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Winter 2010

comingevents

AGIS ‘10
LRC, CNGL, NDP, SFI

Delhi, India
email - info@agis10.org
http://www.agis10.org

Travelling Languages
International Association of Languages and Intercultural
Communication

Leeds, UK
email - IALIC2010@leeds.ac.uk
http://www.leeds.ac.uk/german/ialic_conference_2010.htm

Translators Training and Networking Day
2010
Proz.com

Paris, France
http://www.proz.com/conference/139

LI webinar series - Industry Trends
The Localization Institute
webinar

http://www.localizationinstitute.com/index.cfm?SEMINAR_CAT _

ID=5

Product Documentation
Acrolinx
webinar

http://www.acrolinx.com/newsreader_en/items/webinar-on-
product-documentation.html

LISA Forum India
LISA

New Delhi, India
email - elina@lisa.org
http://www.lisa.org/New-Delhi.1464.0.html

IMUG 10th Annual International Potluck &
Holiday Bash

The International Multilingual Computing User Group
(IMUG)

San Jose, California
email - roger.sherman@sri.com
http://events.imug.org/calendar/12928014/?from=list&offse

january

january 05 - 09

Website Translation and Localization
Course

Monterey Institute of International Studies

Online & Monterey, California

email - rchristo@miis.edu
http://www.miis.edu/academics/programs/
translationinterpretationshort

january 05 - March 25
Translation Technology:

Localisation e-Learning Course
Imperial College London, Humanities Department

Online
email - cpd@imperial.ac.uk
http://www.imperial.ac.uk/cpd/localisation




Always

a step ahead!

Language Technology meets Business Intelligence.

Across Systems adapts the concepts of Business Intelligence for a new generation of translation management software.

With Across v5 you

» exploit full potential of your valuable language resources

» gain full control of processes and workflows

» collaborate with language service providers in a smooth linguistic supply chain.

Volkswagen and hundreds of other leading global organisations have already migrated to enterprise solu-
tions from Across Systems. Call us today to learn how you can benefit from the all-in-one and end-to-end
solutions for enterprises of all sizes, as well as for language service providers.

americas@across.net
Across Systems GmbH

ac r : S S Info-Hotline +49 7248 925 425

Independent. international@across.net
Always a step ahead. www.across.net

Across Systems, Inc.
, Info-Hotline +1 877 922 7677


http://across.net/en/index.aspx

—feature—

CSN interviews Frank Bobo,
Vice President for Digital Element

“You can really do that?”

SN -

Frank, | know we’ve published articles in the past
from Digital Element on IP Intelligence but would you mind
briefly describing this technology and your company’s
role?

FRANK —

In 1999, Digital Element actually became the found-
ing pioneer of this technology. The idea for the company
came about when our founders were going to their ship-
ping provider’s website and the first thing that would pop
up was the option to input the country you were in. They
thought there should be a way to determine that without
having to ask for it. As a result, they created what is today
known as IP Intelligence.

Prior to that, the only thing even similar that existed
was something called the WHOIS registration database. At
that time, the data base was used as an administrative
tool for the world’s biggest internet registry to keep track
of generally where these IP addresses had been allocated
down to an ISP level. The problem with that of course was
that internet users whose IP addresses were registered
with some of the largest ISP’s were registered to that ISP’s
corporate address instead of their actual, physical loca-
tion. So based on the WHOIS database search, customers
who were physically located in Atlanta could appear to
be located in Pasadena, CA some 2500 miles away. So it
was really not a commercially usable solution in terms of
geographic reliability.

The infrastructure of the internet was created as an
open platform without boundaries and with open archi-
tecture but once it started to become useful as a content,
commerce and advertising medium those same factors
that played into intelligent business strategies in the of-
fline world had a parallel in the online world. As such,
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geography is really one of the most important factors
when it comes to product promotion placement and re-
ally getting in touch with your end user. Our founders
discovered a way early on to leverage the internet’s
router infrastructure to analyze the plumbing of the
internet. You can think of it in the same way as you
would think of the Google’s search engine spider, or any
search engine spider, constantly crawling the internet
going all the way out to the web content and pulling
that back and creating sort of a miniaturized version
on their own servers.

We’re doing something similar to that but instead of
crawling the end content we’re actually crawling the
infrastructure so we’re actually creating a map of how
the traffic is routed all around the world down to the
ISP’s end point equipment. For example if you are a
DSL subscriber you’ve got what’s called a DSLAM box
routing internet traffic throughout your neighborhood
somewhere probably within a 5 to 25 mile radius of
your home location. That’s the end of the publicly
routable internet, the end point where we are able to
trace how traffic flows through the internet down to
those end points.

We’re constantly crawling that infrastructure down
to the neighborhood level at those ISP end points and
then pulling that data back and creating a proprietary
map of the world’s four billion IP addresses down to a
city level worldwide. Our technology solely looks at in-
ternet infrastructure to gather the location information
based on internet routing. We’re not ever crawling
anyone’s machine or monitoring web behavior so it’s
a non-invasive technology not derived from user inter-
action but instead we’re making judgments of where
pieces of ISP endpoint network infrastructure are and
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using that as a proxy for user locations. In this way, the
technology is then used to allow ads and product offer-
ings to be targeted much like they are in the real world.

CsN —

| see, so the user’s location is actually considered to be
within 5 to 25 miles of the ISP providers routing hardware,
like the DSLAM boxes you mentioned. Are there other
factors that could limit your ability to determine a users’
location, or conversely, is there a way to more accurately
determine a user’s location even within the 5 to 25 mile
radius?

FRANK —

Prior to maybe two years ago that endpoint equipment
and the radius served by it determined the limit to how
granular of a response our technology could provide so
the standard that we were able to position generally av-
eraged that 5 to 25 mile radius. Depending on an ISP’s
network equipment, some might have more granular end-
point data while others might have endpoints servicing
entire cities.

Since then we’ve actually rolled out a new technology
and we stand alone here as the only provider in the space
that does anything like this. It’s a technology we call Ne-
tAcuity Edge which actually takes the opposite viewpoint
of what | just described for the routing based analysis of
internet infrastructure.

It’s sort of an inside out analysis starting from the traf-
fic. Through partnerships with commercial providers we
are able to derive actual IP addresses tied to post code
location in an anonymized way. We are basically collect-
ing IP’s tied to zip codes from some of the largest web
properties who have interactions with end users. This
way we’re able to actually combine those two technolo-
gies to achieve a higher level of granularity than was oth-
erwise available under just pure internet routing based
technology. It actually allows you to provide a zip code
level response with a high degree of accuracy.

CsN —
What are some specific application examples?

FRANK —

Our business model scales very nicely so we have tons
of start-ups as well as some of the largest internet media
players in the world using our technology. It’s easier to
take a step back for a second and talk about the four or
five broad applications.

