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From the editor

We are all familiar with the old 
skull and crossbones symbol. To 
most of us it even succeeds to 
deliver the intended message: 
Caution: Poisonous substances! 
However, as research reveals, the 
toxic symbol might not indicate the 
same meaning to those who need to 
be protected the most, namely chil-
dren. Quite contrary: As the skull 
and crossbones symbol has been 
exploited in movies, cartoons, com-
mercial products and amusement 
parks, kids are likely to associate 
the symbol with happy, exciting 
things like pirates and adventure. 
In the United States, the “Mr. Yuk” 
graphical image of a green face with 
a highly disgusted impression is 
gaining wide acceptance although 
the symbol is protected by copy-
right and cannot be used without 
a license. Despite its ambiguous 
meaning, the skull and crossbones 
remains the only standard symbol 
for poison.

The example reveals how difficult it 
is to develop symbols for universal 
use. Of course, things become even 
more complicated as we try to con-
sider different cultures or religions. 
Understandably, many interna-
tional corporations shy away from 
the task of developing interna-
tional icons. Often, they spend huge 
amounts of money translating their 
written content, but leave their 
visuals untouched. In our focus 
story we take a look at some exam-
ples of truly global icons and reveal 
what needs to be considered when 
using visuals for global audiences 
(page 10). 
Quality assurance (QA) is the sec-
ond topic of focus of this tcworld 
issue. Leonid Glacychev draws an 
analogy between the translation 
market and the market for used 
cars and introduces a comprehen-
sive QA model (page 14).
Kumar Dhanagopal describes a 
method of measuring the quality 
of a document based on editorial 
comments (page 18). 
Arabic is the fifth most-spoken lan-
guage in the world today, based on 
the number of speakers. Localizing 
into Arabic is becoming increas-
ingly important for international 
corporations. Mohamed Hassan 
gives an introduction into the Ara-
bic language and business culture 
(page 26).
Gerald Salisbury reveals how enter-
prises can protect themselves from 
liabilities due to translation errors 
(page 21).
Sita Bhatt and Sunita Shelar give 
reasons why technical commu-
nicators might be best suited to 
introduce a social network within 
their enterprise (page 24).
Last but not least, Rebecca Petras 
takes us back to the roots of locali-
zation and how to reach interna-
tional audiences (page 29).

The resounding success of last 
year’s tcworld India conference 
has prompted tekom to organize a 
second tcworld India in partnership 
with the Technical Writers of India 
(TWIN). In two interviews with the 
tcworld magazine tekom’s manag-
ing director Dr. Michael Fritz re-
veals his fascination with the Indian 
technical writer community while 
TWIN founders Akash Dubey and 
Gururaj B.S. give their account on 
the market developments in India 
(page 32). For those of you who 
will be attending the tcworld India 
in Bangalore this year, we hope 
you have an enjoyable and fruitful 
conference!

Corinna Melville
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Of power adapters 
and language 
quality assurance
It is not easy to measure the quality of trans-
lations. Our author Leonid Glacychev intro-
duces a comprehensive Qa model.

page 14

Localizing visual content
While standardization bodies often take years 
to develop icons for global use, many corpo-
rations forego the task of internationalizing 
or localizing their visual content. However, 
visual material - properly adapted to the 
recipient - can break the language barrier and 
make readers understand information in a 
more intuitive way.

page 10

Arabic in a nutshell
With more than 300 million speakers around 
the world, the arabic language certainly can’t 
be dismissed by global organizations. Here is 
an introduction to the arabic language and 
business opportunities in arab countries. 

page 26
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Assessing the impacts 
of the Euro crisis 
on your enterprise
With extreme uncertainty plaguing 

all enterprises operating in the 

Eurozone, executives must act 

immediately to safeguard their en-

terprises from the risks of govern-

ment/bank default, euro break-up, 

counterparty bankruptcy and 

employee/customer distress. 

“Unlike recent economic difficul-

ties, today’s crisis has the potential 

to totally undermine the Eurozone, 

the whole EU and beyond,” said 

Andrea Di Maio, vice president and 

distinguished analyst at research 

firm Gartner, Inc. “Spurred on by 

the pervasiveness of the Internet, 

the crisis negatively affects every 

enterprise or individual doing busi-

ness in or with the region.”

Gartner analysts said there are four 

broad challenges that the Euro 

crisis raises:

Challenge 1: market volatility

Most enterprises are burdened 

with significant numbers of 

bureaucratic processes and 

latent decision-making mecha-

nisms. Today’s market conditions 

require business and government 

executives to radically restructure 

their business practices. “Change 

management capabilities will be 

critical. The foundation to achieve 

effective change management will 

demand information, analytics, HR 

flexibility and a more decentralized 

command-and-control manage-

ment structure,” Mr. Di Maio said.

Challenge 2: capital costs

The costs of and access to capital 

across Europe will likely continue 

to worsen until there is a significant 

redress in structural imbalances 

between countries and organiza-

tions. Unwillingness or inability 

to write off debt and restructure 

public- and private-sector balance 

sheets is a substantial barrier to 

market efficiency. Lines of credit 

will likely become uncertain or 

removed, forcing corporations to 

reduce inventory. 

“If a market meltdown occurs, then 

critical resources and supplies may 

be at risk. Executives must develop 

contingency plans to ensure multi-

ple backups.”

Challenge 3: 

human capital management

Millions of people are out of work 

in Europe. Formal government 

austerity packages and informal 

corporate restrictions on salaries, 

benefits and working conditions, 

combined with high costs of living, 

are stressing workforces. This situa-

tion is compounded by retirement 

funding shortfalls, extensions 

in the working age and loss of 

benefits. “Business executives face 

significant HR issues in terms of 

rewarding and motivating staff, 

securing funds to hire appropriate 

new talent, and dealing with the 

personnel hardships of individuals 

entering the work environment, 

which impair productivity,” Mr. Di 

Maio said. “They must also plan for 

retention issues of foreign workers 

moving to better opportunities 

or the removal of non-EU work 

permits and visas in response to 

political backlash from rapidly ris-

ing unemployment, resulting in a 

‘brain drain’.”

Challenge 4: risk management

The capital markets (and many 

corporations) believe that the risk 

of government and counterparty 

default is substantial. Receivables 

management is being stressed, 

and the likelihood of internal 

and external fraud rises. From an 

IT standpoint, operational risk 

is heightened via issues such as 

changes in contractual obligations 

and business continuity. Added to 

this is the continued increase in 

regulatory compliance initiatives 

across industries, which exacerbate 

the pressure on audit and risk 

management assessments and 

workflows. 

www.gartner.com
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Plunet offers 
interface for memoQ 5

Plunet has released the latest version of Plu-
net businessManager, its leading business and 
translation management system. The new Plu-
net release will feature a much simpler system 
for managing and processing translation pro-
jects. It offers an expanded dynamic interface 
to memoQ server 5.0, allowing project manag-
ers to easily create, control and handle entire 
memoQ translation projects within Plunet.  
 

www.plunet.de

Promoting data security 
in outsourcing

The International association of Outsourcing 
Professionals® (IaOP®) has joined with the Data 
Security Council of India (DSCI) to promote 
data protection and security in the outsourc-
ing industry. The groups will work together to 
bring the latest information on data security, 
best practices, standards and thought leader-
ship to outsourcing professionals worldwide. 
 

www.iaop.org

Janus WorldWide 
and asia online Join forces

Janus Worldwide and asia Online have signed 
an agreement to engage in the joint develop-
ment of an automated translation solution 
for translations from english into russian. 
 

www.janusww.com

author-it cloud

author-it Software Corporation (aSC) has 
launched author-it Cloud, making their end-
to-end enterprise authoring Platform available 
as Software as a Service (SaaS). beside cost-
savings the benefits of the author-it Cloud 
enterprise authoring Platform include quick 
deployment of the service, higher flexibility 
and constant access to the latest update. au-
thor-it will continue to support its traditional 
on-premises software for clients who prefer it. 
 

www.author-it.com

Best practices for 
centralizing translation
Language service provider In Every Language 

has released a free white paper describing the 

benefits and best practices of consolidating 

translation. 

As businesses and organizations focus on reduc-

ing unnecessary administrative costs, centralizing 

and consolidating translation is a vital step. How 

can you tell when your translation approach out-

grows your business demands? What should you 

keep in mind when considering a transition from 

a decentralized to a centralized process?

In many siloed organizations, we often see the 

purchase of translation organized in a variety of 

ways, exhibiting some of the following criteria 

when translation is considered an after-thought:

·  Limited or nonexistent performance & ROI 

metrics

·  Inconsistent brand messaging

·  Siloed efforts

·  Excessive spending related to duplication of 

efforts

·  Inconsistent quality

·  Multiple buyers

·  Inconsistent or nonexistent training for buyers

·  Limited or nonexistent collaboration between 

suppliers

Upon examining its process, Microsoft discovered 

150 employees spread across three business 

segments annually spent $18 million with 54 dif-

ferent suppliers. After streamlining translation to 

one department, the company initially saved $12 

million, with continued savings of $3 million each 

additional year.

3M, before streamlining, had relied upon bilingual 

employees to translate projects, so the average 

translation took 6-30 months to complete. Trans-

lation projects are now completed by profession-

als and only take 2-3 weeks.  This has enabled 3M 

to increase ROI through quicker product launches 

and has allowed their employees to go back to 

the jobs they were initially hired to do.

While most businesses still view the purchase of 

translation as an expense versus a profit driver, 

forward-thinking business leaders leverage 

translation and localization as key, growth ena-

blers. Many businesses are exploiting localization 

services to ensure translated messages accu-

rately convey the customs, norms, tastes and 

perceptions of the target market. Best practice 

companies view translation as a digital asset and 

store it in a central repository, just as they value 

their money and keep it in a bank. By centralizing 

translation, businesses can ensure their transla-

tion partner understands the brand platform 

and knows how to incorporate it seamlessly into 

communications for any audience.

www.ineverylanguage.com

Image: Monika Lassaud
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tion Interoperability committee, ISO TC 37 SC 3, 

OAXAL, and OpenTM2.

Through regular updates on a new GALA online 

portal, the Initiative will be able to keep inter-

ested parties aware of the activities of the various 

standards bodies and will be able to gather 

industry feedback to share with those bodies. 

GALA provides regular updates through free we-

binars and our new monthly standards mailings.

Model Service Elements

The localization industry struggles to define its 

most basic activities, leading to a widespread 

lack of understanding about services, confus-

ing pricing models, poor quality, and other 

problems. The GALA Model Service Elements 

project is working to overcome these issues and 

to define both standard industry services and 

the business resources needed to support them 

such as model RFPs, SLAs, and contracts. These 

resources will help promote pricing transparency, 

quality outcomes, and customer satisfaction. The 

Model Service Elements project aims to issue its 

first public release of definitions for core industry 

activities with the accompanying business 

resources by March 2012. 

Linport

The Language Interoperability Portfolio (Linport) 

project is a joint effort between the GALA 

Standards Initiative, the Brigham Young Univer-

sity Translation Research Group (TRG), and the 

European Commission’s Directorate General for 

Translation (DGT). Linport is defining a standard 

“container” for sending and receiving translation 

materials to help overcome the current fragmen-

tation of the industry in which each tool has its 

own, incompatible package format. Linport has 

recently seen close collaboration with various 

branches of the European Commission and is 

currently in discussion with Interoperability. Its 

committee is currently working on defining a 

preliminary Linport format to support bilingual 

translations, with the goal of later expanding to a 

broader framework. 

