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The Spanish-speaking world encompasses 321 million people in more than 20
countries — a legacy of the power and adventurous spirit of the Spanish people. But the
varieties of Spanish and the different cultures that use the language create interesting
challenges for localizaton.

The pitfalls of localizing for Spanish have been epitomized by the urban legend of
the Chevy Nova not selling in Spanish-speaking countries. While the facts of the story
are definitely questionable, like many such myths, there is a germ of truth in the tale.
“Know before you go” is valuable advice with or without examples.

In this guide, Cecilia Piaggio introduces us to Spanish localization issues and gives
us important questions to ponder when entering this market.

Living in the United States, I have found it interesting to watch Spanish enrich the
daily language of even monolingual Americans. Gracias answered with de nada is not
uncommon — even outside Florida and the southwestern United States. The quintes-
sential example of this was Arnold Schwarzenegger’s Terminator saying “Hasta la vista,
baby,” and no American needed a translation. For the United States, this was a true sign
of the influence and importance of the Spanish language within our borders.

Arancha Caballero comes in with some insights about US Spanish, its markets and
the complexities of localizing for it. She gives a good set of considerations for any com-
pany looking at targeting the US Spanish-speaking market.

Many websites boast multilingual capabilities and translated pages, but a dynamic
site involves much more work. In “Does Your Website Speak Spanish?” John Yunker uses
Southwest Airline’s Spanish website to explore best practices for Spanish sites as well as
websites in general.

After all this good advice, we’ve listed some additional resources for your use. Good
luck, and hasta la vista! 

— Donna Parrish, Publisher

ARANCHA CABALLERO is cofounder and managing director of TSG (Translation
Service GLOTAS). She can be reached at arancha@glotas.com 

CECILIA PIAGGIO is business development manager at Ushuaia Solutions. She can be
reached at piaggio@ushuaiasolutions.com

JOHN YUNKER is president of Byte Level Research and author of the new report, Web
Globalization and the World’s Largest Companies. He can be reached at jyunker@
bytelevel.com
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Localization for the Localization for the 
Spanish-speaking WSpanish-speaking Worldorld

Cecilia PiaggioCecilia Piaggio

The Spanish language is beautifully
rich, colorful and diverse, which makes it
perfect for poetry, but these same character-
istics make it troublesome for localization.
Although there’s no poetry in trying to local-
ize a product for the Spanish-speaking com-
munity, it is an art in itself, believe me.

You may be asking, then, what makes
Spanish so different from the other lan-
guages. I’ll try to answer that in this practical
approach to the basic concepts and issues we
face when localizing into Spanish.

You can localize into Iberian Spanish,
Latin American Spanish, International Span-
ish, Mid-Atlantic Spanish, Neutral Spanish,
Universal Spanish, country-specific Spanish
(such as Spanish for the United States or for
Mexico). But why are there so many options
— and, perhaps more importantly, what is
the real difference among them, if any? 

Unlike most other languages, Spanish is
spoken in many different countries. Some of
these countries are next to each other, and
others are far apart. This fact has an impact
on the language.

Context CrContext Creates eates 
Unique CulturUnique Cultureses

What makes each country unique is its
context — the way its different cultures, tra-
ditions, religions, economy and many other
aspects merge. A country’s language is like
that country’s soul. It’s a dynamic phenom-
enon that grows and evolves with the coun-
try. New words and expressions are created
or borrowed daily to express new technolo-
gies, political events and fashion trends.
Each country is influenced by its neighbor-
ing countries, and this is also reflected in 
the language.

So, if a language evolves differently ac-
cording to its own context and according to
the influence of neighboring countries, the
geographical distribution of the Spanish-
speaking countries plays an important role in
our analysis. The accompanying graph and
the map that follows this article show clear
pictures of this distribution.

Country Number of
Spanish speakers Number

Mexico 86,211,000

Colombia 34,000,000

Argentina 33,000,000

Spain 28,173,600

United States 22,400,000

Venezuela 21,480,000

Peru 20,000,000

Chile 13,800,000

Cuba 10,000,000

Ecuador 9,500,000

Dominican Republic 6,886,000

El Salvador 5,900,000

Honduras 5,600,000

Guatemala 4,673,000

Nicaragua 4,347,000

Bolivia 3,483,700

Puerto Rico 3,437,120

Costa Rica 3,300,000

Uruguay 3,000,000

Panama 2,100,000

Paraguay 110,000

Belize 80,477

Andorra 24,600

Morocco 20,000

Equatorial Guinea 11,500

Philippines 2,658 Chart and figures from 
http://www.nationmaster.com



Adding this all up, we find that 321
million people in more than 20 countries
speak Spanish. That is quite an impressive
figure. But how different is the Spanish
spoken in Mexico from the Spanish spoken
in Puerto Rico, for example, or in Spain?
Do speakers from these countries under-
stand each other? 

To answer this, we need to define two
concepts: language and language variety.
Basically speaking, language = a set of
words + rules to combine them + sounds to
pronounce this set of words + the way to
write them. On the other hand, a language
variety is a subgroup of a language that
shares similar socio-situational characteris-
tics. When localizing into Spanish, the geo-
graphical component is what is mainly taken
into account.

What ArWhat Are e 
Language VLanguage Varieties?arieties?

According to J.C. Catford in A Linguistic
Theory of Translation, language varieties can
be classified as being based on permanent or
transient characteristics. Varieties that reflect
permanent characteristics include idiolects
and geographical, temporal and social
dialects. An idiolect is a language variety
related to the personal identity of the speak-
er. A geographical dialect is a language variety
related to the performer’s (the speaker or
writer) provenance, such as American Eng-
lish, British English or Scottish English. A
temporal dialect is a variety related to the
provenance of the performer in the time
dimension, such as Middle English or Con-
temporary English. A social dialect is one
related to the social class or status of the per-
former (upper class, non-upper class).

Transient characteristics of the per-
former — characteristics related to the
immediate situation — include register, style
and mode. Register is related to the social role
played by the performer (scientific or reli-
gious, for example). Style is related to the
number of listeners or readers being add-
ressed and the performer’s relation to them
(formal or intimate). Mode is related to the
medium in which the performer is operating
(spoken or written).

So when Spanish localization vendors
tell you the kind(s) or type(s) of Spanish they
provide, they are actually talking about the
different language varieties they offer accord-
ing to the geographical area.

