
them more “Brazilian” while consulting
the original English text. After receiving
the file, we easily uploaded the modified file into SQL Server.
Figure 5 summarizes how we now
exchange translated HTML data
between the product database management system and the customer.

are confronted with similar problems
when moving translated data:
■■don’t worry, a data exchange problem always looks bigger than it really is
■■ part of the solution might be
available for free

■■ a few small issues will invariably crop up — don’t panic; they have
solutions
■■ you can be happy with an outcome that meets only 80% of the
initial requirements. [M]

Wrapping it up
While it is not likely that you will
encounter exactly the same issue with
translated data that we did, there are
some things to keep in mind if you
April/May 2016
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European Language
Industry Association
The European Language Industry Association
(Elia) is a nonprofit, pan-European forum of
translation, localization and interpreting companies. With a clear mission to promote and
facilitate business development, professional
standards and the language industry as a whole,
Elia creates events and initiatives to support
members from throughout Europe and beyond.
Elia is a community of peers with an atmosphere
that fosters open exchange and discussion. Share
the enthusiasm! Be part of the Elia family and
grow together.
Elia, Doncaster, United Kingdom, +39 345 8307084
Email: info@elia-association.org
Web: www.elia-association.org

LocWorld

LocWorld 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 LocWorld 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
Email: info@locworld.com, Web:http:// locworld.com
Ad on page 71

Consulting Services
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
Seattle, WA USA, 206-494-4686
Email: info@gala-global.org
Web: www.gala-global.org
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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 Minneapolis, MN USA
612-986-3108
Email: info@localizationguy.com
Web: www.localizationguy.com

Desktop Publishing

Global DTP

Global DTP s.r.o., based in the Czech Republic, offers professional multilingual desktop
publishing and media engineering solutions to
the localization industry. Over the past twelve
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. Due to our extensive experience in localization and knowledge of the
prepress, media and publishing industries, our
team of 20 in-house professionals handles more
than 1,000 projects every year. Our core services
are multilingual desktop publishing, multimedia
engineering and testing.
Global DTP s.r.o. Brno, Czech Republic, +420 603 574 709
Email: 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
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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, Email: info@across.net
Across Systems Inc. Glendale, CA USA, 877-922-7677
Email: americas@across.net, Web: www.across.net
Ad on page 45

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, Email: adapt@adapt-localization.com
Web: www.adapt-localization.com
Ad on page 55

Alliance Localization China (ALC)
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, Email: info@star-group.net
Web: www.star-group.net
Ad on page 12

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 (ALC) Beijing, China
86-10-8368-2169
Email: contact@allocalization.com
Web: www.allocalization.com

Total Solutions for Your Business

E4NET is a total localization solutions provider,
specialized in Asian localization covering all
major Asian languages (including Korean, Japanese, Simplified/Traditional Chinese, Thai and
Vietnamese) as well as all other regional tier 3
languages. We have 20+ years of extensive and
successful localization production experience
with many major projects for customers such as
Google, Facebook, Microsoft, Oracle, HewlettPackard, LG Electronics, Panasonic, IKEA and
more. E4NET specializes in the fields of IT, but
our service also covers other industries such as
medical/health care, travel, fashion, games, financial, governmental and automotive. We continuously develop and apply innovative leading-edge
technology such as MT throughout our production process, and also provide associated services
to maximize production/service efficiency.
Languages: 60+
E4NET Co., Ltd. Seoul, South Korea, 82-2-3465-8500
Email: l10n@e4net.net, Web: www.e4net.net

Localization Services

ADAPT Localization Services

ADAPT Localization Services offers the full range of
services that enable clients to be successful in international markets, from documentation design through

April/May 2016
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Precision Matters in Translation

For over 17 years, EC Innovations has specialized
in customized solutions and subject matter expertise to fit almost any budget for most industry
verticals. Originally known as a supplier to suppliers, ECI has quickly become one of the fastest
growing language service providers in the marketplace. Today, EC Innovations has grown into
14 strategically located global offices with 300+
full-time employees offering full localization support into 60+ languages. EC Innovations continues
to build upon its reputation as a customer-centric
organization focused on high-quality standards,
technological creativity and value-added services
to accommodate any type of localization program.
Languages: All
EC Innovations, Inc. Wilmington, DE USA, 312-863-1966
Email: info@ecinnovations.com
Web: www.ecinnovations.com
Ad on page 20

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.
Languages: Greek
EuroGreek Translations Limited London, United Kingdom
Athens, Greece, 30-210-9605-244
Email: production@eurogreek.gr
Web: www.eurogreek.com
Ad on page 59

GlobalWay Co., Ltd.