For more information:

www.gala-global.org/gala-standards-initiative

standards@gala-global.org

Based on discussions at these events, the GALA 

Standards Initiative is now focusing its efforts on 

three core projects:

Coordination and education 

There is an ongoing need for coordination 

between standards bodies and education about 

their activities. The Initiative is serving on major 

committees to represent industry perspectives 

and helping coordinate activities between 

groups such as the new ETSI Localization Indus-

try Standards Industry Specification Group, the 

XLIFF technical committee, the Unicode Localiza-

The last few months have been busy ones for 

the GALA Standards Initiative. It has made a 

lot of progress on activities and seen consider-

able interest from professionals and companies 

around the industry. In the second half of 2011, 

the Initiative was represented at a number of 

localization-oriented conferences where GALA 

was able to inform the broader community 

about its activities and about standards-related 

topics in general. As a result, new volunteers 

and supporters have become involved, and 

over 600 people have signed up to participate 

in the GALA Standards Initiative mailing list.

Image: Liu Bing

Update on the GALA 
Standards Initiative 
The GALA Standards Initiative has streamlined its approach to focus on two core pro-

jects, Linport and Model Service Elements, and continues activities to coordinate and 

educate on the work of key standards bodies. 
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TAUS, an innovation think tank and interoper-

ability watchdog for the translation industry, has 

launched the TAUS Tracker, a free online directory 

of translation and language technology tools. The 

Tracker provides granular up-to-date informa-

tion on over one hundred tools across twelve 

categories.  

The industry resource helps all users from the larg-

est organizations through to translators and the 

most specialized researchers to find solutions and 

share feedback on experiences using an open and 

trusted platform. 

“It is a great pleasure to launch this TAUS mem-

bers’ inspired service. I look forward to continuous-

ly expanding the range and depth of information 

provided. By simply providing a decent set of well-

documented directories we are helping to bridge 

the gap between leading-edge research and 

industry. Next up is a whole range of monolingual 

tools, which are increasingly becoming significant 

for optimizing translation automation solutions,” 

says Dr. Maxim Khalilov who is responsible for 

research and development at TAUS. 

“The Tracker is a perfect complement to TAUS 

Labs and underlines our long-standing commit-

ment to ensuring the informed use of translation 

and language technology,” adds Rahzeb Choud-

hury of TAUS.

www.taustracker.com  

Kilgray TranslaTion Technologies’
 User conferencefourth

9-11 May, 2012
Budapest, Hungary

Industry trends. Workshops. Networking.

www.memoqfest.org www.kilgray.com sales@kilgray.com 

Join us!

fesT

Image: Oleksiy Mark

TAUS launches the TAUS Tracker
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Localizing visual content
While a lot has been said about the translation of the written word, the localization of graphic material including 

illustrations, figures and tables is still not clearly structured in many organizations. We often find that visual content 

is not localized at all. Are international organizations simply lacking the know-how and resources for the accurate 

localization of visuals or is visual content understood on a global level?

Image: Juergen Priewe
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By Corinna Melville

Surely there is no need to introduce you to 

the “running man”. We all know him: The green 

matchstick figure escaping the imaginary 

inferno through a bright white gate to safety. 

Why do we all know him? Because the running 

man is a rare example of a truly global icon – an 

image understood by men and women from 

Tokyo to Tunis, from Rio to Reykjavík, rich and 

poor, well-educated or illiterate.

What you might not know about the faceless 

fellow is that he is of Japanese origin. In 1980, 

the Fire and Disaster Management Agency 

of Japan found itself in need of a symbol that 

could be understood by anyone at a glance 

– including foreigners – and thus proposed 

an emergency exit sign to the International 

Organization for Standardization (ISO). A 

green-colored sign was approved as a graphical 

symbol for guiding people to safety. Member 

countries agreed that this sign was suitable 

because it is clearly visible even in smoke-filled 

air and the green figure conveys quick but calm 

action. Today, some countries use slightly differ-

ent versions of the “running man”, but this sign 

is used all over the world.

In the case of global icons, simplicity isn’t found 

easily. As Hisaaki Kato from the ISO/TC145/SC2 

JSSA Committee (dealing with signs, shapes, 

symbols and colors) can tell you, an incredible 

amount of thought goes into the develop-

ment of such visuals. “We need to think about 

whether or not such symbols can be under-

stood as a natural reflex, what kind of action 

can be expected of people who see them, and 

if the symbol conveys the same information to 

people from different cultural backgrounds.”

As a result, the approval of any new symbol 

at ISO takes at least two years. “When a new 

item for standardization is submitted, member 

countries decide by vote whether or not it is 

necessary to standardize this item. The submit-

ted item is adopted as a matter for standardiza-

tion only after it is deemed as necessary,” Mr. 

Kato explains.

At least 300 participants from three or more 

countries and from different cultural back-

grounds are required to conduct the testing 

of a new symbol. The test persons write down 

unreservedly their views on the meaning of 

the symbols presented to them. Only symbols 

that achieve a comprehension test score higher 

than 80% are submitted as a draft, which will 

then be subject for an international vote. 

a picture is worth 
a thousand words
In technical communication, the benefits of 

graphics such as figures, tables and images 

as well as layout and creative design, are well 

acknowledged. Not only can visuals break the 

language barrier, they also have the effect of 

making readers understand information in a 

more intuitive way and help them memorize 

this information.

In addition, visual elements can reduce the 

amount of text, thus improving the efficiency of 

translation. 

Ryuta Masuyama from the Sony Corporation 

in Japan explains that Sony in many cases only 

translates the text, while the same illustrations 

and layout are used for manuals in all lan-

guages. “It is necessary to devise an innovative 

method of creating illustrations and layout of 

manuals that all global users can understand.“ 

Cultural sensitivity has top priority when it 

comes to the development of such visuals 

for global use: “We must be careful about 

using illustrations that portray human beings, 

especially women, and animals and we must 

also prevent biased use of different races. Such 

issues can be avoided by making the illustra-

tions more abstract.” 

An example of how people can be illustrated 

in a neutral manner is shown in the picture 

below.

Pictograms 
and Ideograms
Pictograms are often the simplest way to convey 

a message, many times even more plain and 

effective than the written word. A pictogram is an 

image that represents an object. Generally, picto-

grams can be understood regardless of someone’s 

native language or degree of literacy. We can find 

many examples of pictograms in airports. To help 

manage the flow of large numbers of people 

through transportation hubs, the US Department 

of Transportation developed an entire system of 

signage symbols, which were made available for 

free to encourage their worldwide adoption. Any-

one in the world familiar with a drinking fountain 

should recognize the respective pictogram. 

An ideogram, on the other hand, is a character or 

symbol representing a complete idea or concept. 

The “no-smoking”-sign is a familiar ideogram, 

which is used globally. The circle and bar configu-

ration have acquired the universal meaning of NO 

through use and acceptance.

“The most important factor is that everyone who 

sees a picture derives the same meaning from 

it,” Hisaaki Kato of ISO continues. “When pictorial 

symbols are standardized for the drawings of pic-

tograms, there is no cause for misunderstanding 

since these pictograms themselves are descrip-

tive. There is no determinable element, however, 

Sony aims to illustrate people in a neutral manner. © 2011 all rights reserved by Sony
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for the drawings of ideograms, and there is a lot 

of difficulty in expressing an idea with a picture.”

Japan was the first country to introduce a graphi-

cal symbol system, which presently contains 300 

registered pictorial symbols. These symbols were 

originally developed for persons with intellectual 

disabilities. However, it was soon revealed that 

these same pictorial symbols were also very 

effective for visitors from abroad. Therefore, the 

title was changed from “pictorial symbols for 

helping persons with intellectual disabilities” to 

“pictorial symbols for communication support.”

“We spent three years to standardize the pictorial 

symbols for ideograms that could be understood 

by anyone,” explains Mr. Kato. “I hope you under-

stand how difficult it is to create symbols.” 

Visualization 
from a uI perspective
Let’s now take a look at a field that has a pro-

nounced experience regarding the deployment 

of visuals: The design of user interfaces (UI) and in 

particular graphical user interfaces (GUI). 

A graphical user interface allows users to interact 

with electronic devices using images instead of 

text commands. Compared to the graphical sym-

bols described above, there is one clear advantage 

when it comes to developing graphical elements 

for a GUI: Most objects represented by the visual 

elements are part of the product. Therefore, in 

many cases there is no need to take into account 

the cultural background of the user.

Masami Maekawa of Sosa Design, Inc. has years of 

experience designing user interfaces.

“In order to express a particular function in visual 

form, we often use the image of a descriptive item 

as a metaphor of the function so that this function 

can be presented to a user in an easy-to-under-

stand manner. For example, the illustration of a 

floppy disc is used to indicate the “save”-function, 

while the illustration of a printer is used to indicate 

the “print”-function,” he explains. 

“When the relationship between a function and an 

image used as its metaphor is already established 

as a de facto standard as in the abovementioned 

functions, there will be no problems. If it is not a de 

facto standard, however, sometimes cultural and 

regional influences may be imposed on the visual 

with regards to its shape and color. Therefore, cau-

tion is necessary for visualizing the information for 

global users,“ Mr. Maekawa continues.

In cases where no singular icon has been estab-

lished as a de facto standard, a visual needs to be 

created following a thorough testing process. Sosa 

Design develops UI prototypes, observes user 

reactions and conducts interviews. 

Special care also needs to be taken where several 

graphical symbols are available that indicate more 

or less the same function for different product 

fields. “It is important to understand the context of 

use, including cultural and regional background, 

user-oriented attributes as well as the application 

field of the product, when expressing a function in 

visual form,” Mr. Maekawa states.

Then, of course, there are those cases where one 

visual is deployed for different functions…

The infamous x-mark
Hardly any symbol is deployed in such contrasting 

and manifold ways than the x-mark. In Windows 

it is used for closing a window, although the Win-

dows guideline indicates that it should be used for 

an error dialog. Apple uses the x-mark for cancella-

tion. In Japan the x-mark is used to indicate a bad 

example, whereas the O-mark (a circle) indicates a 

good example.

Does this seemingly confusing (over-)use of the 

x-mark call for standardization or are users suffi-

ciently experienced in understanding the different 

meanings of the symbol within its context? 

“ISO 3864-3 defines the design of graphical 

Two famous examples for pictograms: Anyone around the world familiar with a drinking fountain or an 
escalator should recognize these pictograms. Source: www.aiga.org/symbol-signs

An ideogram is a sign or character representing an idea. It can demonstrate the perils of tipping a vend-
ing machine or request visitors to not smoke in a specific area. Source: designhistory.org/symbols.html
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symbols in detail. This standard also stipulates 

that representation methods can be flexible as 

long as the meaning of a graphical symbol is 

not misunderstood, despite the fact that the 

international standards are basic guidelines,” 

explains Hisaaki Kato.

“ISO defines the combination of a red circle with 

a backslash (diagonal line running from top left 

to bottom right) as a prohibition sign. On the 

other hand, standalone backslash and cross 

symbols are defined as a negation sign for the 

guide route symbol. There is a difference in the 

meanings of the words ‘prohibition’ and ‘nega-

tion’. The word ‘prohibition’ implies the act of 

preventing something and ‘negation’ implies de-

nial of something. There is a nuance of meaning 

between these two words. The ‘negation’ sign 

is basically used for manner signs. Therefore, 

these signs must be used selectively in a manual 

depending on whether they concern human life 

or property. The ×-mark is used in the ‘negation’ 

sense to indicate an error and cancellation.”

