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Title: Providing Infrastructure for Multilingual eBusiness

Good morning. <nod> Guten morgen (German) <nod>. Bon matin (French) <nod>. Buon giorno <nod> (Italian). Buenos días (Spanish) <nod>. (Source: www.freetranslation.com)

Hvala vam za prisustvovati. Ako se vi ne shvatiti mene pravo zatim te imati dobivši okus kako važan posrijedi je to nadvladati jezik zapreka našto držanje posao globalno. 

(Source: www.worldtranslation.com).

(Suggested phonetic pronunciation of above for easier reading): ha-vala vam zah pris-oost-vo-vah-ti. Ah-ko see vee nee sha-vat-teetee meeney pra-vo za-tim tee im-atee do-bivs-eye oh-kus ka-ko va-zan pos-ree-or-edy ya nad-vla-da-tee jee-zik zap-praka nawsto derzanya po-sao global-no.)

In case you didn’t understand me, I spoke Croatian and said, “Thank you for attending. If you don't understand me right now, you have gotten a taste of how important it is to overcome the language barrier when conducting business globally.” 

My apologies to anyone here who speaks Croatian. When even the CEO of a language translation company stumbles over the pronunciation of a foreign dialect, you begin to understand how difficult a challenge it is to effectively communicate to a global marketplace.

<Present slide #1> (I suggest dropping “Independent Software Vendor” from this slide) 

And global it is. For the last 16 years, TRADOS has been a pioneer and leading provider of translation memory software solutions that help organizations overcome language barriers throughout the world.  The TRADOS solution comprises a whole suite of complementary applications engineered to boost the efficiency and quality of multilingual communication. 

Our technology enables companies to produce the huge volume of translation needed to stay ahead in the global marketplace. Thanks to investors like First Union, Deutsche Bank, Microsoft, Merrill Lynch and HypoVereinsbank we’ve become the market leader with over 40,000 licenses installed around the globe. Some of our more recognizable customers include Microsoft, Siemens, SAP, Volkswagon/Audi, Oracle, Berlitz, LionBridge Technology and Bowne Global Solutions.

<Present slide #2> 

Our company is a good example of what global business organizations will look like in the future. We currently operate 12 offices in 10 different countries. We ship products to over 60 countries and employ people who represent 39 different nationalities. We understand how the Internet has become an enabler and accelerator in the explosive growth of e-commerce. 

But with its benefits, it’s also brought danger. The Internet has turned traditional business models upside down, leveling the playing field for all companies by providing a low-cost, global platform for marketing, sales, distribution and support. This means your competition is no longer limited to companies in your neighborhood, city or country – your competition has literally become every similar business in the WORLD. The longer you resist going global, the more your market share will erode.

<Present slide #3 (I suggest dropping the line “Regulatory issues)>

Here in Europe e-commerce is in the midst of explosive growth. 

According to The London School of Economics and Political Science, 6.84 BILLION PCs will be connected to the Internet by 2004. The World Trade Organization forecasts that 300 billion Euros will be in circulation by 2002. Business-to-business sales will help drive e-commerce revenues over $1 trillion in the 2003 to 2005 time frame. There’s already 196 million Internet users today but according to IDC, this will climb to 399 million users in three years.

<Present slide #4> 

This global revolution doesn’t just apply to dot-coms, or to software companies – it applies to ALL businesses. Manufacturing, transportation, pharmaceuticals, aerospace, banking, insurance, telecommunications, retail, healthcare, you name it.  And serving global markets brings enormous cost pressures, greater expectations for speed, increased competition and continually changing customer demands.

The most forward-looking leaders are tackling the global application of localized translations with the same sense of urgency they applied to preventing Y2K glitches from destroying their businesses last year. Leaders should aggressively harness the same Y2K synergy created by CEO, CIO and IT alliances formed last year and direct it toward global translation solutions in the coming year. 

<Present slide #5>

The Internet revolution changes everything. New kinds of consumer behavior. Increased customer expectations. New economic models for business. New regulations. Multiple currencies. Import tariffs. Varying tax structures. Consumer protection laws. Everything.