Since the mentioned options are lan-
guage varieties, the speakers basically do
understand each other. For written formal
texts, the main difference is at the level of

choice of words, and it is minimal at the syn-
tax level — that is, at the level of the
phrase/sentence. A rule of thumb is “the more
formal the text is, the fewer the differences
you’ll find at the lexical and syntax levels.”

For example, let’s compare the greetings
you’ll receive when calling on the phone. You’ll
hear ¿Hola? if you are calling someone in
Argentina or Bolivia; ¿Bueno? in Mexico;
¿Haló? in Puerto Rico or Panama; and ¿Aló? in
Colombia, Costa Rica, Dominican Republic,
Ecuador, Guatemala, Peru, Venezuela, El
Salvador and Honduras.

If you want to eat a cake, you should ask
for a torta in Argentina, a queque in Bolivia
and a tarta in Spain. If you need a t-shirt,
remember to ask for a remera in Argentina and
a polera in Chile and not the other way round
because polera in Argentina means turtleneck
and you’ll probably get too warm in summer
with one of those.

The lexical differences are drastically
reduced for the specialized jargon found in areas
such as medicine or computing. For example,
mouse is ratón for Spain and mouse for the rest
of the countries; icon is icono for all countries. In
medicine, penicillin is penicilina; miopia is
miopía; sterno mastoid muscle is músculo esterno
mastoideo for all Spanish-speaking countries. In
telecom, LAN is LAN (red de área local), node is
nodo, and so on (examples from Multicultural
Spanish Dictionary edited by Agustin Martinez).

The InterThe International national 
VVarieties of Spanisharieties of Spanish

Understanding what a language variety
is becomes very helpful when you are offered
country-specific Spanish such as Spanish for
Mexico, Spanish for Colombia and so on. But
I still haven’t explained the differences among
Latin American Spanish, International Spa-
nish, Mid-Atlantic Spanish, Neutral Spanish
or Universal Spanish.

The answer is simpler than you could
imagine. All of them have something in
common: they are not natural language
varieties but the result of a conscious effort
to reduce the differences among Spanish
language varieties.

Latin American Spanish is an attempt
to have a Spanish that is understood in all of
the Spanish-speaking countries in Latin
America. Since countries are influenced by
their neighbors, and many Latin American
countries are next to one another, it’s
assumed that there are fewer differences
among each other compared with the coun-
tries across the Atlantic.

International Spanish, Mid-Atlantic Span-
ish, Neutral Spanish and Universal Spanish are
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attempts to develop a Spanish that is under-
stood in every single Spanish-speaking country
in the world. The different nomenclatures
were created at different moments and with
a different focus, but in practice they are all
the same.

International Spanish and Universal
Spanish focus on a language variety that can
cross geographic boundaries, thinking of a
Spanish that will be globally understood. On
the other hand, Mid-Atlantic and Neutral
Spanish focus on a language that is “un-
marked” as regards its originating country. If
this Spanish does not “belong” to any partic-
ular country, then it includes all of them on
the same level. The main idea is equally
including all Spanish speakers so that nobody
feels discriminated against. For example,
while computer is translated as la com-
putadora in Argentina and as el ordenador
in Spain, the international Spanish transla-
tion is el equipo (de computación).

But if there is a Spanish variety that is
understood in all Spanish-speaking coun-
tries, then why would somebody want to
have country-specific Spanish localization or
even a general Latin American one? The key
word here is understand. It will be under-
stood but will not feel like anybody’s own.
Neutral Spanish serves the purpose of being
understood by everybody, but it lacks local
flavor. It’s like when you do understand what
somebody said and it can be considered
grammatically correct, but if you or some-
body from your country had said it, it would
have been different. Now that products and
services are user-centered, you should be
able to customize what you are selling up to
an unimaginable extent. We want to talk
with the voice of our users, and that is very
hard to do with Neutral Spanish.

FrFrom Wom Worords to Actionds to Action
Now, let’s put some of this theory into

practice. What sort of Spanish adjusts to your
needs? To reach the answer, you need to
answer some questions.

Is your Spanish target market a specific
country? If so, are there plans of selling the
product in other Spanish-speaking markets
afterwards?

What kind of material do you need to
localize (user manual, an installation guide,
an online help system, training material for
employees, for end-users, marketing mate-
rial, ads)?

Is this material written with an informal
style? Does it contain jokes, puns, cultural
references, everyday expressions or slang?

Let’s suppose you are an enterprise
resource planning (ERP) localization manager
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WH&P
Espace Beethoven BP 102

06140 Sophia Antipolis, France
33-493-004-030 • Fax: 33-493-004-030

info@whp.fr
http://www.whp.net or http://www.whp.fr

Why Should You
Work With WH&P?

Our network of dedicated localization experts is
used to tight deadlines, high-end technology and 
top quality…you have read that before. 

Well, we do it consistently: WH&P has been
benchmarked “Best Localization Company”
for the second time in 3 years! 

Based in Sophia Antipolis, France, WH&P is 
located in the heart of Europe. Since 1994, we 
have provided turnkey localization services to
Fortune 500 corporations.

We help them to enter the complex and very demand-
ing European market smoothly – and to stay on top.

diaLOC, S.L.
C/ Hermes, n.º 1, Bq. 2, 3.º C. 

29010 Málaga, Spain
34-952-409-053 • Fax: 34-952-864-923

info@dialoc.com • http://www.dialoc.com

diaLOC is a professional localization services company,
specializing in linguistic services for English-into-Spanish
markets (both European and American Spanish).

During the past ten years, we have accrued 
solid experience in vertical industries such as IT, 
telecommunications, ERP/CRM, electronics, marketing,
medicine, automotive and legal — from localization
and translation to DTP and project management.

Our goal is to provide you with the comprehensive
language solutions, the best quality and the premium
customer service you need.

Our Experience, 
Your Services 

iDISC Information Technologies
Passeig del Progrés, 96 

08640 Olesa de Montserrat
Barcelona, Spain

34-93-778-7300 • Fax: 34-93-778-3580 
info@idisc.es • http://www.idisc.es 

Connecting to the
Spanish-speaking World 
iDISC is an independent company based in Barcelona,

Spain, and Buenos Aires, Argentina, with 17 years of
experience in offering services to multilingual agencies. 

We offer localization into all Spanish dialects (European,
Latin American, neutral and also country-specific).

iDISC has specialized production teams for information
technologies, business, life sciences and marketing
materials. 

Our very technical capability allows us to manage the
most complex workflow and sophisticated tools, with in-
house software engineers to support PMs and translators. 

