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5.03 to 5.06  
STC 56th Annual Conference 
and EXPO
Society for Technical 
Communication
Atlanta, Georgia   
http://conference.stc.org  
email: stc@stc.org

5.05 to 5.06 
ELIA School for Language 
Service Providers
ELIA (European Language Industry 
Association Ltd)
Bologna, Italy 
http://www.elia-association.org/index.
html?_id1=80   
email: info@elia-association.org

5.13 to 5.16  
ALC 2009 Annual Conference
Association of Language Companies
Austin, Texas    
http://www.alcus.org/activities/
alcconference 

5.01
National Medical Interpreter 
Certification - Open Forum
Language Line University
Denver, Colorado
http://www.languageline.com/page/
news/143/ 
email:  janders@languageline.com

5.03 to 5.06 
Localization Management 
Roundtable
The Localization Institute
Lake Tahoe, California   
http://localizationinstitute.com

5.06 to 5.10 
2009 NAI International 
Conference
National Association for 
Interpretation (NAI) 
Athens, Greece  
http://www.interpnet.com/ic 

5.11 to 5.13
Localization Certification 
Program
CSU, Chico Center for Regional and 
Continuing Education and Research 
Foundation, GALA, Localization 
Institute
Cologne, Germany  
http://rce.csuchico.edu/localize 
email: rce@csuchico.edu

5.11 to 5.13 
Translation World
AILIA, TSAC
Toronto, Canada
http://www.translationworld.com
email: info@translationworld.com

5.14 to 5.15
Localization Project 
Management Certification
CSU, Chico Center for Regional and 
Continuing Education and Research 
Foundation, GALA, Localization 
Institute
Cologne, Germany  
http://rce.csuchico.edu/localize 
email: rce@csuchico.edu

5.14 to 5.15
Localization Project 
Management Certification
CSU, Chico Center for Regional and 
Continuing Education and Research 
Foundation, GALA, Localization 
Institute
Cologne, Germany  
http://rce.csuchico.edu/localize 
email: rce@csuchico.edu

5.14
International Social Media Summit
WebCertain
London, UK  
http://www.internationalsearchsummit.com 

5.18
Localization Project 
Management Seminar
Localization Institute
Seattle, Washington   
http://www.localizationinstitute.com/
switchboard.cfm?category=public&displ
ay=title&ID=34  
email: jill@localizationinstitute.com

5.21
Localisation Un-conference
Dublin, Ireland   
http://localizationunconference.com  
email: info@localizationunconference.com

5.29
TAUS Round Table — Localization 
Business Innovation
Translation Automation User Society 
(TAUS)
Tokyo, Japan   
http://www.translationautomation.com 
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Even during an economic downturn, some companies 
are hiring.  The following is a discussion of one profile 

in demand: Sales people working for Language Service 
Providers (LSPs).  It is also an attempt to provide some of 
the context, reasons and variables involved in the hiring 
process.  This is written from the perspective of a global-
ization staffing professional who is talking to sales people, 
LSP’s and clients on a daily basis (…for longer than I want 
to remember)  

2009: Clients, Language Service Providers & Out-
sourcing Model

Given the challenging economic times, companies** are 
looking to minimize risks, cut overhead and lower produc-
tion costs. Many companies have hiring freezes or layoffs.  
Very few companies are looking to lower sales revenue, 
however, so when there is a need to sell their products 
outside the US, companies still often turn to outsourcing 
their work to Language Service Providers. 

To have a reliable, stable LSP as a business partner 
during these lean economic times is invaluable to many 
companies.  The client is able to outsource the work con-
fidently, continue to sell globally and not add to payroll 
and direct overheard costs.  Considering that many larger 
technology companies such as Microsoft, Oracle and Para-
metric Technology, for example, derive from 30%-60% of 
their revenue from international sales—stable, compe-
tent LSP’s are essential. 

2009: Language Service Providers

LSP’s, like most service businesses, have been impacted 
by the financial downturn. The impact, however, has not 
been as pronounced as with many other industries such as 

the financial services or construction businesses. LSP’s 
complain that clients are squeezing margins or delaying 
payments.  

Says Michael Kriz, CEO of Acclaro, a mid-sized LSP in 
New York with a reputation for technical expertise and 
customer satisfaction:

“Any company operating in this environment should be 
concerned…we began trimming expenses and taking a 
more cautious approach to our expansion. However, we 
are pleased by what we’ve seen so far this year and still 
expect to grow significantly.”