<present slide #6> 

Internet growth is no longer a United States phenomenon. According to IDC, Western Europe, Japan and Asia Pacific areas are seeing Web user growth of 1.8, 2.5 and 4.8 TIMES the growth in the U.S.

<present slide #7>

Web technology spending is also climbing much faster on this side of the Atlantic relative to the Unites States.  

<Present slide #8>

This enormous growth requires multilingual capabilities. According to Forester Research, firms that cling to “English only” will cede their share of business to more globally-minded competitors. Yet currently, only 37 percent of Fortune 100 company Web sites support a language other than English and 57 percent of all Internet users are outside the United States.

<Present slide #9>

Internet activity from Europe is already enormous but much needs to be done to harvest our fair share of the trillion dollar e-commerce market.

<Present slide #10>

The way we see it at TRADOS, to be successful in this challenging environment, companies must modify their offerings to the local language. According to a study by Forrester Research, users stay twice as long and are three times as likely to make a purchase from a web site that has content in their native language -- making translation mandatory for companies seeking to expand into global markets. The message is clear - Without localized products, there's no local sale!

But this doesn’t just involve Web sites, this involves all your documents – contracts, marketing collateral, policy manuals. Everything. 

<Present slide #11>

Current solutions allow you to navigate the language barrier but they are complicated, costly, cumbersome and slow. This creates a backlog of work which creates inefficient rationing of resources.

<Present slide #12>

For example, look at all the steps required to issue a simple memo to your global workforce. It’s written in headquarters which could be in the U.S. or Western Europe. The draft goes to your Tokyo branch who sends it to your translation vendor who makes a conversion that must be checked by your editor, legal advisor and Toyko office before being approved and returned to headquarters.  Making multiple communications in multiple languages quickly turns into a logistical nightmare.

<Present slide #13>

TRADOS studied this problem from a global perspective and developed solutions that easily eliminate the language barrier through four key processes:

* Our ASP model allows your global team to access our services from their desktop or anywhere in the world where they can connect to the Internet

* Our workflow management module allows anyone to easily monitor and track projects throughout the translation process. 

* Our linguistic database “learns” and “remembers” with each translation so new translations provide better and better efficiencies as you continue translating.

* Our terminology management provides the consistency and precision to say exactly what you want to say in the most effect way in each local market. 

The effectiveness is proven by the success of our large clients like Microsoft, SAP and JD Edwards.  For example, Microsoft ships its products in more than 30 languages and uses TRADOS software as its internal localization memory store. This allows Microsoft to more effectively re-use already localized text from product to product as they create foreign-language "localized" software increasing its speed to market. 

<Present slide #15 here> (I suggest flip-flopping slides 14 and 15)

But language is not the only barrier to global e-commerce. Leaders also have to get their arms around local market

* Advertising and sales regulations

* Personal privacy and data protection laws

* Consumer protection legislation

* Taxes

* Export/import formalities

* Delivery, logistics and costs

This requires headquarters to provide enough leadership and control to maintain a consistency of brand, yet release enough autonomy to local offices so they can comply with local regulations and best present the company and its products to its local culture. In short, these changing times require use to re-examine how we lead our companies.

<Present slide #14>

In summary:

* No company can avoid international issues

* Many fail to distinguish between domestic, global and local audiences

* One U.S. size does not fit all

* Organizational structure, governance and Web site should be inter-related

* Striking the correct balance between central control and local autonomy is essential

<Present slide #16>

So how can governments help businesses during this evolution to a global economy?

* Help sell the need to embrace changes rather than fight them

* Offer incentives to get businesses more involved so they aren’t left behind

* Establish and maintain on-going dialogues with businesses to stay abreast of new issues as they arise

* Change is tough enough already. Keep e-commerce as simple as possible for all involved 

* Establish a clear communication strategy with business and consumers

* Embrace a lighter approach to regulatory framework so businesses can nimbly adapt to market realities

<Present slide #17>

Finally, as they say in Croatia: Hvala vam za tvoj vrijeme i pažnja.

Thank you for your time and attention. 

<pause for applause>

I’d now like to address any questions you may have.

### 