SYSTRAN Software, Inc.
9333 Genesee Avenue, Suite PL1

San Diego, CA 92121 USA
858-457-1900 • Fax: 858-457-0648

info@systransoft.com • http://www.systransoft.com

Over 35 Years of Proven
Translation Solutions

SYSTRAN offers the most widely used language
translation software in the world. Our desktop products
and enterprise solutions automatically enable the 
creation of multilingual content for businesses to 
manage huge amounts of knowledge assets.

Available in 40 language combinations, SYSTRAN
solutions are applied across diverse best practices for
intra-company communications, content management,
CRM, e-commerce and more.

SYSTRAN’s expertise spans over 35 years of building
customized translation solutions for global corporations,
portals, governments and public administrations.

http://www.dialoc.com
http://www.whp.net
http://www.systransoft.com
http://www.idisc.es


who needs to localize into ten languages. One
of them is Spanish. Your first target market for
Spanish is Mexico, but the strategic selling
plan is to gradually include the rest of the
Spanish-speaking countries. You have to local-
ize your ERP product (graphical user inter-
face, help and documentation) and some ads
that will appear in local (Mexican) magazines
and newspapers.

So, what should you do? In short, you
know that the target market is all Spanish-
speaking countries; material to localize is the
ERP product and some ads; style and register
are technical, formal for the ERP and infor-
mal for the ads.

Given this information, the wiser decision
would be to localize the ERP application into
Neutral Spanish and to request Mexican
Spanish for the ads. Each time a new Spanish-
speaking country is added to the selling strate-
gy, you can have those same ads reviewed by a
native Spanish speaker of that specific country.

Another scenario would be if you were
requested to localize the ERP into two
Spanish versions and you want to know if it’s
really worth it to have more than one version.
The only way you have to track the level of
regionalism of a text — how much it differs

from one Spanish variety to another — is to
work with one translation version and then to
have it reviewed by an in-country native lin-
guistic professional. Analyzing the quantity
and quality of changes made between the two
versions will give you the answer.

Developing TDeveloping Tools ools 
for Yfor Your Prour Projectoject

So now that you know you want the
ERP localized into Neutral Spanish, you need
to develop or use some tools to assure that
you’ll get high-quality localization and that
the Spanish will be neutral. A glossary and a
style guide are the minimum requirements
that you need to fulfill before starting.

A glossary is the backbone of the
translation. It needs to be a comprehensive
list of key terms with their correspondent
translation. The translation team will use it
as mandatory terminology, and it will bring
coherence to the whole translation. When
developing a Neutral Spanish glossary, ide-
ally you’d need to have it reviewed by a
native speaker living in each Spanish-
speaking country that you are targeting.

The instructions need to be accurate: edi-
tors should only change those words they
don’t understand or that they find offen-
sive, ambiguous, ludicrous, contextually
inadequate or funny. Since this process is
time-consuming, it’s suggested that it be
done beforehand, when the software is still
on a beta version, for example (provided
the key terms will not change much).

A quality assurance style guide for local-
ization is a document where the stylistic
decisions are stated: how translators should
write titles, headings, numbers (especially
decimal notation) and metrics; the manner
of addressing the user; web pages; com-
mands; items that need to be left in English;
standardized treatment for acronyms; refer-
ences; and so on.

Some major software companies have
developed their own Neutral Spanish guides
with a set of stylistic choices. These have
become an internal standard for those com-
panies and in some cases the standard for a
good share of the localization industry as
well. The mass media are also great
resources since they frequently develop
(and update) their own International
Spanish style guides to address their
Spanish audience in a professional and
coherent way. Examples of style guides for
Spanish audiences are those developed by
Notimex (Mexico), Colprensa (Colombia),
Associated Press (United States), Prensa Latina
(Cuba), Venpress (Venezuela), El Panama
America (Panama) and El Peruano (Peru).

Spanish for Spanish for 
the United Statesthe United States

Localizing into Spanish for the United
States is a challenge in itself due to the dif-
ferent origins of the Spanish-speaking peo-
ple in the country: native Spanish speakers
from the United States, immigrants from dif-
ferent countries and different generations of
immigrants. According to the population
report 2002 of the US Census Bureau (http:
//www.census.gov), 66.9% of the Spanish-
speaking people in the United States are of
Mexican origin. This is followed by 14.3% of
Central and South American people, 8.6%
Puerto Rican and 3.7% Cuban. Make sure
your translator’s team has a heterogeneous
background, and it would be wise to have
Mexican or Central/South American profes-
sional linguists who live in the United States
as editors or terminology coordinators for
your localization project.

Summing up, if you know your Spanish
target market and you are able to categorize
the type of material you need to localize,
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you’ll be able to request the type of Spanish
that best adjusts to your needs. And if you
add a comprehensive glossary and a good
style guide, you are all set up for success. ΩΩ
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Follow-Up
Av. Presidente Wilson 165 / Sala 1308
Rio de Janeiro, RJ, Brazil 20030-020

55-21-2524-2994 • Fax: 55-21-2210-5472
info@follow-up.com.br • http://www.follow-up.com.br

This is what you get:
• Quality in customer service, deliverables and open

communication 
• Responsiveness and ability to adapt to ever changing

requirements
• Customized service with no compromise to translation

quality, even in challenging volumes 
• Promptness to raise issues and prevent any disruptions

to project quality 

This is what we get:
• Extremely satisfied customers

If you’re not one of them yet, experience the difference!

15 Years of Well-managed
Brazilian Translations

Hermes Traducciones y Servicios
Lingüísticos, S.L.

C/ Cólquide, 6 - Portal 2 – 3º I, Edificio «Prisma»
28230 Las Rozas, Madrid, Spain

34-91-640-7640 • Fax: 34-91-637-8023
hermestr@hermestrans.com • http://www.hermestrans.com

Quality Translation and
Localization in Spanish

Established in 1991, Hermes Traducciones is a leading
Spanish translation company, specializing in software
and hardware localization and also undertaking a
broad range of other translation projects.

Comprehensive in-house translation teams, deep
expertise in Spanish and Portuguese, CAT tools and
the commitment to our customers allow us to deliver
full cost-efficient, reliable and high-quality services.

Rely on us for localization, translation and other
related services in Spanish (both for Spain and Latin
America) and Portuguese.