GlobalWay, a leading localization company in Korea,
provides professional localization and globalization
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services with exceptional quality and also offers a
wide range of content and document management
services including voiceover, testing and DTP. We
have highly qualified in-house linguists who translate and review a variety of content with professional
knowledge. Our experienced engineers and project
managers can help you to get exactly what you want.
GlobalWay and its partners worldwide are ready
to support your growing business and localization
tasks. Feel free to contact us for more information.
Languages: Asian and European
GlobalWay Co. Ltd. Seoul, South Korea
+82-2-3453-4924
Email: sales@globalway.co.kr, Web: www.globalway.co.kr

iDISC Information Technologies

iDISC, established in 1987, is an ISO 9001 and
EN 15038 certified language and software company based in Barcelona with branches and teams
in Argentina, Mexico, Brazil, Bolivia and Guatemala. We have dedicated teams for web content,
software localization and translation of technical,
business, automotive, biomedical and marketing
documents. Our software development engineers and translation teams provide high-quality
and on-time production solutions that are costefficient, flexible and scalable.
Languages: Spanish (all variants), Portuguese (all variants), Catalan, Basque, Galician, Valencian, K’iche’, Quechua, Aymara, Guarani
iDISC Information Technologies Barcelona, Spain
34-93-778-73-00, Email: info@idisc.es, Web: www.idisc.es

Languages: All
Moravia IT, LLC
USA Newbury Park, CA USA, 805-262-0055
Email: info@moravia.com, Web: www.moravia.com
Europe: 420-545-552-222, Email: europe@moravia.com
Ireland: 353-1-709-9822, Email: ireland@moravia.com
Asia: 86-25-8689-6500, Email: asia@moravia.com
Japan: 81-3-3354-3320, Email: japan@moravia.com
Argentina: 54-341-481-2992
Email: argentina@moravia.com
Ad on page 72

NZTC Pasifika

NZTC Pasifika is a division of New Zealand-based
global language service provider NZTC International and is dedicated to the languages of the
Pacific Islands including Samoan, Tongan, Fijian,
Cook Islands Māori, Tokelauan, Niuean, Kiribati
and Tuvaluan. With three decades of experience,
NZTC International offers foreign-language desktop publishing, software and website localization,
interpreting services, subtitling and voiceovers, and
is also a leading provider of translations for New
Zealand’s indigenous Māori language. We offer
other language service providers and clients an unrivaled base of target-market cultural and linguistic
knowledge.
Languages: New Zealand Māori, Samoan, Tongan,
Fijian, Cook Islands Māori, Tokelauan, Niuean, Kiribati and Tuvaluan
NZTC International Wellington, New Zealand
+64 4 801 4814
Email: sales@nztcpasifika.com
Web: www.nztcpasifika.com

Moravia IT, LLC

Moravia is a leading globalization solution provider, enabling companies in the information
technology, eLearning, 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.

