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PREFACE
The Localisation Research Centre (LRC) is proud to publish, together with Multilingual

Computing, a selection of articles published over the past twelve months in both its own
quarterly magazine, Localisation Focus, and in Multilingual Computing & Technology.

The idea for such a compilation first came up at a meeting of the third-level Localisa-
tion Teaching, Training and Research Network (LttN), operating under the umbrella of the
LRC, in 2002.

The reader is aimed at students in third-level institutions studying localisation-related
courses who otherwise would not have access to up-to-date reading material. It is a long
overdue resource for lecturers who so far have had difficulties in assembling the latest
news from the localisation community for their students.

This effort would not have been possible without the very generous and enthusiastic
support from the staff of Multilingual Computing, especially Donna Parrish and Laurel
Wagers. Thanks also to Patrice Fanning in the LRC who reviewed the articles.

We intend this reader to be the first in an annual series of readers, assembling the best
articles published over the past year in the two leading publications in the field.

Enjoy!

Reinhard Schäler
Director
Localisation Research Centre (LRC)
reinhard.schaler@ul.ie
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INTRODUCTORY NOTE
This reader consists of articles published in the magazines Localisation Focus and

MultiLingual Computing & Technology from September 2002 through September 2003.
It is intended for use by teachers of localization and translation and their students.

Localisation Focus is published quarterly by the Localisation Research Centre at the
University of Limerick, Ireland. Reinhard Schäler, director of the LRC, is its editor.

MultiLingual Computing & Technology is published eight times a year (plus an annual
index and resource directory) by MultiLingual Computing, Inc., in Sandpoint, Idaho USA.
Donna Parrish is the publisher; Laurel Wagers is managing editor.

This reader is a joint publication of the Localisation Research Centre and MultiLingual
Computing, produced by MultiLingual Press. Articles were compiled in a common general
format, but not re-edited, so the different editorial styles of the two magazines will be
apparent. While the Irish spellings are retained within the Localisation Focus articles, for
example, this volume was produced in the United States, so the title is Localization Reader
with a z. And to simplify formatting and double-sided printing, all articles begin on odd-
numbered (right-hand) pages.

Readers should be aware that information in the authors’ biographical notes was cur-
rent as of the original publication of the articles and may no longer be accurate. 

The compilers and publishers welcome comments from instructors and students that
will help in developing the 2004-2005 reader.

Laurel Wagers
Managing Editor
MultiLingual Computing & Technology
laurel@multilingual.com
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Ten reasons why localisation and cultural diversity are
mutually exclusive.

1. LOCALISATION IS TOP DOWN
Many software developers in Silicon Valley still wish the

rest of the world would be just like them: share the same val-
ues, speak the same language, have the same taste and pref-
erences, use the same character set. Over the past 15 years,
they could only be convinced to internationalise their code
when managers — whose salary was closely linked to the
sales figures for their international products — wrote this
into their objectives. In fairness, they have been extremely
successful. The overwhelming majority of publishers in the
digital world now make more money from the sales of their
localised products than they make from the sales of the origi-
nal product. More than 60% of the overall revenues of
Microsoft now originate from international sales. In 2001,
and in Ireland alone, Microsoft had revenues of US$1.9 bil-
lion from its international sales.

Localisation provides access to the digital world “made in
the USA” to non-English speakers. This is good news — but
obviously a one-way street. The flow of products, of content,
is in one direction only. The contribution to maintaining lin-
guistic and cultural diversity is — if you can still call it a
contribution — extremely limited.

2. LOCALISATION IS ‘MAKE-BELIEVE’
Some localisers define localisation as the effort to “adapt

products so that they look and feel as if they were developed
in the country, the language and the culture that they are
localised for”.

A trendy Web site in France will have a black background,

while bright colours and a geometrical layout give a site a
German feel. Dutch surfers are keen on video downloads, and
Scandinavians seem to have a soft spot for images of nature,
according Ben Vickers in the Wall Street Journal (26 March
2001), reporting on the EU-funded seed project Multilingual
Digital Culture, or MUDICU (www.mudicu.org). Interestingly
but hardly surprising — MUDICU is coordinated by Helene
Abrand, an internet consultant working for Real Media France,
the French subsidiary of the US company Real Media Inc.

Was it really Columbus who discovered America? Was the
telephone invented by Alexander Graham Bell or by rival pio-
neer and inventor Marconi? What is the height of Mont Blanc
— 4,808 meters as the French believe, 4,807 meters as the
Dutch believe, or 4,810 meters as the Italian believe? What
about such issues as:
� Date, time and number formats
� Colour schemes
� Pictures and images
� Hand signals
� Symbols
� Sounds
� Historical data
� Product names and acronyms
The result of the cultural adaptation effort is that a pro-

gramme or a web page sends out all the right signals to you,
the user — something like a chameleon that tricks its ene-
mies. But you know, and most of all you feel, that something
is not quite right — because no matter how much you
change the colour of a web site, the hand signals, the sym-
bols and the sounds used, the content will remain the 
same — and people in Finland will still not laugh at a joke
from Texas. 
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3. LOCALISATION IS
A US-DRIVEN INDUSTRY

With very few exceptions, the most notable one probably
being the case of the German software developer SAP, most
large-scale localisation projects are those where US material
is localised for other, non-US markets. Around 90% of the
overall global localisation effort is — and this is a conserva-
tive estimate — invested in the localisation of US-developed
digital material. In other words, localisation is currently used
almost exclusively by large US corporations as a vehicle to
increase their profits. This is only logical and easy to under-
stand. Localisation is relatively cheap compared to the devel-
opment costs of the original product, yet it provides access to
markets much larger than the original US domestic market.