Number one, the main application, is content localiza-
tion. An example there would be someone who types the
word “cars” into a search engine utilizing IP Intelligence
and only receiving results on cars in their local area. An-
other application here is when a web portal like Yahoo
dynamically renders content in my own language, poten-
tially showing my local news, traffic, weather and other
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data that’s specifically pertinent to me thereby making
the internet more relevant and creating a more engaged,
personal experience.

The second application is targeted advertising. The
ability to sell and place ads based on city level geography
has, in a powerful way, brought more advertisers to the
online medium. If | owned a local restaurant here in
Atlanta | wouldn’t really benefit from all the generalized
internet traffic coming from say Denver or San Francisco,
| would want to buy just city level impressions online, but
prior to IP Intelligence there wasn’t any way to do it.

So this allowed the advertising networks and the big
web publishers to provide that local level buying capabil-
ity and bring more advertisers online because they can
actually buy locally generated impressions. The web
publishers and search engines could then make sure they
were only delivering local based impressions to those ad-
vertisers.

The third, and emerging, area is e-commerce. Large
retail organizations like big box stores with regional, na-
tional, or international presence are able to automati-
cally display their store’s content and even locations in a
shoppers area and still provide that consistently branded
web presence. So where our technology is employed, a
shopper in Miami searching for their favorite sporting
goods store online in January isn’t automatically greeted
with a selection of winter parkas and snow blowers. In-
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stead, the items they see are more relevant to their spe-
cific area, season and climate like golf equipment and
local sports team uniforms. If the online company has
also localized their website into language specific ver-
sions, the shoppers experience is even more enhanced
when their own language version is automatically dis-
played for them.

Recently we’ve seen growth in the online video world
where our customers are using us for geographic rights
management to really control the distribution of their
web assets online.

And finally, online fraud prevention is a huge applica-
tion of our technology where online companies are using
us to ensure that the person behind the transaction is
actually who they say they are. Using geography tied to
an IP address is one means of being able to do that.

CsN —
Could you take us through the progression of IP Intel-
ligence adoption internationally?

FRANK —

The progression has largely followed the US’s pattern.
Starting with many of the world’s largest key internet
markets of advertising networks, search engines and web
portals based in the US. Then when these large, global
firms began applying the technology around the world
some of the local players in other countries started be-
coming more aware of what was actually possible and
followed their lead.

The earliest adopters were in the online advertising
space when those companies figured out that a geo-tar-
geted ad impression converted some six to seven times
more than an untargeted one. So the ROI to them was
very clear from the outset. Search engines were next.
They began using it for that same reason and even took it
a level further by integrating IP Intelligence technology
into their algorithms to derive search results on the basis
of IP. After search engines, online analytics adopted it
so they could show clients where their online traffic was
coming from. Finally, the most recent adopter and some-
what of a phenomenon migration into the ecommerce
space in the last few years has been rights management.

These are the phases the US has gone through since
1999 and now we’re seeing more and more similar pat-
tern adoption internationally.

As we go through the pipeline, we’ve seen the UK fol-
low close behind the US, Japan is also right up there with
the UK as an early adapter, then Australia, the western
Europe region including Scandinavia, Benelux, Germany
and France are all not far behind and interestingly in
just the past year or two we’ve started to see growth
in Eastern Europe like Russia, with Yandex, and Poland.
Yandex is the leading Russian search engine and is now
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leveraging IP Intelligence to maintain a dominant mar-
ket share. India is now adopting it with their countries’
dominant search engine and we’re even seeing interest
out of China.

Many of those markets are now where the US was eight
to ten years ago with the earliest adopters in the online
advertising and search engine spaces. We expect those
markets to play out in a similar pattern such that we’ll
continue to see deeper penetration in the online ad space,
more use in the actual content localization, followed by
e-commerce, then geographic rights management with
proprietary content.

We still feel like we’re at the tip of the iceberg with
penetration here in the US but also in terms of Global
rollout. Once you start talking about Eastern Europe,
China, and India, we’re definitely just at the very tip of
the iceberg there.

CsNn —
Which factors do you consider to be key for stimulating
deeper international market adoption?

FRANK —

| think it has a lot to do with how deeply penetrated
the web is in those countries and how sophisticated those
internet users are. If you look at Western Europe as an
example you will see some countries are much more ad-
vanced than others. For example, Scandinavia, Benelux
and Germany have quite sophisticated internet econo-
mies while Spain and Italy are more on the slower end
of internet and web adoption. It’s a function of how ad-
vanced the internet economies are and by extension the
ability to recognize how to use technologies like ours to
further engage their audience and monetize traffic.

CsNn —

In terms of global infrastructure, the technology is al-
ready out there and in place, right? It sounds like it’s just
a matter of tapping into it?

FRANK —

Yes, absolutely. From the very beginning when we pio-
neered the active trace routing technology that we use
today for our NetAcuity product, we’ve been crawling
the world’s four billion IP addresses. By definition our
product was global from day one.

We virtually crawled and mapped something like
99.9999999...% of the entire internet space so all of that
data is available globally. Now it’s really more of an ef-
fort to educate the market. Despite the fact that we’ve
been around for eleven years, many companies don’t re-
alize that this technology is actually available to simplify
and enhance the web experience.

It’s amazing the number of times that we go to a show
and when we explain our business folks are still saying;
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“wow, you can do that?” We don’t hear responses like
that as much in the US anymore. | think more people
are now generally aware but we were recently in Ger-
many and surprised to hear the familiar; “wow, you can
do this?” response quite a lot. And Germany is one of the
most sophisticated markets in Western Europe.

Many of our US-based customers are globally engaged
so as their businesses grow around the world more and
more companies become aware of our technology.

CsN —

With international internet use growing very rapidly
are you beginning to see equally accelerating increases
in global penetration?

FRANK —

Absolutely, if you look at the way our target markets
have evolved, internationally driven online advertising
surpassed the US in 2007. The e-commerce growth rate
and comparison is similar. We’ve seen a corresponding
growth in our international business as these markets
have developed. In the early days we were primarily US
focused; today it’s much more of an international picture
if you were to look at our client base.

CsN —
Is anything on the horizon for potentially dramatic
technological improvements in IP Intelligence?

FRANK —
The development and deployment of IPv6 is a big, loom-
ing technological factor. This will make IP Intelligence

technology even more critical to the way companies keep
track of, use, and monetize data.

As a quick overview, IPpv4 is the current internet IP
protocol that covers the four billion IP address universe.
With the rapidly accelerating growth of IP address adop-
tion the issue of potentially running out of IP addresses
within the IPv4 domain is actually getting pretty close to
a reality. The latest data I’ve seen is that we’re actually
starting to get down to that point around 2012.