By and large, most Language Service Providers have 
not had wholesale layoffs.  Many larger vendors have 
had hiring freezes or performance related layoffs. But 
there are also some vendors that are growing and hir-
ing.  

.  **Companies and Clients refers loosely to any busi-
ness that has a product to sell (and to be contrasted 
with an LSP or external vendor which sell their transla-
tion service to these clients

Writes Andres Heuberger, CEO of Foreign Exchange, an 
LSP specialized in Life Science’s translation—Pharma and 
medical devices, “So far, Foreign Exchange Translations 
has been unaffected by the current recession. In fact, 
2009 will be our best year ever.”

Who are LSP’s hiring predominantly in 2009-- sales 
people.

NOW HIRING
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By 
Michael Klinger 
Anzu Global

“A dynamic localization process 
such as the one described here 
might not be suitable for everyone 
or for companies of every size. 
Still, I believe this model to be a 
good choice…”



There appear to be a few compelling reasons to contin-
ue to hire Sales/Business Development Managers (BDMs)* 
during a financial downturn.  Good sales people gener-
ate revenue. Good sales people can generate revenue 
despite an economic downturn. For LSP’s to survive and 
grow during this economic slump, it is essential to have a 
strong, productive sales force.

BDM’s at LSP’s:  Home Run hitters

Sales people, like home run hitters on a baseball team, 
often have a large impact on the success of the orga-
nization and are compensated accordingly.  In some US 
vendors, a very successful sales person, in a given year, 
may earn more than upper management and even the 
CEO.  Good Sales people in the US are viewed as the life 
blood of a successful LSP.  They can take a small, medio-
cre company and grow revenue dramatically. 

Companies like Translations.com make a concerted, 
ongoing effort to train, monitor and improve their sales 
people and account managers.  Part of monitoring the 
sales team include tracking and evaluating daily and 
weekly client calls, company visits and pipeline

growth. European LSP’s, on the other hand, often focus, 
value and train people on the production side and view 
their contribution as most important to the organization. 

This accounts, in part, for some of the difficulties US 
sales people encounter when working for a European ven-
dor.  They do not get the immediate response from pro-
duction that they need to gain credibility with their client.  
Some US Sales people complain that they are treated like 
the tail trying to wag the dog (or fill in another anatomi-
cal part with a horse).

This brings us to an important point, matching the right 
profile of the BDM to the Language Service Provider.  LSP’s 
come in all shapes, sizes and locations. Even when two 
Translation vendors appear similar in size and shape, their 
needs may differ greatly because their strategic vision, 
specialization, culture and growth plan are different.

Mark Flanagan, International Sales Manager at VistaTEC, 
a successful vendor, headquartered in Ireland, writes, 

“When hiring new sales people, VistaTEC value honesty 
and integrity above all else…”

* For the purpose of this article, the terms Sales people 
or Business Development Managers will be used inter-
changeably

So let us look at a few different scenarios and evaluate 
the sales profile that may be a best fit.

Matching the BDM with the LSP

For the sake of discussion, let us provide some broad 
parameters that might fit many Language Service Provid-
ers.  We will then make a case for a specific BDM profile. 

#1 Scenario 

Take an LSP that does between 8-20 million in annual 
revenue. They are headquartered in a major city in either 
the US or Europe. They specialize in one or two verti-
cals such as software localization or life sciences. Their 
production facilities in Asia or South America are running 
well and built to expand.  Project sizes range from 50K-
250K.  They would like to grow aggressively in the next 
few years.  They have small satellite offices throughout 
the US.  Sometimes these are one person virtual offices.

 They would like to hire 1-2 sales people in the US. What 
profile would be a best fit for this scenario?

# 1 Sales Profile—Failure

The LSP in Scenario #1 is not set-up to monitor or super-
vise carefully the sales person in these remote Satellite 
offices.  The sales person will be without local production 
support.  Yet the vendor is looking to grow aggressively 
and land complex, expensive projects.  My suggestion is 
to hire an experienced sales person who has had many 
failures.  Let me explain. 

Until you have failed miserably on a translation project 
with a client, you do not proceed carefully enough with 
the proposal, quoting and selling of your services. Or as 
a High School teacher of mine once said, “You are not a 
good driver until you get in an accident.”  To drive a car 
means you have the potential to damage, injure or kill 
yourself or others.  Until you understand the depth of 
responsibility involved in driving a car, you do not drive 
carefully enough. By the same token, until you under-
stand the complexity and responsibility of a fixed bid 
translation project, you do not sell carefully enough. 