Clearly, market expansion and higher revenue are the pri-
mary drivers for the localisation effort of the large IT pub-
lishers, not language, not culture, and certainly not diversity.

4. LOCALISATION WIDENS
THE GAP BETWEEN RICH AND POOR

The argument has been made that access to the power of
the internet and the web will narrow the gap between the
haves and the have-nots. It will lead to a better world, with
more equality and prosperity for everybody. If that were true,
localisation would support this development because it facili-
tates access and use of the web for non-English speakers, who
otherwise could not participate in the Information Society.
Sadly, the opposite is true.

In a world where half of the population has never made a
telephone call — a world where only 3% out of 80% of the
total population has a telephone connection — access to the
internet is restricted to those who have the money to pay for
it, to those who are already among the better off. While local-

isation could help to overcome the language and cultural
barriers that can prevent access to the web, it cannot solve
the fundamental financial and development barriers that pre-
vent access for the vast majority of people.

The internet and the web are actually helping to widen the
gap between rich and poor in our world. Localisation as we
know it does not counteract this development; it supports it.

5. LOCALISATION FAVOURS
‘NORTHERN’ LANGUAGES

Software and web pages are not localised into languages
that are spoken by the majority of people on our globe. They
are mostly localised into what could be called the northern
languages, those spoken by the affluent people of the northern
hemisphere.

Today approximately 80% of web pages are in English,
according to Julian Perkin in the Financial Times (7
February 2001). Most of the remaining web pages are avail-
able only in major northern languages like Japanese, German,
French, Spanish or Portuguese.

This contrasts sharply with the 5.4% — little more than 1
in 20 — of the world’s population who speak English as their
mother tongue (according to IDC, the Boston IT market
researchers). Not surprisingly, the majority of these are
Americans. A further 7% of the world’s population are profi-
cient English speakers, so the language is a good means of
communication for just around one eighth of the world’s
inhabitants.

There are fractionally more native Spanish speakers in the
world, and the Chinese languages dwarf English as a native
language, spoken by 20.7% of the world population. Three-
quarters of these, or 15% of the world population, speak
Mandarin alone — nearly three times as many people as have
English as a first language.
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Three Coca Cola Web sites: (top left) Dutch; (left) German and (right) French. Designers of global
products, of Web sites aimed at the global customer, refer to what they believe are globally

applicable appeals to needs and desires, and they create global icons, references and stereotypes.
These stereotypes strongly influence the design, development and presentation of web content.



6. LOCALISATION CONTRIBUTES
TO CREATION OF THE MCWORLD

In 1995, the political scientist Benjamin Barber first used
the term McWorld to describe “the cosmopolitan, interna-
tional, consumerist, multinationalised, advertising-based cul-
ture of cable TV, popular magazines, and Hollywood films”.
This culture, according to Barber, aims at universal accessi-
bility, in which billions watch the same World Cup finals. It is
a culture in which MTV (translated), dramatisations of the
lives of imaginary American millionaires, CNN and films like
Titanic dominate and homogenise local cultures, producing
a thin but powerful layer of consumerist, advertiser-driven,
entertainment-based, and perhaps in the last analysis,
American-influenced culture with great popular appeal,
backed by enormous financial and technological resources.

He did not mention localisation explicitly, but, without a
doubt, localisation facilitates access to this culture and facili-
tates the penetration of this culture into other local cultures,
changing and adapting them in the process. In a “simple twist
of fate”, almost magically, localisation is no longer just a
process of linguistic and cultural adaptation but becomes
itself an active player that adapts and changes (localises)
other languages and cultures.

There is no doubt that the plethora of Americanisms, espe-
cially in the terminology dealing with IT in many “northern”
languages has been introduced to these languages through
localised products.

Similar patterns can be observed in consumer behaviour,
business attitudes and social change. The American concept
of “stock holder value” runs directly against the traditional
attitude of social responsibility that has characterised the way
large German corporations run their businesses. Yet it took
less than a decade during the eBoom emerging from
California’s Silicon Valley towards the end of the 1990s to
force German businesses to dramatically change the way they
run their businesses.

7. LOWEST COMMON DENOMINATOR
AND GLOBAL SYMBOLISM

Whereas culture needs diversity and thrives on difference,
localisation, internationalisation, and globalisation often aim
for the lowest common denominator and a global symbolism.
While diversity should be interesting and stimulating, one of
the golden rules of localisation is that of reusability. Reuse as
much material and change as little material as possible.
Designers of global products, of websites aimed at the global
customer, use globally acceptable standards, symbols, and
conventions. They refer to what they believe are globally
applicable appeals to needs and desires, and they create glob-
al icons, references and stereotypes.

These stereotypes strongly influence the design, develop-
ment and presentation of web content. By contrast, culture is
about the spice of life, culture is about difference, culture is
about contrasts. A prevailing lowest common denominator of
tastes, preferences and opinions, nurtured by the global web,
marks the end of diversity and contrast and, ultimately, the
end of culture.

