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Abstract

The present bachelor paper investigates the process of website translation, especially
focusing on website text typology and localization strategies. Theoretical part of the
paper reviews the available material on multilingual website creation, types of texts that
are present on a website, and localization strategies that may be used for website
adaptation to the distinct features of local culture. The practical part of the paper
explores the current situation in website translation in Latvia by means of website
content comparison. For the analysis five corporate websites of local or international
companies based in Latvia are chosen. The websites are analysed in order to show to
what extent the translation and localization strategies, considered in the theoretical part,
are applied in practice in Latvian websites. In the process of research it turned out that
Latvian and Russian versions of the websites in most cases correspond to the translation
and localization principles, described in the theoretical part. As for English version, in
many cases almost no localization is applied, and the operative function is not revealed

in the target text.



Anotacija

Sis bakalaura darbs péta majaslapu tulko$anas procesu, Ipasu uzmanibu
pievérsot majaslapu tekstu tipologijai un lokalizacijas stratégijam. ST darba teorétiska
dala tiek izskatits pieejams materials par daudzvalodu majaslapu izveidoSanu,
majaslapu tekstu tipiem un lokalizacijas stratégijam, kas var€tu tikt izmantotas
majaslapas adaptacijai vietgjas kulttras Tpatnibam. Praktiskaja dala tiek pétita pasSreizeja
situacija majaslapu tulkoSanas sfera Latvija, izmantojot majaslapu satura salidzinasanu.
Analizei tika izveletas piecas majaslapas, kas pieder viet€jam vai starptautiskajam
Latvija stradajoSajam kompanijam. Pie tam, §T analize parada, kuras no tulkoSanas un
lokalizacijas pozicijam, kas bija pieminé&tas teor€tiskaja dala, ir aktualas tiesi Latvijas
majaslapam. P&tijuma procesa tika noskaidrots, ka latvieSu un krievu valodas versijas
parasti atbilst tulkoSanas un lokalizacijas principiem. Savukart, anglu valodas versijas
gandriz nav pielietota lokalizacija, ka arT teksta operativa funkcija nav pietiekami labi

atspogulota mérkteksta.
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Introduction

The process of international communication now plays a key role in economic
and cultural life of our society. There are several mass communication vehicles but the
Internet is most interchangeable and flexible, most up-to-date among them and therefore
provides unarguable advantages for international communication. Website now is not
only a company carte-de-visite, it acts as a full (or almost full) information source and
as a way of gathering feedback from and communicating directly with potential
customers — this can be a blank space for sending a message to the company
representative, or different kinds of forums, where people can express their opinion

about the products or ask questions to the company representatives.

The number of companies which can be found on the World Wide Web is
increasing every year. For example, according to the Central Statistical Bureau of the
Republic of Latvia the number of companies owning their corporate websites in Latvia
has increased in year 2006 by an average 3.5%, besides in medium-size and large
companies (with 10 or more employees) this index is even higher — 4.9%. One of the
main reasons for companies to develop a web presence is the opportunity to offer their
products and services to a wider number of customers, without great money
investments, as e.g. printing and distribution costs. Nevertheless many of businesses do
not stop at this. In the process of globalization more and more companies are searching
for new markets in other countries. Thanks to the expansion of the European Union,
World Trade Organization, and other international organizations many businesses have
received the possibility to provide their goods and services to the new markets with less
bureaucratic formalities and therefore less money investment. Despite the topicality of
the subject, website translations are not always as qualitative as they should be.
Therefore, there is a necessity to produce a complex guide over the process of website

translation that could be useful for translators and localizers working in this field.

The goal of the research paper is to consider possible approaches to translation of
website content into other languages and difficulties which a translator may face during

this process.



Objectives of the research paper are the following:

- to read theoretical materials available on the subjects of
a) translation of a corporate website
b) text typology
c) culture aspects in translation and localization;

- to analyse content of several websites in accordance with the above mentioned
theoretical materials;

- to ascertain to what extent the approaches mentioned in theoretical part are
applied in practice;

- to draw relevant conclusions.

Hypothesis

The appropriate translation of website content influences marketing success of a
company in a particular market, therefore, on the one hand, the content under translation
should be analysed and translated according to its typology, and on the other hand,

adapted to the expectations of local customers.

Methods of research

The research methods applied in the bachelor paper are both theoretical and practical.
Theoretical methods include the analysis of usual website content, the study of the
process of website other version creation provided by translational agencies, the
analysis of two text types that according to the hypothesis are considered important for
website translation, the study of localization processes in translation and their
importance for the creation of other language versions of a website. Practical methods
include comparative analysis of content of several websites, which have Latvian,
English and Russian versions. The analysis is conducted according to the
appropriateness of text type usage, terminology choice, degree of localization, and other

aspects, mentioned in theoretical part of the study.

Outline of the structure of the paper

The bachelor paper consists of four chapters. In the first three chapters the theoretical
aspects of website translation are presented. Chapter 1 deals with the notion of
multilingualism, describes the stages of other language version creation, and translator’s

role in this creation. In Chapter 2 the content of a standard website is described and



analysed according to text typology. In Chapter 3 the importance of target culture
aspects in translation and localization of website content.

Chapter 4 of the research paper presents the practical part. It analyses the available
parallel texts in Latvian, English and Russian found in multilingual corporate websites.
The analysis is made according to adequate translation of the texts and the application

of the approaches mentioned in the theoretical part.



Chapter 1

Topicality of Multilingual Websites and a Translator’s Role in Their

Creation

It is a matter of common knowledge that people prefer reading in their native
language. For business companies this statement is of great importance as they need to
quicken customers’ and partners’ interest in their products and services. This is the
reason why companies translate their websites into other languages, making them
multilingual.

In recent years the importance of website translation training is understood by
many universities all over the world. For example, Monterey Institute of International
Studies offers an MA programme in Translation and Localization Management to
students interested in combining the education for working in various translation and
localization environments and skills in technology and business. Similar programmes
are offered by many other higher schools in other countries. Nevertheless, in Latvia this
promising sphere is not yet developed. The only serious attempt is a current Leonardo
da Vinci programme project Foreign-language Communication on the eCommerce
Websites, which aims to create an educational tool for website designers and translators
to help them draw up foreign language versions of their commercial websites. The
project is developed by higher educational establishments and businesses from Finland,
Germany, Poland, Latvia, Portugal, Spain and United Kingdom, and is planned to end in
year 2007 (Silis, 2006). Still this project is oriented on the teaching of common
translation and localization strategies. They play an important role in the website
translation, however, applying only common strategies is insufficient for producing of
qualitative website translation, as these strategies do not consider special cases of
translation between some particular languages. Therefore, in this paper special attention
will be devoted to the language versions that are common for Latvia-based companies.
Firstly, this is Latvian, as it is the official language in Latvia. Secondly, this is Russian,
as on the one hand there is a great per cent of Russian-speaking residents of Latvia, and
on the other hand, Russian is spoken by a great amount of internet users (according to

the Top Ten Internet Languages Usage Russian is spoken by 828,621,965 Internet users)

(http://www.web-translations.co.uk/EN/Services/website _translation.html). Taking into


http://www.web-translations.co.uk/EN/Services/website_translation.html

account that in Russia the number of Internet users is expected to grow significally in
upcoming years (Silis 2006: 138), the importance of Russian language in the translation
of websites is difficult to overestimate. Thirdly, the English version of a corporate
website is necessary, if a company is dealing with foreign partners and customers.
Besides that, the English-speaking Internet audience is 312,757,646 people according to
the above mentioned Top Ten Internet Languages Usage research. Therefore, in this
paper we would like to focus our attention not only on the common problems of website
translation, but also on the technical specifics of translation between English, Latvian
and Russian languages, and the practical application of translation and localization
methods in the websites with these three language versions.