The synonymous use of the x-mark and the tick-

mark (✓) can cause further confusion. We find 

the x-mark is used for filling out a check box just 

as well as the tick. 

“Discussions regarding the use of the ×-mark 

and tick for the check purpose have just started 
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at ISO,” Mr. Kato explains. “The ×-mark and 

tick-mark are treated equally on a global level 

at present and this state of flux is creating a 

controversy. Japan is taking a stand in opposing 

the registration of a tick-mark as an international 

check-mark. The Japanese position is based 

on two reasons: 1) the Japanese recognize the 

tick mark as a sign in a document but not as a 

symbol and 2) the Japanese cannot determine 

whether or not a tick mark indicates the con-

cept of “yes” (agree) or “no” (disagree). The issue 

of the ×-mark and tick-mark is currently under 

discussion and we cannot expect an answer 

anytime soon.”

But one thing is for sure: The running man will 

still be around.
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Of power adapters and lan-
guage quality assurance 
It all started with my modest desire to purchase a backup power adapter for my notebook to avoid carrying it between work and 

home. Reasoning that notebooks come and go, and their tips are notoriously incompatible, I decided to get myself a universal 

one with multiple tips and searched through amazon.com. Imagine my amazement at seeing 

prices for these small, mundane, almost indistinguishable electronic devices rang-

ing between a very affordable $7 and an impressive $50, let alone brand adapters 

that could easily top $100! What was even more intriguing was that user ratings were 

varied wildly for most items that anyone cared to leave feedback for, and there was 

hardly any correlation between price and user rating (i.e. perceived quality).
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By Leonid Glazychev

In the translation industry we also see 
significant price variations (though, luckily, 
on a smaller scale) and even more serious 
variations in review ratings. You have to 
wonder: Is there a real, pressing need to 
measure language quality and if so, is there 
an objective and viable method of measur-
ing it? 

The “lemon market” trap

To better understand the QA issue within 
the translation industry, my colleague and 
Logrus co-founder Serge Gladkoff has 
drawn a parallel to a different market:
The term “lemon” is strongly associated 
with the US car market, where at a certain 
time the quality of cars was bad enough 
to call for a special legislation protecting 
consumers. The term “lemon market” was 
coined by the economist George Akerlof 
and depicts the so-called information asym-
metry, which occurs when the seller knows 
more about a product than the buyer.
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materials, low entry cost (tempting thousands 
of amateurs), an incredible level of segmenta-
tion (when it becomes almost impossible for 
the translator to understand the context), free 
crowdsourcing alternatives, etc. The only dif-
ference is that we are not talking about the loss 
of $15 in the worst-case scenario, but about far 
more important implications and consequences.
When considering typical feedback related 
to translation quality, one can’t miss another 
surprising parallel with power adapter 
reviews: While some of it is quite legitimate 
and substantiated, most feedback comes from 
in-country offices or in-house employees who 
happen to know the language in question, or 
from a randomly-chosen reviewer who was 
asked to take a look at the translation. Most of 
these people are competent in their profes-
sional area, but they are neither linguists nor 
translators. More than that, they are typically 
unfamiliar with existing terminology glos-
saries, unaware of inter-product compatibility 
or legacy-related issues, are doing their review 
from scratch, i.e. without any support materials 
or formal guidelines, and tend to introduce a 
strong taste-based flavor into their reviews. As a 
result, a significant part of the language quality 
feedback obtained using traditional methods 
produces results that may be logical, but are 
anything but objective. Getting back to the 
analogy discussed earlier, the reviewers are bas-
ing their judgment on the exterior of the power 
adapter and its ability to provide 19V DC alone, 
rather than subjecting it to a series of objective 
certification tests. 
While the “more for less” slogan has never 
been more popular, the sad reality is that one 
typically can’t get more for less without major 
breakthroughs, which are not too frequent. 

The concept in brief: As far as the buyer can’t 
reliably measure the quality of the item (a car, a 
power adapter or a translation), he will assume 
that the item is of average quality. Hence, this 
buyer will only be ready to pay an average price 
for the item, which in turn leads to a situation 
where items of significantly higher quality 
won’t achieve a high enough price to make sell-
ing them worthwhile. The withdrawal (or mar-
ginalization) of high-quality items reduces the 
average quality of items on the market, causing 
buyers to revise their expectations downward 
for any given item. This, in turn, motivates the 
makers/owners 
of moderately 
good items not 
to sell, and so 
on. Thus, there 
will always be 
an incentive for 
sellers to pass off 
low-quality goods or services as higher-quality 
ones and a distinct advantage for some vendors 
to offer low-quality goods or services to the 
less-informed segment of a market. 
Now, let’s go back to real life and start with 
laptop power adapters and the abovementioned 
user review mess. As we see, what’s happen-
ing is the exact consequence of information 
asymmetry, i.e. we are trying to rate the quality 
of goods/services without being able to analyze 
truly important factors. When I get a power 
adapter I can assume with confidence that most 
adapters, irrespective of their price, were assem-
bled at an obscure factory somewhere in China. 
I can also check some basic things: whether it 
has a tip that fits my laptop, whether it works 
at all, and whether it overheats dramatically or 
dies within the next several days. My review 

would therefore be based on these obvious 
aspects. However, my scientific background 
tells me that I am actually missing the main 
point. What does really matter in the long run, 
regarding the quality and reliability of my 
power adapter? The quality (and source) of 
its circuitry and parts, a proper design taking 
into account power dissipation, the soldering 
(automated rather than manual to avoid fu-
ture oxidation), etc. Can I measure these fac-
tors by any means under normal conditions? 
No! So my guess about the device’s quality/
longevity will, at a closer look, remain just a 

wild guess. 
When buying 
the adapter I 
will most likely 
think: $7 seems 
to be margin-
ally low, $50 is 

way too much, 
and most of them cost below $25, so $15 will 
probably get me a decent one. And I might 
be totally wrong, because this estimate might 
prove too low to get a reliable adapter made 
of robust parts at a clean, automated factory 
with full-scale quality control. This is a lemon 
market: average values are absolutely decep-
tive and I’m not choosing between good and 
bad, but between multiple lemons!
Sounds too familiar? That’s because over 
the last ten years the translation market has 
evolved exactly into a market for lemons. 
This is due to a number of factors, including 
enormous pricing pressure from clients (who 
are typically much bigger than vendors in a 
B2B market), unlimited recycling (giving a 
new life to erroneous or obsolete translations) 
and abundance of poorly post-edited MT 

The sad reality is that in most cases 

customers get a well-disguised less for less.

Dokuwerk KG | Friedrichshafen | Germany
www.dokuwerk.de | Tel.: +49 (0)7541 /37514-0

We speak all languages.
Above all yours.

Your products should be understood worldwide and this is something that requires 
professional translation management. Irrespective of whether you need manuals, 
catalogues or advertising text translated - we will translate your content into 
every target language. CAT tools guarantee consistency and will help you to save 
costs and we can offer advice on everything associated with translation processes, 
terminology and relevant tools. For improved corporate communication and 
sustained quality of translation.

DokuAZ_Sprache_210x70tcworld_ENG_1211.indd   1 20.12.2011   15:14:44 Uhr



strategy

February 2012 February 2012   16 17

This is especially true if more than one 
computer is required or the setup is quite 
sophisticated. Goals and methods, as well 
as software, are quite different.

3.   Finally, it may seem logical if a single 
vendor performs both translation & LQA. 
But there is a good chance that borderline 
LQA results would be “adjusted” (these 
results are often near or below the ac-
ceptable level in the lemon market case). 
Also, in some cases LQA results would 
be “covertly” taken into account during 
the correction stage, but not fully logged 
to avoid negative perception at the client 
end and to improve the overall picture. 
In other words, even if both services are 
separated at the administrative level, the 
issue of failed QAs tends to become politi-
cal in large projects. And it often results 
in a significant share of errors either fixed 
“through the back door”, bypassing the 
QA, or simply left unlogged. Formally, 
everything is fixed, but it completely de-

diagnosis, and then start the treatment. 
The combination of LQA and editing is 
only viable short-term, but will not work 
as a permanent solution because if one 
vendor translates materials, and the other 
performs QA and editing, then there is 
no hope for quality improvement at the 
source. Continuing the medical analogy, 
if a chronic condition is the consequence 
of a lifestyle, treatment will not produce a 
permanent cure.

2.   It is also tempting to combine LQA and 
functional testing, because it is assumed 
that native speakers see more errors as 
they have a better understanding of the 
language, and because both tasks seem to 
blend well. But in reality, a native speaker 
who also has a thorough technical un-
derstanding for installing or configuring 
the software properly, checking all cases 
without missing anything, reporting bugs 
according to standards, etc. would be an 
extremely rare combination of talents. 

In most cases, customers quite expectedly get 
a “well-disguised less” for less. How can one 
survive with dignity on the lemon market and 
still buy translations of good quality? Only by 
eliminating this information asymmetry. In our 
case this means getting professional, thorough 
and objective, independent language quality 
reviews that bring both confidence and peace 
of mind and help avoiding costly errors. 

What is Language Quality Assurance?

Language Quality Assurance (LQA) refers 
to the assessment of the linguistic quality of 
materials based on international and industry-
wide standards as well as the client’s standards, 
requirements and guidelines. Primarily, this 
relates to two things: terminology and style on 
one hand, and quality metrics and criteria on 
the other.
The idea that any translator or editor can 
become a reviewer overnight is an illusion, 
and a dangerous one. Such instant conversions 
provide the unprofessional reviews discussed 
earlier. In reality a lot of specific training is re-
quired, as well as a specific mindset. A reviewer 
can’t fix errors or improve whatever he finds 
necessary. Instead, he has to:
·   Follow a complete set of formal rules
·   Use formal feedback forms correctly
·   Follow very specific and often rather peculiar 

guidelines for each job, as LQA requirements 
and guidelines might differ for various clients

·  Apply strict evaluation metrics, and suppress 
all emotions 

·  Either ignore or impose style-related consid-
erations depending on the client’s require-
ments

·  Conduct reconciliation discussions with the 
translator

It’s worth mentioning that LQA is not sup-
posed to improve materials or fix errors. It is 
simply expected to give us a reliable estimate 
of how good or bad the materials in question 
are. Despite this trivial definition, we’ve come 
across multiple cases where client expectations 
related to LQA were quite different:
1.   The most common belief is that LQA will 

not only assess quality, but also fix prob-
lems, which is actually a hybrid of LQA & 
editing. Editing to LQA is like treatment to 
diagnosis. You first need to make a good 

In his paper “The Market for Lemons: Quality Uncertainty and the Market Mechanism” economist 
George Akerlof discusses the phenomenon of information asymmetry, which occurs when the seller 
knows more about a product than the buyer. Whether buying a used car or a translation service one 
problem is always the same: You don’t realize its faults until after you bought it.
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evaluations are not completely objective, 
each particular evaluation is NOT as ac-
curate and bullet-proof as the one based on 
objective criteria. For this reason I would 
strongly discourage anyone from combining 
these two categories. 
Let me provide a simple illustration: Intel-
ligibility of the text as a whole (which falls 
under the expert-based category) is a major 
criterion by itself and overrides any other 
valuations. If the user can’t understand the 
text, everything else becomes irrelevant.  
Since the evaluation according to these 
criteria is not objective, exact score rating 
might vary from expert to expert. I suggest 
rating it as pass/fail to eliminate incompre-
hensible or inadequate texts. 