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
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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.
Languages: Greek
ORCO S.A. Athens, Greece, +30-210-723-6001
Email: info@orco.gr, Web: www.orco.gr

Europe: London, United Kingdom, 44-7890-290123
Email: mark-stephenson@to-in.co.jp, Web: www.to-in.com
China: Shanghai, China, 86-21-3222-0012
Email: shen-yi@to-in.co.jp, Web: www.to-in.com

Ushuaia Solutions
Localization and
Globalization Partner

Saltlux is a language service provider that specializes in supplying Korean, Japanese, S-Chinese, T-Chinese and other Asian languages. Our
services encompass translation, localization,
DTP, MT post-editing, planning and writing of
technical manuals. We have extensive experience in medical equipment and pharmaceutical
products, cosmetic and cosmeceutical products,
IT, software, electrical, automotive and technical
industry, and so on. With 36 years 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
Email: tcsales@saltlux.com, Web: www.saltlux.com

TOIN Corporation

TOIN has achieved a 50-year track record of excellence by, as our clients say, being consistently “present” to meet their needs. TOIN offers a spectrum
of translation, localization and consulting solutions to Global 1000 companies across a range of
industries including automotive, IT, telecommunications, life sciences, eLearning, 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, Japan, 81-3-5759-4353
Email: toshihito-hattori@to-in.co.jp, Web: www.to-in.co.jp
North America: Minneapolis, MN USA, 1-612-986-3108
Email: aki-ito@to-in.co.jp, Web: www.to-in.com

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 costeffective budget. Customizing its processes, Ushuaia
assures project consistency and technical and linguistic accuracy, thus reducing clients’ time-to-market.
Ushuaia combines state-of-the-art technology with
top-notch experienced native translators, editors and
software engineers. Our mission is to work together
with our clients, thereby creating a flexible, reliable
and open relationship for success.
Languages: Spanish (all varieties), Portuguese (Brazil)
Ushuaia Solutions Rosario, Argentina, 54-341-4493064
Email: info@ushuaiasolutions.com
Web: www.ushuaiasolutions.com
Ad on page 10

Vistatec

We have been helping some of the world’s most
iconic brands to optimize their global commercial
potential since 1997. Vistatec is one of the world's
most innovative, progressive and successful localization solutions providers. Headquarted in Dublin,
Ireland, with offices in Mountain View, California,
USA. Think Global.
Languages: All
Vistatec
Europe: Dublin, Ireland, 353-1-416-8000
North America: Mountain View, CA USA, 409-898-2364
Email: info@vistatec.com
Web: www.vistatec.com
Ad on page 18

WISE-CONCETTI

(Vnlocalize) is the most renowned localization
supplier in Southeast Asia. We don't just want
to be the most reliable language service supplier

but a professional company that provides our clients with real added value and the highest level of
satisfaction. Why choose us for localization and
translation services? More than 80 linguists in four
offices: Vietnam, Thailand, Indonesia, Malaysia;
audited company with ISO 9001:2008 certification;
full localization service: translation – engineering
– testing.
Languages: Eight
WISE-CONCETTI LTD Hanoi, Vietnam, +84-4-2221-1927
Email: bill@vnlocalize.com
Web: www.vnlocalize.com
Ad on page 59

Nonprofit Organizations

The Rosetta Foundation

Access to information is a fundamental and universal human right. It can make the difference
between prosperity and poverty, freedom and
captivity, life and death. The Rosetta Foundation is a nonprofit organization registered in
Ireland promoting equal access to information
and knowledge across the languages of the world.
It maintains the Translation Commons (www.
trommons.org) matching nonprofit translation
projects and organizations with the skills and interests of volunteer translators.
Languages: All
The Rosetta Foundation Dublin, Ireland
+353-86-7851749
Email: info@therosettafoundation.org
Web: www.therosettafoundation.org

Translators without Borders

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: 11
Translators without Borders Paris, France, 33-1-55-28-88-09
Email: twb@translatorswithoutborders.org
Web: www.translatorswithoutborders.org
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Turnkey Language Solutions

Global Language Solutions (GLS) is a full-service ISO
9001:2008 and EN 15038:2006 certified translation
and interpreting company delivering solutions in over
100 languages. GLS provides turnkey project management, culturally and linguistically accurate document
translations, website localization, multilingual typesetting/graphic design, linguistic validation, conference
interpreting and voiceovers. The company's clients include leaders in the medical devices, pharmaceutical,
health care, financial, legal, manufacturing, marketing
and technology industries. GLS is a WBENC-certified
Women's Business Enterprise (WBE) with offices in
Asia, Europe, South America and the United States.
Languages: More than 100
Global Language Solutions Irvine, CA USA
+1 949-798-1400
Email: info@globallanguages.com
Web:www.globallanguages.com