Before the consideration of website translation aspects first of all it is necessary
to define what a multilingual website is, and then to understand at which stages of its
creation process a translator is involved at most. According to Wikipedia,
multilingualism is “phenomena regarding an individual speaker who uses two or more
languages, a community of speakers where two or more languages are used or between
speakers of different languages” (http://en.wikipedia.org/wiki/Multilingual). It is still
arguable how much knowledge of a language is necessary to state that an individual is a
multilingual person. There are statements that a person is multilingual if his or her
knowledge of a language is “native-like”, the same as considerations that the most
important is not the knowledge but use of language, so, for example, a multilingual
person can be a tourist knowing some basic phrases of the country he or her is travelling
around. With translation of websites it seems that situation is alike. According to the
amount of translated content multilingual websites can be fully translated and partially
translated — only the most useful part (as description of products or services, price-list,
and contact information). The content chosen for translation may be also divided. In his
article Multilingual Websites: Benefits you can count on, headaches you can avoid
Robert Hopkins, the President of a website translation agency Weblations provides the

following division:

- global content, translated to many languages for worldwide use. Global content
includes product information, technical support documents, worldwide branding
messages, and the design of web itself. Hopkins considers, that “this material is
applicable everywhere and is relatively insensitive to national or cultural

differences” (http://www.weblations.com/eng/articles/art_2.htm).
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« local content, written directly in each language for the local market. Local
content includes the locally available products, local promotions, sales and
advertising campaigns, and local points of purchase indices. The aim of local

content is to persuade visitors of the website that the company belongs to their

culture (http://www.weblations.com/eng/articles/art 2.htm).

This division however is more typical for very large corporate websites, which
are created for global use. In this paper we would like to focus on the corporate websites

with the following features:

« website owner is one particular company;
« website has more than one language version, English and Russian among them;
« website content is more or less identical in every language version (not different

content written for each local market).

The first step in website translation is the process of information selection for the
translation. Usually it is considered that a translator participates actively in this process.
Nevertheless, in practice, a translator in most cases is not a person who decides what
information should appear in the translated version of a website. He or she may be
invited as a consultant, but at the same time the initiator of translation takes into account
many other aspects. They are the budget of the project (the expenses of translator’s, as
well as website administrator’s, programmer’s, localiser’s, web hosting services), time
limits, amount of source texts, necessity for detailed translation, and many other factors

that can influence the translation process and, therefore, the result of translation.

There are several technical stages of a website other language version creation,
and a translator has to be aware and understand the connection between these stages and
his or her own involvement in them. Schreiber Translation, Inc., a business translation

services company, provides the following stages of multilingual website production:

1. Internationalization. Internationalization refers to the process whereby the content is
prepared for localization. This involves mainly technical considerations, such as
planning for text expansion and contraction, especially in graphics (Western
European languages typically expand by as much as 20% from English while Asian

languages generally contract), not embedding text that changes or is updated often,
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and creating graphics in layered format so that text can be easily extracted. If this is
taken into account when a site is first created, time and money can be saved once
localization begins. Otherwise, internationalization becomes the first step of the
localization process.

2. Text Extraction. This step involves gathering all of the source files for all HTML
pages, graphics, PDF files, etc. and extracting all text to make it available for
translation.

3. Translation. This step involves translating all the necessary content. At a minimum,
translation must be done by a native speaker of the target language, preferably a
translation professional, and ideally by an individual currently living in the target
country.

4. Localization. Here consulting is provided to replace any graphics, change any
colours and redesign layout so as to achieve the maximum aesthetic appeal for the
target culture. This step also involves addressing technical issues, such as correct
formatting of times and numbers (many countries use commas as decimal points and
periods to separate thousands), metric measurements and currency differences.

5. Text Insertion. The translated text is reinserted.

6. Testing. The new version(s) of the site should ideally be tested on different
operating systems and with different browsers to ensure that there are no viewing

problems  (http://www.schreibernet.com/translation-101/articles/globalizing-your-
website-4.htm).

As it can be noticed, a translator is mostly involved in the stages of translation
and localization. But from the list it also can be understood that website translation is
not individual work. A translator is between two poles of opinions and has to reflect
both of them in his or her work. One pole is opinions and requirements of a technical
group that works in the creation of a multilingual website. Usually it can be agreement
on metrical system, amount of texts, translation of some words in the text that can
influence the programme code, and many other technical aspects mostly connected with
localization. Another pole is the wishes of several groups that influence any commercial
text, including texts appearing on a corporate website. According to Holz-Manttari
(1984, cited in Munday 2001: 77) they are the above mentioned initiator; a

commissioner who contacts a translator; a ST producer; a TT user who brings the
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translated material finally to a 77 receiver. Graphically we can see their relationships

with the translator as follows:

INITIATOR ST TT USER
PRODUCER /V *
COMISSIONER \ A TT RECEIVER
TRANSLATOR

Fig. 1. Relationships between the players which influence translation process, according to Holz-Manttari

Figure 1 demonstrates the relationships between the players who influence the
result of the translation. A translator is a linking element between the initiator and TT
receiver. The translator in his work communicates mostly the commissioner, who
represents the wishes of the initiator and, at the same time, presents the source text
provided by ST producer. Only in some cases the translator has an opportunity to
contact the ST producer. Then, in order to bring a certain message from the initiator of
the translation to the last recipient, i.e. the receiver of the target text, a translator has to
produce such a text that would be clear also to TT user. To do this, a translator firstly
needs to understand clearly the purpose of the initiator. In the most cases these purposes
are described in a special list of instructions, given by the commissioner to the
translator. This list is called commission (Vermeer 1989: 228). In the commission,
besides the information about the deadlines and fees, the specification of the aim is
given. Usually, it is presented in a set of instructions, called also translation briefs, e.g.
that of Nord.
In simple words, before a translator start working with website content, he or she
has to receive answers on the following questions:
= What is the translation needed for?
It is needed for broadening customers circle and persuasion of the target readers to
choose goods and/or services of this particular company.

=  Who are these target readers?
According to Holz-Munttari’s list mentioned above, they are TT user and TT
receiver. It should be clearly decided what are audience’s nationality, traditions,

customs, and other cultural aspects, their age group, income, etc.
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=  When and from what destination will the target text be accessed by target readers?
In this case any time and from any region of the world.
= How will it look like?
Usually the target text will remain on a website in written form, sometimes it will
be accompanied with pictures, graphics or other visual effects.
=  What is the motive of translation?
To attract as many clients and partners from region (or regions) where the target

language is used as possible. (Nord 1997, cited in Munday 2001: 82).

When provided with answers of the above questions, the translator can process

with translation more easily and effectively.

To put it briefly the translation of websites is an advantageous stroke in
company development. As in website translation there are several characteristic features
that other translation types do not possess, a translator should have an idea about the
technical stages of multilingual website creation, on the one hand, and the commercial
aspects of the process of website translation and translation commission, on the other
hand. As in the process of another language version creation of a website a translator is
at most involved at the stages of translation and localization, in the next chapters they
will be considered in more detail. Analysing the process of translation, the greatest
attention will be devoted to the typology of website content. Then, in the stage of
localization, the methods of content adaptation to the local customer’s needs, cultural

features, and possible mistakes will be discussed and analysed.
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Chapter 2

Website Content and Approaches to Its Translation

In this chapter the author of the paper deals with the translation stage of website
other language version creation. In the first sub-chapter the description of standard
website is provided, a general approach to its translation is offered and website content
is analysed according to the text type. Two types of texts that the author finds relevant
for website contents are considered more closely and the methods to their translation are
proposed.

Text analysis previously to translation and division into text types is considered
essential by many linguists (e.g. Newmark 1988, Reiss 1971). In website translation the
same as in any other translation case a translator in order to choose an appropriate
approach has to analyse and structure the texts provided. This process is of great
importance, because an incorrectly chosen approach may reduce company income in a
particular market, as the target text will not serve the same aim as a source text. The
general aim of the texts appearing on a corporate website is to persuade a receiver of
these texts to use goods or services provided by the company, and therefore give profit
to this company. Therefore, the texts a corporate website contains are aimed on the
reader, and that is why a target-oriented approach is needed for translation of website

content.

Zauberga defines target-oriented translation as “rendition of the source text in
the target language according to the purpose assigned by the new communicative
situation” (1999: 14). The target text should be to greater extent reader-friendly,
although the purpose of the source text should not be lost. Newmark names this
approach communicative translation and states that it “attempts to render the exact
contextual meaning of the original in such a way that both content and language are
readily acceptable and comprehensible to the readership” (1988: 47). He also points out
that communicative translation is “social, concentrates on the message and the main
force of the text, tends to under-translate, to be simple, clear and brief, and is always
written in a natural and resourceful style” (1988: 47 — 48). Therefore, a translator firstly
has to find this message in the text and reflect it correctly in the target text, and,

secondly, adapt the text to the target cultural specifics to the extent it sounds clear and
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natural. As Kim Youn Han puts it: “Most important [...] is the translation involvement
with such activities as the correct understanding of texts written in the source language,

as well as the proper restructuring of their senses, compliant to the style of the target

language” (http://gsitbk21.hufscit.com/[ ][ 1[1[1/2002/5_KimYounhan.htm).