2.   Select relevant objective criteria, clarify defi-
nitions and assign weights to different error 
categories to calculate an integral objec-
tive quality assessment. There are multiple 
models on the market, including the one 
developed by Logrus, and all of them use 
relatively similar criteria. The acceptance 
threshold may vary depending on the goals 
and expectations.

3.   All subjective complaints related to style 
and other nuances should be consistently 
ignored. 

Combine this recipe with representative sam-
pling, and you get a more or less objective and 
robust quality model that is widely applicable. 

Applying the model

First we generate a single, integral expert 
opinion-based criterion based on all expert-
level (semi-objective) criteria, including 
intelligibility, fluency, adequacy etc. and set the 
“pass” threshold. If the text is not intelligible 
or adequate, it doesn’t make sense to delve 
deeper into details. Let me remind you that 
expert ratings are not completely objective, and 
there is a grain of subjectivity in each of them. 
We should be thinking about this subjectivity 
and natural variance of results when setting 
the threshold. So, for example, when I am 
setting the threshold to 7 out of 10, it actually 
means that I expect the average good result to 
be around 8.5, and allow another 1.5 points 
to cover the natural imperfections related to 
subjectivity. 

feats the purpose, because both QA results 
and the initial quality assessment might be 
seriously skewed.

Building a comprehensive QA model 
Let’s now outline an approach to measuring 
quality. As far as language quality is concerned, 
all of us have heard horror stories about unfair 
treatment, abhorrently skewed reviews, etc., 
and many of them are true! Therefore, I have 
divided all criteria that might be used for 
measuring quality into three categories:
·   Objective criteria are the ones that are 
universally recognized, univocal, and easily 
applicable. All violations/deviations can be 
clearly described and proof is universal, 
one doesn’t need to know the language to 
understand marked errors. Typical exam-
ples include spelling and grammar, country 
standards, adherence to terminology and 
style guides, etc. Two people doing the same 
review based on objective criteria only will 
most probably come to the same results. Most 
objective criteria are applicable at a very low 
level, such as separate words or sentences.

·  Subjective criteria cover preferential, taste-
based, obscure arguments like the following: 
“I don’t like it”, “This is bad”, “Poor style” “It 
sounds better that way”… In all such cases 
one can’t clearly explain what’s wrong and 
why, and the feedback is not well-structured.

·  Expert opinion-based (semi-objective) 
criteria is a third, semi-objective category, 
based on the fact that LQA is, regretta-
bly, not all black and white. This category 
includes several important expert assess-
ments, including overall intelligibility of the 
text, adequacy or equivalence of translation, 
language fluency, etc. Is it likely that if a 
trained expert finds the text incomprehensi-
ble or discovers serious deviations from the 
original meaning, so will most other readers? 
Certainly. Expert opinion-based criteria are 
mostly applicable to bigger chunks of text, 
such as paragraphs or pages, rather than 
words or sentences.

Based on this categorization, one can offer an 
approach to building a comprehensive, fair 
and objective LQA system. 
1.   Select the expert opinion-based criteria 

and define a grading system. Since these 
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Secondly, we apply objective criteria to files 
that have passed the expert opinion barrier. 
These are already considered intelligible and 
adequate enough to talk about quality in more 
detail. As a result we get materials with two 
separate ratings: the integral expert rating, for 
example 7.8 out of 10, and the integral objec-
tive rating, for instance 8.6 out of 10.
For the files that passed the expert opinion 
barrier we can combine these two ratings if 
we really want a single indicator representing 
quality. One thing to remember is assigning 
a relatively low weight to the expert rating to 
avoid excessive sensitivity to subjective nu-
ances of that rating.
Last but not least: This approach works 
perfectly with MT-generated materials. The 
only thing one needs to do is adjust thresholds, 
lowering them accordingly.
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and, where required, take corrective 

measures to improve the writing. 

In addition, the metric, when col-

lected over a period of time and 

analyzed, could reveal anomalies 

and patterns in editorial behavior, 

which can be used to tune and 

strengthen the editorial process. 

This article describes a process for 

objectively assessing the overall 

severity of editorial feedback for a 

document.

The process can be used to 

distill hundreds of editorial review 

comments about a document 

into a single, quantitative metric 

indicating the overall quality of the 

document.

By Kumar Dhanagopal

The problem
Is there a way to summarize pages 

and pages of editorial review com-

ments into a single meaningful 

quality metric?

Such a metric would enable 

technical writers who own multiple 

documents to decide how much 

time they should set aside to revise 

each document that comes back 

from editorial review. The metric 

would also enable managers of 

technical publications departments 

to assess the overall quality of all 

the technical writers’ first drafts in 

the department. Technical writers 

and their managers can collect 

the metric over time and use it to 

identify trends in writing quality 

Image: pakhnyushchyy

Assessing the overall quality 
of a document 
based on editorial comments
Technical writers are often responsible for creating and maintaining multiple documents. In organizations where a formal editorial 

review is integral to the documentation process, technical writers who own multiple documents might need to address a huge 

volume of editorial input, often received late in the documentation cycle. What do all of those editorial comments, when taken as a 

whole, really mean in terms of the overall quality of the document? Lots of red ink might mean either that the document is in bad 

shape or that the editor loves to explain every comment, however minor, in great detail. On the other hand, a short comment buried 

on page 63 might turn out to be the single most important editorial value-add for the entire document!
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content, inconsistent content, and so on. As an 

editor marks up a draft, it should be a relatively 

simple task to annotate each comment to indi-

cate its category. The annotation could be in the 

form of a special color or code for each category.

After the comments have been suitably an-

notated with the appropriate categories, the 

annotations should somehow be amalgamated 

into a single rating—preferably numerical—that 

indicates the overall quality of the text. For this, 

each category must first be associated with a 

specific numerical weight based on the relative 

severity of the category. Note that this is a one-

time effort. Table 2 shows a sample scheme of 

weights:

Table 2.

A sample set of weights assigned to comment 

categories

The sample weights that I have assigned in Tab-

le 2 are based on my personal judgment of the 

relative importance of various categories of edi-

torial issues. I have provided them here merely to 

illustrate how the proposed method for calculat-

ing an overall quality rating works. According to 

this scheme, missing content is twice as severe 

as a grammatical error and four times as severe 

as a spelling error. Similarly, an error in content 

is five times as critical as a spelling error. The 

weights that I have assigned to the comment 

categories are admittedly arbitrary, but they 

are essential to convert the qualitative nature 

of each category description to a quantitative 

measure that indicates its relative significance.

The next step would be to multiply the number 

of comments in each category with the cor-

responding weight, sum the resulting values, 

and calculate the error intensity (comments per 

page). Table 3 illustrates this calculation.

that document 1 contains a higher number of 

critical errors, such as errors in logic and missing 

content. In addition, although document 2 

received more editorial comments overall, the 

comments were spread across double the num-

ber of pages than document 1. So the absolute 

total number of editorial comments cannot be 

used in isolation to infer the relative quality of a 

document.

Method 2 (request an overall quality rating 

from the editor) merely shifts the onus of as-

sessing the overall quality of each document 

from the technical writer to the editor. Editors 

typically edit multiple documents pertaining to 

diverse projects and operate under tight sched-

ules. It would be unfair to expect an editor to 

remember enough about each edited draft to 

be able to come up with an objective assess-

ment of each document.

 

Method 3 ( judge the quality by reading the 

editorial comments) is subjective, difficult, and 

time consuming, and therefore impractical.

The proposed 
solution
We need a method that combines the ease 

of method 1 with the qualitative merits of 

methods 2 and 3. The ideal method should, at a 

minimum, fulfill the following requirements:

·   The method should yield an objective overall 

assessment of document quality based on ed-

itorial comments. Objectivity can be achieved 

only when the method takes into account 

the following parameters when assessing the 

quality of a document: 

-  The relative severity of each individual edito-

rial comment.

 -  The error intensity: the number of errors per 

page or per 100 words. According to Donald 

S. Le Vie, this metric has a direct bearing on 

the quality (as measured internally, primarily) 

of a document.

·   The method should be reasonably easy to set 

up and use. 

The severity of an individual editorial comment 

can be assessed based on the category of the 

underlying issue: typo, grammatical error, viola-

tion of a style guideline, error in logic, missing 

Why the usual methods 
do not work
First, let us examine how technical writers 

typically try to gauge the overall quality of a 

document based on editorial comments. There 

are three methods:

Method 1: Count the total number of editorial 

comments.

Method 2: Request an overall quality rating from 

the editor.

Method 3: Judge the quality by reading the 

editorial comments.

Method 1 (count the total number of editorial 

comments) is easy to implement, but it does not 

help us assess the true quality of a document. It 

overlooks differences in severity between indi-

vidual review comments. Typos and grammatical 

errors, for example, are not as critical as missing 

and inconsistent content. It also ignores error 

intensity: the ratio of editorial comments to the 

size of the document in terms of word or page 

count. A 500-word draft that received 50 editorial 

comments is perhaps of a higher quality than a 

250-word draft with 40 editorial comments. 

Table 1 illustrates the pitfalls of method 1. 

Table 1.  

Assessing the relative quality of documents 

based on the number of editorial comments – 

an example

A simple count of the number of review com-

ments would indicate that document 2 (with 

23 comments) is probably of lower quality 

than document 1, but a closer look reveals 

Comment category Weight

Spelling error 1

Grammatical error 2

Violation of a style guideline 3

Missing content 4

Inconsistent content 5

Error in logic 5

Wrong content 5 

Comment type

Number 
of comments 

in document 1
(100 pages)

Number 
of comments 

in document 2 
(200 pages)

Typo 10 16

Violation 
of style guideline 
or 
grammatical 
error

5 5

Error in logic, 
missing content, 
or inconsistent 
content

6 2

Total number 
of comments

21 23
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change how you look at the review process. 

The work of setting up a process for assessing 

documentation quality based on editorial review 

comments does not end with defining comment 

categories, assigning weights, and designing an 

electronic workflow for capturing review com-

ments and calculating results. The data generated 

by the process over a period of time across several 

documentation projects should be stored, and 

the stored data should be analyzed. For example, 

the data might show that one editor consistently 

posts a relatively high proportion of comments 

on style violations. Further analysis might reveal 

that this editor focuses the editorial review on 

only style-related issues and does not actively 

look for errors, such as inconsistent content. In 

this situation, something has to change: if the 

seemingly anomalous behavior of the editor is 

what the company expects as the standard, then 

the weight for style-related comments should 

be increased; if, on the other hand, the particular 

editor’s behavior is indeed an anomaly, the editor 

should be asked to alter his focus suitably.
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review by multiple reviewers. The reviewers can 

post comments online, respond to comments by 

other reviewers, and assign a priority level to each 

comment. Converting the priority assignments to 

an overall rating at the document (step 4 in the 

above process) is the next logical step. Once that 

step is automated, technical writers who have to 

deal with and prioritize numerous editorial com-

ments on multiple documents can quickly assess 

which specific pieces of text (sections, chapters, or 

documents) they should devote their attention to.

a few words of caution
Any metric such as those described in this article 

(“weighted number of review comments” and 

“error intensity”) is, at best, a numerical approxima-

tion of an abstract value. These metrics can never 

replace the original abstract values because the 

transformation process involves assumptions and, 

to a certain extent, personal bias. 