Vertice Translate
Av. Paulista, 575 - cj. 1405, 01311-000

São Paulo, SP, Brazil
55-11-3251-3088 • Fax: 55-11-3251-1430

vertice@verticetranslate.com.br
http://www.verticetranslate.com.br

Keep It Simple
How can a young agency stand out in the local

translation market? Simple — by having a simple
structure and offering complete quality solutions:

• in virtually all technical areas in different language
pairs

• using state-of-the-art technologies (TRADOS and
other CAT tools)

• managing projects with specialized teams
• handling cultural aspects involved in translation
• offering the best cost-benefit ratios

All this is not only talk. We can assure that in writing.

Simple as that.

e-sp@nish.net
P.O. Box 93248

Lakeland, FL 33804
805-907-9039 • Fax: 805-293-8567

projects@e-spanish.net • http://www.e-spanish.net

Technical Spanish 
With Online Reach

Ours is a pragmatic approach to the translation of
technical documentation and website content, which
includes a proactive assessment of your expectations
and a quality level you can live with.

e-sp@nish.net offers: 
• A thorough analysis of the look and feel for your

document or website
• Preemptive handling of language issues through

collaborative rules
• Our workflow for DTP/CAT tools
Plus, you can count on having a close rapport with us.

New York State DMV’s 
Website Translation Honored 

The Department of Motor Vehicles
(DMV) of New York State has won the
2004 American Association of Motor
Vehicle Administrators (AAMVA) Region I
Customer Service Excellence Award for the
automated English-to-Spanish translation
of its website.

SDLEnterprise Translation Server,
hosted for the DMV by SDL, produces the
Spanish translations on demand and in real
time. The DMV chose SDLEnterprise Trans-
lation Server for its performance in on-the-
fly translation of web pages.

New York State has a substantial com-
munity of Spanish-speaking citizens, and
this “e-government initiative” has handled
an average of 7,400 Spanish page transla-
tions per month with peak volumes of more
than 12,000 per month. The DMV uses
“Plain English” for its source texts and a cus-
tomized English-Spanish dictionary for
SDLEnterprise Translation Server. This com-
bination enables high-quality automated
translations to be achieved and customer
satisfaction with the translated pages is
extremely high.

The Customer Service Excellence
Award goes to the organization that has
implemented a unique project or program
to enhance customer service, including the
use of innovative technology and taking a
creative approach to serving motor vehicle
customers.

The DMV provides more than 21 mil-
lion drivers and owners of vehicles, boats
and snowmobiles with driver license, vehi-
cle registration and title services. The
agency also regulates numerous businesses
including vehicle repair shops, dealers and
inspection stations and investigates con-
sumer complaints against those businesses.
The DMV promotes traffic safety through
its regulatory and adjudication programs
and through its participation with other
state agencies in Governor George E.
Pataki’s Traffic Safety Committee.

SDL International provides translation
services and technology solutions through
translation memory, adaptive machine
translation, localization services and its
knowledge-based translation system.

http://www.follow-up.com.br
http://www.verticetranslate.com.br
http://www.hermestrans.com
http://www.e-spanish.net
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United
States

Mexico

Cuba

Dominican
Republic

Ecuador

Peru

Chile

Argentina

Colombia

Bolivia

Paraguay
SpainMorocco

Equatorial 
Guinea

Philippines

Uruguay

Venezuela

Honduras

Guatemala

Costa Rica
Panama

Nicaragua

El Salvador

Puerto
Rico

Belize

Andorra

Spanish, which has
several varieties in
Spain itself, is spoken
in many additional
countries, often as a
resident’s second 
language. These include
France, Gibraltar, Trinidad and
Tobago, Aruba, Canary Islands,
Australia, Belgium, Canada,
Cayman Islands and Finland.

Information from 
Nation Master 
and SIL Ethnologue 
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Focusing on US Spanish Focusing on US Spanish 
Arancha CaballerArancha Caballeroo

The latest US census shows there are
almost 40 million Hispanics in the United
States or 13.3% of the population. This figure
represents a 9.8% increase over the 2000 cen-
sus, and although the trend has been growing
for several years, Hispanics have just become
the biggest minority, overtaking the African-
American population. This is also the fastest-
growing worker group, since half of all new
workers in the last decade are Hispanic. Right
now, they represent 12% of the workforce,
although that figure is expected to double to
25% in two generations.

The purchasing-power growth rate of
the Hispanic population was three times the
overall national rate in the last decade. It has
surged to nearly $700 billion and is projected
to reach as much as $1 trillion by 2010 (“U.S.
Hispanic Purchasing Power: 1978-2010,”
HispanTelligence research report, May 2004).
Data from the US Economic Census Survey
of Minority-Owned Business Enterprises
show that while growth slowed to 30% from
1992 to 1997, the number of Hispanic-owned
businesses in the United States topped one
million for the first time. In 2004, this num-
ber is supposed to reach two million.

Based on these data, your company
decides to target the Hispanic population in
the United States, and you want to make your
product available to them in their mother
tongue. So, what’s next? 

Before you start to shake over this new
problem, for which your company probably
does not even have a budget, let’s talk first
about the good news.

Is ‘USIs ‘US Spanish’Spanish’
WWororth the Efth the Ef forfor t?t?

Although the United States is a country
built on several immigrant generations, it is
only recently that there is a different app-
roach and attention from US companies —
and US society in general — to specific
groups, to the way they speak, the culture
they have at home and so on. In the past, the
third generation was never fluent in the lan-
guage of the country from where its ancestors

came. This scenario has changed, partly
because of new technology.

To know where the future lies for the
Spanish language in the United States, we
could start by mentioning that it is easier
than ever to maintain contact with a lan-
guage not readily spoken in your own coun-
try. I took a course at the Handelshøjskolen
in Copenhagen. For many years after return-
ing home, my only chance of contact with
Danish — a language spoken by only four
million people — was reading the books I
had brought back with me or trying to start
a conversation with anyone I met (not very
often) from that country. Nowadays, I can
read Danish newspapers, listen to several
Danish radio stations and buy Danish books
through the internet. I have not tuned in to
any Danish television, but I’m sure that’s
possible with a satellite dish.

One of the collateral effects of the
information era is that due to cable, satel-
lites, mass media, the internet and more,
access to another language and culture is
easier than ever. And it is, no doubt, easier
than ever to keep a language alive. Due to
the increase in the Hispanic population, the
new television stations broadcasting solely
in Spanish in the United States have
increased their audience dramatically. The
Univision audience, for instance, has grown
146% in the 18-34-year-old group since 2001
(Univision is a web portal in Spanish for
entertainment, news and sports). This era of
telecommunication is happening at a time
when second-, third- and fourth-generation
Hispanics are acquiring better jobs, owning
valuable companies and becoming part of
the decision-making groups.