In order to achieve these aims, a translator has to define the type of the source
text. Reiss says that “in order to establish this intention [verbalized by the author in his
text] the translator receives significant assistance if he determines to which text type and
text variety (relevant for translating) any given text belongs” (1971: 161). Zauberga
considers that a translator “needs to evaluate the source text to find out how it
functionally and textually stands in the source culture communicative situation and then
to assess how the factors of the source text can be correlated with the intended target
text function...” (1999: 15). There is no general agreement among linguists on text
classification criteria. Texts may be grouped in various ways, for example, according to
their topic, purpose, type of target audience, genre, register, etc. In this paper it is
hypothesized that the text typology, developed by Reiss (1971), is relevant for
translation of website content. Therefore this text typology will be considered here in
more detail.

In order to define the type of texts that appear on a corporate website, firstly, the
content of a website has to be examined and its parts are to be distinguished. According
to Wikipedia, corporate websites usually include the following parts:

1. A homepage - the URL or local file that is automatically loaded when a web
browser starts and when the browser's "home" button is pressed. The term is also

used to refer to the front page, webserver directory index, or main web page of a

website of a company. Usually it includes a brief history of the company, its

present place in the market and future plans. Sometimes there also other
information is provided, such as goals of the company, its credo or slogan, etc.

On the homepage also the navigation bar is situated.

2. A navigation bar or other means for accessing various site sections
3. An "about us" section with some or all of these:

3.1.A summary of company operations, history, and mission statement.

The general aim of this part is to create the effect that a company is active,

developing and reliable.
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3.2.A list of the company's products and services. Depending on the function of
the website it may vary from general information about products and
services to the very detailed description with specifications, photos or even

video files about the product (as for example,

http://www.cesualus.lv/lv/akcijas/akcijas/#).

3.3.A "people" section with biographical information on founders, board
members, and/or key executives. Sometimes provides an overview of the
company's overall workforce.

3.4.A "news" section containing press releases, press kits, and/or links to news
articles about the company. Unlike the link that provides general information
this is more interactive and updated. Blocks of news are usually not very
large, and, on the one hand, play informative function, and on the other,
show that company develops.

3.5.A list of key clients, suppliers, achievements, projects, partners, or others in
order to show that the products and services of the company are in-demand
in the market.

Pages of special interest to specific groups. These may include:

4.1.An employment section where the company lists open positions and/or tells
job seekers how to apply. On the one hand this section may help to hire a
qualified employee who has visited this page for another purpose, but found
the positions interesting and applied. On the other hand, this section shows
that the company is expanding and developing.

4.2 .Pages for employees, suppliers, customers, strategic partners, affiliates, etc.
Contact information. In the most cases it includes official address or addresses,
phone and fax numbers, contact person or people name(s), in some cases also
their photos. Sometimes we can find also the structure and hierarchy of the
company in this section (although in some websites the structure of the company
is marked out as an independent link, as mentioned in 3.3. item). Sometimes
includes a feedback form by which visitors may submit messages to the
company’s representative.

A FAQ section. This section contains the information about the company, its

products and services in the form of question — answer.

(http://en.wikipedia.org/wiki/Website)
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The description of corporate website parts shows that usually website consists of
two types of texts. One type of texts provides information about the company, its
developing, products or services that are available for the customers, etc.; and another
type persuades to choose this particular company as a supplier or business partner, and
these particular goods and services, i.e. has a persuasive function. According to Reiss
(1971: 163) the types of texts correspondingly are called informative and operative.

Let us firstly draw attention to the informative text type. Informative texts are
texts where the topic and facts are in the foreground (plain communication of facts, i.e.
news, knowledge, information, arguments, intentions, etc). Such texts usually consist of
third-person past tense sentences and have non-emotive style (Newmark 1988: 50).
According to Reiss (1971, cited in Munday 2001: 74) the language function in
informative texts is to represent objects and facts, i.e. some kind of information. In
accordance with this function the main purpose of translating informative texts is to
transfer information from the source text to the target text without any changes of data.
Nevertheless, despite the translation should be faithful to the original facts, it should be
revised and changed, in order to produce a target language- and target culture-oriented
text. This is significant, firstly, because source informative texts in many cases are badly
written (Newmark 1989: 47), and secondly, because a target reader perceives
information better if it is in a language form that is familiar to him or her.

There are still several aspects that should be taken into consideration when
translating an informative text. Newmark names three aspects and methods to their
translation:

« Cultural components in informative texts tend to be transferred and explained
with culturally neutral terms

« Expressive components (unusual syntactic structures, collocations, metaphors,
words peculiarly used, neologisms) have to be normalised or toned down.

« Badly and/or inaccurate written passages should be corrected (in contrast to

literary texts where they should remain as they are) (1988: 47).

The essential requirement for informative text translation is also “the knowledge
of the subject matter” (Zauberga 1999: 16-17). This is a quite complex task, because
even a very talented translator may produce a peculiar text, if he or she is not familiar
with the sphere of activity and relevant terminology, which, according to Zauberga

(2004: 17) “may constitute 5 to 10% of all lexical units” of the informative text.
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Zauberga (ibid.) advises to use the advantages of good bilingual dictionaries and
availability of parallel texts in the target language in order to get acquainted with the
sphere of activities and corresponding terminology. Besides, nowadays in order to help
a translator to struggle with terminology many online national and international term
banks appear. For example, the EuroTermBank project in the European Union (EU)
focuses on harmonization and consolidation of terminology work in new EU member
states. This project has resulted in a centralized web-based terminology bank for
languages of the new EU member countries interlinked to other terminology banks and
resources (Tilde 2006: 11 — 12).

Definitely the best solution in translation of terminology is the relevant
translation already provided by dictionaries or term banks. Nevertheless, it may happen
that a needed term cannot be found there. There are two reasons why it may happen —
the notion does not exist in the target language, or several terms are available for one
term in the source language.

Firstly, with the onrush of technology, it appears that a term being created for the
new notion simply does not have counterparts in receiving culture, as there is no such
notion. Then a translator has to create a new term. In the book Towards Consolidation
of European Terminology Resources, devoted to the above mentioned EuroTermBank
project, terminology resource owners consider the following points to have an impact
on the new terminology creation (Tilde 2006: 14):

« High quality in general terms means that they should be consistent, exhaustive,
non-ambiguous, broadly accepted, etc.
« Availability means that terminology must be available to external users, i.e.
users outside the particular organisation
« Speed and up-to-dateness are considered important in terminology creation,
since the duplicate terms may appear which definitely would make the process
of terminology conversion into other language more difficult.
Besides the provided goals, the legislation and the norms of language of the receiving
culture should be taken into account, as it can strictly influence the creation of a new
term.

To create a term that corresponds the above mentioned four points, three main
approaches can be used — descriptive translation, transcriptions and loan translation.
According to Zauberga (2001: 21 — 22) descriptive translation is used for translation of

non-equivalent terminology. This method is often applied if the intended recipient is
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general readership. Newmark (1988: 153) points out that descriptive translation is also
used as a familiar alternative to avoid repetition, or, in the opposite case — to make a
contrast with another term. The method of transcription can be called the antonym of
the previous approach. It is more appropriate for specialized readership, because it is
more recognisable for experts in the field who have the knowledge of the source
language. The third method, loan translation (called also calque) is a coining of a
native-element-based neologism. It means that a new term is created by translating
literally or through-translating the parts of the compound or lexical units of the word
combination.

Another case which appears more regularly is that several terms are available,
and a translator has to decide what of them to put into the translation. As the
terminology in majority of business spheres is not still standardized, it often happens
that a translator has three or even more versions of one and the same word. For
example, in order to translate a Russian logistic term necabapummnuwiii 2py3 into English,

a translator may face OOG, outsized cargo (these two variants, and about ten more that

are not mentioned here, are provided by Multitran dictionary www.multitran.ru), out of
profile (provided in the Russian-English Dictionary of Transportation and Freight
Forwarding Terms, created by the Freight Forwarders Association of the Russian

Federation, www.far-aerf.ru), and many other variants that appear on the corporate

websites of the companies which specialize in transportation and logistics. Definitely, a
non-specialist would never say if these are synonyms, or if these variants have any
difference in meaning, or are just loan translations made by a non-professional
translator. In this case, the only reasonable method seems to be searching of every
variant for its popularity in a search engine.