So, in the background this new IPV6 protocol has been
created and is currently being tested and developed in
non-commercial settings. When fully developed, IPv6
protocol will exponentially increase the number of IP ad-
dresses to such an incredible amount, that every house-
hold in the world would be able to have four billion IP ad-
dresses. I’ve heard comments made about it like “there
will be an IP address for every grain of sand on the earth.”
Universally it’s almost hard to even get your head around
the concept.

The potential magnitude of this thing is limitless. Ev-
ery device in the 2012 timeframe and beyond under I1Pv6
could and probably will have its own IP address associ-
ated with it. That would now include your refrigerator
as well as its various compartments, your alarm system,
coffee maker, and everything else ultimately connected
somehow to your network giving you complete control
over the internet.

IP addresses are already important now but they’re go-
ing to be really important under IPv6 and we’re at the
leading edge of figuring out how to map that space.

“The Experts” in Indonesian, Thai, Vietnamese, Korean; Malay, Chinese, Japanese and other Asian languages

ISO 9001:2008

First Localization Industry Leader in Vietnam
High Quality at a very Reasonable Cost

tel: +844 22211927

email: manh@vnlocalize.com

ww.vnlocalize.com
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International Domain Names Foster a Multilingual Web

magine if, just to write your email address or access a

web page, you had to write the URL in Arabic, Russian,
Chinese, or some other script you don’t normally use
and cannot even type on your keyboard. For most of the
world’s population, this has been the unfortunate reality
since the advent of the internet. Using e-mail, web, and
other online applications was like wandering around in a
city where they cannot read the street signs. No longer.

The Internet Corporation for Assigned Names and Num-
bers (ICANN) has introduced a process to globalize web
navigation by allowing users to create international do-
main names (IDNs) using non-Latin characters. What does
ICANN means for global companies and their translation
providers?

A GEexy STEw oF ACRONYMS AND TERMS

Because the discussion involves numerous acronyms
in addition to the two expanded above (ICANN and IDN),
here is a quick look at the other relevant terms:

A domain name system (DNS) is a hierarchical nam-
ing system for computers, services, or any resource con-
nected to the internet or a private network. It translates
domain names meaningful to humans into the numeric
(binary) identifiers associated with networking equip-
ment for the purpose of locating and addressing these
devices worldwide.

The Internet Assigned Numbers Authority (IANA) is
overseen by ICANN. This entity oversees global Internet
Protocol (IP) address allocation, root zone management
for the DNS, media types, and other IP-related assign-
ments.

Internationalized domain names (IDNs) are domain
names represented by local language characters. Such
domain names contain letters or characters from non-
ASCII scripts, including Arabic, Chinese, Russian or the
Latin-based languages with diacritics, such as French.

Top-level domains (TLDs) are the domains at the high-
est level in the hierarchical domain name system of the
internet. The top-level domain names are installed in the
root zone of the hierarchical name space. For example,
.com is a ‘“‘generic” TLD (or gTLD) and .fr is a *“country
code” TLD (or ccTLD). Starting in November 2009, gov-
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ernment bodies from participating countries can now ap-
ply to ICANN for IDN ccTLDs. Egypt was the first country
to apply for a non-Latin (Arabic) ccTLD.

Second-level domains (SLDs) are the domains that
individuals and organizations may register through an
approved registrar; for example, in microsoft.com, the
“microsoft” is the SLD “label.” The characters available
for inclusion in SLD labels will be different, potentially,
for each ccTLD. In other words, if the government body
in China requesting IDN support for .cn only allows the
Unicode series needed for Chinese Simplified characters,
then a request for a string of Arabic characters could not
be registered as a valid domain in the .cn namespace.
Each TLD namespace will reference an “IDN Table” that
specifies allowed characters according to Unicode char-
acter encoding.

Internationalized Domain Names in Application (IDNA)
is a protocol defined in RFC 3490 by the Internet Engi-
neering Task Force that makes it possible for applications
to handle domain names with non-ASCII characters. IDNA
converts domain name strings with non-ASCIl characters
to ASCIl domain name labels that applications that use
the DNS can accurately understand. Not all characters
used in the world’s languages will be available for use
in domain names. Hence, IDNA is not able to convert all
such characters into ASCII labels.

ManaGing ccTLD Requests WiLL REQuIiRE Many AcTs
oF DipLomacy

Not every country will be successful in obtaining the
CCTLD it desires, because ICANN will take into account
the potential for confusion with other ccTLDs. For exam-
ple, the Russian (Cyrillic) .py (Latin equivalent would be
.ru) was not allowed because of the visual similarity with
the Latin .py, which is already established as the ccTLD
for Paraguay. Given the nearly 100,000 characters in the
Unicode base used for IDN, the good people at ICANN
have established a review process that attempts to quash
the visual ambiguity and keep human confusion to a mini-
mum. While a machine does not confuse two characters
that look identical, humans are definitely error-prone.

No matter how well ICANN moderates this process, one
area of potential confusion is that individual countries
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regulate their own TLD namespaces, so different rules ap-
ply in different countries. For example, Russia could decide
that only Cyrillic characters can be used in SLDs - no Latin
characters need apply. Or, it could decide to maintain the
existing .ru ccTLD as a Latin-only namespace - no Cyrillic.
It’s up to the Russians. And, each country may decide some-
thing different. For instance, the “vanity” ccTLDs (like Tu-
valu’s felicitous .tv and the Cocos Islands .cc) have already
opened up to allow accented Latin characters in a bid to
keep their franchises fresh. Smart governments will seek
to create new attention-grabbing and traffic-generating
ccTLDs.

China has offered IDNs under .cn for several years, so
many companies and individuals already own SLDs with
Chinese characters. There is talk of “grandfathering” those
domains, so existing owners can get first right of refusal on
the same SLD in the new IDN ccTLD, which could be some-
thing like .oo. Again, that decision is up to China. Owners
of Chinese domains, even those domains written entirely in
Latin characters, need to be alert to the imminent stam-
pede when the new namespace opens. Those organizations
that already have Chinese domains will want to make sure
they push to the front of the line.

IDNs Bring NEw OPPORTUNITIES FOR LANGUAGE SERVICES
AND THE WORLD AT LARGE

Several years ago, Microsoft started asking the question,
“Where are the next billion seats for Office and Windows?”
A corollary question is: “Where are the next billion inter-
net users?” The answer to both questions is the same - in
the developing world. The future of the internet is in other
languages. The creation of domains in non-Latin scripts will
propel the reach of the internet into populations that so far
have been excluded. The impact of IDNs will be far-reach-
ing in scope. We predict that the following ripple effects
will take place across the globe as a result of increased IDN
adoption:

¢ Information poverty will diminish. Wikipedia now
has articles available in more than 270 languages.
People with minimal access to “higher” education,
but functional literacy in their native languages (or
the dominant language in their region) will suddenly
gain access to information and services. Google and
Wikipedia represent virtual-classroom learning oppor-
tunities for individuals living in developing countries.
While a lack of computers and internet access con-
tinues to be a hurdle, a web-enabled culture will be
embraced rapidly and enthusiastically in these infor-
mation-hungry lands.

e Businesses will reach brand-new markets. Increas-
ing “access at the margins” begets new information
consumers. With more people coming online to learn
about products and services and carry out web-based
transactions, economic opportunity will grow as the
network expands - in both directions. Companies
seeking new customers will trigger more direct for-
eign investment.