Recruitment

Anzu Global

We offer a matchmaking service to language providers looking to sell their business with language
providers looking to buy businesses.
Anzu Global MA, USA,978-897-2990
Email: mklinger@anzuglobal.com
Web: www.anzuglobal.com
Ad on page 59

als 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 Vienna, Austria, 004 31 253 5352
Email: info@kaleidoscope.at, Web: www.kaleidoscope.at
Ad on page 9

Translation
Management Systems

Plunet BusinessManager
Multiple Platforms

Plunet develops and markets the business and workflow management software Plunet BusinessManager
— one of the world’s leading management solutions
for the translation and localization industry. Plunet
BusinessManager provides a high degree of automation and flexibility for professional language service
providers and translation departments. Using a webbased 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
Email: info@plunet.com, Web: www.plunet.com
Ad on page 49

Terminology Management
Wordbee Translator
Web-based

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, individu-
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Wordbee is the leading choice for enterprises and
language service providers that need to save money
and make their company run more efficiently.
Wordbee has the most complete feature set of any
cloud solution: project management, portal, business analytics, reporting, invoicing and a userfriendly translation editor. Tasks such as project and

workflow setup, job assignment, deadline calculation, multiple phase kick-offs and cost management
can all be automated in the collaborative translation
platform. Also, the Beebox connects CMSs, DMSs
or any propriety database source with the TMS of
the translation vendor or internal translation team.
Languages: All
Wordbee Soleuvre, Luxembourg , +352 2877 1204
Email: info@wordbee.com, Web: www.wordbee.com

XTM: Better Translation Technology
Multiple Platforms

XTM is a fully featured online CAT tool and translation
management system available as a pay-as-you-go SaaS
or for installation on your server. Built for collaboration
and ease of use, XTM provides a complete, secure and
scalable translation solution. Implementation of XTM
Cloud is quick and easy, with no installation, hardware
costs or maintenance required. Rapidly create new
projects from all common file types using the templates
provided and allocate your resources to the automated
workflow. XTM enables you to share linguistic assets
in real time between translators. Discover XTM today.
Sign up for a free 30-day trial at www.xtm-intl.com/trial.
Languages: All Unicode languages
XTM International Gerrards Cross, United Kingdom
+44-1753-480-469
Email: sales@xtm-intl.com, Web: www.xtm-intl.com
Ad on page 27

XTRF Translation
Management Systems
Multiple Platforms

XTRF provides a global management system for
translation agencies and localization departments.
It is a user-friendly and highly customizable webbased collaboration platform for a company's clients, vendors and managers. Available as SaaS or
installed on-premises, it streamlines all daily activities, supports project management, invoicing,
quoting, ISO 9001 reports and CRM. With rich
APIs, integrated with CAT tools and accountancy
software it reduces administrative costs and project
overhead by automating workflows and repetitive
tasks. With a tool designed by translation and localization professionals supported by a great team
of IT and business consultants, XTRF is ready to
become your technology partner.
XTRF Kraków, Poland, 48-12-255-14-80
Email: info@xtrf.eu, Web: www.xtrf.eu
Ad on page 28
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Ciklopea is one of the leading translation and localization services providers in the region of South
East Europe (SEE) specialized in translation projects, interpreting and localization into the languages of the South region (Croatian, Slovenian,
Serbian, Bosnian, Macedonian, Montenegrin,
Albanian, Bulgarian and Romanian). Our fields
of specialization are manufacturing, consumer
products, engineering, industry, technology, IT,
medical, pharmaceutical, health services, life sciences, law, economics, business, finance, insurance, marketing, PR, communication and tourism.
Ciklopea is certified in accordance with ISO 9001:
2008, EN 15038:2006 and ISO 27001:2005.
Languages: More than 25 languages
Ciklopea d.o.o. Zagreb, Croatia, +385-1-3751736
Email: info@ciklopea.com, Web: www.ciklopea.com
Ad on page 59