Thus, in order to translate informative texts adequately, a translator has to be
fluent in target language and its cultural specifics, understand the message of a source
text and be able to reflect it in the target text. He or she also needs to have good
knowledge in relevant terminology or experience in a particular field, or be able to find
terms needed in online term banks, good bilingual dictionaries, or parallel texts of the
same subject, or, in the worst case, to create them himself or herself using appropriate
approach.

Now let us turn to the translation of operative texts. Zauberga defines operative
texts as “reader-oriented texts in which the manipulative function prevails” (2004: 159).

It means that the aim of operative texts is to create “behavioural responses” (Reiss
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1971:

163) from the reader — for example some particular action or reaction. The

methods used for achieving this aim depend mainly on the target readership.

Nevertheless, there are several common strategies how to make the text persuasive.

Some of the strategies are mentioned in the project Foreign-language Communication

on the eCommerce Websites:

Usage of the Imperative form, e.g.: See the latest fashions; Add to cart; Enter
your e-mail address

Usage of intensifiers (adverbs and adjectives) which increase the emotional
impact of a statement

Adverbs of degree: very, too, extremely, quite

Adverbs of frequency: never, sometimes, usually, seldom, often, still

Adverbs of manner: carefully, extremely, remarkably, fantastically, really
Adjectives: wonderful, good, extraordinary, easy, brilliant, amazing, etc.
Power Words — words that have special meaning and effect, i.e. words that, by
referring to certain needs, trigger those needs in the reader. These words can be:
- Safety-oriented: e.g.: guaranteed, safe, secure, sound

- Greed-oriented: e.g.: cash, deserve, money, free, results

- Control-oriented: e.g.: easy, quick, proven, best

- Belonging/Identity-oriented: e.g.: you, approved, favourite, new

- Trust-oriented: e.g.: certain, good, proven, real, right, scientific, truth

All the above words are positive in so far as they aim to evoke good feelings.
Short (Dramatic) Sentences

- Short sentences are effective when making a point

- When using phrases and single words, the reader gets the whole idea in one go.
Short sentences are easy to remember, easy to understand and are considered a
powerful communication tool.

e.g.: Expect more of everything: More great design, more choices, more
convenience, more service and clothes, housewares and designer-created items
that you'll never find anywhere else. And pay less. Its as simple as that.
(www.target.com)

Alliteration — Use of the same initial consonants in consecutive words (e.g.:

Fashion meets function.)
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= Hyperbole — A boldly exaggerated statement that adds emphasis without
intending to be literally true (e.g.: Find the perfect gift for any occasion. Find
everything you need to personalize your space.)

= Temporal Language. The usage of Present tenses with words like ‘now’ and

‘today’ creates a sense of immediacy and urgency, making the present more

important. These can be used to encourage decision making without further

thinking.
= Repetition of words or phrases.
(http://moodle.seamk.fi/file.php/127/Contents/lafec_3_3_2.html)

These indications clearly illustrate that the language function of the operative
text type is to make an appeal to text receiver. Language dimension is dialogic (Reiss
1978), for this reason in operative texts the above mentioned Imperative mood can be
found. Besides the target text is appellative-focused, it also should produce the
equivalent effect (Newmark 1988: 48) on the target reader, as the corresponding source
text produces on the source reader. This means that a translator is freer in conversion of
the form and content of the original (adaptive equivalent effect), in comparison with
informative texts, and also other text types. Naturally, this does not mean that a
translator may be untruthful to the original. As in the translation of informative texts the
main requirement is to transfer information from the source text to the target text
without any changes of data and facts, in the translation of operative texts the main
requirement is to keep the source text message and to achieve the same effect on target
readers, even using different words and notions.

The same as informative texts, operative texts may contain several components
which translation should be taken into consideration:

« Cultural components in operative texts tend to be replaced by cultural
equivalents

« Expressive components (unusual syntactic structures, collocations, metaphors,
words peculiarly used, neologisms) have to be normalised or toned down

(except in striking advertisements).

« Badly and/or inaccurate written passages should be corrected (the same as in

informative texts) (Newmark 1988: 47).

There are several methods that can be applied to translation of operative texts.

Zauberga notes that for operative texts “adaptive translation is required, determined by
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the way the intended target language receivers are assumed to react to the text” (2004:
19). She enumerates four approaches for operative text translation. The easiest is zero
translation which appears in case of very well known brand names and always
supported by visual images. The next approach is direct transfer or literal translation.
This approach is considered to be irrelevant for translation of operative texts, as it can
spoil expectancy norm and change the source text function (Zauberga 2004: 20). Smith
and Klein-Braley (1997) also support this position. They consider literal translation
(they call it straight) “is the least preferred strategy at the level of international
marketing, because it fails to adjust to the cultural demands of a new market” (cited in
Snell-Hornby 2006: 136). The method of adaptation is mostly used in case there is a
culture gap between the source and target recipient. Culture items are adapted to the
ideas of target culture (e.g. Zauberga (1999: 18) mentions that German women are said
to drink mineral water because it is healthy, while English women — because it is
considered to be trendy). One of the most widespread methods nowadays is localization
(or revision), which means that visuals are retained but the text is new written specially
for target culture. It is usually applied by large companies with international markets
(Zauberga 2004: 20). One more approach for operative texts translation is mentioned by
Smith and Klein-Braley (1997, cited in Snell-Hornby 2006: 136). It is used for
translation of advertisements and called export advertisement. The idea is that the logo
and slogan are retained in original, adding a copy in target language if necessary, and at
the same time the emphasis is put on positive stereotypes of source country. However,
while using this approach, a translator has to be aware of historical specifics of the
target culture. For example, large cultures tend to be “intolerant of foreign-sounding

language”(http://www.elda.org/en/proj/scalla/SCALLA2004/Pymv2.pdf). At the same

time smaller cultures “depend more vitally on translation and are usually more tolerant
of not just foreignised language but also the presence of several languages at once”
(ibid.). Another case when the export advertisement is considered reasonable is the case
when a word play in the slogan appears, and this word play could not be translated into
target language. For example, an advertisement campaign of Canon printers that took
place in Latvian, in April of 2007: the slogan you can was retained in the original and

provided also in Latvian — tu vari.

Thus, in order to translate operative texts adequately, a translator needs to

recognize persuasive strategies in the text, understand its aim and functions. Besides
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that he or she has to identify the target readership’s, as well as the initiator’s and the
commissioner’s requirements. Upon these requirements the translation strategy zero
translation, direct transfer, export advertisement, adaptation or localization (revision)
has to be chosen. It should be mentioned that the strategy of localization is the most
widespread strategy, especially for the commercial operative texts, which in most cases
appear on a corporate website. Regardless to the chosen approach, a translator also has
to pay special attention to cultural and expressive components that may appear in an

operative text, and correct badly or inaccurately written passages.

To sum it up, the texts that appear on a standard website can be divided into two
types — informative and operative text type. Informative texts make the greatest part of a
website; this is general information and news about the company and its development,
and contact information. Operative texts are descriptions of products and services which
the company provides to its customers. Nevertheless the major part of content is
informative, it should be noted that even informative texts on a website aim to show a
company to the best advantage, and therefore it may have also indications of operative

text type. Newmark also indicates this feature:

“Most informative texts will either have a vocative thread running through
them (it is essential that the translator pick it up), or the vocative function is
restricted to a separate section of recommendation, opinion or value-
judgement; a text can hardly be purely informative, i.e. objective” (1988:
42)

Also Reiss (1971: 164) notes that text types “do not always appear in their ‘fully
realized form’”. Newmark (1988: 42) nevertheless, points out that despite text may
include features of operative, informative, or other text types, one of them is always
predominating. Munday (2001: 76), in his turn, underlines that the translation method
employed depends not only on the text type. He states that “the translator’s own role
and purpose, as well as sociocultural pressures, also affect the kind of translation
strategy that is adopted” (2001: 76). Since the sociocultural aspect plays an important
role in creating of an adequate translation of a corporate website, it is essential to
consider the role of target culture and possible mistakes that should be avoided in the

process of a website content adaptation for the target readership.
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Chapter 3

Website Localization

In this chapter the author of the paper considers different aspects of website
localization. The chapter consists of three subchapters. The first subchapter deals with
the notion of culture and its influence on the process of localization. The second
subchapter examines the process of cross-cultural transfer, which embodies common
standards, socio-cultural aspect and politico-legal aspect of localization. In the third
subchapter several technical problems that may appear in translation between English

and Russian versions are considered and exemplified.