Examples of  project ‘failures’ may be as  simple as leav-
ing out a ‘0’ in the proposal and agreeing to $1000 rather 
than $10,000 for a line item leading to a loss of revenue 
on a $25K project.  Or the ‘failure’ may be a huge one, 
like late delivery to a client because you underestimated 
the complexity and time to complete the off-site testing 
of 15 languages.  Late delivery caused delays to the client 
release.  Your company then lost a million dollar per year 
Fortune 100 client. 

For each failure, the sales person learns invaluable les-
sons.  One thing is certain, next time a similar project is 
presented, the sales person will address these issues up 
front.  A senior sales person with five plus years experi-
ence of working on large projects, will have experienced 

‘mistakes’ in all phases of an engagement:  glossary issues, 
TM compatibility, testing procedures, quoting errors, pad-
ding delivery dates etc.  

This experienced Business Development Manager, in 
their virtual office, can then act like an ‘army of one’.  
They are able to land large, complex projects. They can 
advise the client on pitfalls of certain approaches, coach 
their LSP on potential production challenges and tweak 
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The job of a sales person at a Language Solutions Provider 
can be quite challenging and rewarding.  The needs of the 
LSP and the profile of the BDM may vary from place to place.  
But sales success, from any angle, is of great value, espe-
cially during these lean economic times.  So if you are a 
skilled sales person at an LSP, you are still quite marketable, 
despite market conditions. 

Author Bio

Michael Klinger currently runs a Globalization staffing 
company, Anzu Global  www.anzuglobal.com.  He works with 
clients, vendors and candidates worldwide. Prior to this, he 
was Managing Director of the Globalization Practice at Com-
sys.  He has managed localization outsourcing services and 
globalization staffing services for over fifteen years.  He can 
be reached at mklinger@anzuglobal.com

the proposal accordingly.  The end result, a successfully 
completed project and all parties are happy.  The sales per-
son can continue to close these deals with the confidence 
a seasoned driver navigates rush hour—proceeding carefully, 
slowly and with experience. This experienced BDM is a good 
strategic match for the mid-sized LSP looking to grow ag-
gressively through small satellite offices.

Scenario #2

LSP does over $200 million in annual revenue.  Headquar-
tered in the US or Europe and house a large, centralized 
sales and production staff.  Production and sales processes 
are compartmentalized and streamlined.  Each individual 
does a specific task and no one wears ‘multiple hats’.  Proj-
ect sizes range from $50K to $1 million.  Strategy is to grow 
conservatively during the economic downturn. Sales process 
is closely monitored, and sales people get bonuses 
based on number of daily calls, company visits, size 
of the pipeline and attendance. Looking to hire 1-2 
sales people for prospecting new accounts.

#2 Sales Profile—Inexperience

In the second scenario, this is an example where 
inexperience may be a virtue.  A senior sales per-
son would not fit in.  There are no ‘armies of one’.  
Once you get a lead in-house, another team will 
follow-up to engage the client on the specifics of 
their requirements.  An experienced sales person 
does not get to leverage all their knowledge. You 
are required to generate leads by making multiple 
calls, showing enthusiasm, selling the company tag 
line and handing off all leads.

Mark Homnack, CEO and founder of Simultrans, a 
West Coast LSP of 25 years, one of the oldest lo-
calization services companies in the country writes 
that he often hires recent graduates in sales roles:

We are very focused on metrics such as orders and 
other activity accomplishment...Essential qualities 
of a successful account manager include the abili-
ties to prioritize, manage time, learn quickly, com-
municate well, be technical, and of course, close 
orders despite a tough economy.

In this sales role, the person will need to expend a 
lot of energy.  You make as many calls as you can on 
a daily basis, promote all the services your company 
offers and generate as many leads as possible.  A 
new driver, not afraid to go fast, may be best suited 
for this role. The job requires you play a distinct 
role and success is measured by detailed metrics 
not experience and creativity.  So a sales person 
who is relatively new to the field, has energy, dis-
cipline and enthusiasm may do best in a role that is 
clearly defined by the vendor. 

Conclusion

Join Us!
ALC Conference 2009

Hyatt Regency  Austin, TX
May 13-16, 2009

To Register call 240.404.6511  
or go to www.alcus.org

Connect with your peers in Austin!