8. GLOBAL ICONS SUPPRESS LOCAL
CONTENT & CREATE ‘ACCIDENTAL WEB’

Because of the power, persuasiveness and the resources
behind them, global icons, global symbols and global content
are pushing aside and suppressing local content. When you
travel to Spain, do you want to find out from a web-based,
localised US travel guide where to eat in Santiago, Madrid or
Seville? Or when you travel to the Middle East, do you want to
read up on the history of the region on a localised US web
page? Regrettably, this is what you will most likely be offered
when searching the web for this kind of information.

If one searches for background information on any region
of the world, the likelihood is that the information presented
will not originate from the region but from US, localised web-
sites that are registered with the major search engines and
shown at the top of the list of search results.

Like travel writer Macon Leary in Anne Tyler’s book The
Accidental Tourist, who hates both travel and anything out of
the ordinary, many global eContent publishers dislike diversity
and divergence from standards — for the simple reason that
it makes their lives more difficult and (even more crucially)
their projects more expensive. They create perfect “acciden-
tal” Web sites that are acceptable to every global citizen’s
tastes, beliefs and customs. There are no surprises, no devia-
tion from the norm. There is an almost clinical feel of global
political over-correctness to them.

Macon Leary needed Muriel, a wacky dog-obedience train-
er, to end his insular world and thrust him headlong into a
remarkable engagement with life. Local content producers,
local cultures need the technical experts to bring their content
to the world so that the world can enjoy the different perspec-
tives and approaches offered by them.

9. CONTENT MUST BE LOCAL —
LOCALISATION MUST BE BOTTOM UP

To preserve diversity, to preserve culture, digital content
must be local and must be presented and accessible in as
many languages as possible. In Europe, for example, there is
no shortage of digital content. In fact, many market
researchers have highlighted Europe’s advantage over many
other regions in the world in this area. However, this content
must be made easily available to the rest of the digital world.
It must be made available to people living in different coun-
tries, speaking different languages.

Imagine how interesting and entertaining it would be to
be able to listen to the Spanish and the English commen-
taries of a soccer match between Barcelona and Manchester
United. And there is no reason why the sources of informa-
tion on which we base our interpretation of contemporary
events should exclusively be supplied by and filtered through
the large news networks like Sky and CNN. A recent example
of the important role, and indeed the success, of a relatively
unknown digital content provider (in this case a local satel-
lite news station) has been the Al Jazeera satellite news
channel, which is supplying up-to-date and often exclusive
reports and pictures from the Arabic world (see
www.aljazeera.net). 
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There are reasons why major European television stations
regularly report on torrential rains and severe flooding in the
Mississippi Delta causing great damage to local houses and
sweeping away half a dozen cars, while minimum coverage is
given to human catastrophes, death, hunger and disease in
Africa and Asia.

These reasons are directly linked to availability and cost.
Diverse, locally produced, eContents can only be offered if

this content finds its way into the digital world and is then
localised to make it accessible to speakers of other languages.
It is “bottom-up localisation” (and not the top-down localisa-
tion that we have become so used to) that will contribute to
preserve the diversity of languages and cultures.

10. WHY LOCALISATION EFFORTS
MUST FUNDAMENTALLY CHANGE

Most of the reasons I’ve covered so far why localisation
efforts must fundamentally change and be redirected con-
cerned mainly political and cultural areas. As I said earlier, in
the world of big IT business, a world dominated by young,
hard-working, no-nonsense professionals whose decisions
are mostly determined by stock market analysts’ reports, it is
difficult — if not impossible — to interest anybody in diversi-
ty, never mind culture. So let’s talk about revenues, new mar-
kets and cost models.

It has been established that most large digital publishers
make most of their revenue from their international sales.
These publishers would never have got where they are now,
they would never have achieved their current revenue figures,
they would never have been able to achieve that level of 
market penetration  — without their highly successful locali-
sation strategies.

The success stories of companies like Microsoft, Lotus/IBM,
Oracle and Symantec, which by now have long moved from

being simple software developers to becoming electronic pub-
lishing houses, should encourage publishers in other regions
in the world.

Europe has the knowledge, the experience and the exper-
tise to localise its vast amounts of electronic content and
make it available to the rest of the world, creating new busi-
ness opportunities and markets.

What is needed is the political foresight and the industrial
initiative to make this happen.

CONCLUSIONS
I hope to have shown that localisation certainly has the

potential to preserve linguistic and cultural diversity. To fulfil
this potential, however, its efforts have to be redirected.
Initiatives and actions such as those undertaken within the
European Union eContent Programme (www.hltcentral.org
and www.electonline.org) as well as the sharing of the lessons
learnt during the course of successful and unsuccessful locali-
sation projects (especially those for languages and cultures
ignored by mainstream localisation efforts) could, in my opin-
ion, help to use the large pool of expertise and experience
available within the localisation community to preserve cultur-
al diversity and to prevent a slow but certain demise of cul-
tures currently not present in the digital world.

Earlier on, I quoted David Brooks, who said any language
that is not captured in this electronic world will soon become
obsolete. I believe that any culture not captured in this elec-
tronic world will eventually become obsolete.

In addition, dominance and exclusivity cannot ultimately
benefit anybody, not even to the big players, because no cul-
ture can live if it attempts to be exclusive (Ghandi).