For example, while assigning weights to the 

comment categories—1 for typos, 5 for missing 

content, and so on (Table 2)—I injected my per-

sonal judgment that an error of missing content is 

five times as severe as a spelling error or a missing 

preposition. In some situations, a misspelling or 

an omitted word (the word “not,” for example) 

changes the meaning of the text completely. In 

addition, from a localization perspective, a spelling 

error might be more critical than missing content. 

Geoffrey Hart says that each company and con-

text will have certain unique characteristics that 

As we can see from Table 3, although document 

1 has fewer editorial comments (21 in  total) 

than document 2 (23), the weighted number of 

comments for document 1 is significantly higher 

at 69, indicating that it received a relatively high 

number of comments that were severe in nature. 

In addition, in terms of error intensity, document 

1 scores 0.69 errors per page while document 2 

scores only 0.28. When choosing which document 

to take up first for post-edit revision, the technical 

writer can objectively select document 1 because 

it has the highest error-intensity number.

The method proposed in this article will work only 

in an electronic review workflow that supports the 

following activities:

1.   Technical writers submit documents for review 

electronically, preferably in a web-based 

environment.

2.   Editors post context-specific comments, also 

electronically.

3.   While posting comments, editors assign a se-

verity level number to each editorial comment. 

Each severity level maps, internally, to a specific 

comment category.

4.   The system calculates, dynamically, a weighted 

number of editorial comments based on the 

number of editorial comments at each severity 

level. 

Some companies have already developed 

proprietary solutions that support steps 1, 2, and 

3 of the above workflow. Oracle, for example, uses 

an internally developed web-based tool that al-

lows technical writers to submit drafts for parallel 
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Comment type
Weight

Document 1
(100 pages)

Document 2
(200 pages)

Number 
of comments

Weighted 
number

Number 
of comments

Weighted 
number

(A) (B) (A x B) (C) (A x C)

Spelling error 1 5 5 10 10

Grammatical error 2 3 6 4 8

Violation of a style guideline 3 2 6 3 9

Missing content 4 3 12 2 8

Inconsistent content 5 3 15 2 10

Error in logic 5 3 15 1 5

Wrong content 5 2 10 1 5

Total number of comments 21 69 23 55

Error intensity                69 / 100 = 0.69             55 / 200 = 0.28

Table 3. 

Calculating the relative weighted value of editorial comments – an example
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Translation and liability
Everybody who deals with translations and everybody in the language service business knows: When you pro-

cess translations without checking them you must take translation errors into account. Checking and proof-

reading outsourced translations is an important part of the language service supply chain. But what happens 

when a translation goes wrong? Printing costs for a company image brochure can easily exceed the transla-

tion costs by factor ten. And what happens when a user manual contains faults due to a translation error and 

users suffer injuries or even loss of life? Who is liable for the damages, who is responsible and how can interna-

tional enterprises protect themselves from huge liabilities due to translation errors?
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By Gerald A. Salisbury

exclusion of liability 
by the language 
service provider (LSP)
Many LSPs are trying to take the easy way out. 

Their General Terms and Conditions are not 

included in the contract, when they should be. 

A mere reference to a website is not sufficient. 

In addition, the definitions in these General 

Terms make things appear too simple: for ex-

ample, any form of liability is excluded, the li-

ability is limited to the volume of the purchase 

order or any liability claims are reduced to five 

days after delivery. The EU liability directives, 

for example, make such agreements obsolete 

in the first place. Consider the translation itself 

as a product. So, who is actually liable to which 

amount, under what conditions and when? 

The General Terms and Conditions alone need 

to be revised throughout the entire language 

service provider business. All buyers of lan-

guage services should examine if, in terms of 

liability risks, their purchasing regulations are 

compatible with these legal conditions and 

how they can be applied.

The contract between 
LSP and their client
Every client will eventually sign some kind of 

contract with his favorite LSP. This contract 

covers mainly prices and discounts. However, 

these issues alone leave plenty of room for 

marked improvements. What about the liabil-

ity? Where did this contract between the LSP 

and the client originate from? In most cases 

such a contract comes from the LSP and this 

is where one should watch out: The liability 

regulations in a contract originating from 

the LSP naturally reduce any kind of liability 

of the translator and most likely try to shovel 

the entire liability over to the client. If, and to 

what extent, this is legally valid depends on 

the different contract agreements. Is it really 

possible to limit the clients right to reject the 

delivery of a bad translation to five days? Can 

a few paragraphs in the contract really restrict 

the liability to the client? The answer is no. 

And when the client and the LSP are subject 

to a case of liability, they can both be liable: 

the client who did not proofread the transla-

tion of safety relevant documentations as well 

as the LSP, in case the translator did not do his 

job right. Even the freelancer who actually did 

the translation can be liable when it can be 

proven that his negligence of the job caused 

factual damage. Please note: Nobody must be 

liable – but all involved parties can be liable, it 

all depends on the individual case.

Insurance
Everybody seems to have some kind of 

insurance to fall back on: Companies that sell 

products usually have some kind of insur-

ance. The LSPs that deliver translations also 

have insurance. The freelance translators who 

actually do the translation have insurance 

or at least they say they do. But what exactly 

do these insurances cover? Can an engineer 

from Lisbon have an insurance for translation 

jobs in Germany? Many insurance companies 

demand some kind of official certification for 

translators, no matter how good their transla-

tion work might be. The question that remains 

is: Which insurance applies when there is some 

kind of damage resulting from poor transla-

tion quality? Will any insurance at all cover the 

damage? 

Damages resulting 
from a bad translation
Here is an example: a car manufacturer pur-

chases the translation of the owner manuals 

of his new car model from a language service 

provider. The Portuguese freelance translator 

does the translations for this LSP. The job is 

time critical, he has to work late hours and he 

has a few drinks while doing his job. Late at 

night he confuses “gas pedal” and “brake pedal” 

in the entire Portuguese documentation of the 

new car. What happens? A batch of new cars 

goes to Portugal with the incorrect translation 

in the documentation. Five cars get involved in 

serious accidents, because their drivers, after 

carefully studying the owner manual, stepped 

on the gas pedal instead of the brake. So who 

is liable? The drivers, because one should be 

able to assume that a person with a drivers 

license knows better? The translator, because 

the faulty translation was the result of severe 

negligence? The LSP because the project man-

agers skipped the proofreading phase due to 

a tight schedule? Or is the car manufacturer li-

able because he should definitely have known 

that a translation for 0.13 US$ per word could 

not be of superior quality? 

In this example the car manufacturer had no 

kind of documented translation quality control 

because the shareholders demanded a drastic 

slashing of the costs. The fact that everybody 

has insurance complicates things further: The 

translation error was not entirely the transla-

tor’s fault. It was the result of a corrupted 

translation memory, which had been included 

in the translation job. Yes, things can get com-

plicated. But you can be sure: When a liability 

case goes to court, the judge will most likely 

want to acquaint himself with the documenta-

tion. And if the documentation seems to be 

complicated and hard to understand, the jury 

will move one step closer to a “general mistake 

in the instructions”. In the case illustrated 

above, European jurisdiction might even have 

everybody in the process chain made account-

able, all the way down to the translator. And all 

insurance companies of the different parties 

involved in the process might have a laugh 

and waive any coverage of any liabilities. This 

example is drastic and fictitious. But it shows 

that much can go wrong in a translation 

process. 

So now what?
It is not enough to know about safety issues 

resulting from bad translations. And it is not 

enough to refer to some kind of insurance 

policy.

So how can one ensure that one will not be 

subject to some kind of liability issue in the 

first place? In the case of the freelance transla-

tor from Lisbon, the Portuguese subsidiary 
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important instrument for avoiding liabilities 

resulting from general mistakes in the instruc-

tions, is within the documentation itself: Make 

sure you have experienced and trained techni-

cal editors producing the documentation and 

that they have made it easy to understand. 

We all know that documentation dictated by 

engineers and developers may be filled with 

strange terminology and lengthy sentences. 

Such a documentation can definitely not be 

translated without errors, regardless of how 

good the translator might be and regardless 

of how many drinks he might have had or not. 

Also, check the contract situation between 

the enterprise and the LSP. For the exporting 

enterprise one should keep in mind that small 

steps in the right direction are better than the 

general negligence one can observe at the 

moment. A definite exclusion of liability will 

never be reached, but you can get close. Keep 

in mind that a court delivers a verdict - not 

necessarily justice. There is a difference. 

could have done the proofreading. But this 

would only have been possible if there had 

been a Portuguese subsidiary. The Portuguese 

manager could claim that he did proofread 

thoroughly. Moreover, he will normally tend 

to make a general complaint concerning the 

translation quality instead. And the LSP? In a 

case of severe negligence, how can the LSP 

protect itself and its personnel from liability?

One thing is clear: There is no standard solu-

tion. But when the manufacturer of the prod-

uct starts to put the risk resulting from transla-

tion errors into his overall risk analysis, he is 

moving in the right direction. The General 

Terms and Conditions LSPs present for transla-

tion jobs and the translation processes inside 

the enterprise itself should be documented. 

The risk analysis of the product itself should list 

translation errors as well. The awareness inside 

the enterprise will then quickly increase and 

the different countermeasures that need to 

be taken will surface by themselves. The most 
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By Sunita Shelar and Sita Bhatt

Typically, social networks build on the 

following concepts:

·  Relationships

·  Influence

·  Identity

·  Privacy 

An enterprise is a business organiza-

tion characterized by the fact that it 

embodies the outcome of an individ-

ual or group who sets up, invests and 

runs a business to generate income 

and employment for itself and others. 

The difference between social net-

works in the enterprise as compared 

to the outside world, is the way in 

which the abovementioned concepts 

are utilized. For the sake of simplicity, 

let’s call the social network in the en-

terprise EnterWork©. Once you “enter” 

the enterprise, you enter “work” and 

the socializing that gets effective in 

EnterWork© is the one that helps you 

work better.

relationships
Before we establish the EnterWork© 

platform that can be used for social 

networking in an enterprise, we need 

to understand the enterprise’s need 

to foster communication and relation-

ship-building. It is a well-known fact 

that the success of an enterprise lies in 

its communication strategy. Commu-

nication patterns in an enterprise are 

either hierarchical (top-down), central-

ized (decision-maker at the center) or 

decentralized (everyone talks to eve-

ryone). Each communication pattern 

builds relationships in different ways. 

Successful relationship-building in an 

enterprise is about adapting commu-

nication patterns to the needs of indi-

viduals and the work assigned to them.

Before setting up the EnterWork© plat-

form several factors for effective com-

munication need to be considered. 

For example, deciding whether there 

should be a discussion forum or an in-

stant messenger for support depends 

on some key factors. The determining 

factors for successful relationship-

building are based on:

·  The other person and their relation-

ship / position in the enterprise

·  The nature of content being commu-

nicated

·  The criticality of a response or deci-

sion to be taken 

·  The level of privacy requiredImage: iprostocks

Building a social network 
within an enterprise
Social networks abound in our virtual world. Social networking is not new to the human race. Technology has helped 

over the years to evolve the tools we use to communicate and to network socially. Social media networks allow for 

two-way communication between participants, thus fostering and encouraging relationships. Whether in the real or 

virtual world, we use the same behavior patterns to socialize that have evolved over thousands of years. 
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and to different domains, due to their 

extensive multi-tasking and multi-

impacts. Because EnterWork© allows 

users to personalize how they appear 

to others, it helps build their profes-

sional identity.