Network with language company owners

Discuss legislation affecting the industry

Discover new partners for collaboration

Attend industry specific educational sessions

USTIN
Bigger and Better
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companies to watch 

finding success in the face of a global 

economic downturn 
 By 

Rebecca Lowery 
R L Translations

The potential benefits of translating a website are enor-
mous. Website transla-

tion can be a very cost-
effective means of 
targeting internation-
al markets. Websites 
that are written in a 
single language are 
at an immediate com-
petitive disadvantage 
as they are automati-
cally targeting a much 
smaller audience. For 
a company selling a 
relatively simple prod-

uct with little product 
documentation, costs 

may be limited to translation of the company website 
and search engine optimisation. With very little outlay, 
the company could target millions of potential new cus-
tomers in overseas markets.

Your website is often the first point of contact for a cus-
tomer. Translating the content for international custom-
ers helps to build relationships with the customer. Any 
experience you have of dealing in a specific international 
market should be mentioned as this also helps to build 

It is a fact of life as we progress through the 21st Cen-
tury that more and more people are using the internet 

to purchase products or services. As a result, businesses 
must consider that this opens up potential sales channels 
to many thousands, even millions, more customers on an 
international scale. This is particularly good news in an 
economic downturn. Firstly it means that there are more 
commercial marketplace opportunities but primarily be-
cause currency exchange rates are fluctuating. Thus in-
ternational customers may be looking to other countries 
to buy products or services as there is the potential to get 
more for their money.

In the last year R L 
Translations has seen 
its turnover increase 
by around 20%. Much 
of this can be attrib-
uted to the compa-
ny’s growing team of 
worldwide multilin-
gual specialists. How-
ever, the falling value 
of the pound against 
the euro is also having 
a positive effect on 
the business’s growth 
as more Europe-based 
clients seek to use Brit-
ish experts in order to get better accuracy and experi-
ence and also value for money.

The general principle is that the language of selling is 
the language of the customer. As the former German Chan-
cellor, Willy Brandt, put it: “If I’m selling to you, I speak 
your language. If I’m buying, dann müssen Sie Deutsch 
sprechen”. A customer won’t purchase your product or 
service if they can’t understand it. Even fluent speakers 
of a second language are often more comfortable using 
their own native language.
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“If I’m selling to you, I 
speak your language. If 

I’m buying, dann müssen Sie 
Deutsch sprechen”



trust and confidence and shows that you know customer 
expectations in that market.

Some facts to consider: -

Web users are four times more likely to purchase •	
from a site that communicates in the customer’s 
language (according to www.idc.com ). 
Over 70% of web users speak a native language oth-•	
er than English (according to www.internetworld-
stats.com ). 
Visitors stay for twice as long, if a website is in •	
their own language (Forrester Research). 
More than 50% of queries on Google are submitted •	
in languages other than English 

There are many agencies offering similar services to R L 
Translations, such as specialist translation, interpretation 
and desktop publishing. But how do you know which is 
the best one for your business? R L Translations operates 
worldwide and we have a bank of over 1000 translators 
available- this is vital for the people we work with on a 
daily basis.

I personally specialise in the translation of legal and 
technical documents from French to English but my team 
offers- as well as the main European languages- less com-
mon languages such as Afrikaans, Bengali, Swahili, Tam-
il, Punjabi, Hindi, Gujarati, Arabic, Chinese and Malay. 
We’re currently working with solicitors, local government 
organisations, engineering and manufacturing companies, 
property developers, telecommunications companies and 
marketing companies.

This is my advice for finding the best agency to suit your 
translations needs: -

Make sure the agency can handle the format of your •	
web content including any text within graphics that 
may need to be translated.
You need to decide whether to translate the whole •	
website, which will be more costly, or to just trans-
late part of it. For example, one option would be to 
create microsites in separate languages.
The language used in website content is often quite •	
creative but not all translators can write in this 
style. Make sure that the agency will use a mother-
tongue translator (native speaker) with experience 
of website translation and localisation. 
Websites have to be localised too to make them •	
suitable for the target market and culture in ques-
tion. For instance, currencies, measurements and 
telephone numbers may be displayed differently 
depending on the country. Certain colours or im-
ages may be offensive in certain countries. These 
are crucial facts to consider.