3.1. Culture from the Standpoint of Localization

In the international marketing nowadays there is a tendency to globalization,
which means that there is a trend to use a united strategy for several or even all target
markets. This tendency involves standardization of consumer behaviours in many
countries (a tangible evidence of the cultural homogenization), emergence of similar
new categories of consumers on the international level (new transnational markets), and
the introduction of international themes and icons thanks to the television networks and
the pop music (movie stars and supermodels)

(http://www.translationdirectory.com/article60.htm). The main advantage of this

strategy is economy of expenses because of the standardization of the campaign.
However, this approach has also disadvantages that may become significant. The
relevance and the influence of the local culture are still very substantial in many
countries, and forced standardization may lead to serious losses of money (ibid.). That is
why it is necessary to decide to what extent a target market is ready for standardization,
how strong cultural traditions are, and how deeply the communication should be
adapted. Silis points out that “misreading the specifics of the target group, culture and

communication style can cause misinterpretation of the original message” (2006: 135).
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Therefore before consideration upon communication strategies it is necessary to define
what the notion of culture includes.

There is no clear definition of the term culture. Katan mentions the most quoted
definition of the term provided by English anthropologist Edward Burnett Taylor:
“Culture is that complex whole which includes knowledge, belief, art, morals, law,
customs and any other capabilities and habits acquired by man as a member of society”
(1999: 16). Although this notion may be considered through different perspectives, for
example, the perspective of civilization, symbols, worldview, psychology, art, etc. In the
context of this work we will consider culture as a complex of a particular way of life,
traditions and language features of a target group — possible users of a translated
website.

As it has been already mentioned, globalization to more or less extent has
marked an imprint on almost every culture. But even if cultures have much in common,
as for example, cultures of European countries, where knowledge, art, laws are alike,
anyway hints of customs and habits may differ greatly. On the one hand, we can speak
of cultural archetypes, which determine the behaviour of a particular target group.
Archetype in this interpretation is “a generic, idealized model of something, object or
concept from which similar instances are derived, copied, patterned or emulated”

(http://en.wikipedia.org/wiki/Archetype). On the other hand, it should be noted that the

archetypes of other culture are considered from the perspective of our own culture. For
instance Russians consider Italians passionate, French romantic, and Englishmen
conservative. If Englishmen find themselves conservative, it is another issue. Distinct
attributes of every nationality may be easily found in anecdotes. It is interesting that
these attributes may vary even in one culture, e.g. Russian, depending on the country a
person lives in. For example, a Russian living in Russian attributes the feature of
sluggishness to Latvians, while Russians living in Latvia think that sluggishness is more
characteristic to Estonians. This example leads to the conclusion that the target group,
for which the product is localized, may be influenced by the surrounding cultures.
Therefore despite the level of culture impact on the target group, a translator has to
understand that in order to choose the right communication style, he or she has to take
into account features of the target group culture and also culture or cultures which
historically have influenced or still influence the culture of the target group. Only then a

translator is ready to start the process that is called localization.
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The word localization is derived from the term /ocale, which can be defined in
many ways depending on the source. In Cambridge Advanced Learner’s Dictionary we
can find the following definition of locale: “an area or place, especially one where
something special happens, such as the action in a book or a film”. Specific to a
programming context, a locale defines all regional standards supported by a software
product, such as date/time formats, sorting standards, currencies, and character sets
(Esselink 2003: 67). For the technical process a locale is understood as “a collection of
files, data, and sometimes code that contains the information needed to adapt ... [a
product] to local market needs” (Sun Solaris Operating System Manual, cited in
Esselink 2003: 67). Nevertheless, in this paper locale is considered in its meaning of a
combination of language and a region or country. Therefore, localization is adaptation
“to the degree that the recipient may perceive that the target text as having originated in
the source culture” (Zauberga, 2004: 154). The Localisation Industry Standards
Association (LISA) provides the following definition of localization: “Localisation
involves taking a product and making it linguistically, technically and culturally
appropriate to the target locale where it will be used and sold” (cited in Esselink 2003 :
67). Making a product linguistically appropriate to a particular market basically means
translating it, and making it technically appropriate means adjusting all product
specifications to support standards in the target market. Cultural adaptations are
modification of the source text to reflect situations and examples common in the target
market (ibid.). In the next two subchapters the cultural and technical adaptation is

considered.

3.2. The Process of Cross-Cultural Transfer

The process of cross-cultural transfer embodies mainly the translation of cultural
words. There are two opposite ways how cultural words can be reflected in the target
text — by means of transference or by means of translation. Transference “enables the
readership ([...] more or less familiar with SL) to identify a reference [...] without
difficulty” (Newmark 1988: 96). For example, for many Latvian-speaking MS Windows
users the word fails transferred from English file is more familiar than a translated

variant datne. On the other hand, it is considered that transference “blocks
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comprehension, emphasises the [source] culture and excludes the message” (ibid.). If to
take the same example with fails and datne, for new users datne would be more
preferable, as it explains what the icon means. But here we should raise a question — is it
relevant to translate a word for the small group of new users, if the majority of users are
familiar with transferred word? From the point of view of this majority — “no”, but to
answer this question finally, one should take into account Latvian legislation and
tendencies in Latvian terminology. So the question is still open.

Therefore it is mostly in translator’s competence to decide which cultural
components of the source text will be translated in the target text and which will be
transferred. For example, Newmark argues that “the names of source language objects,
inventions, devices, processes to be imported into the TL community should be [...]
translated” (1988: 96). If they are brand names, or cultural objects or concepts, related
to a small group, they have to be transferred. Newmark (ibid.) also considers that
transfer is necessary to the names of all living and most dead persons (with only some
exceptions), geographical and topographical names, unless they have recognised
translations (adding a classifier where necessary), names of periodicals and newspapers,
titles of yet untranslated literary works, names of private companies and institutions,
names of public or nationalised institutions, unless they have recognised translations,
and street names and addresses. Geographical terms, according to Newmark (1988: 35)
should be looked up in recent dictionaries, as they tend to change sometimes with the
political status changing. Classifiers should be given to any place likely to be unknown
to the readership. Nevertheless, these standards may change. Every country has its
accepted norms in translation of cultural words, and they are to be preserved. These
norms are influenced by aspects that are called socio-cultural and politico-legal
component.

According to Guidere (http://www.translationdirectory.com/article60.htm) the

socio-cultural component embodies the local particularities stemming from religion,
mores, social and commercial habits, rules of conduct and ethical norms. A translator
has to be a professional of culture, being able to decode and encode the cultural signs.
Special attention has to be devoted to the social clichiis and cultural stereotypes in use
in the hosting societies (i.e. the representation of oneself and of others, ethnic
preferences, religious convictions, national spirit, etc.). Especial attention in the process
of localization has to be devoted to idiomatic expressions, metaphoric constructions and

metaphors; physical stereotypes, ethical arguments, and slang.
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All of these cultural elements could play an important role not only in the good
understanding of the operative or informative message, but also, in its success in the
target market. Having disregarded the importance of these elements, numerous
multinationals learnt it to their cost. For example, General Motors had to change the
name of their car Chevy Nova in Spanish markets after they had realized that the selling
rate is so low because “no va” in Spanish means “won’t go”. Another car company,
Toyota, despite the very right decision that the combination of several letters and
numbers would not cause cultural problems, had to change the name of the car 7oyota
MR?2 in France. MR2 there was pronounced "emm err deux", which was a near
homonym for "emmerde", which means manure. Now it is marketed as simply MR. The
Coca-Cola concern faced a similar, yet more complex problem. The Coca-Cola name in
China was first read as "Ke-kou-ke-la", meaning "Bite the wax tadpole" or "female
horse stuffed with wax", depending on the dialect. The company had to research 40,000
characters to find a phonetic equivalent "ko-kou-ko-le", translating into "happiness in
the mouth" (http://www.badpets.net/Humor/Dumb/SillySlogans.html). Sometimes
cultural peculiarities are so strong that they can influence not only local but
international advertisement campaigns. As an example a campaign of DHL that was
published in Latvian newspapers in March, 2007 can be mentioned. The artwork of the
advertisement consisted of two parts. On the top there was a DHL courier getting out of
hatch in Riga just in front of the House of Blackheads. At the bottom there was some
China temple shown upside down. The fact that the China temple was depicted upside
down has caused an international scandal. In the last moment DHL had to change the
artwork, putting the temple on the top, and the House of Blackheads vice versa. These
examples vividly demonstrate that the cultural signs could be a source of problems in
the commercial communication. Nevertheless, if studied deeply, they can optimize the
beneficial effects by meeting the local consumer's wishes of identification and
complicity.