¢ Mobile device access will be a must. Most of the
access, services, and transactions for these new in-
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bound populations will be on mobile phones, not on
computers. While Macs and PCs will also be part of
the mix, the companies that will grow the fastest in
these markets will be able to reach populations using
not only their native scripts, but by making content
accessible via the devices they use most frequently to
connect to the web.

In summary, IDNs grease the skids for increased global
integration at social, political, and economic levels. How-
ever, businesses will need to think about more than just the
script itself to increase access and availability.

INncrReaseD GLoBaL CommunicaTioN EquaLs More OPPOR-
TUNITIES FOR LSPs

How does this affect the language services industry? Here
are a few ways:

e Can read, will buy. Our research shows that custom-
ers are more likely to buy if organizations present in-
formation to them in a language they can understand
(see “Can’t Read, Won’t Buy,” Sep06). Now that po-
tential consumers will actually be able to type a URL
in their native, non-Latin scripts, businesses will be
more motivated to sell their products and services to
them than ever. For language service providers, this
means more business.

e Information technology will lead the charge. Those
LSPs already doing work for tech-savvy companies
like Google, Microsoft, Nokia, Sony, and others will
benefit as these firms continue to build more prod-
ucts in more languages. Where these firms lead, other
industries will follow: energy, financial, manufactur-
ing, automotive, and others that already buy large
volumes of translation services (see “Translation and
the Vertical Markets That Matter Most,” Nov09).

¢ More languages, greater complexity. By the year
2015, a standard localization project will likely in-
volve 50 or more languages. And, as companies ven-
ture into the territory of languages of limited demand
(LLDs), the need for talented language professionals
in less common language pairs will prove to be a
challenge (see “Recruiting for Languages of Limited
Demand,” Apr09).

As a result of these changes, the need for translation
management technology and language services will grow
strongly. For the language services industry and software
vendors, the development path climbs steeply from here.
However, it leads to a world with fewer barriers to informa-
tion than ever before.

BIO

Ben Sargent is a senior analyst and market research for
Common Sense Advisory. His primary research focus areas
include website globalization, translation management sys-
tems, and content management technologies. He also con-
sults for Global 1000 brands and global technology ven-
dors. He can be reached at ben@commonsenseadvisory.
com.
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X Software, founded in 1995, develops virtualization

technology software that centralizes application and
desktop management and allows users to work remotely
using practically any mobile device. With offices in the
USA, Germany, UK, Australia, Japan and Malta, 2X’s cus-
tomers include BMW (United Kingdom), DEGUSSA (Ger-
many), ABN AMRO (Australia), Abbey National (United
Kingdom), University of Camerino (Italy) and Bournmouth
University (UK).

2X —

As long as you have an internet connection you can use
virtualization technology. Once you’ve loaded your ap-
plications onto the server you can see the icons for your
different applications right there on the screen and could
then use those applications from anywhere just as if they
were on your own local desktop.

We’re really betting on virtual computing to start tak-
ing off in the near to medium term because it provides
so many benefits. Through the technology companies are
saving a lot of time and money by hosting. For example,
some of our customers have logistical ERP software pack-
ages that can cost as much as $10,000 per copy. Imagine
now that you are able to host a single copy on your server,
allowing employees to use it remotely, and no longer hav-
ing to purchase separate copies. You can even have con-
current connections to your server; you would just need
additional licenses for each user which are very cheap
compared to buying each program individually. The over-
all concept is that you can streamline your processes and
centralize everything.

Nikolaos —

Virtualization is a growing buzzword in the media that
basically means that you are separating the user’s desktop
experience from the physical machine. There are a num-
ber of ways you can do that and a number of technologies
involved but that’s the essential concept. The key advan-
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tages that flow from that are cost savings by using central-
ized software licenses and simplifying administration.

Another element to this is the green IT movement which
concentrates on using IT developments to save energy.
Virtualization plays into that well because it allows you
to use Thin Client Devices which are basically smaller ver-
sions of desktops that use far less energy.

One of the really big advantages is that you are location
independent. If we talk about virtualization and global-
ization | think those two are closely connected. Nowadays
companies really have to work worldwide which means for
a small company they have to connect many offices all
over the world. One of the biggest problems you come
across is obviously communications and how to get those
companies together simultaneously. The cloud and inter-
net are the only ways to do that.

More and more companies in the small to medium size
are concentrating on getting products delivered from the
cloud or from a central point and delivered to any kind
of device including the iPad, iPhone, and Android devices.
At the moment we are focusing on the next generation
of connectivity which means mobile and different types
of devices that can be used to access central information
from anywhere in the world at any time.

Our role, more or less, is to be the connector between
the central applications found on desktops and those de-
vices. On the one side the connectivity to, and on the
other side the management of, those devices. We have
released our own very flexible Cloud OS that will allow you
to connect to the Google Cloud or Microsoft Cloud or to
other virtual desktops and virtual applications.

We also use our technology for our own purposes. We
have offices in Russia and Greece and all over the world
where individual people work closely with the whole team
fully integrated into our central office environment.
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The key is the centralization and management process.
This is where we fit in. If you want to run a business
worldwide you will always have different types of con-
nectivity and connected devices. You could have Google
Mail for the whole company but you may have a CRM run-
ning locally on your own servers. You may have a desktop
loaded with software suites that everyone will need to
use. Our call center for example has two people in Malta,
another two in London and two more in the US. Situ-
ations like this have to be managed and this is exactly
what we are addressing. We can connect and distribute
information within the business environment no matter
how far apart that environment is stretched.

One thing we see more and more are environments
with different technologies such as a company using Mi-
crosoft and then a year later they start using VMware and
we can connect all those technologies together through
our CCOS (Cloud Client OS) while concurrently supporting
mobile devices. We mix all the technologies and deliver
the desktop applications that you need on any type of
mobile device.

We can convert a PC to a Thin Client with our OS while
at the same time another person in the same company
will have the same information on his iPad. So we’re
developing clients on the one side to support mobile de-
vices and on the other side we are developing our own OS
which can convert any PC or hardware into a cloud client
as well delivering hardware independence.

Obviously some desktop programs are dependent on
proper screen size and other limitations for usability
so even though you are able to access everything that’s
available you wouldn’t be able to effectively use every
centralized application on every type of connected de-
vice. Screen size, keyboard and lack of a mouse will obvi-
ously have an effect.