I believe we should not remain at the level of mere recipi-
ents of the localised content of others. We should become
actors, localise our own content and
make it accessible to everybody in the
digital world. We should all become
localisers.  �

Reinhard Schäler is director of the
Localisation Research Institute in Limerick,
Ireland. He can be reached at reinhard
.schaler@ul.ie
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I N NOVEMBER of 2001 Bill Looby of IBM gave a presen-
tation at the LRC conference in Limerick about web ser-
vices and how this technology could apply to the trans-
lation market. A lot of talk and some real developments
have happened since then. Telelingua announced its T-

Remote Memory product, which uses a web services definition
to retrieve translation matches from multiple distributed trans-
lation memory systems. Berlitz uses a web services definition in
its Open Translation Connector to link content management
systems with BerlitzIT. Lexelnet is about to launch its translation
marketplace using web services definitions for the providers of
the services. Globalsight announced its .Net edition, which
allows localisation portals to link easily with its globalisation
technology. Those who have not yet implemented web services
one way or the other in their translation technology will most
certainly be talking about it.

Web services create the best opportunity for the cottage trans-
lation market to cross the chasm and become a professional
services industry. Web services help us to overcome the dilemma
that has suppressed the translation market ever since we started
talking about localisation as an industry (around 1990). The
mergers and acquisitions of recent years and the launch of new
market offerings have only reinforced this dilemma. The supply
chain has become more complex, with more vendors and more
tools — and more incompatibility. Any possible gain from the
use of translation memory is lost again because of the increase
in overheads of managing multiple translation databases. Web
services connect tools and suppliers automatically without the
need for direct communication. Articles or sections from web-
sites will find their way to the translator automatically. No phone
conversations, no faxes, no FTP, no emails (except perhaps
automatically generated emails). Translation memory matches
will be retrieved fully automatically from anywhere in the net-
work. And for real-time translation, the web services architec-
ture will automatically route texts to a machine translation

engine. No pre- and post-processing, no translation folders and
no so-called translation engineering. Web services allow us to
build the intelligence into the infrastructure in standard defini-
tions that communicate openly with any tool and any supplier
that comply with the standard. 

Web services will undermine current business models, espe-
cially those of the so-called MLVs. Ironically speaking, it was in
their interest to keep the dilemma alive. If the infrastructure
were to become intelligent enough to automatically deliver a
quote or final approved translation, the role of the translation
brokerage firm would become less relevant (unless perhaps
they build and rent the web services infrastructure themselves).
In this article, I will describe the role of web services from the
perspective of the dynamic market we live in.

MARKET RELEVANCE
As information becomes a corporate asset for many com-

panies, translation and effective communication in all
required business languages also becomes vitally important.
While translation in many companies is still a relatively iso-
lated activity, more and more corporate decision-makers
now understand that it must be integrated into corporate
processes. Translation and effective multilingual communica-
tion become part of corporate information strategies. They
play a crucial role in managing customer relationships,
human resources and supply chain. Market surveys indicate
that people stay four times longer on sites when the informa-
tion is provided in their native language. The extent to which
intranets and extranets are translated has a direct effect on
the success of companies.

However, the current market offering does not provide for
adequate integration in corporate purchasing platforms, in
content management or customer relationship management.
The translation market is still a cottage industry. Services are
offered by hundreds of thousands of freelancers working from
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their homes and thousands of agencies.
They all have their specialties, like subject
knowledge and language pairs. And all
have their own terms and peculiarities
when it comes to delivery and invoicing.

MARKET SIZE
According to IDC, the size of the locali-

sation, translation and interpretation
(LTI) services market and cross-lingual
application (CLA) services was $2.981
billion in 2001, predicted to grow to $6
billion by 2006. (IDC, Worldwide Globalization,
Internationalization, and Localization Services Market,
Forecast and Analysis Update, 2001-2006). The diagram at
right provides a breakdown of the major sub-industries, their
2001 revenues and their projected growth up to 2006.

Website localisation is a specialised service that has
emerged in recent years (since 1999). It is basically a pack-
aging of translation services with technical services that
ensure the proper functioning of the translated sites. A num-
ber of specialised service companies have entered this mar-
ketplace. 

Computer-aided translation as a sub-sector consists of the
sales of software and services that support the automation of
translation processes, such as translation memory software,
machine translation and dictionary management software.
Although these software products have been around for a
long time (since 1985), the market thus far has developed
slowly. IDC expects this sub-sector to grow by 35% a year.
This clearly illustrates the corporate need for process
automation and integration.

Software localisation is a specialised service that emerged
with the proliferation of desktop computers at the end of the
1980s. Since that time a new generation of specialised ser-
vice companies has emerged offering packaged translation
services and technical services (like software testing and
quality assurance) that ensure localised software will func-
tion properly.

Translation is at the forefront of the LTI services market. It
is the basic service provided by hundreds of thousands of
freelancers and thousands of agencies. In fact, most of the
software localisation and website locali-
sation companies use the services of the
translation sub-sector on a subcontractu-
al basis rather than using in-house trans-
lators. The market is known for its multi-
ple layers of subcontracting. The manage-
ment overheads of these multiple trans-
actions represent a considerable share of
the size of the translation market. While a
freelance translator may in a particular
case receive $0.08 for each word he
translates, the ultimate customer may be
paying $0.24 — three times more.