When it comes to translation,
we hear you
Delivering results, solutions and resources to vendor
managers, project managers, production managers,
directors and C-level executives of MLV language

service provider companies. On-time and on-budget. Polish and other CEE languages. 35,000,000+
words translated and localized. 25,000+ projects
completed. 25+ fields of expertise covered. 5+ types
of content covered. 200+ LSP-MLV customers
served. 250+ end-clients' content dealt with. 200
actively collaborating linguists. No more headaches,
no more after hours. Ten years and counting.
CONTRAD Olsztyn, Poland, +48 89 614 11 00
Email: info@contrad.com.pl, Web: www.contrad.com.pl
Ad on page 7

Diskusija – Translation
and Localization
Diskusija is a regional LSP specializing in the languages of the Baltic countries and Central, Eastern
and Southeastern European languages. Our core
business is serving other LSPs. If you need translation into any of these languages, we are ready to help
in whatever way suits you best. Your goal to provide
your customers with the best services is our goal! We
always try to be an extension of our client’s team in order to understand the requirements and the working
style, to find the best solutions together, and, in other
words, to become real partners. If you are looking for
a flexible, adaptable partner, we are your choice.
Languages: Baltic, Central, Eastern and Southeastern European languages
Diskusija Vilnius, Lithuania, 370-5-2790574
Email: diskusija@diskusija.lt, Web: www.diskusija.lt

Asianlization with HansemEUG

With more than 180 trained in-house staff and
EN15038 and ISO9001 certification, HansemEUG has become the largest LSP in Korea.
Specialized in Korean, Chinese, Japanese, Vietnamese, Thai, Malay, Indonesian, MEA and African languages, HansemEUG provides a one-stop
solution with a broad spectrum of language services including: HQAS (Hansem Quality Audit
Services) with a medical advisory board, expedited services with in-house DTP production,
MT engine optimization, data solution and system development, technical authoring and consulting services for Chinese GB compliance. Our
headquarters and sales office are located in Korea
and the UK, and a language center is in Vietnam.
Languages: Korean, Japanese, Chinese, Vietnamese, Thai, Indonesian, Malay, Lao, Arabic, Farsi, Hebrew, Central Asian and African
HansemEUG, Inc. Suwon-si, Gyeonggi-do
Republic of Korea
Korea: +82-(31)-226-5042, Email: info@ezuserguide.com
UK: 44-(20)-8644-8685
Email: michael.stephenson@ezuserguide.com
N. America: +1-(800)-532-4176
Email: overseas_sales@ezuserguide.com
Web: www.ezuserguide.com
Ad on page 19

Educators:

We want to help you
help your students.
Help your students to better understand
the intersection of language, technology
and culture via timely articles written by
experts around the world. Provide them
with a digital subscription to MultiLingual
with our compliments.

Contact us at subscriptions@multilingual.com
to learn more about utilizing MultiLingual
in your classroom and preparing your
students for their careers.
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LinguaLinx Language Solutions, Inc.

LinguaLinx is a leading provider of global content
and language translation 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.
To learn more, visit lingualinx.com.
Languages: All
LinguaLinx Language Solutions, Inc. Troy, NY USA
518-388-9000
Email: info@lingualinx.com, Web: www.lingualinx.com

Lionbridge

Lionbridge enables more than 800 world-leading
brands to increase international market share, speed
adoption of products and effectively engage their customers in local markets worldwide. We provide translation, online marketing, global content management
and application testing solutions that ensure global
brand consistency, local relevancy and technical usability across all touch points of the global customer
life cycle.  Using our innovative cloud technologies,
global program management expertise and our
worldwide crowd of more than 100,000 professional
cloud workers, we provide integrated solutions that
enable clients to successfully market, sell and support
their products and services in global markets.
Languages: All
Lionbridge Waltham, MA USA, 781-434-6000
Email: hello@lionbridge.com
Web: www.lionbridge.com
Ad on page 29

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
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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, Netherlands
+31-71-5680862
Email:info@medilingua.com
Web: www.medilingua.com
Ad on page 59