Does the translation agency also offer search en-•	
gine optimisation as there’s no point in having a 
website that can’t be found? Make sure the transla-
tion of your site will include any hidden fields used 
by search engines. These include META description 
and keyword tags as well as other fields that are 
used by search engines and users which are often 
overlooked, such as page titles, other titles and im-
age alt attributes.
You’ll need to decide how you are going to host •	
the foreign language versions of your website, for 
example, will you simply extend your existing site 
or will you purchase a domain name in the for-
eign country in question (i.e. “.fr” web address 
for France instead of “.co.uk”). You’ll also need 
to decide how you want to generate enquiries- by 
email or telephone (remember that telephone may 
not be such a good idea if there’s no one in the 
company that speaks the relevant language). Think 
about how you want the languages to be displayed 
(i.e. use flags, a world map, or just a list of words). 
It is also important that your Terms and Conditions 
of Sale are translated.
Be aware that there may be design issues with your •	
site. Some languages need more space than oth-
ers, others need less space so you need to be able 
to handle space appropriately and make sure that 
the content in the foreign language fits in with the 
rest of the page. For example, some languages use 
left to right reading text and many languages have 
particular rules on hyphenation which need to be 
applied if a word is split on a page.
Finally, don’t use machine translation to translate •	
your website. Machine translation is progressing 
and it can be quite useful if you just need to know 
the gist of what something says but it is not profes-
sional or accurate enough to translate your website. 
You want to drive traffic to your site because of 
your quality product or service, not because your 
website is a laughing stock. 

Author Bio

Rebecca Lowery runs R L Translations, in Dudley, West 
Midlands, specialising in translation, interpretation 
and desktop publishing for a range of companies, pri-
vate individuals and multinational organisations. Since 
the start of the economic downturn in 2008, Rebecca 
has seen her business increase as more people require 
her specialist legal and technical multilingual services. 
Here, Rebecca explains why being able to offer a mul-
tilingual website is crucial for the development of a 
company, especially during difficult economic times.
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Optimizing the translation process has two basic com-
ponents:  improving the writers’ source texts and im-

proving the translators’ process.  For the moment, we’ll 
focus on the writer’s job. 

Dear Translator:  Please remember that most writers 
never had any training at all about translation and usu-
ally know one lonely language.  Many of them can only 
rely on the limited writing advice that they got in school.  
They’re never aware of how they can make life hellish for 
translators and for international readers. So, don’t blame 
them; help them out. Pass this list on to them and discuss 
it until they understand.  

Dear Writer:  Become a hero among your company’s 
translators.  Every improvement you make is multiplied 
by the number of grateful translators you help.  This list 
is for you. 

What follows is the first half of the list. The second half 
– in the next issue – pinpoints more and more detailed 
problems.

Pothole #1.  Thinking that your original source text is 
the final product.

Translation takes a long time, so it is very important to 
budget enough time for converting files, translation itself, 
desktop publishing, re-doing screenshots, interface local-
ization, etc.  “Express” translations are done with short-
er-than-usual deadlines and cost two or three times more 
than regularly scheduled translation jobs. We’ve come 
across translation vendors who very happily report that 
the majority of their work is from writers who couldn’t 

get their schedules organized.  Writers who are pressed 
for time also hit many more of the potholes listed below 
and that makes translation even bumpier than usual.

Similar problems show up when we use MT to speed 
up translation.  Shorter deadlines mean that there’s less 
time available to tweak the MT engine for a given job.  So, 
in this case MT makes more mistakes and requires more 
time for editing.

Remember that your final product is the full set of doc-
uments, in the source language and in all of the target 
languages.

Pothole #2.  Assuming that your files will work every-
where.

Translators are generally well organized folks and focus 
on optimizing their efforts. So, the first thing they do is 
take your original files and run them through translation 
memory (TM) software to see if any of your sentences 
were translated before. That’s easier said than done. If 
your files are in some FrameMaker, Word, or other pro-
prietary format (i.e., not an open standard like HTML or 
XML) then translators will have to convert them.  Ac-
cording to Murphy’s Law, your specific version of the au-
thoring software will not be completely compatible with 
the specific version of the translators’ TM software.  So, 
translators have to check and fix your converted files by 
hand, one by one. Remember those extra line breaks that 
you added to improve the formatting?  Well, they really 
interfere with converting your files.  The translators will 
charge you for all that unpleasant work by the hour, of-
ten for each language – on top of the price for translation 
itself.  
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Using the wrong file formats will make translation 
slower, more expensive, and more error-prone. And this 
is work that the translators will have to do all over, again 
and again, for the next versions of your documents.