Another advantage to accessing your applications
through virtualization is that the processing power re-
quired to run the application is in the data processing
center and not on your device. It doesn’t matter if you
have a powerful or a small processor.

You can see how this could be a great tool for global

businesses. It’s exciting to see where this technology is
going to go.
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CsNn —
In how many countries is your product currently de-
ployed & localized?

Nikolaos —

We are localized in all the major European languages.
The central European market space surrounding Germany,
Austria & Switzerland is very important because it has
close to 200 million users. We also have a French version.
Right now the US and European markets are the biggest
for us. The next markets that follow are the Asian Pa-
cific countries including Australia. Japan is a very specific
market which needs its own translation and support so
we have a small office there as well.

CsN —
What about China and Latin America?

Nikolaos —

We are not very active in China because it’s a difficult
market for licensing software. The Chinese market at
the moment is easier for companies who sell appliances
and hardware. We do have a Chinese website to gain
traffic and generate interest for the near future.

We do have a Spanish version and we might add a Por-
tuguese version but | think the SaaS approach is better for
those markets than selling licenses.

CsNn —

I’d like to get an idea of where your company is most
successful geographically and where you might be head-
ed in the near future.

Nikolaos —

| would say that we do about 80% of our business in
Europe and North America. Between 40% to 50% of our
business is in the North American markets, roughly 30%
-35% is in Europe, mostly central, and the rest is in Asia
Pacific and the Middle East. We also do a small amount in
Japan which is slowly increasing because Japan is a slowly
moving market.

CsN —

Technologically, what’s next on the horizon for virtual
computing?
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Nikolaos —

For us, our next big project is to offer the technology
we have now as a service so you don’t have to install it
locally and this will allow you to manage as many differ-
ent clients as you like centrally through the web browser
and from any location.

The technology has changed quickly in the last two
years. We started from server based Terminal Services
computing and moved quickly into desktop virtualization
because the market moved in that direction. We had to
move quickly with the development of that market. What
you see now, for example, in the last one to two years is
that mobile devices and technology are growing very fast
SO0 now we’re moving into that area with the market.

CsN —
Have you noticed any significant increase in demand in
any particular regions recently?

Nikolaos —

Absolutely, as | mentioned earlier, the European region
has always been a driver for new technology and innova-
tion and we’re growing in those areas where the econo-
mies are getting better. We’re growing faster now in the
US because it seems the US is out of the biggest trouble
and is moving forward. The UK is stagnating a little bit
but Germany, Austria, Switzerland and the central Euro-
pean region is growing very fast again.

CsN —

CsNn -
What’s the key to localizing a technology like yours?

Nikolaos —

From the software point of view you have to prepare
from the very beginning the languages you will be using.
If you do it this way you can quickly react to emerging
market opportunities. Another key is working with part-
ners who have a specialization in the markets you are
planning to enter.

BIO:

Nikolaos Makris

Niko joined 2X at its inception, bringing with him over
20 years of software industry experience, having held
executive-level positions in development and sales. Niko
studied computer science at the Technical University of
Wedel in Germany. He worked as a network specialist and
consultant for a systems integrator in Hamburg before be-
coming Director of the Central Europe MIS Department for
Aldus (later Adobe) in Germany. Most recently he spent
10 years as Managing Director for GFI Software GmbH and
GFI Cyprus. At 2X he is responsible for the overall direc-
tion of the company.

Revenue measurements aside, some technolo-
gies actually experienced significant increases in
interest as a positive result from the economic
crisis. Have you experienced any similar gains in
your pipeline?

Nikolaos —

Yes, we see a tremendous increase in compa-
nies evaluating and considering the benefits of
virtualization be it flexibility, hardware indepen-
dence, etc. and you can see that now they have
started investing in the technology.

It’s really a matter of time. More companies
will start to move to the Cloud and to SaaS be-
cause it’s cheaper and efficient.

Globalization is a big driver for this technol-
ogy. Small to medium sized companies that are
spread out all over the world can now centralize
their development, sales, and all other processes
in one place. Virtualization allows for great flex-
ibility in the globalization process. For example
you can open an office in Sidney and quickly con-
nect that office to your corporate headquarters
through the Cloud and be up and running almost
instantly.

Translation Services in all Languages

Qxern

¢ Document, software and

website localization
o Experienced and qualified

translators and editors
o Multilingual terminology management
¢ Online portal access to translation tools
o (Qver 40 company offices worldwide

40 years of experience in
European, Asian
and American markets

el: 1 (888) 775 5376

w.e-kern.com - info@e-kern.com

Germany: +49 (0) 69 75 60 73 0 - United Kingdom: +44 (20) 78 31 56 00,
Netherlands: +31 (0) 20 520 0740 - France: +33 (0) 1 53 93 85 20
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—tech review —

Jumping the Gap Between Authoring and Translation

By Scott Bass, President of Advanced Language Translation, Inc.

n the growing landscape of translation memory tools,

MadCap Lingo inhabits a special niche; no other tool fits
so snugly in the content authoring and translation supply
chain. The newest version, MadCap Lingo 4.0, brings new
features that will appeal to both translators and techni-
cal publication departments who can use MadCap Lingo
to manage their translation assets.

Since the first version, MadCap Lingo was meant to
work hand-in-hand with Flare, MadCap Software’s flag-
ship single-source authoring tool. Technical writers who
need access to translation memories and term bases will
appreciate MadCap Lingo’s interface design, which shares
common elements with Flare. Translators and translation
service providers will appreciate MadCap Lingo’s compre-
hensive support of content translation and terminology
management.

THE TRANSLATOR’S EXPERIENCE

Translators who have worked with Flare will find im-
mediate familiarity with the main panel in the MadCap
Lingo interface, since it appears in the same po-
sition as where an author would typically work
when using Flare. The chief difference is that
this space provides the translator with a view of
both the English content and the corresponding
translation. Additionally, MadCap Lingo offers
translators two content views: “Preview” mode
and “Translation” mode (see figures 1 and 2, re-
spectively).

Preview mode looks quite similar to Flare’s
authoring interface, but with MadCap Lingo,
the translator can see both the source content
and translated text. This mode is for context
only, and it is not used for entering transla-
tion. Having this on-the-fly preview capability
is important, since understanding the context
of where a particular block of text appears aids
the translator in understanding its meaning.
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Preview mode is only available for content that has
either been authored in MadCap Flare or imported into
Flare prior to translation. While the Translation mode
in MadCap Lingo is available for other file types such as
Microsoft Word or PowerPoint, previewing of the source
must be done directly in the original Word or PowerPoint
files.

Currently, MadCap Lingo 4.0 supports the following file
types: Topic Files (*.htm, *.html, *.xml); a long list of
MadCap file formats such as table of contents (*.fltoc),
glossaries (*.flglo), and snippets (.flnsp) to name a few;
Mimic files, Capture Images; MS Word documents (*.rtf,
*.doc, *.docx), PowerPoint (*.ppt and *.pptx); DITA files;
.Net Resource files (*.resx) and simple text files.