Rheinschrift Language Services

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 Language Services Cologne, Germany
+49-(0)221-80-19-28-0, Email: contact@rheinschrift.de
Web: www.rheinschrift.de
Ad on page 17

Sandberg Translation Partners Ltd

With 20 years’ niche experience, Sandberg Translation Partners Ltd (STP) is one of the world’s largest
and best-established translation companies specializing in work into the Nordic languages and into
English. Known for our reliability, service and linguistic quality, we translate more than 50 million
words every year – mainly for other translation
companies. Our large teams of qualified in-house
translators and skilled project managers offer high
levels of capacity, quality and customer service. And
our expertise in language technology allows us to
work with virtually all CAT tools and file formats.

Contact us today for a free project consultation.
Languages: Danish, English, Finnish, French, German, Icelandic, Norwegian, Swedish
Sandberg Translation Partners Ltd
Whiteley, United Kingdom, +44-1489-660140
Email:info@stptrans.com, Web: www.stptrans.com
Ad on page 54

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 eLearning materials. Our inhouse 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
Email: info@spansource.com, Web: www.spansource.com

Tetras translations

Tetras is headquartered in Munich, operates in Europe and America with five locations around the
world and has been a service provider in the technical translation, interpreting, localization, DTP and
technical documentation sector since 1998. Today,
Tetras works with translators, proofreaders, experts
and academics from more than 40 countries around
the world, employs internal translators for many languages and has more than 1,500 satisfied customers.
Our translators have years of experience in the electrics, mechanics, hydraulics, pneumatics, machine
and computer software, physics and chemistry fields,
as well as a wide range of knowledge of various technological processes. Our translation agency specializes in technical translations in Eastern and Western
European, Scandinavian and Asian languages.
Languages: More than 40
Tetras translations, Munich, Germany, +49 89 716 7216 30
Email: tetras@tetras.de, Web: www.tetras.de
Ad on page 30
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TripleInk Multilingual
Communications

As a multilingual communications agency, TripleInk
has provided industrial and consumer products
companies with precise translation and multilingual
production services for audio-visual, online and
print media since 1991. Our experience in adapting
technical documentation and marketing communication materials covers a wide range of industries,
including biomedical and health care; building and
construction; financial services; food and agriculture; high-tech and manufacturing; and hospitality
and leisure, as well as government and nonprofit organizations. Using a total quality management process and state-of-the-art software and equipment,
our team of foreign language professionals delivers
the highest quality translations in a cost-effective
and time-efficient manner.
Languages: All major commercial languages
TripleInk Minneapolis, MN USA, 612-342-9800
800-632-1388 Email: info@tripleink.com
Web: www.tripleink.com

Translation Tools

Kilgray Translation Technologies Ltd.
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 clientserver 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 Ltd. Béke sugárút, Hungary
+36-30-383-9435, Email: sales@kilgray.com
Web: www.kilgray.com
Ad on page 11
software.com Web: www.madcapsoftware.com

Memsource

Memsource is an API-enabled translation environment that supports over 40 file formats. It includes
translation memory, integrated machine translation and terminology management, in addition to
a web-based and desktop translator’s editor. Some
of the world’s leading translation buyers as well
as translation providers use Memsource for their
mission-critical projects. In total, more than 40,000
Memsource users translate over 100 million words
every month. Memsource offers powerful features,
yet it is lightweight, intuitive and fast.
Languages: All
Memsource Prague, Czech Republic, +420 221 490 441
Email: info@memsource.com, Web: www.memsource.com

SDL Language Solutions

SDL Language Solutions offers a unique language
technology platform — from translation memory
productivity tools for the individual translator
to collaboration software for project managers,
from translation management solutions for LSPs
to cloud-based machine translation for corporate
localization teams. You are not just investing in
a market-leading translation productivity tool
when you buy SDL Trados Studio, you are investing in a CAT tool that integrates with the full SDL
language technology platform including the new
innovative Language Cloud. Find out more from
www.translationzone.com.
Languages: All
SDL Language Solutions
Maidenhead, United Kingdom, +44-1628-417227
Email: swhale@sdl.com
Web: www.translationzone.com
Ad on page 2