Pothole #3.  Using screenshots for eye candy.

Many translators specialize in translating manuals for 
software products, which often contain lots of screen-
shots. And the screenshots look really nice. But screen-
shots are very difficult to translate!  For one thing, it’s 
hard for translators to figure out exactly how to see the 
same exact screen so they can take a new screenshot in 
the target language. This is doubly true for error mes-
sages, which are hard to produce on demand in any lan-
guage.  Often, localization of the software itself hasn’t 
even been finished yet (usually, a different team is work-
ing on that) so the translators working on the manuals 
don’t have the target-language product in front of them.  
Sometimes they have to edit the image by hand to cut 
and paste and draw in the translated words – even if the 
words have nothing to do with what the screenshot is 
supposed to illustrate. So, the translators have to pains-
takingly re-create your screenshots by hand, one by one. 
They’ll charge you for that by the hour, for each language 
– on top of the price for translation itself.  

Think again:  do you really need all those screenshots? 
Using too many screenshots will make translation slower, 
more expensive, and more error-prone.

Pothole #4.  Thinking that your page layout will look the 
same in every language.

Translations in many European languages take up about 
20% more space on the page and some Asian languages 
take up less space than English.  If writers don’t leave 
a lot of white space in the original, then the translators 
have problems.  If translated content spills over to an-
other page, then either the layout has to be re-done by 
hand for each language, or the pages have to be re-num-
bered (everywhere!), or both. Once again, translators 
will charge you for that by the hour, for each language 

– on top of the price for translation itself.  And this is work 
that they’ll have to do all over, again and again, for the 
next versions of your documents. 

Pothole #5.  Trying to make your writing “interesting”.

In high school, our English teachers wanted us to pro-
duce more “interesting” writing.  They wanted us to use 
different kinds of sentences, phrase things in different 
ways, and even play with words. And this is how we’ve 
seen writing taught in other languages, too.  This is a 
fine approach for producing literature that native speak-
ers will read. 

However, this approach makes life very difficult for 
translators, in two different ways.  On the one hand, 
translators usually read English as a second language, so 
they don’t know as many of the nuances as a professional 
writer does. That means that the translators sometimes 
think that different phrasing has different meaning and 
they often have to sweat to render the (probably unim-
portant) difference in the target language. On the other 
hand, phrasing the same information in different ways 
means that you also have to pay for it several times.  Re-
member the TM software we mentioned above? If you 
stick to the same phrasing for the same information, the 
software will see that and you’ll get the second and later 
translations of that information (almost) for free.

Similar things happen with machine translation.  MT 
can translate many kinds of sentences very well.  How-
ever, Murphy’s Law strikes when writers use varied phras-
ing:  it’s much more likely that they’ll produce sentence 
types that machine translation simply can’t handle. That 
in turn means more editing effort and longer delays in 
translation.

Translating technical information about an unfamiliar 
product is a big challenge and an even bigger responsibil-
ity.  There are several easy things that writers can do to 
simplify things, and the writers who do them will bask in 
the glory of translators’ undying gratitude. More potholes 
are ahead in part 2.

*Thanks to my consulting partner, Laurie Gerber, for the 
great title and for many suggestions.
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testing, requiring the team to re-engineer the code and 
delay delivery.  Increasing the team size could address 
delivery challenges but will increase resource costs.  An 
offshore model can lower resource costs, but it still does 
not provide the assurance that the product will be fully 
operational and internationalized within the budgeted 
timeframe.  A “best of breed” approach that provides 
timely delivery and allows you to easily manage costs is 
required.

Project Solution-Part 1:  Under consideration is  a new 
methodology, called Agile methodology, that enables 
quicker software development and more flexibility, in-
cluding:

Segments of production-ready code can be available 
within the first few weeks of the project, making it easy 
to demonstrate ROI

Daily communication using feedback loops can control 
unforeseeable events during the development process 
and keep them from surfacing at the end of the project 

Change orders are easily addressed with an iterative 
approach, and constant attention is given to each phase 
of the project

This “high touch” approach to software development 
can provide increased visibility to the state of software 
development projects.  For example, instead of waiting 
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When it comes to software development, there are 
many schools of thought regarding the best approaches 
and methods to follow.  Whether reengineering code for 
globalization or creating a new product from scratch, in 
today’s competitive environments, the path for develop-
ment journey should  provide the greatest efficiency to 
maximize productivity.   While an organization’s de facto 
development standard may be linear (Waterfall) or itera-
tive (Agile/RAD), or solely focus on on-shore or off-shore, 
or even combine the two, the next project may require a 
different approach given the volatile backdrop of today’s 
business landscape.