To adequately represent the focus of
translation vendor web services, it is
appropriate to split the IDC category of

the translation sector into an actual translation service part
and an overheads of transaction management part. IDC pro-
jects an average annual growth for the translation sub-
sector of 6.5%. With the emergence of web services stan-
dards, it is likely that overhead expenses will even out over the
next couple of years. Workflow automation, e-procurement,
supply chain automation and the arrival of new marketplaces
will help to bring transaction costs down. 

We assume that at our base point revenues of the transla-
tion sector are equally divided between actual translation ser-
vice costs and overheads. By 2004 we will already see the
result of transaction automation and a reduction of over-
heads. The proliferation of translation web services standards
will help to bring transaction costs further down over time.

CASCADED SUPPLY CHAIN
The translation market has grown into a multilayer

industry with many interdependencies between the various
players. First, there were the individual professionals or
freelance translators. They are listed in the registers of
national translator associations, but they receive their work
usually through personal contacts and yellow pages. Since
the 1950s and 1960s many agencies have been established
that broker the services of freelance translators. They
receive their work through yellow page advertising and now
more and more through the internet. Since the 1980s spe-
cialised software localisation companies have been estab-
lished that select suitable translation resources from the
freelance and agency supply base. Since the 1990s a wave
of consolidation started at the top of the translation market
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Web localisation CLA Software 
localisation

Translation

Model of outsourcing and tasks performed at each level

ACTOR TASKS PERFORMED

Client Procurement, Vendor Management, Quality Assurance, 
Translation Memory Management, Project Management

MLV Procurement, Vendor Management, Quality Assurance, 
Translation Memory Management, Project Management

SLV Procurement, Vendor Management, Quality Assurance, 
Translation Memory Management, Project Management

Agency Procurement, Vendor Management, Quality Assurance, 
Translation Memory Management, Project Management

Translator Translation, Translation Memory Management, Quality 
Assurance, Project Management



and a handful of global multilingual ven-
dors have emerged. They select and buy
the translation services from agencies
and from the smaller specialised locali-
sation vendors.

A cascaded supply chain has evolved
that is made up of many actors who often
play similar roles in the production of
the services. At every new link of the sup-
ply chain, project management tasks,
quality assurance, procurement, file han-
dling and other tasks will be performed.
But as no industry standard process defi-
nit ion exists, i t is inevitable that a
tremendous amount of overlap is hidden
in these trails of subcontracting and out-
sourcing. 

The table below illustrates a typical out-
sourcing model and the tasks being per-
formed on every level.

Although this supply chain seems to be
an obvious candidate for definition and
automation, very little has been achieved
until now on this level in the globalisation
market. Several of the largest suppliers in
the market have developed workflow
automation products as well as supply
chain and customer portals for online
project monitoring and collaboration. However, these pack-
aged products have not found very favourable customer
response because customers in general fear to be locked
into a proprietary service environment.

CUSTOMERS’ BUYING CRITERIA
Customers of multilingual communication services require

a rare combination of the highest level of language quality
and topic specialisation with the lowest level of overheads
and the fastest turnaround. They want to be able to change
their specialist providers if better quality, better turnaround
or lower cost can be obtained somewhere else. Therefore,
they do not want to be locked into a one-to-one marketplace
or portal from one of their service providers.

The customers’ buying criteria can be listed as follows:
Quality of devoted specialist translators;
Non-proprietary portal for procurement, vendor manage-

ment, project management and monitoring, collaboration,
quality assurance;

Lower cost;
Faster turnaround;
The portal or functionality must be integrated into other

enterprise applications, like a procurement platform, intranet,
extranet to allow direct access to all authorised users within
an enterprise;

The service must offer interoperability for all translation
memory, machine translation, content management and other
enterprise applications.

To meet all of these customers’ buying criteria the globali-
sation market requires a fresh approach, which comes down

to a separation of the delivery of the high quality services by
the devoted professionals on the one hand and the facility of
a highly automated and standardised infrastructure for trans-
action management on the other hand. 

MARKET PLAYERS
The localisation, translation and interpretation (LTI) and

cross-lingual application (CLA) services market is populated
by multiple layers of service providers and only a few pure
technology providers. The table at top right provides an
overview of the service providers in categories of size from
large to small.

A few service providers have entered technology develop-
ment, especially at the top of the supply chain, but most
have withdrawn from it. Customers would not buy their
technology for fear of being locked into one service
provider’s technology.

The diagram above illustrates the rapidly growing impor-
tance of cross-lingual applications services. The percentage
of cross-lingual applications services of the total size of the
localisation, translation and interpretation services market 
is rising from 1.5% in 2001 to 2% in 2004 and to 3.3% 
in 2006.

The human translation segment is growing at only 6.5%
annually, thus indicating the acute need for leveraging soft-
ware in the form of transaction management and translation
technology. The industry’s growth is currently suppressed by
the complexity and cost of managing the translation supplier
base. This reality is stimulating the growth of translation
automation and transaction and workflow automation.
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CATEGORY REVENUES NUMBER DIFFERENTIATORS

Global MLVs $30M - $100M < 10 Offer all languages, focus on IT 
sector, Other services: testing, 
consulting

MLVs – SMEs $5M - $30M < 50 Offer most languages, specialise 
in one or two sectors

SLVs $1M - $5M <100 High quality in one language, 
strong position in “home” market.