The second important component in localization according to Guidere

(http://www.translationdirectory.com/article60.htm) is the politico-legal component. It

embodies the local particularities stemming from the nature of the political system, the
stage of opening onto the world, the restrictions imposed on advertisements and the
regulations related to information and to certain products. The politico-legal component
appears in two aspects: from the perspective of society, influenced by the political

system it lives in, and from the perspective of legislation of the country, for which the
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translation is made. The first aspect can be illustrated by the following example. A
recent complex research was produced by Paul A. Pavlou and Lin Chai
(http://www.csulb.edu/web/journals/jecr/issues/20024/paperd.pdf). It aimed to study
what drives e-commerce across cultures. The authors of the article have applied a theory
of planned behaviour, outlined by Icek Ajzen in 1988, which identifies the importance
of assessing the amount of control an individual has over behaviours and attitudes

(http://www.answers.com/library/Encyclopediat+of+Public+Health-cid-601856197), to

capture behaviour intentions to transact online in two dissimilar countries — China and
the United States. The research has been done according to several cultural dimensions,
namely, individualism/collectivism, power distance, and long-term orientation. The
United States were proposed to be high on individualism, moderate to low on power
distance, and short-term oriented. China, in its turn, was high on collectivism, high on
power distance, and had a long-term orientation. They found out that the relationship
between attitude and transaction intention was significant for collectivist culture, but
insignificant for the individualistic culture. Similarly, social norm was strongly related
to transaction intention in China, and insignificant in the United States. On the other
hand, such factor as trust was a significant predictor of attitude and perceived behaviour
control in both countries, suggesting that trust is a universal driver of e-commerce. The
research has proved that for the United States and China different localization strategies
should be used.

Country legislation norms also play an important role in website localization. On
the one hand, it regulates the content of operative texts and advertisements available on
a corporate websites. For instance, in Latvia, in any advertisement of a car it is
necessary to mention the amount of fuel it consumes per one kilometre, and the amount
of CO; it ejects to atmosphere. On the other hand, a translator has to take into account
the legislation of language norms, for example translation or transferring of brand
names. For example, according to Russia legislation, the brand names of foreign
companies have to be transliterated to Cyrillic symbols, although as a rule brand names
are usually transferred. The relevance and influence of these parameters are certainly
varied according to regions and countries but overlooking them leads undoubtedly to

the reduction of the effectiveness of the campaign.
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3.3. Language Differences as Technical Problems in Website Translation

The last, but not the least aspect that should be taken into account when
translating a website is possible differences in a source and target language that can
influence the technical stage of multilingual website creation. These technical aspects
may be divided into three categories — the adaptation of all kinds of measurements, the
adaptation of colours, and the adaptations caused by the differences in the grammatical
structure of a source and target language.

The way of writing dates and hours, weights and measures, currencies and
addresses often vary depending on countries and languages. If in translation of literary
texts the question “to convert or not to convert” may be solved by every translator
individually according to the purpose - to create an image of foreign reality or to make
the action closer to the target culture, in case of website translation the text should
contain the measures that are familiar to the target reader. For example, if the thousands
separated by commas in English version, will be not localized in Russian version, this
could cause misunderstandings, as in Russian language comma stands for separation of
decimal part of a number. The more understandable the information is the more time
will be spent on the website.

The meaning of colours and the symbols could be contradictory from one region
to another. Therefore it also has to be taken into account. For example, red, on the one
hand, is warm, dynamic and vital, it is the colour of love; and on the other hand, red is
the colour of aggression and misfortune. For Russians this colour is usually associated
with holiday and beauty, and for China it means kindness and bravery. At the same time
it is international colour of warning and also stop-signal. Yellow, in its turn, is a sign of
death in Syria, despair in Brasilia, power in China, prosperity in USA, and separation
and unfaithfulness in Russia. Blue means faith for Americans and mourning for
Chinese. Black is a sign of difficulty for Americans, mourning for the most of Western
countries, but for Japanese it is the colour of  joy.

(http://www.rosdesign.com/design/kolorreclofdesign.htm). Of course, this does not

mean that these colours should be necessarily substituted. Nevertheless, a translator has
to take into account that some colour tones or combinations of colours may produce

negative effect. Symbols, which are usually stand for some services available at a
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website, also should be considered, and the explanation of the symbol should be
provided, even if it seems to be understandable for everybody.

The grammatical structures of source and target language may cause problems in
the process of translation as well. These differences are especially important for website
translation, because the work of translator depends not only on marketing purposes.
Technical demands, characteristics of programming code, and space limits should be
preserved in order to create a working multilingual website. For example, the problems
may be caused because of the grammatical structure of a language. English language is
analytical; its characteristic feature is the absence of declinations, which simplifies the
creation of English version. Russian and Latvian languages are synthetic, which means
that the different word forms are used. In English words usually are shorter than in
Russian, but due to the absence of endings there are many function words, e.g. pronouns
and prepositions. Therefore the amount of words in English texts is usually higher. On
the other hand, the relation of signs in translation from English to Russian usually is as
1: 1.2, that means that version in Russian may occupy more space than that in English
(http://www.sms-automation.ru/support/articles/Localization.pdf). Besides, space limits
are sometimes required. For instance, for translation of navigation bar or URLs in some
cases there 1s a demand for translated version to be approximately the same size as in
the source text. Abbreviations also may cause problems in translation. It can be
illustrated by the attempts of translation of an English abbreviation FAQ (Frequently
Asked Questions) that is used for a helpful link to questions and answers in a field a
website is about or in the usage of a website itself. If to follow the common strategy in
abbreviation translation, in Russian it should be Y3B (Yacmo 3aoasaemvie Bonpocwi),
although this variant did not become popular. Later another variant YaBo was found.
On the one hand, it solved the problem of space, and at the same time gave associations
with the process of questioning, because uaso is a slangish word for the interrogative
ymo. But on the other hand, because of the slangish connotation, this variant is not in
use in large corporate websites. In some websites zero translation is used and the
abbreviation FAQ remains in English in every language version. The other considerable
problem is the dynamic nature of the text in a website. In the program code it is divided
into parts, and some of these parts may change, being influenced by other parts of the

code. For example, let us compare a standard phrase in English and Russian:

comments are added to this article.
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K atoi1 crarbe 106aBieHO KOMMEHTapHUEB.

These phrases would be grammatically correct if there are 2 or more comments for
English version, and 5 — 20, 25 — 30, 35 — 40, etc. comments for the Russian version.
But in practice there may be 1, 22 or 54 comments. If with the English version we may

solve this problem, putting ending —s in comments into brackets, and removing are:

comment(s) added to this article.

in the Russian version this will not be as simple. Firstly, because there are 3 different
endings of the word xommenmapuu, depending of the amount of comments:
kommenmaputi for 1 comment, xommenmapus for all amounts of comments ending with
2, 3 or 4, and komumenmapues for all amounts of comments ending with 5, 6, 7, §, 9.
Secondly, as the object kommenmapuui should agree with predicate dobasnen, we receive
2 versions of the predicate: dobasnen, dobasneno. In this case the solution with brackets

will not work:

K oT0li cTathe 100aBeH (-HO) KOMMEHTapHii (-), (-eB)

There are two possible ways out. The first is to sacrifice grammar for better legibility,
leaving the Russian phrase unchanged as in the first example. The second is to remove
word that grammatically may change. In this case the solution may be just leaving one

word:

Kommenmapuu  or, if it is important to keep grammar:

Kommenmapuii (-u)

These are only few examples of the difficulties what may occur in translation from one
type of language into other. The example of English and Russian languages seems
complex, although only if not compared to for example Arabic, Hebrew or Japan, where
a translator and localizer face also different fonts, writing right-to-left, and other

characteristics, that often cause problems when translating from English.
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To sum it up, in order to produce a localized language version of a multilingual
website, a translator has to be aware of the accepted standards, and of the socio-cultural
and politico-legal aspect of localization. This includes not only the appropriate
rendering of dates and measurements, but also knowledge in variety of different aspects,
starting from cultural clichiis and slang, and ending with state legislation . Besides, a
translator in the process of localization has to overcome certain difficulties stemming
from the technical features of a website programming code.