The result is a real demand for
Spanish, and this becomes a cycle. Once you
get used to listening to radio stations in
your mother tongue, once you feel your lan-
guage preferences are catered to, and once
someone speaks to you in your own lan-
guage, seeming to understand the needs of
your community — and makes money
doing it — your population becomes even
more appealing as a group. More resources
are devoted to it and the group, in turn,

becomes a more demanding consumer the
more it is catered to.

The answer as to whether it’s worth the
effort to cultivate the business of a popula-
tion growing in buying power in its own 
language is a yes, with finality. This is a cul-
tural trend from which there is no going back.

Localizing the PrLocalizing the Product foroduct for
Spanish-speaking MarketsSpanish-speaking Markets

Once you’ve decided to focus on the US
Hispanic population and have some argu-
ments for your manager to allocate money to
this, let’s start localizing!

Let’s look first at your product. Depen-
ding on the way it was developed, you
might need to make some changes to local-
ize it for US Hispanics — and for other
groups as well, if it’s intended, for example,
for other Spanish-speaking countries or for
other languages entirely.

For those familiar with localization, this
will remind you of your pre-localization kit,
but most companies now thinking about
translating for their US Hispanic audience
have never before needed to have their prod-
uct — for example, an application, an e-
learning course or a website — recreated in
another language. You do not want to rein-
vent the wheel, and you don’t have to.

In the localization business, we have
already learned how to reduce time-to-market
by thinking ahead from the developing state,
thus avoiding duplicate efforts later and delays.

The first example that comes to mind is
that Spanish, like most languages apart from
English, uses so-called extended characters
(accented vowels, ñ), so you need to take basic
internationalization standards into account.
The Unicode standards, for instance, are
playing an important part in making prod-
ucts compatible across different platforms
and systems. For applications, all sorts of
guidelines are available regarding dates and
numbers formatting, length issues and so on.
So, get your IT people to work with global-
ization experts to start developing material in
non-English languages.



Specific Challenges Specific Challenges 
in USin US SpanishSpanish

Apart from these inherent approaches,
you will want to consider different issues
when doing a translation into another lan-
guage and culture. In translating into another
language within the same country
where the product was developed
and for users who are sur-
rounded by two cultures
(the United States and that
of the country of origin),
decisions about cultural
symbols, date and number
formats, metrics and so on
will have to be made. The
most satisfactory approach
often will be to use a combi-
nation of both.

Here is one “differentiator” as
compared with localization into any
other language when you are selling abroad:
if you want to sell to the US Hispanic com-
munity, create application examples in a
politically correct way to reflect all kinds of
Americans. If you have already incorporated
elements such as minority festivals, proper

names and characters from a range of
American subcultures, reflecting the reality of
the United States today, you are halfway
toward giving all your US customers the feel-
ing that your product was intended for them.

Because I want to keep the focus in this
article on the complexities of localization into

Spanish, I’d recommend
consulting a localization

firm in order to cover

these important
points, studying the
technical changes to be
made if your product has not
been internationalized.

Once you’ve taken the necessary steps
to internationalize, the next big decision
you’ll face will be just which Spanish to use.
In Europe, a long tradition in translation
and language studies and how language is
associated with cultural identity, nation-
alism, literature and so on is well known,
but all this hassle about different versions of
the same language may be difficult for a
pragmatic American to appreciate. What are
we facing here? 

How can you be sure to please your
American users who speak Spanish at home? 

How can you be successful here?

What Spanish What Spanish 
Do I Need?Do I Need?

What’s spoken in the street in the
United States (Spanglish) will never be fully
understood in any other Spanish-speaking
country. Spanglish is not a “ruled” language.
Some parts of it are acceptable from a for-
mal point of view, while others will make
some people scream aloud. What shall we do
with it? Ignore it, or look for an “official”
language instead? 

If people come from ten or more dif-
ferent countries, is there a unique solution
for them as a group based on a certain lan-
guage? No. Although Spanish is the national
language of all countries that Hispanics

derive from, it is not used and written in the
same way in each place.

In general, Spanish is a quite compact
language, since many countries where it is
spoken are geographically close to one another,
but it is a very varied language. It can “get
very common” and can “get very local.”

These differences among the Spanishes
are still unclear outside the realm of specialists
and academics. And there are still some myths
and legends around the issues. One “urban
legend” holds that Latin American Spanish is a

single language spoken all over Latin
America. The 400 million people in the

world whose mother tongue is
Spanish live in 43 countries. Just

as with Hispanics in the
United States, each group has
its differences, but this is not a
European vs. Latin American
question either. Cuban Span-
ish is closer to Iberian Spanish
than it is to Mexican.

But since differences
occur, you must ask yourself

who is your target audience?
Some variables must be taken into

account. If you only want to address a
specific local constituency, you might
emphasize the country of origin. If you are
selling games, you should consider the age
of the potential consumers: Mexico has the
lowest median age, but Spain consumes
more games. Pay attention to incomes: for
example, when publishing books, literacy is
higher within the United States, Spain and
Argentina, but Mexico has the biggest popu-
lation. Remember to look at the numbers
your salespeople bring you in this light.

Language is a people’s cultural identity,
and yet we see there is no single Spanish. All
forms are valid. Thus, it may be difficult to
be sure that all users will be responsive to
the style and terminology you’ve chosen.
Within the United States, some have tried to
lower the quality level by adding tons of
Spanglish words. If you intend to make your
product available to a wider audience, espe-
cially outside the United States, you should
not go for it. Spanish-speaking people else-
where may feel anxious about the way their
language is treated, protective of their long
literary heritage and sensitive to the rela-
tionship between Spain as metropolis and
Latin American countries as colonies. Why
risk causing anxiety or even offense?

When deciding on the most suitable
form of Spanish for your needs, you may
have a very valuable resource to listen 
to: your salespeople, the people in contact
with the users. Mexicans account for as
much as 66% of Hispanic immigrants, while
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Cubans only represent 4%, but the Cuban
immigrants’ incomes are higher, so the sce-
nario changes if you are selling an affordable
insurance and not a luxury customized
solution. Depending on your product and
on how local you decide to be, you might
want to take the most important country as
“leader” in the flavor, but without forgetting
the rest of the speakers. Analyze your target
market and the type of product you are 
selling. If you are selling to a very specific
minority, either in the United States or
abroad, ask for a translation team from 
that country.