Agencies $100K - $1M <5,000 Every major city in the world has 
between 5 and 20 local agencies. 
They “own” their networks of 
freelancers, and have a few 
strong long-term clients.

Freelancers <$50K <200,000

Overview of service providers from largest to smallest



HYBRID SOLUTION

Web services potentially have a much greater impact on
the translation market than any other development before,
including the consolidation and creation of large MLVs since
1995. The route to scalability and efficiency does not seem to
go through mergers and acquisitions as it does perhaps in
many other industries. What the translation market needs is a
hybrid solution, consisting of an open infrastructure on the
one hand and a multitude of highly specialised human
resources on the other hand. The best quality can be
achieved by those who are nearest to the work being pro-
duced: the translators, the reviewers and the writers. The

most efficient service management system is an automated
open industry infrastructure. 

Web services have the potential to create such an intelligent
and open infrastructure that automatically links with high-
quality resources and interoperable tools and databases.

As some people say: “This industry
goes around in cycles. …”  �

Jaap van der Meer is a partner in Cross
Language n.v., a consultancy and system inte-
gration company dedicated to translation
and language technologies. He can be
reached at jaap.vandermeer@crosslang.com
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Cost control in the current economic climate is 
critically important to maintaining an effective global
presence for your products and services while remaining
solvent. In this article, localisation experts KPS outline 10
steps to effective cost control to be considered. 

W
orking with a number of software
publishers, KPS has seen a typical
internal/external cost split of 60/40,
and the external 40 is in turn split by
the translation vendor 30/70, where
30 is the management and engineer-

ing cost and 70 is the cost of translating the words.  So out of
each $1 only 28 cents is spent on translating the words! 

Remember that the margins for straightforward localisa-
tion tasks based on a price per word (of culturally adapting
content from one language into another using the correct
terminology and style) is low (5-10%), so seeking to negoti-
ate lower prices with localisation companies is not feasible
without an unacceptable loss in quality. Instead, the trend
for these companies is to look for revenue from per hour
activities (DTP, engineering) and other services (such as
globalisation assessments and project management). In
addition,  your company may be under internal pressure to
reduce head count or to operate under a head count freeze. 

You should seek to address lower costs of localisation
and control head count while increasing or maintaining
quality and decreasing time to market. An underlying tenet
of these solutions is the use of automation, appropriately
deployed with common sense. (Note: For the sake of sim-
plicity, we assume that the source language is English.
However, these techniques can be adopted for any source-
target language(s) combination.)

One: Educate your colleagues to treat localisation as a
business process like any other activity critical to the bottom
line of your company. Any file can be translated, but not by a
standard process. Start with basic acceptance criteria for
localisation. 1) Is the product internationalised, 2) can the
source files or externalised strings be safely and easily trans-
lated by a commercial and easily available process and 3)
can the localised strings and sizing coordinates be recycled
and reused as the source files change between updates. No
one-off throwaway localisations please! 

Two: Volume — typically documentation projects repre-
sent the biggest localisation expenditure. Whether it is online
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DOCUMENTATION
LOCALISATION COSTS
Damian Scattergood

Using a simple technique like running the grammar checker in your
word processor may not only catch spelling errors but also detect

problematic sentence constructions.



help or documentation, the per word cost of localising these,
combined with any related engineering costs can represent
80% of your budget, providing a serious barrier to entry. Start
by promoting the idea of asking two related questions: 1)
should there be documentation written about this? 2) Should
it be localised? The answers to these questions are not the
same, and it’s wrong, perhaps even expensive, to believe that
everything written in English must be localised. 

Once you are satisfied that documentation should be writ-
ten about a product (for example, when the product’s user
interface cannot be made more intuitive), adopt a selective
translation approach. Structure your documentation’s infor-
mation into discrete content baskets based on a small number
of audience types. For example, three categories of user could
be adopted: installer-implementer; advanced super user; and
self-service user. 
� The first type may not need to be translated since it deals

with installation, implementation, consulting and development
information that is best left in English, dealing with APIs, code
samples, development tools, techniques and so on. 
� The second type could deal with infrequently performed

tasks such as changing business parameters. It has a smaller
audience. 
� The third is typical task information — for example,

“how-to” procedures. It has a wide audience. This needs to
be translated if the product UI is not self-explanatory.

Using XML facilitates this structure and management deci-
sion. Define your data using a DTD (Document Type
Definition) that allows audience attributes to be applied to ele-
ments, and then use XLST to transform the selective elements
to a localisable file format like XLIFF. Since this data definition
is not only logical but flexible, it can be varied according to
market requirements and extended as market conditions vary. 

Three: Sorting — alphabetically sorted files are painfully
costly. This is because other languages contain different char-
acters and numbers of characters from English. Once translat-
ed, the files need to be resorted, extra characters added,
redundant ones deleted and so on. 

Have you ever tried sorting HTML alphabetically? It’s a cost-
ly and time-consuming exercise! Instead, externalise sortable
content into a database and use the NLS collating sequence to
sort the file dynamically, or use XML and XLST to do the same. 