Sample Project Background:  As an IT director, managing 
a project that has a budget but has not started,  you’re 
aware of the many initiatives being derailed due to budget 
cuts.  You need to present a case to your executive team 
because any spending now requires approval down to the 
penny.  And, your plan needs to include a strong ROI and 
failsafe approach.  By delivering everything in the proj-
ect’s scope including legacy code migration and code re-
engineering, the product can be marketed and distributed 
globally, expanding your organization’s customer base 
from local to worldwide. 

Project Challenge:  To meet the basic goals of “on time 
and within budget” a Waterfall approach to software de-
velopment may put delivery deadlines at risk.  You’re re-
minded of the delivery challenges the last two projects 
brought you, when critical features were missed during 

“Efficiency is doing better 
what is already being done” 
– Peter Drucker 

A Case for Distributed Agile 
Software Development

Improving  Project Efficiency     



until month six of a 12-month Waterfall project to begin 
the testing phase, with an Agile approach, testing can 
be completed in six months.  Specifically, 5-6 develop-
ment tests, and production cycles can be completed at 
the six month mark, delivering production- ready soft-
ware at the end of each cycle.  With this Agile approach, 
problems and concerns regarding the development of the 
application can surface earlier in the development cycle, 
allowing them to be addressed in a more efficient and 
cost-effective manner.

Project Solution-Part 2:  Deciding on a new method-
ology is the first step, but may not completely address 
your project cost concerns.  Offshore resources are often 
required to manage costs, but how do you establish a 

“best of breed” approach?  While traditional Agile does 
not lend itself to a distributed model (on-site collabora-
tion, paired programming, daily standup calls) – the main 
parts of its manifesto are perfect for offshore work.

Challenges with offshore development can include is-
sues such as time zones, communication and/or language 
barriers, embracement of your corporate culture and 
overall team alignment.  A closer look at the principles of 
Agile demonstrates how a “hybrid” of this approach can 
address these issues:

Daily communication among team members
With video and teleconferencing, offshore teams pro-

vide updates on a daily basis.  While calls are often 
scheduled earlier or later in the day, the tradeoff is a 
collaborative experience not available in traditional off-
shore models.

Progress measured with working software and regular 
attention to design excellence

The offshore team should have a dedicated room which 
is only used for its Agile project - story cards and boards 
can track the project’s progress, calling attention to lag-
ging tasks.   With online tools and story boards, the client 

can have access to the project’s software development 
status, providing higher confidence levels.

Continuous delivery of software in a timely manner
If the time commitment can be managed, the payoff 

from product demonstrations and iteration planning ses-
sions will be significant as milestones are achieved and 
celebrated together – even though teams are thousands 
of miles apart.  These experiences will  motivate and 
draw teams closer together.

Ultimately, the best choice for a software development 
project is the one that provides the greatest return on 
investment.  A distributed Agile approach creates an envi-
ronment that is collaborative and filled with accountabil-
ity because issues become immediately visible and can 
be addressed long before a project’s production phase.  
If efficiency is “doing better what is already being done,” 
why not explore ways to reduce development costs and 
improve delivery capabilities?  Combining the concepts of 
Agile, with an offshore model, deliver an effective and  
efficient use of time and dollars.
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FULL SERVICE 
LOCALIZATION

OnePlanet
200 West Chapel Ridge
Pittsburgh, PA 15328 USA 
Tel. 888.677.1010
Fax 412.252.2334
contact@one-planet.net
www.one-planet.net

McElroy Translation  
Company
910 West Avenue 
Austin, Texas 78701 
Tel. 512.472.6753
Fax 512.472.4591
orders@mcelroytranslation.com
www.mcelroytranslation.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

Ushuaia Solutions
Rioja 919,
S20000AYK Rosario,
Argentina,  
Tel. 54.341.4493064
Fax 54.341.4495242
info@ushuaiasolutions.com
www.ushuaiasolutions.com

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 

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

SunFlare Co., Ltd.
Shinjuku-Hirose Bldg., 4-7 
Yotsuya, Shinjuku-ku, 
Tokyo 160-0004
Tel. +81-3-3355-3370
Fax +81-3-3355-1814
www.sunflare.com/english/
sf-loc@sunflare.co.jp
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Aculis, Inc.
852 East 1910 South, Suite 3
Provo, UT 84606
Tel. 801.377.5360
Fax 801.377.5361
info@aculis.com
www.aculis.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