The TC’s inherent understanding of 

human behavior helps in designing 

profiles that appeal to individuals. His 

usability skills help operate the Enter-

Work© in such a way that users feel 

appropriately identified in the avatar 

they choose to work under, while still 

using the same EnterWork© identifi-

cation.

Privacy
Privacy is a process of managing 

boundaries in the outside world. This 

is even more difficult in an enterprise 

considering intellectual property 

laws and enterprise-specific guide-

lines on sharing and privacy. While 

privacy in the social media context 

is about controlling how much other 

users know about you, in the enter-

prise, it turns out to be a problem of 

transparency - how much needs to 

be shared, even when all the required 

data is available within the enterprise.

The EnterWork© needs to be abso-

lutely transparent and it is critical that 

want to take informed decisions, 

they face the problem that there is 

limited access to information. As a re-

sult users rely on other users to help 

take decisions. Certain enterprises 

have some advanced systems for 

data presentation and compilation. 

However, these tend to be discrete 

and scattered across domains and 

teams, again impacting the user ex-

perience.

Since TCs are skilled content admin-

istrators and aggregators, they can 

distill and make available content 

effectively, thus influencing decision-

making within the enterprise. This 

also enhances establishing any kind 

of communication pattern – hierar-

chical, centralized or decentralized. 

The EnterWork© should ideally show 

connections between individuals in 

an enterprise (up to three degrees) 

thus establishing identities, posi-

tions and connections. This in itself 

influences user’s behavior. Showing 

many opinions may result in few of 

them being influential.

Identity
In the enterprise, just as in the outside 

world, network users care a lot about 

how they appear to others. They think 

about how their communication or 

updates reflect about them. The most 

important thing to recognize and un-

derstand is that in an enterprise, users 

have multiple professional identities.

Research has indicated that status 

updates on social media sites sup-

port important communication and 

social functions. Users have four pri-

mary reasons for updating their infor-

mation:

·  to shape how others perceive them

·  to maintain and grow relationships

·  to share content that others might 

find valuable

·  to source information

One profile does not fit all the roles 

users play in an enterprise. They ap-

pear differently to different teams 

Who then, in an enterprise, is best-

suited to understand human behav-

ior, interact with multiple and chang-

ing relationships, simplify technology, 

decipher communication patterns, 

design an appropriate communica-

tion strategy and foster relationships 

to ensure healthy business growth?

This is where the technical communi-

cator (TC) role can lead. 

The TC acts as a bridge between the 

content, its creator and its consumer. 

It is therefore imperative that the TC 

has a thorough understanding of hu-

man behavior as well as the content. 

Without the TC these vital connec-

tions will not form. The differentiating 

attributes of an effective TC are:

·  Fearlessness to face technology to 

either use or explain it

·  Ability to write precisely and concise-

ly for the required EnterWork© 

·  Ability to detect content patterns 

and aggregate them for appropriate 

audiences

·  Ability to design information 

·  Patience in problem-solving/trouble-

shooting

·  Interviewing and listening skills

·  Usability and testing skills

The TC is best suited to generate, or-

ganize, publish and strategize con-

tent, and suggest an EnterWork© 

in an enterprise. EnterWork© is the 

platform used to foster the needs of 

an individual in the workplace and 

the needs of the enterprise to ensure 

maximum business benefits. In an en-

terprise, it’s significant to understand 

the type of relationships that are most 

important to encourage and design 

the EnterWork© tool accordingly.

Influence
EnterWork© is meant to encour-

age the free-flow of communication 

within an enterprise. This adaptive 

pattern is possible only when there 

is a well-thought out, researched and 

targeted communication strategy.  

When users within the enterprise 

TCs accommodate for this invaluable 

user need. Users need to fathom the 

impact of their actions in the Enter-

Work© clearly. And as content de-

signers, TCs need to do their best to 

make these things clear.

Privacy and trust are two sides of the 

same coin. If users trust the Enter-

Work©, they’ll contribute to it, they 

will use it to be more effective with 

their tasks and they will feed it with 

reviews and data to make it even 

more powerful and trustworthy. 

TCs are best suited to understand 

behavior, not technology. And En-

terWork© is more effective when its 

users start understanding that the 

EnterWork© designer cares about 

the communication that technology 

enables, and not just the bells and 

whistles technology brings.

In conclusion, the technical commu-

nicator seems to have an edge over 

other domains in the enterprise in 

designing and implementing Enter-

Work©. Ensuring social network at-

tributes like relationships, influence, 

identity and privacy are best suited 

for their enterprise, can be a TC’s core 

competency. And the direct goal of 

the TC should be to ensure that every 

professional’s answer to the question 

“What are you doing?” is “I’m Enter-

Working”. 
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  rabic in a nutshell
With more than 300 million speakers around the world, Arabic is a language that certainly can’t be dismissed by 

global organizations. Yet, many companies struggle with Arabic localization, the language’s right-to-left-format 

as well as other specialties that provide lots of challenges.

A

Image: pixpack
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By Mohamed Hassan

Arabic is one of the most widely used Semitic 

languages. It is an official language in 25 coun-

tries/states, mainly in the Middle East region. It 

is spoken by about 374 millions, making Arabic 

the fifth most-spoken language in the world, 

based on the number of speakers. It is also one 

of the six official languages of the UN. 

a brief history 
of the arabic language
Arabic is the only surviving member of the 

North Arabian languages used in the fourth 

century and is a descendant of the Classical 

Arabic language of the sixth century. The Arabic 

language was preserved because it is the 

language of Islam’s holy book “Al-Qur’an” and 

Islamic prayers cannot be completed without 

correctly reading parts of “Al-Qur’an”. Arabic is 

also used in prayers in some Christian churches 

in Arab regions.

Arabs now use the Modern Standard Arabic, 

which is the language derived from the Clas-

sical Arabic of “Al-Qur’an”. It is the language 

taught in schools and universities, and used by 

the media as well as in varying degrees in busi-

ness and government.

There are different spoken dialects among Arab 

countries to the extent that Arabs from the Gulf 

may not understand their peers from Morocco 

when they use their spoken dialects, but this 

does not apply to written Arabic. Modern 

Standard Arabic is the one written language 

that every Arabic person can understand.

The Hijri calendar (Muslim calendar) is a lunar 

calendar that consists of 12 lunar months, 

which makes a year of 354 or 355 days. The Hijri 

calendar is used as an official calendar in some 

Arab countries and is used to determine the 

date of many events and holidays in Arab and 

Muslim countries.

Weekends in Arab countries are different from 

Europe and the U.S.. The majority of Arab coun-

tries have Friday and Saturday as a weekend, 

others Thursday and Friday. Friday is a common 

weekend day across all Arab countries because 

Friday is a holy day for Muslims. Accordingly, 

the week starts either on Saturday in some 

countries or on Sunday in others.

Cultural aspects
Arab communities represent the majority of 

the Middle East region and these communi-

ties have a common distinct culture devel-

oped mainly by language, religion and major 

traditions of a conservative nature. There are 

differences in the level of openness between 

Arabic countries. Some are open, the majority 

is moderate, and others are conservative. Differ-

ent levels of openness are mainly represented 

within specific categories of the communities 

and regardless of these differences in openness 

there is still a common ground of traditions 

across all Arab countries. There are some cul-

tural restrictions on types of content and media, 

and in some countries these restrictions are not 

merely cultural, but also legal. 

Arabic culture is intrinsically linked to Islam, 

therefore, conservative values should be carried 

over into any advertising or marketing strategy 

that is to be implemented in Arabic cultures. 

For example, ads should focus on the quality 

and functionality of a product instead of mak-

ing comparisons with other products.

Linguistic challenges
In accordance with the above mentioned factors, 

localization of content requires taking special 

care of sensitive issues like photos, gambling, 

nudity as well as some other kind of content that 

is not acceptable for the majority of these com-

munities. So, the localization team takes on the 

critical role of bridging the cultural gap between 

Western and Arab communities, encouraging 

mutual understanding and resolving conflicts.

Localization and translation into Arabic requires 

understanding both the linguistic and cultural 

differences between Arabic and Latin languages. 

There are some notable features that differenti-

ate Arabic from Latin languages: 

 ١  The writing direction is right-to-left (RTL), 

horizontally.

 ٢  Arabic is a bidirectional language (BiDi), 

which means that in one sentence there may 

be both Arabic and Latin words each flowing 

in their correct direction RTL and LTR.

 ٣  Arabic requires logical-to-physical transfor-

mation algorithm where text is entered in 

logical order and the output appears in a 

physical order. Unicode layout algorithm is 

applied (Bi-Di).

 ٤  The Arabic keyboard has to have two 

languages, Arabic and English.

 ٥  More than one key stroke may be used to 

write one letter.

 ٦  The Arabic alphabet contains 28 letters 

plus 8 diacritics called in Arabic “Tashkeel”.

 ٧  The diacritics are used for correct pronun-

ciation since the same word may have 

different meanings or tenses.

 ٨  Diacritics are typed after each respective 

letter and appear above or underneath the 

letter. Font type affects their display.

 ٩  Arabic has no capitalization, alternatively 

single/double quotes may be used to com-

pensate the absence of the capitalization 

feature in Arabic.

١۰  The Arabic letters may be linked or sepa-

rate; in initial, final or medial position; or 

isolated. One word can contain five linked 

letters. Letters may also acquire different 

shapes according to their position in the 

word. Moreover, two letters may be com-

bined to give one shape.

١١  The fact that Arabic letters are linked to 

form words leads to another fact that acro-

nyms and abbreviations are not supported 

in Arabic.

١٢  Two numbering formats are used in Arabic. 

Contrary to Arabic letters, numerals are 

written left-to-right. The reading order of 

numbers whether Arabic or Hindi is also 

left-to-right (LTR).

١٣  There are two formats for calendars: Grego-

rian and Hijri (Islamic Lunar year).

١٤  Nouns have more than one form: singular, 

plural, dual. Each form differentiates 

between masculine and feminine. In other 

words, Arabic has six forms of the noun.

Technological 
challenges
Having a totally different nature compared to 

Latin languages, Arabic faces many challenges 

when it comes to technology. It usually requires 

special handling on all levels, starting from the 

layout of the software windows to the workflow 
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of Arabic Internet users has grown by 2,500% 

since the year 2000, and currently Arabic is 

the seventh most important language on the 

Internet based on the number of users. The 

Arabic market has an increasing demand of IT 

hardware and software, and lots of investments 

are made in sectors such as education, infra-

structure, health and real estate. Arabic govern-

ments are annually investing billions of USD in 

IT, automation, e-learning, e-government, and 

Arabic content programs. 

Recent revolutions (Arabic Spring) in many 

Arab countries were initiated by the youth  and 

are expected to bring up new revolutionary 

governments that will tend to re-construct their 

countries during the next few years. The youth 

and middle aged people who used the latest 

technologies in initiating and managing the 

revolutions are expected to use the same level 

of technology to build their dream countries.

training, and message appeals. Arabic commu-

nication relies on symbols, emotional resonance 

and language used to create social experience. 