Four: Reuse of previously translated content is critical.
Develop solutions that not only allow fast reuse but also
secure that reuse by maintaining context. Place identifiers on
data at a level of granularity that is appropriate, for example
on paragraphs. 
<ID_ABC123455-->To save the file, press
CTL+S
<ID_ABC123456-->To run the printing
process, 

press CTL+P

<ID_ABC123457-->Press OK

Use your translation memory tool to analyse both these IDs
as well as the strings’ content so that you can safely update
automatically without loss of context: for example, the place-
ables in Trados Translator’s Workbench. IDs can be either
from the database (ideal) or from the authoring environment:
for example, IDs in Frame+SGML. Lever internally — do not
externalise the updating of unchanged content.

Five: Grammar check your work before translation. This
sounds obvious, but it isn’t uncommon that content is sent for
localisation before it has even been spell checked. Using a
simple technique like running the grammar checker in your
word processor may not only catch spelling errors but also
detect problematic sentence constructions: for example, the
use of the passive voice which can only otherwise be detected
by using expensive controlled authoring techniques. Even
such a simple step means that some editorial changes can be
eliminated before translation starts, and the English content is
better too.

Six: Graphics and images files should be separated from
text to allow the text to be added to the translation memory.
Graphics work is expensive. Treat callouts, captions and
explanatory text sensibly. Use numbered callouts with corre-
sponding numbers on graphics and add the text into the
main document. By separating the text from the graphic, the
same graphics file should be reusable in all language ver-
sions without the need to change it. Only the language of the
text will change.

Seven: If you have accessibility requirements, handle this
sensibly. Rewriting HTML documentation is not required. For
tables, you can add summary captions that say “this table is
for formatting only” and for graphics the ALT tag can say, “this
picture is described in the text that follows”. These simple
phrases can be easily localised once and then automatically
inserted into the source code without fear of loss of context or
the need to write and localise expensive descriptions. You can
tender product or service for government and US or European
Union contracts and meet statutory accessibility requirements
using these simple techniques.

<IMG SRC="genericgraphic.gif" ALT="This
image is described in the text that
follows>
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Audience Localised % of total volume
Installer/implementer Never 30%
Advanced super user Sometimes/as market requires 30%
Self-service users Yes 50%



<TABLE SUMMARY="This table is for
formatting only">

Eight: Use open standards so that your files can be easily
translated by any tool or localisation vendor. XLIFF is an
excellent medium for this purpose. It also allows easy cus-
tomisation and the need to develop proprietary filters.
<trans-unit id="bigirishcolumn_145"
restype="title" maxwidth="90" size-

unit="byte">
<source xml:lang="EN">Database

manager</source>
<target xml:lang="GA">Feighlí 

feasa</target>
<alt-trans>
<target xml:lang="GA">Gocamán na 

ngiotán</target>
</alt-trans>
<note>Manager means administration tool - 

not a person</note>
</trans-unit>

Nine: Redesign your localisation process so that your
automation is central to reusability, internal checking and val-
idation. Use the power of technology to do as much work as
possible internally by using existing resources or fewer staff.
Once a file leaves your organisation and is sent to localisation
for any task, you will have to pay heavily even for tasks that
those companies have themselves automated (such as updat-

ing or leveraging files). Retain non-language critical tasks
such as project management, leveraging and quality checking
inside your own organisation, and use solutions designed to
perform these tasks safely and automatically, 24 x 7, with min-
imum manual intervention.

Ten: Terminology — sign off on the terms that will be
used in your translation up front before the actual localisation
progresses too far. Most terminology change requests are
based on a matter of taste, usually by people who don’t have
to pay for the changes. Take control. Extract key terms from
the product or service, localise them first and then have your
customer sign off that they are acceptable. Do a market test
with the terms on sample customers. Most major companies
invest heavily in terminology. Even if translation isn’t 100%,
the documentation is still usable and the UI perfectly naviga-
ble. Get a proper perspective on terminology. Most documen-
tation is read only once. In the days when there were spelling
errors on the front page of the Guardian, no one complained
that they didn’t get the message. String extraction techniques
can improve localisation quality, improving consistency and
usability, giving you that competitive edge.  �

For more information, email info@keyperformancesolu-
tions.com KPS was founded in January 2002 with a vision to be
the leading expert of software globalisation and process knowl-
edge worldwide. KPS provides consultancy services to the G11N,
I18N, L10N and eContent markets.
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T
he localization of software often involves a
variety of specialists, such as programmers,
translators, localization engineers, quality
assurance specialists and project managers.
Therefore, not only a smooth handling of each
task but also the co-ordination of teamwork is

required. Without specialized tools, this is a very time-consum-
ing process, and quite often the same task is uselessly repeated
over and over again. Fortunately, specialized software tools
effectively assist freelance translators as well as whole in-house
localization units in this multilevel process. My comparative
review examines three specialized software localization appli-
cations and two more general translation packages, which also
cover the internationalization of software.

Specialized localization applications are tailored to deal with
resource code files (RC) or binary files such as EXE or DLL,
which usually contain only short translatable text strings sur-
rounded by non-translatable code. They, therefore, have to
extract these short strings properly, provide a convenient
graphical user interface (GUI) for the translation and save the
translations correctly back into the unaltered surrounding
code. Special attention has to be paid to controls embedded in
the translatable text, such as ampersands (&) and shortcuts
(Alt+D), which have to be translated to be both unique and
easily memorable. 