If you go for a single version because of
budget constraints or because your audience
is very wide, setting up a team of translators
from different countries is usually a good
solution. For published material (either for
the web or for print), include a disclaimer or
statement acknowledging the complexity of
Spanish and your wish to please as many
users as possible. One solution, where appli-
cable, may be to add local synonyms to the
glossary, maybe under a separate heading.
Any or all these efforts will show you care
about a much-admired language.

Language Is Language Is 
a Serious Businessa Serious Business

Are you okay with the Hispanic person
already in-house to do the translation?
Watch out! Anyone able to manage in a lan-
guage can potentially translate. Anyone who
is able to speak can write, but would you
give someone the task of writing content to
represent your company just because he or
she speaks English? Translating is about the
same. Just because someone has a Spanish
background, is he or she ready to under-
stand the complexities of a language?

Consider hiring professional personnel
to do the reviews or the translation, not hir-
ing someone just because he or she is bilin-
gual. Get him or her to focus on talking with
your customers in Spanish and leave the
translation to professionals who, with the
right information about the target market,
will perform a superb job.

Some Best Practices Some Best Practices 
and Considerationsand Considerations

We have seen an increase in the US
demand over the last few years, and there are
certain areas of special interest.

Games and e-learning. Audio is a big
challenge. Do not mix accents. It gives the
users the feeling that you picked any
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TripleInk
60 South 6th Street, Suite 2600

Minneapolis, MN 55402
612-342-9802 • Fax: 612-596-3802

sgengler@tripleink.com • http://www.tripleink.com

As a multilingual communications agency, TripleInk
has provided industrial and consumer products
companies with precise translation and multilingual
production services for audio-visual, online and print
media since 1991. Our TripleInk Latino group specializes
in producing Spanish-language materials for audiences
in the United States and Latin America. By integrating
marketing, design and language, we offer Hispanic
communication solutions that are culturally relevant
and enable clients to reach diverse Hispanic audiences.

TripleInk Latino: 
In-Culture Communications

NovaWord Technologies S.L.
Perugia 3, 3º-A, 18007 Granada, Spain
34-958134009 • Fax: 34-958376815

sales@novaword.com • http://www.novaword.com

NovaWord Technologies specializes in linguistic 
services from and to Spanish (European, Latin
American, neutral).

Our areas of expertise include IT, localization, 
medicine, marketing, pharmaceuticals, automotive
industry, e-learning, finance and legal. We complete
linguistic, DTP and multilingual management tasks.

Smooth and continuous communication with clients,
on-time delivery, experienced staff, complete database
of external contributors and competitive prices assure
the best possible quality within budget.

Building Long-term
Relationships With 

Our Clients

Lingua Solutions
15303 Ventura Boulevard, Suite 900

Sherman Oaks, CA 91403
800-508-2484 • Fax: 818-743-7411

info@linguainc.com • http://www.linguainc.com 

Spanish Language Experts
When it comes to Spanish, nobody does it better.

Lingua Solutions provides complete globalization services
at the industry’s most competitive rates. Our specialty
is reaching Latinos in the United States and Latin America,
and we do it with experience, flexibility and reliability. 
We are Hispanic owned and operated and offer:

• Technical translation and DTP

• Website globalization

• Software localization

• Spanish multimedia

• Customized consulting
Our 100% client retention and repeat business are

the best indicators of our success and dedication to our
work. Call us today.

SYGNOS Translations
19 Caleta de las Monjas

San Juan, Puerto Rico 00901
787-725-1379 • Mobile 787-525-8665

annejones@prtc.net

Translations

Anne Catesby Jones
• Pharmaceutical, Legal, Environmental

• Translation and Localization 
for the Puerto Rican Market

• ATA Certified English to Spanish

http://www.tripleink.com
http://www.novaword.com
http://www.linguainc.com


Hispanic who was around your office or
recording studio. A neutral accent, such as
that of national broadcasters on television
(difficult to spot where they came from), is
less offensive and gives a sense of profession-
alism to your Spanish.

Information technology. Due to the
creation of new terms in English on the spot
all the time, more may depend on the devel-
oper’s preferences than on what is standard in
a certain country. Please note that Spanish

does not create terms as eas-
ily as English, and, except in
the case of Spanglish, we
tend to translate everything.
Therefore, a repository glos-
sary is the best tool to
achieve consistency on most
terms used in your docu-
mentation or software.

Web pages. Unless
you decide to include
translation as part of your
ongoing marketing efforts,
do not translate every-
thing initially (especially
news) should you not have

the resources to keep it up to date. It is far
better to have an important section trans-
lated — sections such as About Us, Contact,
Who We Are, What We Do  — rather than to
have old news.

Content that is not updated will not
serve its purpose of getting people connected
to your site; they may feel you “abandoned”
them instead.

If you want to see specific examples of
what US top global brands are failing at,

check out the interesting findings in the
report “Leaving La Vida Loca” by Donald A.
DePalma of Common Sense Advisory.

One of the best sites I have seen lately is
http://www.ssa.gov/espanol. It even includes
a glossary in Spanish for Social Security
Administration terms. The site is perfectly
localized: it’s unique in offering interpreters.
Not merely a translation of the English site,
it is a full adaptation to US Spanish citizens’
needs, which adds value.

Marketing. US Hispanics can have
some strong values when it comes to family
and religion. Generally speaking, they are
more conservative. While we still wonder
whether politicians will really reach them on
these grounds, at least both parties are
speaking to them in Spanish.

Politicians sell a proposition, just like
any marketing material. Follow their exam-
ple and customize your message. This also
applies to commercial websites.

Household mortgages. By 2010 an
estimated 1.5 million Latino households will
have bought homes, but more aggressive
real-estate industry programs, including
bilingual ones, could reach an additional
700,000 families, according to a new report
from the Tomas Rivera Policy Institute at the
University of Southern California.

Medical and insurance services and
products are also an important niche at the
moment in the United States for companies
in those industries to address Hispanics,
and therefore for translations associated
with medical and insurance topics.

Hispanics are hard workers, and,
although most of them do not have high
incomes, they have a strong sense of provid-
ing for their families, either in the United
States or in their country of origin. It may be
important to bear this in mind.

Pleasing these Hispanics may not be
an easy task, but, as you can see, great
opportunities are awaiting those wishing to
give it a try. ΩΩ
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The US Social Security site in English The US Social Security site in Spanish

http://www.celersol.com
http://www.syntes.com
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Does YDoes Your Wour Websiteebsite
Speak Spanish?Speak Spanish?