Find us
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@multilinualmag
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Takeaway

The translation leverage model
For many years now we have heard of the tripod model for translation
services, with the three legs representing price, quality and turnaround
time. Conventional wisdom has long argued that these factors were interdependent. For example, you could reduce the price, but that would affect
the quality or the speed.
However, the three-legged model
is due for a major revision. The “leverage” model of service is now the
dominant paradigm in the translation
industry, creating less interdependence of price, quality and speed.
What do I mean by “leverage”? I mean
the ability to use linguists, processes
and technology to deliver improvement in quality, consistency and speed
as usage increases over time.
First, let’s consider a more traditional translation workflow.
1. Client emails a document to the
language service provider (LSP) and
requests a quote.
2. A project manager (PM)
receives the document, does a word
count, calculates a cost, creates a
quote document and returns that to
the client.
3. The client approves the quote.
4. The PM searches for available
translators, negotiates a price and
then assigns the project.
5. The translator receives the document, translates it and returns it.
6. The PM sends the file to another
translator for quality assurance (QA).
7. After QA, translation goes back
to the PM.
8. The PM does a final check
including checking layout, and then
returns the document to the client.
Each step in this process requires
the manual work of either a PM
or translator, and there is no use of
technology to create leverage. Fur-
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thermore, since different translators
are used for each new project, their
brand-specific linguistic knowledge
is inefficient.
However, if you were to utilize
a system whereby the client simply
uploaded a document, then received
an automated word count and quote,
there would be a substantial savings of
time and cost. Taking it a step further, if
the file was automatically run through
the client’s translation memory (TM)
to produce a weighted word count
quote, and then forwarded to a predetermined pool of translators who were
all familiar with the client’s preferred
style and terminology, you’d have a
more efficient translation process.
This probably seems like a commonsense use of commonplace technology
and processes to most readers. However, it’s surprising how many companies still don’t use processes like this.
Let’s look at a more complicated
example. In this case, the client
is translating web content into 15
languages on a daily basis and uses a
content management system (CMS)
to organize the company’s content.
The LSP employs a fairly sophisticated translation management system
(TMS) to automate much of the work.
1. Client uploads file package to
the vendor’s TMS.
2. The file is automatically parsed
into individual files for each language
and each file is run through the
respective TM for that language.

Mark Shriner has held senior
executive positions in the
localization industry.

3. The client automatically receives
a quote and the files are automatically forwarded to a preset pool of
translators who all have access to the
client’s TM, glossary and style guide.
4. After the translation is complete,
the file is automatically forwarded
to a human QA checker, and then
through an automated QA process.
5. The file is then automatically
returned to the client’s CMS, where
end content is automatically created
and sent for a final internal review.
In this example, the automated
processing saves time and money,
and reduces opportunities for errors.
In fact, the more work that is done,
the larger the TM becomes, and the
greater the leverage. By using the same
pool of linguists who become increasingly familiar with the client’s content,
the linguistic quality and turn-aroundtime will also continually improve.
In the old three-legged paradigm,
a client might be at risk any time
someone offered them a reduced
word rate. Under the leverage model,
clients will see increasingly better
quality and pricing the longer they
work with a given LSP. This makes
the relationship between the two
parties “stickier." In fact, given the
current transparency in the market
for word rates and salaries, it’s almost
impossible for any one company to
continually outperform the competition under the three-leg model. [M]
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“The future is already here —
it’s just not evenly distributed.”
William Gibson

Future products
are going to be
shaped by feedback
from international
consumers.
Embedded within every market’s sea of user
generated content are rich insights for your
product strategy — if only you could isolate them.
Yet broad-scale machine translation of the world’s
social media and user forums merely converts
noise from many languages into a large pool
of noise in your home language. Tomorrow’s global
leaders are the ones who can spot these brilliant
insights within volumes of local content, and
systematically analyze, translate, and incorporate
good feedback into a global growth strategy.
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