Given the inclusion of RESX files and ubiquitous file
types such as Word and PowerPoint, MadCap Lingo is an
obvious choice for software developers or other com-
panies already committed to producing the majority of
their technical documentation in Flare, who also want



the flexibility to include simpler files such as memos, pre-
sentations and press releases in their single-source envi-
ronment.

TraNsLATION MEMORY AND TERM BASE MANAGEMENT

In regard to translation memory (TM) support, MadCap
Lingo is TMX-compatible, so importing from and export-
ing to this format is very easy. The TM backend is SQL
Express, which makes the tool simple to install, reliable
and networkable. Translation memory options are basic
but effective, allowing the user to set a minimum match
level for retrieving suggestions from the TM database and
to automatically fill-in fuzzy matches at a percentage set
by the user. The user also can choose whether or not to
automatically apply translations in the TM to the rest of
the file.

Version 4.0 features an improved Translation Memory
Editor. It no longer spawns a separate window when add-
ing a new segment manually; instead you can now simply
add source and corresponding translation in fields at the
bottom of each column.

MadCap Lingo also has included terminology manage-
ment functionality since Version 3.0. The Termbase in
MadCap Lingo is basic and functions similarly to tools that
many translators may have already seen.

What makes MadCap Lingo’s term base management so
useful is the ease in which terms can be added to the Ter-
mbase. While the translator is working, all that he or she
has to do is select a term via the context menu, and click

“Add new term.” A quick entry dialog box then appears,
which allows for selection of the corresponding term in
the target language. [see Figure 4 - Quick add of a Ter-
mbase Entry from Translation Mode]

Page 18

Later, additional information can be added to each
term entry. The Termbase is concept-oriented and allows
for tracking subject, source, definition, external refer-
ence, image, and related term or concept information.
At the term level under the “Language Set” dialog, the
translator can set the language identifier and record a
localized definition, customer, project, term source, and
geographical usage. It’s also possible to track gender, part
of speech, location, type and usage.

TRANSLATION ALIGNMENT

Another great feature in MadCap Lingo 4.0 is the Align
tool. The alignment functionality has been upgraded as a
separate application, and it supports more file types than
the Align Project function in Version 3.0. Having been a
user of both Trados WinAlign and SDL’s alignment tool |

must admit to having low expectations
at first. However, much to my surprise,
MadCap’s Align application performs
quite well, and it has functionality not
present in the aforementioned tools.

One great feature of Align is the abil-
ity to upload aligned segments auto-
matically into a MadCap Lingo transla-
tion memory. Most other alignment tools

require the translator to export a TMX or similar file for
import into a translation memory. MadCap Align allows
translators to upload segments as they work, so even if
they have to skip some segments or can’t complete a
whole file, they can upload any segments that are aligned.
[see Figure 5 - MadCap Lingo’s Align Tool]

MadCap Align also excels at managing troublesome seg-
ments by offering five segment swapping options: swap
two selected cells, swap a selected cell with the one

below or the one above, join two ad-
jacent segments, or split a segment. In
most other alignment tools the transla-
tor must manually move text between
segments.

SuPPORT FOR AUTHORS

For authors, it is easy to start work-
ing with MadCap Lingo thanks to the
common interface design it shares with
Flare. There is the familiar navigation

pane, which enables the user to access all topics or files
contained within a MadCap Lingo project. However, the
features that allow for the management of translated
content and ability to interface with translation provid-
ers are what authors will appreciate the most.

MadCap Lingo 4.0 has all the functions one would ex-
pect in a current translation memory suite, but where it
surpasses many other tools is in support of translation
project administration—especially for Flare projects of
all sizes.
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Figure 4 -
Quick add of a Termbase Entry from Translation Mode

TRANSLATION PRoOJECT PACKAGER

Since MadCap Lingo 3.0, there has been a Project
Packager that makes it quite easy to hand off transla-
tion projects to translators who are not using MadCap
Lingo. The Project Packager is simple to use; from
the File List, the author simply selects which files to
put into the translation package. If the author doesn’t
choose any files, the default is that all files are in-
cluded.

MadCap Lingo then processes all the Flare content
files, as well as any other necessary files such as the
table of contents (TOC), index and snippets. The
benefit here is that MadCap Lingo automatically con-
verts the XML files (TOC, index and snippets are all
stored as XML) to the XLIFF format. This saves time
and effort for the translator, and it ensures that the
XML files will be filtered correctly in most third-party
translation memory tools, since the majority of them
now support XLIFF.

UPpATE PrROJECT FUNCTION

The most powerful feature of MadCap Lingo 4.0 for
content creators and translators is the Update Project
function. This feature was formerly known as a Differ-
ence Project. In Version 3.0, if an author or translator
received an updated project, it was necessary to create
a new project that compared the previous and current
versions. This was known as a Difference Project. Now all
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the user needs to do is use the Update Project command
within the current project. MadCap Lingo simply gener-
ates a list of files that have been changed or added in the
project.

The Update Project function is invaluable. From the
translation provider’s perspective, we find that this is the
step most authors prefer not to deal with. MadCap Lingo
gives us the ability to quickly assess what has changed in
a project. From there we have the option of retranslating
files or topics, leveraging from the translation memory, or
simply carrying out spot updates.

The other benefit of the Update Project feature is
that it checks for changes in all files. A big challenge on
many projects is knowing if images as well as text have
changed; if an image has been changed, “Different” will
appear next to its name. Of course, this is based on last-
modified information for image files, but this is enough
to alert the translation team to check the flagged images
and see, for example, if a new screen shot is needed or a
callout on an image may have changed.
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MadCap Lingo 4.0 is a solid improvement over the pre-
vious version, and it is apparent from the list of feature
upgrades that MadCap has been listening to both transla-
tors and authors. MadCap Lingo may not have every bell
and whistle of products from the myriad competitors in
the translation tool jungle. However, it does have every-
thing needed to capture a company’s critical content and
terminology assets in an effective, efficient manner. The
biggest benefits are its shallow learning curve and closing
of the gap between authoring and translation.