John YJohn Yunkerunker

The statistics are compelling.
According to the US Census
Bureau, nearly 40 million native
Spanish speakers live in the United
States. By 2010, this number will
well surpass 50 million. Hispanics
are not only the dominant minority
group in the United States but also
the fastest growing. And when it
comes to the internet, US Hispanic
internet users outnumber the total
online populations of many Spanish-
speaking nations.

So, it comes as no surprise
that American-based companies
and organizations are responding
to this trend with Spanish-language
websites. From Nextel to Toyota to
major league baseball, Spanish
websites are becoming a much
more common sight. (See the side-
bar “Who’s Speaking Spanish?”)

Despite the increasing num-
ber of Spanish-language websites,
however, standard practices are
still emerging, and best practices
are still elusive. This article takes
a close look at one of the recently
launched Spanish websites and
recommends a few best practices
for all Spanish websites.

Southwest Airlines Southwest Airlines 
Says “VSays “Vamonos”amonos”

On June 30, 2004, Southwest Airlines
became the first major US airline to launch a
full-featured Spanish-language website, and
it is not likely to be the last. The new site,
called Vamonos, is much more than a
Spanish-language brochure for Southwest
Airlines; it is a full-featured Spanish-language
flight reservation website.

While Southwest Airlines could have
taken the approach that many companies
take when first entering the localization
waters — translating a handful of static
web pages — Southwest tackled the most
challenging localization project first, the

online booking system. “We wanted to go
that extra step,” said Edna Ruano, a spokes-
person for Southwest Airlines. “Customers
can make online reservations in Spanish
from start to finish.”

Southwest Airlines turned to an outside
vendor, Ion Global, to help them manage
the translation and localization process.
According to Simon Mathews, head strate-
gist at Ion Global, the project consisted of
translating 75,000 words that were embed-
ded throughout the web application — from
help screens to error messages. “We worked
with the Southwest team to identify the con-
tent to be translated within the code and

then returned the code back to
them with the translated content
included,” said Mathews.

In addition to translation, Ion
Global assisted Southwest Airlines
in modifying the layouts of the
online booking system to be more
usable to the target audience. For
example, in the two reservation
screens, notice how the date col-
umn falls in front of the month
column on the Spanish-language
page. Details such as these make a
big difference in the success of
localized websites.

Research and planning for the
Spanish-language website began
two years ago; actual development
took about four months in all. Now
that the site is complete, Southwest
Airlines has one full-time employee
in its interactive marketing depart-
ment who manages Spanish con-
tent and functionality.

The website is just one ele-
ment in a much larger Spanish ini-
tiative for Southwest Airlines.
Phone-based customer support is
equally important, so the airline is
providing Spanish-language reser-
vation agents. The airline is pro-
moting Vamonos across a number
of media, from television ads on
Spanish-language television pro-
grams to online banner ads on

Spanish-language websites. Southwest Airlines
has also hung banners in its terminals to pro-
mote the site.

EmerEmerging Practices ging Practices 
and Best Practices and Best Practices 

We are still in the very early stages of
Spanish localization within the US market. As
a result, there are relatively few major websites
to benchmark against and even fewer sites
that demonstrate what I believe to be best
practices. Here are a few recommendations to
ensure that your Spanish site leads the pack.

Southwest Airlines flight reservation screen, English

Southwest Airlines flight reservation screen, Spanish

The Vamonos home page



URLs: Keep It SimpleURLs: Keep It Simple
URLs for Spanish-language websites range

from the obvious to the Byzantine. And there
appears to be no web address consensus
among Spanish websites currently available.
Consider the following URLs:

http://espanol.vzwshop.com/gw (Verizon
Wireless)

http://www.hrblock.com/es (H&R Block)
http://www.lowes.com/spanish (Lowe’s)
http://nextel.com/espanol (Nextel)
http://www.southwest.com/enespanol

(Southwest Airlines)

There is a trend toward companies
adding espanol at the end of their URLs. But
this is hardly an elegant approach because the
limitations of the domain name addressing
system prevents the inclusion of accent marks.
Hence, español is not permitted. However,
using espanol is a far better choice than using
spanish. All too often, web developers fail to
provide the links to language-specific websites
in the native language. Southwest Airlines
takes a much more creative approach to its
URL, but one that will only succeed with
prominent advertising and placement on the
English-language home page.

I recommend using an es extension,
which is the ISO code for Spanish. It makes
for a shorter URL and avoids the character
limitations of the current domain name sys-
tem. That said, if we find in the years ahead
that most companies adopt the espanol stan-
dard, it may become the standard by default.
Fortunately, servers can be configured to
handle multiple extensions, which may ulti-
mately be the wisest approach.

Navigation: Make It Navigation: Make It 
Easy to FindEasy to Find

Once a Spanish-language website is
launched, the next great challenge is driving
traffic to the site. Unfortunately, many com-
panies fail to make the links to their Spanish
sites prominent enough to ensure click-
through traffic. While there are plenty of
other ways to promote the Spanish site, from
advertising to e-mail marketing, including a
highly visible link on the US home page is an
important (and free) first step.

Let’s compare the US home pages of
Nissan and Honda. As shown in the graphics,
Honda positions its link down the right-hand
side of the home page, while Nissan places its
link at the very top of the page.

While the link on the Honda website is
buried among English content, the link to the
Nissan Spanish site occupies a “sweet spot” for
global navigation. This location is ideal not only
because it is easily seen, but also because an
increasing number of companies are locating
their global gateways in the upper right-hand
corner of the web page. This trend reflects the
growing importance of localized websites and
an appreciation for global navigation. As more
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Honda home page (gateways circled in red) Nissan home page (gateway circled in red)

http://www.one-planet.net


and more sites position their “global gateways”
in this sweet spot, I believe it will become a
global standard.

Content: Make It Content: Make It 
WWororth Their Tth Their Time ime 

One translated home page does not a
localized website make. Consider the Spanish
web page of telecommunications carrier Qwest
(http://www.qwest.com/espanol). While simi-
lar carriers such as SBC and Verizon offer a
depth of translated content, Qwest offers just
one web page in Spanish. Qwest makes no
claims to offering a full-featured Spanish-
language site, but it could do a great deal
more in light of its competitors.

Companies that aren’t willing to invest
the resources in creating a truly useful
Spanish website are probably better off wait-
ing until they can make such an investment.
First impressions count, and nothing is worse
than announcing a brand-new Spanish site
that attracts millions of new visitors who are
quickly disappointed in the lack of content.