Another requirement of software localization is that trans-
lated strings should be about the same size as the original
text. This is because the translated text needs to fit into the
appropriate spaces of menus and dialog windows. If a size-
equivalent translation is not possible, resizing procedures are
needed. As only short text strings are translated, there is no
need for translation memories (TM). A bilingual or multilin-
gual terminology base or glossary is sufficient.

In contrast, software documentation (Windows Help —
HLP, HTML Help — CHM, Web pages — HTML or Adobe
Acrobat PDF) contains much more translatable text in much
longer strings. These files are usually better handled by TM
software, which memorizes already used phrases that are typi-
cally segmented by full-stops and enables their recycling. Most
TM software includes some fuzzy match algorithm to identify
the degree of concordance between new and already translat-
ed segments and allows the user to insert and edit such
strings within an authoring environment.

The tools described in this article are Alchemy CATALYST
4.02, PASSOLO 3.5, RC-WinTrans 6.01, STAR Transit XV and
TRADOS 5.5.
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Thomas Waßmer

Translation of software dialogs from a resource code (RC) file 
using Alchemy CATALYST’s WYSIWYG editor



ALCHEMY CATALYST 4.02
The Irish company Alchemy Software Development Limited

develops the successor to Corel CATALYST. In version 4.02, the
software supports all Windows programs (DLL, EXE, INI), RC
and Help files (RTF, CNT, CPP, HPP), as well as XML/XHTML-
based files and Internet applications, including full Microsoft
.NET support. All supported file types are handled competently
and conveniently besides Windows Help files. Here you do bet-
ter turning to a real TM solution. CATALYST’s XML/XHTML fea-
tures proved to be most impressive: three specialized editors
allow the user to translate only elements requiring translation
while avoiding all formatting tags, code and script segments. 

Alchemy CATALYST is by far the most complete software
localization tool within this review. It is the only specialized
software localization tool on the market that comes close to
the number of features usually only seen in complex TM or
computer-assisted translation (CAT) applications.

Editions and prices: CATALYST QuickShip Environment is a
nice gift to freelance translators working for companies that
use CATALYST. Free of charge.

One’s own projects can be established in the Translator
Edition ($599), but leveraging of previous translations is not
possible.

The Localizer Edition ($3499) includes additional Leverage
and Runtime Validation Experts.

With the Developer/Pro Edition ($5999), translation pro-
jects can be deployed throughout the enterprise or between
translation partners. 

PASSOLO 3.5
PASS Engineering GmbH was founded as a medical analysis

system provider in 1990. After first being used internally, PAS-
SOLO became available as an independent localization tool in
1998. PASSOLO supports applications (EXE, DLL or OCX)
programmed in Visual C++, Visual Basic, Borland Delphi and
Borland C++Builder as well as Pocket Windows. Using free
downloadable macros, the tool adds support for Java.PROP-
ERTIES and text files such as Windows INI files. In order to
avoid translation artifacts, PASSOLO intentionally lacks sup-
port of RC. Several glossaries can be used simultaneously in a
fuzzy-match display of all concordances. Pseudo Translation
identifies programming errors. The Professional Edition
allows for data exchange between PASSOLO and other tools
via Add-Ins, currently available for the translation memories
TRADOS and STAR Transit. Thanks to the integrated Sax Basic
Engine, the creation and editing of macros are an easy task
even for non-programmers. Due to an internal handling
avoiding the limitations of the Windows 9x API,  PASSOLO can
save back localized EXE files under Windows 95, 98 and Me.

PASSOLO is available in four editions. The Translator
Edition is a free editor for the translation of bundles created
with the Team Edition. Standard Edition ($606) is the basic
standalone tool. The Profes-sional Edition ($953) is extend-
able and customizable by means of Add-Ins, OLE automation
and VBA compatible development environment.

The Team Edition, which allows creation of translation
bundles, starts at $2241.

STAR and TRADOS Add-Ins are available at $650 each.

RC-WINTRANS 6.01
Schaudin.com was founded in 1993 as a software design

company in the Frankfurt Rhein/ Main high-tech area in
Germany. The company has focused on translation software
for the localization of MS Windows software since 1995.
Schaudin.com’s flagship RC-WinTrans is a powerful and
well-organized tool for the localization of RC files, executa-
bles (EXE), link libraries (DLL and OCX) as well as
Java.PROPERTIES files, simple C/C++ text definition files
(H), Windows INI files  and InstallShield stringtable files
(SHL). As the name indicates, RC-WinTrans’ specialty lies
within the translation of RC files for which it offers the most
powerful parser in this comparative test. Another specialty of
RC-WinTrans is the ability to extract text components from
ActiveX controls. RC-WinTrans does not support Help files
and Web formats. It can afford to lack its own translation
memory. By providing a thoroughly developed interactivity
with the TRADOS Translator’s Workbench, however, extend-
ed features of the TM such as concordance search can be
used within RC-WinTrans. RC-WinTrans is the only product
in this comparative review which does not use a hardware
key (dongle) for licensing protection. As dongles often cre-
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Layout can be adjusted in PASSOLO’s Dialog Editor with built-in
functions such as align, space evenly, make same size or center

Dialog Box translation in an RC file using RC-WinTrans