In order to prove the relevancy of the provided hypothesis, it is necessary to
compare the content of different language versions of the corporate websites. Therefore,
in the practical part of this paper several multilingual corporate websites are analysed
according to the application of the provided theoretical aspects in the real corporate

websites.
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Chapter 4

Analysis of Corporate Websites with Latvian, Russian and English
language versions

In this chapter the author of the paper intends to compare the translation
strategies used in a number of websites from Latvia. These are the websites of local or
international companies that have Latvian, Russian and English versions with the
similar content in each of them. There are two main problems that have appeared while
selecting the text for analysis. Firstly, as the design of websites is so much different, it is
impossible to find a number of websites that would have the equal design strategy and
number of parts. That is why for analysis more or less standard variants from several
business spheres are chosen. Secondly, it is difficult to ascertain with exactitude which
of three versions appears to be the source text. Therefore, the author of this work
suggests that the most accurate in terms of language and style variant is the source text.
Implicitly the order to language versions appearing on a website also can indicate which
language is the source, as in some websites there is a tendency to put this language first.
To this reason, the examples from the websites will be listed accordingly to the order of
language versions presented in each of the websites under consideration. Nevertheless,
as it can be seen in the examples, a more complex division may appear, if for example, a
Latvian version is a source text for translation into Russian, which in its turn became the

source text for translation into English.

A special criteria list has been prepared for the analysis of the given corporate
websites. This list can be found in the Appendix 1. Structurally, the analysis of each of
the corporate websites is presented in four stages. The first stage is a brief description of
a company owning a corporate website was presented. The second stage is the
description of web design, and the analysis of logo and slogan translation (if available).
In the third stage a consideration of informative and operative texts presented in a
website is made for each of the navigation bar sections. In the fourth stage the relevant

conclusions are made and suggestions for improvement are offered.
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4.1. TVA Group Corporate Website

TVA Group is a group of seven companies, established in Latvia. These
companies have different lines of activities - freight forwarding and logistics,
construction, utilisation, insurance, and aviation. TVA Group corporate website is

available from http://www.tva.lv. The website consists of five main sections: About TVA

Group, Branches, News, Vacancies and Contacts (Appendix 2). Information is available
in three languages: Russian, Latvian and English. Having analysed all three versions of
the website the author of the work considers that Russian version is a source text, from
which the translations into Latvian and English were produced.

Web design is identical for all three versions. The background is white, left side
of the top is dark-blue. On the top of the page the logo and the slogan of the company
are arranged. The logo is on the left side and the slogan is on the right side on the dark-
blue background. Slogan sounds as Trusted. Valued. Advanced. and appears in English
in every language version.

The name of the first section is O TVA Group in Russian, Par TVA Group in
Latvian, and About TVA Group in English version. The text in this section can be
divided into two parts. In the first part, which is about one third of the text, brief
information about the companies of the group and their activities is provided. The
second, larger part has a more persuasive character, as the advantages of the company
are described there. The stress is on the development of the company, which is indicated
by such power words as one of the leading, perspective, advanced, continuously
developing, and on the trust-oriented words: long-term relations, responsibility, result-
achieving cooperation. Therefore, the text has both informative and operative function,
although the operative function prevails. The informative function appears in translation
of the names of the companies and their activities, and is transferred adequately. Despite
still slight differences of meaning appear in the English version.

For example:

B TVA Group Bxoaut komnanusi TVA ¢ onbiTom padorsl 6osee 10 et —
OJIHA U3 BeAYIUX TPAHCHOPTHO-3KCIETUTOPCKUX KoMmanuii B [Tpubanrtuxke.

TVA Group ietilpst uzpémums TVA ar 10 gadu darba pieredzi — viens no

Baltijas valstu vadosajiem transporta, ekspeditoru un precu parvadataju
uznémumiem.
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TVA Group includes the "TVA" company, which has been operating for
over 10 years as one of the leading freight forwarders in the Baltics.

In the Russian and Latvian versions the sentence means that 7V4 Company, which at
present is one of the leading companies in its sphere in the Baltics, is a part of the 7VA
Group. From the English translation it can be understood that 7VA4 is one of the leaders
in this field from the beginning of its activity, which is doubtful. Besides, in English
version quotation marks in the name of the company are unnecessary.

Another example of inaccurate translation is the following:

Hamm napTHEPHI BHICOKO IEHSAT OTBETCTBEHHOCTH, C KOTOPOW COTPYAHUKU
TVA Group moaxoisT K CBoed paboTe, W Ppe3yJabTaTbl, KOTOPBIX MbI
JA0CTUTaeM B IIpoLecce COTPYIHUYeCTBA

Misu partneri augsti noveérte atbildibu, ar kadu TVA Group darbinieki
izturas pret savu darbu, un rezultatus, ko mes giistam sadarbibas procesa

Our partners highly value the responsibility and the result-achieving
cooperation with which employees of the TVA Group perform their
work

In the Russian and Latvian versions partners appreciate the results of cooperation
between the company and its partners. In the English variant cooperation is referred to

the process of work of the 7VA4 employees.

The name of the second section is Hanpasnenus in Russian, Nozares in Latvian,
and Branches in English version. This section consists of more detailed description of
TVA Group companies and their services. For analysis the section of 774 Ltd is taken.
The text is to greatest extent informative. As the company is dealing with transport and
logistic services, there are different logistics terms appearing in the section. For

example:

JIOCTaBKa LeJbHBIX, COOPHBIX U HerabapuTHbIX rpy3oB (Bkitouas ADR)
ABTOMOOMJIBHBIM, JKEJIE€3HONOPOXKHBIM M MOPCKHUM TPAHCIIOPTOM U3
eBporelickux ctpal B [Ipubantuxy u crpanst CHIT

kravu piegadi vesela, atseviSku dalu un nenoteiktu gabaritu kravu veida

(ieskaitot ADR), izmantojot  autoparvadajumus, dzelzcela un jiras
transportu no Eiropas valstim uz Baltijas un NVS valstim
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delivery of one-piece, assembled, oversized freight (including ADR) by
motor transport, railway and sea, from European states to the Baltics and
CIS

Especial difficulty in translation of logistics terms is non-standardized terminology
in the sphere of transportation. Both the reason and the consequence is that many
companies introduce their own lists of terminology on their corporate websites to define
specifics of the services they provide
(http://www.iteam.ru/publications/logistics/section_80/article 2971/). But in case such
list of terms is not provided on a website, it is preferable to use at least partially
accepted terminology or contact term banks, not introducing new terms if not specially
required. Concerning the examples provided, only the term oversized freight is widely
used in the list of services provided online by transportation companies as a translation
for necabapummwiii epys. Therefore despite several other variants can be possible, this is
considered adequate translation. For Latvian variant of this term literal translation is
used unsuccessfully, because nenoteiktu gabaritu means that the size of the freight
cannot be measured, while the idea is that some or all dimensions of freight are not
standard. If the translator consulted term banks available online, he or she would find
that for wecabapummnwvii epy3z at least two accepted Latvian variants are possible -
lielizmeéra from the EurolermBank and virsgabarita krava from the term database of
Tulkosanas un terminologijas centrs (TTC). For yenvuwii epy3 in Latvian version a
translator uses variant veselais kravu veids, where veselais could be acceptable, but it
contains the connotation of “not-damaged”, that is why the variant viengabala provided
by TTC is more precise. Viengabala would correspond also to English variant one-piece
fright which despite being not widely used still explains well the meaning it contains.
The explanative translation of coopusie epyser into Latvian as atsevisku daju krava is
not reasonable, as there is a standard term kombinéta krava provided by TTC. For the
translation of this term into English the translator uses loan translation - assembled
freight, despite for this notion there is widespread term package freight.

Talking about the abbreviations used in the example, in every version the
international abbreviation ADR is used for defining transportation of dangerous goods
(from fr. Accord Dangereuses Route). If in English version it can be acceptable, then in
Russian and Latvian versions it is still advisable to add descriptive translation, for
example, exouas onacuwvie epys3vt (ADR) or ieskaitot bistamas kravas parvadajumus

(ADR), as for non-specialists this abbreviation would say nothing. Another abbreviation
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that appears in the example is translated adequately (cmpanvt CHI' — NVS valstis —
CIS). Here the additional descriptive translation is not necessary as the abbreviation is
familiar to the majority of readers.