Spanish No Longer aSpanish No Longer a
“Second” Language“Second” Language

As the demographics of the United States
continue to skew in favor of Spanish speakers,
we will see fewer executives debating the return
on investment of Spanish-language sites.
Spanish-language websites will be viewed as
being as essential to doing business in the
United States as English-language websites. ΩΩ
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Who’s Speaking Spanish?

Here are just a few of the many companies
that now offer Spanish-language websites:

Toyota
http://www.toyota.com/espanol

Home Depot
http://www.homedepotespanol.com

ESPN
http://espndeportes.espn.go.com

Geico
http://www.geicoenespanol.com

Verizon Wireless
http://espanol.vzwshop.com/gw

Social Security Administration
http://www.ssa.gov/espanol

Wells Fargo
http://www.wellsfargo.com/spanish

Byte Level Research provides a list of com-
panies that offer Spanish-language
sites.To review the list (and submit
additional websites), visit
http://www.bytelevel.com/global/es

Resources

Cultures and Business:
Spanish Language and Hispanic Cultures — http://globegate.utm.edu/spanish/span.html

Mailing lists and Spanish search engines
The University of York — http://www.york.ac.uk/inst/ltc/lfa/spanishlinks.htm

List of Spanish resources on the internet
U.S. Export Assistance Centers — http://www.export.gov/comm_svc/eac.html

Commercial Service offices in Spanish-speaking countries

Spanish Language Resources and Dictionaries:

Cambridge Dictionaries — http://dictionary.cambridge.org
Español-Inglés/English-Spanish. Más información sobre los diccionarios de Cambridge,
disponible en la oficina local.

Elsevier’s Dictionaries — http://www.elsevier.com/homepage/sae/dictionaries/start.htm
Concise Spanish Etymological Dictionary

Lexicool — http://www.lexicool.com
Directories of bilingual and multilingual dictionaries

Capicua resources for translators —  http://www.capicua.co.uk/translation/transresspan.htm
Spanish/Catalan > English resources

Think Spanish Magazine — http://spanish.about.com/cs/specialtywords
Special Spanish terminology dictionaries

All Info About Spanish Language — http://spanish.allinfo-about.com/vocabulary/vocabindex.html
Spanish vocabulary index including audio files and regional comparisons

Spanish Institute — http://www.sipuebla.com/spanish-guide.htm
Complete Spanish Immersion — rich with resources

Athabasca University Centre for Language & Literature — http://www.athabascau.ca/cll/spanish.html
Spanish resources online

Freelance Spain — http://www.spainview.com
Online Spanish resource for editors and journalists 

Spanglish:

Spanglish: The Making of a New American Language, by Ilan Stavans (Rayo, 2003)
Medical Spanglish: How to Examine a Spanish-speaking Patient Without Knowing a Single Word of

Spanish by Trudy Espinoza-Abrams (MedMaster, 1992)
Learning Construction Spanglish: A Beginner’s Guide to Spanish on the Job by Terry Eddy, Alberto

Herrera (to be published by McGraw-Hill, 2005)
Spanglish Unlimited — http://www.spanglish-unlimited.com 

Instruction, including book Spanglish: A Course of Communication Concentrating on the Similarities /
Un Curso de Communcación Concentrado en las Similaridades by Hugh Ayers, Hugh Avera, 1999

http://www.whp.fr
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This supplement introduces you to the
magazine MultiLingual Computing &
Technology. Published nine times a year,
filled with news, technical developments
and language information, it is widely 
recognized as a useful and informative pub-
lication for people who are interested in the
role of language, technology and transla-
tion in our twenty-first-century world.

TTranslation ranslation 

How are translation tools changing
the art and science of communicating ideas
and information between speakers of dif-
ferent languages? Translators are vital to
the development of international and
localized software. Those who specialize in
technical documents, such as manuals for
computer hardware and software, industri-
al equipment and medical products, use
sophisticated tools along with professional
expertise to translate complex text clearly
and precisely. Translators and people who
use translation services track new develop-
ments through articles and news items in
MultiLingual Computing & Technology.

Language TLanguage Technologyechnology

From multiple keyboard layouts and
input methods to Unicode-enabled opera-
ting systems, language-specific encodings,
systems that recognize your handwriting or
your speech in any language — language
technology is changing day by day. And this
technology is also changing the way in
which people communicate on a personal

level; changing the requirements for inter-
national software; and changing how busi-
ness is done all over the world.

MultiLingual Computing & Technology
is your source for the best information and
insight into these developments and how
they will affect you and your business.

Global WGlobal Webeb

Every Web site is a global Web site, and
even a site designed for one country may
require several languages to be effective.
Experienced Web professionals explain
how to create a site that works for users
everywhere, how to attract those users to
your site and how to keep it current.
Whether you use the Internet and World
Wide Web for e-mail, for purchasing 
services, for promoting your business
or for conducting fully international e-
commerce, you’ll benefit from the informa-
tion and ideas in each issue of MultiLingual
Computing & Technology.

Managing Content Managing Content 

How do you track all the words and the
changes that occur in a multilingual Web
site? How do you know who’s doing what
and where? How do you respond to cus-
tomers and vendors in a prompt manner
and in their own languages? The growing
and changing field of content management
and global management systems (CMS and
GMS), customer relations management
(CRM) and other management disciplines
is increasingly important as systems become

more complex. Leaders in the development
of these systems explain how they work and
how they work together.

InterInternationalizationnationalization

Making software ready for the interna-
tional market requires more than just a good
idea. How does an international developer
prepare a product for multiple locales? Will
the pictures and colors you select for a user
interface in France be suitable for users in
Brazil? Elements such as date and currency
formats sound like simple components, but
developers who ignore the many interna-
tional variants find that their products may
be unusable. You’ll find sound ideas and
practical help in every issue.

LocalizationLocalization

How can you make your product look
and feel as if it were built in another coun-
try for users of that language and culture?
How do you choose a localization service
vendor? Developers and localizers offer
their ideas and relate their experiences with
practical advice that will save you time and
money in your localization projects.

And TherAnd There’e’s Much Mors Much More e 

Authors with in-depth knowledge
summarize changes in the language indus-
try and explain its financial side, describe
the challenges of computing in various lan-
guages, explain and update encoding
schemes and evaluate software and sys-
tems. Other articles focus on particular
countries or regions; translation and local-
ization training programs; the uses of lan-
guage technology in specific industries — a
wide array of current topics from the world
of multilingual computing.

Nine times a year, readers of Multi-
Lingual Computing & Technology explore
language technology and its applications,
project management, basic elements and
advanced ideas with the people and com-
panies who are building the future.
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