Arabic culture is a high-context culture which 

depends on how much meaning is found in 

the context versus in the language. Thus, the 

listener must understand the contextual cues in 

order to grasp the full meaning of the message. 

The Arabic culture also prefers indirect, ambigu-

ous communication styles, and words may be 

tied more to emotions rather than concrete 

realities.

business opportunities
There is a rising demand for e-commerce and 

Arabic content services in the Arab world. 

According to Google, only 2% of web content 

is in Arabic, although Arabic speakers account 

for 5% of global Internet users. The majority of 

investments that emerge in the IT sector are 

related to developing content in Arabic and 

promoting e-commerce. In addition, there are 

also other fields with opportunities for growth, 

such as animation and mobile apps. There is a 

huge potential for the growth of Arabic mobile 

applications and localization in the MENA 

region (Middle East and North Africa) due to the 

following reasons:

  Most mobile applications today do not sup-

port Arabic encoding or Right-to-Left text. 

  Mobile apps with Arabic UI will be increas-

ing rapidly as smart phones (iPhone and 

BlackBerry currently lead the region’s market 

for smart phones) are growing in the Arabic 

market. Smart phones will have a 50% market 

share in the region by 2015 for mobile de-

vices.

  iPhone, BlackBerry and Android support 

Arabic reading and typing. Google is working 

on native Arabic support for Android.

  Google has promised the development of a 

paid Android market for the MENA region, as 

a free app market is already available.

  Mobile application usage and downloads in 

the Arab world: 50% from Nokia, 30% from 

Apple phones.

  Saudi Arabia is the number one mobile 

broadband community in the Arab world 

based on subscriptions per 100 inhabitants.

The Arabic market is classified one of the fastest 

growing markets in the world. The number 

system. The direction of layout items (dialogs, 

buttons, scroll bars, rulers, columns, menu bars 

and tables) has to be reversed, to be right-to-

left aligned. In some cases, photos and images 

require flipping. In addition, most software 

used, whether for localization or for desktop 

publishing, is Latin languages-oriented. This 

entails creating workarounds to solve issues.

Coupled with the fact that Arabic has a different 

nature in handling, some tools do not support 

BiDi languages. This poses extra challenges. 

DTP work has always been a major concern in 

Arabic as it requires intensive labor. Automatic 

features made for Latin languages usually 

have to be done manually on Arabic. Glos-

sary sorting, indexing, links & cross reference 

creation are good examples when speaking 

about manual work. Furthermore, some testing 

features for errors (duplicate hot keys, spelling 

checks, corrupted characters, translation quality, 

etc.) are not working in Arabic or do not give an 

accurate result.

In terms of machine translation, Arabic 

translation quality is poor. Up until now, many 

attempts have been made for a proper machine 

translation tool, but the results never met the 

expected level. Being a highly inflectional, com-

plex language at both the morphological and 

syntactic levels, it becomes difficult to adapt 

tools used for other languages to translate 

Arabic texts. As tools are also underdeveloped, 

words may be incorrectly translated, translated 

in a disparate manner or missing the context. 

In addition, to the above-mentioned chal-

lenges, some standard character sets do not 

support Arabic. Consequently, Arabic characters 

don’t appear correctly. Unicode and UTF-8 

are the most common encoding standards 

that fully support Arabic. The latest version of 

Unicode includes rules for the correct display of 

BiDi languages.

arabic business culture
To conduct business in the Arab world, it’s 

equally important to understand the Arabic 

business culture, which has its own set of 

unspoken rules and expectations. Neglecting 

these rules and customs of the region can be 

detrimental to your business.

A conscious awareness of how the Arab culture 

is different from other cultures is essential for 

business and to facilitate client relations, media 

DTP specialist, project manager, client rela-

tions manager and, most recently, business 

development manager.

mohamed.hassan@arabize.com

www.arabize.com

Mohamed Hassan 

holds a ba in Foreign 

Trade. He was first 

introduced to locali-

zation when he joined 

arabize in 1998, 

where he has worked 

as an accountant, a 
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Image: David Crockett

Localizing effectively to reach 
audiences around the world
Today we are all connected globally. Markets cross geographic lines. Potential customers who could not be reached 

before are now using mobile phones to connect and buy. Therefore, companies looking for new markets and more 

customers need translation, localization, and, possibly, internationalization to compete successfully. Here is an insight 

into the translation and localization industry and how it partners with the IT industry to ensure effective delivery of 

global content.
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eleven official languages of that country is 
best suited for translation.

•  Europe cannot be lumped into one market. 
Within the EU alone, there are 23 official 
languages. And in terms of localization, 
remember the diversity of the audience: the 
Italian worldview and culture is not the same 
as the German or Polish, for example.

•  Africa is a vast and complicated continent 
and should not be treated as one market. For 
example, cell phone marketing is much more 
important in many African countries than 
web, but not in all of them.

•  English speakers and customers vary greatly 
worldwide. Marketing in the UK is not the 
same as in the U.S. or in Canada.

•  Reaching customers successfully in Spain 
may require Catalan or Basque, in addition to 
Spanish.

•  The United States, as well as many large 
countries worldwide, have a complicated 
multilingual market with many non-English 
speakers. Spanish, Chinese, and Vietnamese 
may be important in the U.S. market.

Launching a translation 
or localization project

It is important to consider how a translation and 
localization project will fit into your current op-
erations and your future translation plans. Ask 
yourself a few key questions to help get started 
in preparing your content for new language 
audiences:
•  Are you building a long-term translation pro-

gram within your company, with regular up-
dates across your projects, website, e-learning 
and other materials, or do you need a one-off 
document translated for an event? This will 
affect how you approach the project and who 
should help with the project internally and 
externally.

•  What does your product and marketing data 
show? Are you trying to reach one language 
market only, or are you planning to eventually 
reach out to multiple language audiences? 
Will that market shift over time? This infor-
mation may be available in a different part of 
the company. In order to deploy translation 
and localization strategically, it is important to 
understand these overall business objectives.

Once you have sorted out which content should 
be available to your global markets, and which 

Which method is used depends a lot on the 
amount of content, the number of languages in 
which you want to communicate, and the type of 
customers or audiences you are trying to reach.

What to translate or localize

In the case of translation and localization, it is 
important to look at your current content to 
determine what to translate or localize. Strategi-
cally decide what content to focus on based on 
how you communicate with your members or 
key constituents. If your website is your main 
marketing and communications tool, this may 
be the first item to translate. You will also want 
to localize the website, taking into consideration 
more than just the text, such as graphics, do-
mains and international search engine options.
In fact, localization of websites has become 
an integral part of many companies’ website 
operations. Research shows that the number 
of languages supported by top global websites 
continues to increase, reaching 23 in 2011.
 In 2011, the hot ‘new’ languages for websites 
where:
•  Hungarian
•  Turkish
•  Indonesian

Of course, this depends on where your market 
is based, and most of the sites translating to 
these languages have already been localized into 
the FIGS languages (French, Italian, German 
and Spanish) and the BRIC languages (those of 
Brazil, Russia, India and China). 
A marketing analysis as to where your custom-
ers are based is important in order to use trans-
lation and localization budgets effectively. For 
example, are your customers spread throughout 
the world or just based in Brazil? In many cases, 
you may be localizing only for certain markets. 
For example, if you have seen your sales jump 
in Brazil, you may only need to localize into 
Portuguese.
Beyond the website, it is important to consider 
translating educational materials, user guides, 
technical documentation, brochures and collat-
eral, packaging and legal documents. In any case, 
make sure to avoid some typical mistakes often 
made in translation and localization projects. 
For example:
•  Markets are not the same as languages. For 

example, if you have constituents in South 
Africa, you may need to clarify which of the 

By Rebecca Petras

Definitions

Before embarking on a full-scale translation, 
localization or internationalization project, or 
hiring a firm to help you in those areas, it is im-
portant to understand the differences inherent 
in the definitions of each term.
Translation refers to written communication 
that is provided in a language other than the 
original ‘source’ language. In today’s world, 
companies have a lot of content that they want 
to provide globally; translation is critical in the 
transformation to global content. Content that is 
typically translated includes:
•  Product information and packaging
•  User interfaces and software
•  Websites and online content
•  Technical documentation
•  And myriad other applications where com-

munication is critical.

Localization is broader than translation. Locali-
zation is the practice of adapting your products 
and services to local markets, including taking 
into account cultural, regulatory, legal and other 
issues specific to the locale where you are com-
municating. 
Internationalization evolved out of transla-
tion and localization. It is especially important 
for software developers concerned with global 
reach. The goal of internationalization is for 
original content to be internationally ready. 
Importantly, the need to be internationally ready 
is considered strategically at the beginning of 
content development, not after original content 
is already developed. While it has primarily been 
used in the writing of software code to ensure 
that versions beyond the original language 
version can be created with greater ease, all 
developers of global content should consider 
internationalization.
It is possible that a company uses translation 
for some global content, such as marketing 
brochures, then uses localization for other com-
munication tools, such as the company’s website, 
and finally deploy internationalization for other 
pieces of content, such as product software. 
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•  As with hiring other professional support, 
check the references of translator candidates 
for the quality of their work and adherence to 
deadlines.

•  There is an internal review of the content be-
fore it goes to the translator to make sure there 
are no mistakes or changes to the source mate-
rial. It is much easier to make those changes 
before they are then translated into another 
language.

•  If design is included, make sure the concept 
works internationally.

How do you find a translator or language 
service provider?

There are many sources for finding a professional 
to help you translate, interpret or localize your 
information.
The Globalization and Localization Association 
(GALA) is the largest global non-profit associa-
tion within the language industry, providing 
resources, education and research for companies 
working with translation services, language tech-
nology and content localization. GALA member 
companies are vendors and buyers of language 
services and technologies. They deploy sophisti-
cated multilingual strategies and proven tools to 
take content and products to markets around the 
world. 
Additionally, various Internet networks exist 
to help find freelance translators including 
Proz.com, elance, and the American Transla-
tors Association (ATA).

the world, but if your members or audience 
cannot understand them, then it does not 
matter.

Working with translators, interpreters 
and language service providers

Now that you have clearly identified which 
content to offer to your global audiences, and 
you have determined which markets are most 
important, it is time to assign the work to a lan-
guage expert, either internally or externally. Most 
companies do not have internal language experts, 
so they tend to work with external experts. Your 
options are to work with any of the following:
•  Freelance translators and freelance interpret-

ers. Freelancers are generally independent 
contractors. The industry standard is that 
professionals translate only into their native 
tongue.

•  Language service provider companies, with 
either a narrow language focus (a single-
language vendor) or a broad reach across many 
languages (a multi-language vendor). These 
companies facilitate the localization, transla-
tion and, in some cases, interpretation, process. 
Generally, they work with a large group of 
translators and identify the right one for your 
project. They also have access to the latest tech-
nologies to gain efficiencies, including machine 
translation and translation memory tools, and 
they are capable of managing and sustaining 
long-term translation projects. 