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

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 o.o. 
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

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 
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INFORMATION 
QUALITY TOOLS

FULL SERVICE 
LOCALIZATION

FULL SERVICE 
LOCALIZATION

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

C S N C L I E N T
S I D E
N E W S
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Syntes Language Group, 
Inc.
7465 E. Peakview Ave.
Centennial, CO 80111
Tel. 303.779.1288
Fax 303.779.1232 
info@syntes.com  
www.syntes.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

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

ACP Traductera, s.r.o.
Nam. Miru 169/I
377 01 Jindrichuv Hradec
Czech Republic
Tel. +420.384.361.300
Fax +420.384.361.303
info@traductera.com
www.traductera.com

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

SDL International
5700 Granite Parkway
Suite 410,
Plano, TX 75024
Tel. +1 214.387.8500
Fax +1 214.387.9120 
www.sdl.com

FULL SERVICE 
LOCALIZATION
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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

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

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

NCS Enterprises, L.L.C.
1222 Hope Hollow Road
2nd Floor
Carnegie, PA 15106
Tel. 412.278.4590
Fax 412.278.4595 
www.ncs-pubs.com
sales@ncs-pubs.com

CrossGap S.r.l.
Via Aurelio Saffi 45/3
40131 Bologna
Italy
Tel. +39 051 5281511
Fax +39 051 5281532 
info@crossgap.com
www.crossgap.com

CSOFT Solutions
East Gate Plaza, Office Tower 
A, 5th Floor
9 Dongzhong Street, 
Beijing, China 100027
Tel. +86-10-6418-5353
Fax +86-10-6418-5361
info@csoftsolution.com
www.csoftsolution.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

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

Lingua Solutions, Inc.
15303 Ventura Blvd., Suite 900
Sherman Oaks, CA 91403
Tel. 800-508-2484
info@linguainc.com
www.linguainc.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

WeLocalize
241 East 4th St. 
Suite 207
Frederick, MD 21701
Tel.  301.668.0330
Fax  301.668.0335
info@welocalize.com 
www.welocalize.com 

FULL SERVICE 
LOCALIZATION
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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

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

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

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

CPSL
Torre Llacuna
Llacuna, 166, 9ª
08018 Barcelona
Tel. +34 902 363 085
Fax +34 933 000 040
Info@cpsl.com
www.cpsl.com

Sinometrics
121 Stewart Street, Suite 205
Seattle, WA 98101
Tel. 206.267.4100
Fax 206.267.4200
information@sinomet.com
www.sinometrics.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@eqho.com    
www.eqho.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

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

Conversis
Bignell Park Barns
Chesterton  
Bicester
Oxfordshire
OX26 1TD
United Kingdom
Tel. +44 (0) 845.450.0805
Fax +44 (0) 845.450.0806
info@oxford-conversis.com 
www.oxford-conversis.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 

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

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

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 

FULL SERVICE 
LOCALIZATION

FULL SERVICE 
LOCALIZATION

KERN AG
Global Language 
Services 
Kurfürstenstr. 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
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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

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

TRANSLATION 
MEMORY TOOLS

SDL Desktop Technology
Globe House
Clivemont Road
Maidenhead
SL6 7DY
United Kingdom
Tel. +44 (0)1628 416 320
Fax +44 (0)1628 417 298
productsales@sdl.com
www.sdl.com/products

SOFWARE 
LOCALIZATION 
TOOLS

Alchemy Software 
Development
Block 2, Harcourt Business 
Centre  
Harcourt Street  
Dublin 2, Ireland  
Tel. 353.1.7082800  
Fax 353.1.7082801  
info@alchemysoftware.ie  
www.alchemysoftware.ie
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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

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

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

DTP SERVICES 

Idiom Technologies, Inc.
200 Fifth Avenue 
Waltham, MA 02451 USA 
Tel. +1 781.464.6000
Fax +1 781.464.6100
info@idiominc.com 
www.idiominc.com

STEP.IN. S.r.l.
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

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 

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

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 

Ryszard Jarza 
Translations
ul. Barlickiego 23/22, 50-324 
Wroclaw, Poland
Tel. +48 601 728018
info@jarza.com.pl
www.jarza.com.pl
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