BIO:

Scott Bass is the president of Advanced Language
Translation, Inc. (ALT), a Rochester, NY-based provider of
technical translation and localization services since 1994.
More information is available at www.advancedlanguage.
com.
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QUALITY TOOLS

acrolinx GmbH
Rosenstrasse 2

D-10178 Berlin, Germany
Tel. +49 (0)30 288 84 83 30
Fax +49 (0)30 288 84 83 39
www.acrolinx.com
info@acrolinx.com

AUTHORING TOOLS &
TRANSLATION
MEMORY SYSTEMS

MadCap Software, Inc.
7777 Fay Avenue

La Jolla, CA 92037

Tel. 858-320-0387

Fax 858-320-0338
management@madcapsoftware.com
www. madcapsoftware.com

FULL SERVICE
LOCALIZATION

Arcadia Translations
Marcelo T. de Alvear, 8° 50,
Buenos Aires, Argentina
Tel. 54-11-5353 3391

Fax 54-11-5353 3391
Info@arcadia-t.com
www.arcadia-t.com

BG Communications

International, Inc.
1100 Crémazie Blvd. East,
Suite 703

Montreal (Quebec) H2P 2X2
Tel. 514.376.7919

Fax 514.376.4486
info@bgcommunications.ca
www.bgcommunications.ca

McElroy Translation
Company

910 West Avenue

Austin, Texas 78701

Tel. 512.472.6753

Fax 512.472.4591
orders@mcelroytranslation.com
www.mcelroytranslation.com
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FULL SERVICE
LOCALIZATION

Parenty Reitmeier

Translation Services
123-B Marion Street, Winnipeg
(MB) R2H 0T3, Canada

Tel. 204-237-3737

TE. 877-445-3737

Fax 204-237-9997

Www. parentyreitmeier.com
contact@prtranslation.com

ADAPT Localization

Services
Clemens-August-Str. 16-18
53115 Bonn, Germany
Tel. +49 228 98 226-0

Fax +49 228 98 226-15
www.adapt-localization.com
sales@adapt-localization.com

PH Brink

International

6100 Golden Valley Road
Minneapolis, MN 55422
Tel. 763.591.1977

Fax 763.542.9138
info@phbrink.com

www. phbrink.com

Lionbridge

1050 Winter Street
Suite 2300

Waltham, MA 02454 USA
Tel. 781.434.6000

Fax 718.434.6034
info@lionbridge.com

www. lionbridge.com

Idea Factory Languages
Avenida de Mayo 666, 6A
C1084AAN Buenos Aires
Argentina

Tel. +54.11.4343.4143

Fax +54.11.4345.2722
iflinfo@idea-factory.net
www.iflang.com

Logrus International
2600 Philmont Ave.

Suite 305

Huntington Valley, PA 19006
Tel. 215.947.4773

Fax 215.947.4773
management@logrus.ru
www.logrus.ru
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FULL SERVICE
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Symbio Group

1803 Research Boulevard
Suite 508

Rockville, MD. 20850
Tel. 301.340.3988

Fax 301.340.3989
info@symbio-group.com
www.symbio-group.com

InterPro Translation
Solutions, Inc.

4200 Commerce Court

Suite 204

Lisle, IL 60532

Tel. +1 630 245 7150

Fax +1 630 245 7155
rstrozza@interproinc.com
www.interproinc.com

Ushuaia Solutions
Rioja 919,

S20000AYK Rosario,
Argentina,

Tel. 54.341.4493064
Fax 54.341.4495242
info@ushuaiasolutions.com
www.ushuaiasolutions.com

Crossgap S.r.l.
Via Nazario Sauro 1/2
40121 Bologna Italy
Tel. 39.0512966711
Fax 39.0512966732
info@crossgap.com
Www.Crossgap.com

PTIGlobal

9900 SW Wilshire, Suite 280
Portland OR 97225

Tel +1.503.297.2165
Toll free 888.357.3125
sales@ptiglobal.com
www.ptiglobal.com

Studio Gambit

Sp. z 0.0.

ul. Matejki 6,

80-952 Gdansk, Poland
Tel. +48 58 345 3800
Fax +48 58 345 1909
gambit@stgambit.gda.pl
www.stgambit.gda.pl
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WelLocalize

241 East 4th St.
Suite 207

Frederick, MD 21701
Tel. 301.668.0330
Fax 301.668.0335
info@welocalize.com
www.welocalize.com

Arabize

22 Anwar El Mofty St.,
Tiba 2000 Admin. Bldg.
Nasr City, Cairo

Egypt

Tel. +202.4055192-5
Fax +202.4055191
info@arabize.com.eg
www.arabize.com.eg

Syntes Language Group,

Inc.

7465 E. Peakview Ave.
Centennial, CO 80111
Tel. 303.779.1288
Fax 303.779.1232
info@syntes.com
WWWw.syntes.com

RM-Soft Translation &
Publishing S. L.

Plaza de los Campos 4, 2-D
18009 Granada - SPAIN

Tel. +34.958.215.032

Fax +34.958.215.284
www.rm-soft.com
info@rm-soft.com

ACP Traductera, s.r.o.
Nam. Miru 169/1

377 01 Jindrichuv Hradec
Czech Republic

Tel. +420.384.361.300

Fax +420.384.361.303
info@traductera.com
www.traductera.com
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Commit

139, Plapouta Ave. &
Lamias St.

GR 141 21 - N. Irakleio
Athens, Greece

Tel. +30.210.8056.930-2
Fax +30.210.8056.935
www.commit.gr
info@commit.gr

Worksoft

3/F, Building 8,
Zhongguancun Software Park,
Haidian District

Beijing, 100094, P.R. China
Tel. +86 (10) 82825266

Fax +86 (10) 82825268
info@workosft.com.cn
www.worksoft.com.cn

Tek Translation

International

C/ Ochandiano 10
28023 Madrid, Spain
Tel. 34.91.414.1111
Fax 34.91.414.4444
sales@tektrans.com
www.tektrans.com

ArchiText

23 Main St., 3rd Floor
Andover, MA 01810
Tel. 978.409.6112
Fax 978.409.6096
info@architext-usa.com
www.architext-usa.com

Palex Languages &

Software

4th floor, Uchebnaya 39/1,
Tomsk, Russia, 634034
Tel. +7.3822.531.638

Fax +7.3822.562.733
www.palex.ru
info@palex.ru
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CPSL Europe
Edificio Imagina
Avda. Diagonal, 177, 3°
08018 Barcelona - Spain

Tel: +34 93 320 13 00
info-spain@cpsl.com
CPSL USA

Tel: +1 214 432 6114
info-usa@cpsl.com

www.cpsl.com

Globalization Group,

Inc. (GGI)

374 East 720 South

Orem, UT 84058

Tel. 801.225.6959

Fax 801.838.1117
info@globalization-group.com
www.globalization-group.com

Lingua Solutions, Inc.
15303 Ventura Blvd., Suite 900
Sherman Oaks, CA 91403

Tel. 800-508-2484
info@linguainc.com

www. linguainc.com

Janus WWI
Derbenevskaya nab. 11B -
office 113

Business Center Pollars
114115, Moscow, Russia

Tel. +7-495-913-6653 ext. 213
Fax +7-495-913-6653
info@janus.ru

WWW. janus.ru
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KERN AG
Global Language

Services

Kurfirstenstr. 1

60486 Frankfurt

Tel. +49 (0) 69.75.60.73-17
Fax +49 (0) 69.77.03.93.55
michael.kern@e-kern.com
www.e-kern.com