There are also free web tools that offer basic 
translations using machine translation technol-
ogy, but they are only useful for getting the gist 
of a subject and not appropriate as a stand-alone 
solution. It is essential that translations of this 
sort be checked, approved, and modified where 
needed by a native speaker or a person familiar 
with the audience for which you are translating.
Whichever you choose, you will want to make 
sure that the linguistic expert doing the work has 
some knowledge of your subject matter (either 
previous experience or information provided by 
you). 
In addition, to get the best result you should make 
sure that: 
•  Someone within your company is charged with 

managing the project.
•  The process is not started too late. It generally 

takes more than a day to get a translator up-to-
speed and ready to translate your content!

markets should be your focus, it is time to cre-
ate a translation and/or localization project 
using internal and external resources. But 
before hiring a firm or a freelancer to assist 
you, it is important to understand a few im-
portant tips that will help you with speaking 
to experts:
•  Keep in mind that many languages have 

various dialects (e.g. Spanish may not 
sound the same in all parts of the world), 
and make sure your translator (or transla-
tion company) is translating into the dialect 
that is most often used by the audience to 
which you are addressing your message.

•  Look at the source materials that you are 
providing to the translator or interpreter. 
Messages and text should be provided in a 
way that is easily adapted for international 
markets. Avoid messages that are word-
crafted purely for the originating market, 
especially using slang and colloquialisms. 
An example would be sports metaphors 
that are specific to one market but not 
another (such as baseball or American 
football references). Writing simple, active-
voice sentences works best.

•  Make sure your translator or translation 
company understands the text. Give them 
background information on your profes-
sional field or other relevant information 
that will help them to do accurate transla-
tions.

•  Review translated copy to check for any 
double meanings, cultural idiosyncrasies, or 
taboos.

•  For translation and localization, once you 
begin the process, avoid making changes to 
the source document. Changes to either the 
design or content can bring the transla-
tion or localization process to a halt while 
the change is assessed and the corrections 
rippled through the content. Remember 
that one change in the English can mean 
many, many changes to cover all the target 
locales. Remember that some languages 
take fewer words to convey a message while 
other languages may take more words to 
communicate the same message. This can 
affect the space needed and layouts for 
written translations in marketing materials, 
for example.

•  Consider translation and localization as 
the guest of honor rather than a hassle. You 
can have the best content or materials in 

resources, education and research for com-

panies working with translation services, lan-

guage technology and content localization.

rpetras@gala-global.org

www.gala-global.org

Rebecca Petras 

is a marketing and 

public relations 

specialist for GaLa, 

the largest global 

non-profit association 

within the language 

industry, providing 
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tcworld India 2012

“India will be one 
of the tc hubs worldwide”

Interview with 
Dr. Michael Fritz, managing director at tekom, Germany

What is tekom’s motive for co-
organizing a second tcworld In-
dia conference?
After last year’s great success it is 

a must for us to continue. We defi-

nitely believe that India will be one 

of the technical communication 

hubs worldwide and that tcworld 

can help to establish the business in 

India and contribute to the success 

story to come.

What surprised or inspired you 
about last year’s conference?
What inspired me most was the 

openness of the audience to the 

presenters from all over the world, 

the intensity of the communication, 

which evolved immediately and the 

way in which I could interact with 

the attendees of my presentation. 

What’s special about
the Indian market and
how do you rate its potential?
From my perception the Indian 

market is both, highly developed 

and immature. There are some 

international companies, predo-

minantly U.S.-based, that have es-

tablished very high standards, ac-

cording to the way they organize 

technical communication “at home”. 

But what is lacking almost com-

pletely is a “domestic” infrastruc-

ture for the education and training 

of technical writers, especially for 

other verticals than software, and 

for other than English speaking 

markets. 

We should take into account that 

India will not just remain the “ex-

tended workbench” for the software 

industry and that the Indian econ-

omy will continue to develop very 

dynamically into new international 

markets. As a result India provides a 

high potential for experts in inter-

national technical communication.

“Conference will meet 
the increased expectations 
of our participants”

Interview with 
Akash Dubey and Gururaj B.S., 
founders of Technical Writers of India (TWIN)

What are your expectations
for this year’s tcworld India?
We are expecting over 400 partici-

pants at our tcworld India confer-

ence this year. The conference pro-

gram is looking even better than last 

year’s. We have come up with three 

new conference tracks: Technology, 

Management, and Best Practices. 

There are renowned experts from 

across the globe conducting tutori-

als, workshops and presentations. In 

terms of our global reach, we have 

managed to get on board experi-

enced presenters from the United 

States, Germany, Belgium, Australia, 

New Zealand, and India. 

The tcworld India conference this 

year is a four-day event. This is the 

first time India-based technical 

communication practitioners and 

service providers will participate in a 

wide spectrum of workshops, panel 

discussions, focus group sessions, 

networking events, and so on. The 

tcworld India conference offers first-

of-its-kind post-conference work-

shops, which will be conducted by 

seasoned professionals and experts 

in their areas of specialization. The 

key objective of our post-confer-

ence workshops is to enable confer-

ence participants to gain hands-on 

experience and to interact with the 

presenters in a small group setting. 

More importantly, the conference 

offers a variety of learning oppor-

tunities for managers, technical 

writers, authoring tool and infra-

structure engineers, editors, transla-

After the resounding success of the tcworld India conference 2011, tekom and Technical Writers of India (TWIN) are organizing the 

second tcworld India conference in Bangalore on February 22-25, 2012. The conference features expert speakers from the United 

States, Australia, Germany, and India, who cover topics such as mobile documentation, cloud computing, documentation standards, 

localization, internationalization, DITA, and project management among others. 

Dr. Michael Fritz Akash Dubey Gururaj B.S.
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technical communicators from the 

TWIN community to collaborate 

with eminent academicians, scien-

tists, engineering professionals, and 

government officials. The engineer-

ing community evinced keen inter-

est in technical communication, 

and they understood the value of 

good technical communication. 

This experience was quite encour-

aging. It gave us an impression 

that the technical communication 

market in India could grow beyond 

the Information Technology (IT) in-

dustry and expand to address the 

information and learning needs of 

academicians and engineers.

What are TWIN’s objectives
for 2012?
The previous year 2011 was pretty 

successful. In the year 2012, we 

hope to build on our current initia-

tives and programs to do more for 

the technical communication com-

munity in India. One of our ambi-

tious projects is to produce a good 

book on technical communication. 

We are embarking on this project in 

2012, and this huge task may take 

at least a year. This project provides 

opportunities for experienced 

technical communicators and 

managers in India to participate 

as authors and reviewers. Besides 

the book project, we are working 

toward establishing a stronger re-

lationship with the engineering 

community in India, based on our 

successful partnership in 2011. 

We will continue to make efforts to 

collaborate and partner with other 

professional associations and com-

munities in the world. “Think global, 

act local” is what we plan to do in 

2012 as the single largest commu-

nity of technical communicators in 

India.

For more information please visit:

http://beta.tekom.de/conference/tcworld-india-2012
or

http://twin-india.org/conferences

tors and language specialists. These 

lectures will be delivered by well-

known experts from the industry. 

The number of exhibitors and cor-

porate sponsors is a clear indicator 

of the business value that tcworld 

India offers. We are also expect-

ing documentation and translation 

service providers to participate in 

large numbers and take advantage 

of what tcworld India has to offer. As 

usual, the international networking 

dinner on February 23rd promises to 

be an evening for entertainment as 

well as for professional and business 

networking.

As we received extremely positive 

feedback from the first tcworld India 

conference in March 2011, we have 

paid more attention to the confer-

ence program and topics, so that 

the conference meets the increased 

expectations of our participants.

How is the
technical communication
market developing in India?
The tc market in India is looking 

bright for competent professionals 

and entrepreneurs. The market is 

vast and has a plethora of opportu-

nities. The number of multinational 

companies setting up shops in India 

is increasing by the day, and we are 

seeing several job opportunities for 

technical communicators. We have 

started interacting with technical 

communicators from non-IT indus-

tries, such as engineering disciplines, 

research and development organi-

zations, and so on. TWIN was the 

technical communication partner 

for the Indian Engineering Congress 

(IEC), India’s largest event for engi-

neers. This event was organized by 

the Institution of Engineers in India, 

which has over 600,000 members 

in India. This association enabled 
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when what where

Feb 20-22, 2012 2012 Outsourcing World Summit 

www.iaop.org/Content/ 
23/154/1099/Default.aspx

Lake Buena Vista, 
FL, 
USA

Feb 22-24, 2012 Intelligent Content 2012 

www.intelligentcontentconference.com

Palm Springs, 
CA, 
USA

Feb 23- 24, 
2012

tcworld India 2012 

http://beta.tekom.de/ 
conference/tcworld-india-2012

Bangalore, 
India

Mar 1-2, 2012 Content Strategy Applied 

http://contentstrategyapplied.eu

London, 
UK,
Greece

Mar 11- 14, 
2012

Conference for Software User Assis-
tance (Writers UA) 

www.writersua.com/conference

Memphis, 
TN, 
USA

Mar 20-22, 2012 AIIM Conference 2012

www.aiimconference.com

San Francisco, 
CA, 
USA

Mar 26-28, 2012 GALA 2012: The Language of Busi-
ness. The Business of Language.

www.gala-global.org/conference

Monaco

Jun 4-6, 2012 Localization World Conference

www.localizationworld.com

Paris, 
France

Oct 3-5, 2012 tcworld Japan

www.tekom.de

Kyoto, 
Japan

Oct 17-19, 2012 Localization World Conference 

www.localizationworld.com

Seattle, 
WA, 
USA

Oct 23-25, 2012 tcworld conference 2012 

www.tekom.de/conference

Wiesbaden,  
Germany

The focus of this year’s Conference for Software 

User Assistance is on developing the best possible 

user experience for all types of software applications 

through well-designed interfaces and helpful and 

accessible support information. Success in improving 

the software user experience depends on applying 

the right skills and technologies to maximum advan-

tage. The conference targets this need by providing 

an array of sessions demonstrating effective tech-

niques, case studies revealing best-in-class designs, 

technology updates, and much more. The conference 

exhibition provides an opportunity to see the latest 

user assistance products and services with authoring 

tool representatives, employment agencies, trainers, 

and consultants on hand.

GALA 2012 will bring the global content delivery 

community together for informative and energizing 

interactions. The attendees represent a wide selection 

of professionals including owners of language service 

providers, sales and marketing managers, project 

managers and localization/globalization manag-

ers from all facets of the language and localization 

industry.  In 2011, 65 percent of GaLa conference 

attendees were top executives, and 97 percent of all 

attendees were satisfied or extremely satisfied with 

the conference.

early registration ends January 31. Information on the 

conference and on how to go to Monaco on a budget 

is available on the conference website.

calendar

February 201234



Contact Dr. Daniela Straub: d.straub@tekom.de

GET YOUR tekom* 

ACCREDITED 
CERTIFICATE

Learn online about:
• Professional writing
• Layout and visual design
•  Managing translation 

and localization
• Online documentation
• DITA
• Terminology

... and much more: 
       www.tc-train.net 

Course start: 16.7.2012                                     Last date of application: 1.7.2012

Jump-start your individual career. Join a new, 
lucrative and exciting profession.

Join TCTrainNet and become an internationally 
certified technical writer.

Develop your technical documentation team. 
Get your employees professionally trained and 
internationally certified.

*tekom is Europes largest professional association for technical communication.

TCPartnersNetTCTrainNet



Become a sponsor!  Fur ther details: m.arora@tekom.de

• 650 expected participants
• Exhibition and conference
• Sponsor presentations
• Networking events

Use your chance 
in a growing 
market!

The top event for technical  communication in Japan

Japan 2012,  K yo to ,  Oc tob e r  3 rd  – 5 th

technical communication
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