HiSoft Services (Beijing)
Limited

1/F, Dascom Building,

No. 9 East Road, Shangdi,

Haidian District, Beijing 100085,
China

Tel. 8610-82782892
sales-bj@hisoft.com

www. hisoft-services.com

Conversis

Bignell Park Barns
Chesterton

Bicester

Oxfordshire

0X26 1TD

United Kingdom

Tel. +44 (0) 845.450.0805
Fax +44 (0) 845.450.0806

info@oxford-conversis.com
www.oxford-conversis.com

Sinometrics

121 Stewart Street, Suite 205
Seattle, WA 98101

Tel. 206.267.4100

Fax 206.267.4200
information@sinomet.com
www.sinometrics.com

Follow-Up Translation

Services

Av. Presidente Wilson 165 /
Sala 1308

Rio de Janeiro - RJ
20030-020 - Brazil

Tel. (+55 21) 2524-2994
Fax (+55 21) 2210-5472
info@follow-up.com.br
www.follow-up.com.br
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Jonckers Translation &
Engineering s.a.

Belgium - Headquarters
Jonckers Translation &
Engineering s.a.

15A Avenue Herrmann-Debroux
B-1160 Brussels, Belgium
www.jonckers.com

Europe Contact Phone:
+ 32-2-672-80-30

USA Contact Phone:

+1 877-590 -1927

Asia Contact Phone:
+86 -10-5873-1958

Global Databases
Limited

Doc3 Support &
Development Center
Holeckova 25

150 00 Prague

Czech Republic

Tel.: +420 257 313 110

info@doc3.com
www.doc3.com

EQHO Communications

Ltd.

2001 Chartered Square
152 North Sathorn Rd
Bangkok 10500 Thailand
Tel. +66.2.637.8060
Fax +66.2.637.8422
info@egho.com
www.egho.com

Able Translations

385 Traders Boulevard East
Mississauga, Ontario

L4Z 2E5

Tel. 905.502.0000

Fax 905.502.8900
info@abletranslations.com
www.abletranslations.com

ClientSide News Magazine

FULL SERVICE
LOCALIZATION

TOIN

Toin Building

1-12-8 Shiba, Minato-ku
Tokyo 105-0014, Japan
Tel. +81-3-3455-8764
Fax +81-3-3455-6514
cs@to-in.co.jp
www.to-in.co.jp

E-C Translation Ltd.

2nd Floor, Hua Teng Development
Building,

No.23, Xi Huan Bei Road, BDA,
Beijing 100176, P. R. China.

Tel. 86-10-67868761
service@e-cchina.com
www.e-cchina.com

WH&P

Espace Beethoven BP102,
1208 Route des Lucioles,
Sophia Antipolis CEDEX.
06902 FRANCE
sales@whp.fr

www.whp.fr

Skrivanek Translation

Services Ltd.
Nad Zaloanou 499/6
180 00 Prague 8,
Czech Republic

Tel. 420.233.320.560
Fax 420.244.321.556
sales@skrivanek.net
www.skrivanek.net

VistaTEC

700 South Circular Road
Kilmainham

Dublin 8

Ireland

Tel. +353-1-416-8000
Fax +353-1-416-8099
info@vistatec.ie
www.vistatec.ie

Arabize

22 Anwar El Mofty St.,
Tiba 2000 Admin. Bldg.
Nasr City, Cairo

Egypt

Tel. +202.4055192-5
Fax +202.4055191
info@arabize.com.eg
www.arabize.com.eg
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SINGLE LANGUAGE
LOCALIZATION
PROVIDER

Business &

Languages srl

Technical Translations and
SW Localization into Italian
Largo Torraca, 71

80133 NAPLES - ITALY

Tel. 39.081.551.31.76

Fax 39.081.551.26.08
www.bl-trans.com
info@bl-trans.com

STEP.IN. S.r.I.

Via Laurentina, 447/A
00142 ROMA (Italy)

Tel.

+39 06 - 5914404 / 5914808
Fax +39 06 - 5914930
step-in@step-in.it
www.step-in.it

TransSoft
Translation &

Localization into Polish
ul. Jugoslowianska 63

60-149 Poznan, Poland

Tel. +4861.861.9893
info@transsoft.pl

www. transsoft.pl

Ryszard Jarza

Translations

ul. Barlickiego 23/22, 50-324
Wroclaw, Poland

Tel. +48 601 728018
info@jarza.com.pl
www.jarza.com.pl

iDISC Information
Technologies
Connecting to the
Spanish-speaking World
Passeig del Progrés, 96
08640 Olesa de Montserrat
BARCELONA - SPAIN

Tel. +34 93 778 7300

Fax +34 93 778 3580
www.idisc.es
trad@idisc.es

ClientSide News Resource Listings

CONTENT
MANAGEMENT TOOLS

Ektron

5 Northern Blvd. Bldg. 6
Amherst, NH 03031 USA
Tel. 603.594.0249

Fax 603.594.0258
info@ektron.com
www.ektron.com

DocZone.com bv
Bronsteeweg 49-B

2101 AB Heemstede

The Netherlands

Tel. +31 (0) 23 548 48 80
Fax +31 (0) 23 548 48 85
info@doczone.com
www.doczone.com

SOFTWARE
LOCALIZATION
TOOLS

Across Systems, Inc.
431 N Brand Blvd.,
Suite 308

Glendale, CA91203
americas@across.net
Www.across.net

Phone (877) 922 - 7677
Fax (877) 773 - 5687

Multilizer

c/o Rex Partners Oy
Tekniikantie 14, PL 534
02150 ESPOO

Finland

Tel. +358.92517.5455
Fax +358.92517.2202
www.multilizer.com
info@multilizer.com

ClientSide News Magazine

TRANSLATION
MEMORY TOOLS

XML-INTL Ltd.

Technology

PO Box 2167

Gerrards Cross

Bucks SL9 8XF UK
Tel. +44 1753 480 467
Fax +44 1753 480 465
www.xml-intl.com
sales@xml-intl.com

Business Development

PARENTY REITMEIER, INC.
123-B Marion Street

Winnipeg, Manitoba R2H 0T3
Canada

Tel. 204.237.3737

Toll Free. 1.877.445.3737

Fax. 204.237.9997

Email:
lynn.reitmeier@prtranslation.com
www.parentyreitmeier.com

Web Globalization

Byte Level Research
3841 4th Ave., #235

San Diego, CA 92103

Tel. 760.317.2001
Jyunker@bytelevel.com
www.bytelevel.com
www.globalbydesign.com

DTP SERVICES

Palex Languages &

Software

4th floor, Uchebnaya 39/1,
Tomsk, Russia, 634034
Tel. +7.3822.531.638

Fax +7.3822.562.733
www.palex.ru
info@palex.ru
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