Some of the terms are translated using loan translation, for example,
mamodxcenHas oyucmia Tpysa is translated as clearing of freight, despite there is a
standard term freight clearance. Another example, which shows that the translator is not

familiar with the logistic terminology, is the following:

BCe pabOThI MO TPAHCIIOPTUPOBKE, XPAaHEHUIO, epeTapKe U TaAMOXECHHOMY
oopmieHnI0 OyayT BBIIOJIHEHBI B CPOK, C T'apaHTUPYEMbIM KaueCTBOM
"TVA".

visi transportéSanas, uzglabasanas, tarificéSanas un muitas formalitasu
kartoSanas darbi tiks izpilditi laika ar uzpémuma TVA garantetu kvalitati

all transportation works, storage, re-qualifying, and customs processing
shall be performed in a timely fashion, with the TVA quality guarantee

Ilepemapka 1is professionalism, although widely used term for refilling of cargo from
one container to another. Usually is translated into English as reloading, but the
translator decided to name it re-qualifying. In Latvian variant for unknown reason
nepemapka is translated as tarificesana, which means farriffing. Possibly the translator
thought that nepemapra is derived from word mapug, but not mapa. Ilepemapka in
Latvian variant should be parkrausana, as this is the accepted Latvian term (77C) for
this service. B cpok is a neutral word that has to remain neutral in other language
versions. In Latvian version /aika is acceptable, but in the English version in time or
other equivalent is advisable, as a timely fashion is more colloquial and is not
appropriate for creating of the mood of reliability.

One sub-section is also of the particular interest to us. It contains scanned
documents which acknowledge the legality of company’s activities, and different kinds
of certificates in Latvian and English. No explanation is provided to these documents,
which would diminish their value to the potential customers of the company, who does
not know both Latvian and English. It is strictly advisable to provide captions to every

of the documents in Russian, Latvian, and English version.

The name of the third section is Hosocmu in Russian, Jaunumi in Latvian, and

News in English version. While the visitors of Russian and English versions would look
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for the latest news about the company in this section, visitors of Latvian version may be
confused, as jaunumi usually means something totally new, innovation, specialty, and
meaning of “news” is only in the third position (LatvieSu valodas skaidrojosa vardnica,

http://www.ailab.lv/Vardnica/). That is why it is advisable to change the name of the

section into Zinas, which is closer to Russian and English variants. The amount of
information provided in this section is different for language versions. In the Russian
and Latvian versions up-to-date news reports are provided. Unfortunately, English-

speaking website visitors can find only news dated from year 2006.

The fourth section is called Bakancuu in the Russian, Vakances in the Latvian,
and Vacancies in English version. There are seven vacancies in Russian and Latvian
versions, and only four in English version. Despite in English version there is a vacancy
for accountants which is absent in Russian and Latvian versions. As the list of vacancies
is identical in Russian and Latvian versions of the website, it is obvious that English one

is not up-to-date.

The name of the fifth section is Kowmaxmut in the Russian, Kontakti in the
Latvian, and Contacts in the English version. The section consists of the companies’
addresses, phone, fax, and e-mail numbers, the same as photographs and employees’
contact information. Addresses in Russian, Latvian, and English versions are
transliterated — in Russian version into Cyrillic symbols, and in English version without
lengthening marks. The order of address information is presented according to the
norms of corresponding languages, namely in Russian and Latvian the street name is
before the number of the building and office, and in English the office number is in the
first position. Despite, in Russian a comma between the street name and office number
is missing — although it seems to be common in the latest way of writing addresses,
possibly to the calque from Latvian; and in English version it is still advisory to put the
word “street” after the street name, as it is more convenient for English-speaking
people. For Russian and English variants the name of the country — Latvia — should be
added, as company is working not only with local partners, but also on international
level.

On the whole the Russian, Latvian and English versions of the 7VA Group
corporate website translations are of acceptable quality. Nevertheless, there are slight

differences in meaning between the information provided in the Russian/Latvian and

40


http://www.ailab.lv/Vardnica/

English versions, possibly due to the lack of a translator’s professionalism. Some terms
should be looked up in a good bilingual dictionary, as at the moment they are translated
literally that is unacceptable for a business company working in the international
market. It is also advisable to translate the latest news into English in order to show the
development of the company to the English-speaking visitors of the website, and to
provide captions in the documents’ section in order to increase the reliability of the
company in the eyes of its Latvian-, Russian- and English-speaking customers and
partners. The slogan of the company also should be translated, as it brings a certain
operative message, which should be understandable also to those visitors of the website,

who does not have good knowledge of English.

4.2. LUKoil Baltija R Corporate Website

LUKoil Baltija R Ltd is a subsidiary of LUKoil, a Russia-based oil exploration,
extraction, refining and selling company. LUKoil Baltija R corporate website is

available from http://www.lukoil.lv. The website consists of seven main sections: About

the Company, Petrol Stations, Wholesale, Cards, Bunkering, Products and Services and
Contact Us (Appendix 3). Information is provided in Latvian, English and Russian
languages. Having analysed all three versions of a website the author of the work
considers that Latvian version is a source text, from which the translations into Russian
and English were produced. Nevertheless as LUKoil Baltija R is a subsidiary of a
Russian company, it is considered that the parts similar with its parent company (for

example, slogan) are translated into other languages from Russian.

Web design is identical for all three versions. The background is white, some
graphics are bright red. On the top of the page two logos and the slogan of the company
are arranged. The corporate logo of LUKoil is arranged on the left side, and the
anniversary logo of LUKoil is arranged on the right side. If the corporate logo appears
on each version as it is, the anniversary logo is translated into Latvian, English, and
Russian in the corresponding language version. This is probably to the reason that
anniversary logo is specially created to inform that company is working in the market
already for fifteen years, and the leaders of the company want its Latvian-, Russian-,

and English-speaking partners and customers to know it. The slogan is situated in the
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middle, slightly lower than the logos, on a brightly red background. The slogan is

originally from Russian, being translated into Latvian and English.

Russian: Bcezoa 6 osuowceruu!
Latvian: Vienmer kustiba!

English: Always moving forward!

As it can be noticed in the English variant a specification — moving forward is
introduced in order to produce the same positive connotation as in Russian and Latvian

versions.

The name of the first section is Par kompaniju in Latvian, O xomnanuu in
Russian, and About the Company in English version. In this section brief information
about company’s services, some data about the amount of equipment and administration

of the company are provided.

Sodien "LUKoil Baltija R" ir viena no vado$ajam kompanijam, kuras
strada Latvijas naftas produktu vairum un mazumtirdzniecibas tirgi.
Uznémumam pieder 2 naftas bazes un 34 degvielas uzpildes stacijas, no
kuram 25 stacijas ir aprikotas ar moduliem auto gazes tirdzniecibai.

Ceromus "LUKoil Baltija R" — 3T0 omHa W3 Benymmx KOMIIAHUH,
paboTaronX HA ONTOBOM M PO3HMYHOM PbIHKAX He(TeNpPOAyKTOB
JlarBuu. [Ipeanpustuto npuHaaexar 2 HedTedasbl, 34 aBro3anpaBoYHas
CTaHUHUs, 25 ©3 KOTOPBIX OOOpPYAOBAaHBI MOAYISIMH 10 TOPTOBIIE
aBTOMOOMJIBHBIM Ia3oM.

Today "LUKoil Baltija R" Ltd is one of the leading companies, operating
in wholesale and retail market of Latvia. The company owns 2 oil
depots and 34 fuel filling stations, of which 25 stations are equipped with
modules for selling LPG.

From the provided example, it can be noticed that a translator of English version has
forgotten to translate the sphere in which the company is operating. Auto gaze is
adequately translated into Russian as asmomobunvnuiii 2az, while in the English variant
the widespread abbreviation LPG that stands for liquefied petroleum gas is used. In a
whole, English version seems to be not up-to-date, because in Russian and in Latvian

version the Chairman of the Board is already another person.
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There are several subsections in this section: news subsection, available only in
Latvian and Russian versions, advertisement subsection — not updated in Latvian and
Russian versions and blank in English version, and publication subsection, providing
the list of articles from Latvian newspapers. Articles are provided only in the language

they were published, i.e. Latvian or Russian.

The name of the second section is Degvielas uzpildes stacijas in Latvian,
Aemozanpasounvie cmanyuu in Russian, and Petrol Stations in English version. This
section has only informative function — it provides a list of petrol stations in Latvia in
the form of table. The table consists of the following data: the name of a petrol station,
its address, current prices for different kinds of petrol, and eight symbols which mean
services, available at the stations. In Russian version names of streets and districts are
transliterated, kinds of streets are translated (e.g. »0s. - wocce, bulv. — 6ynv8.), the order
in address is according to Russian language norms, with comma between street name
and building number. In English version the way of writing of street and district names
are left as in Latvian version, kinds of streets are translated (e.g. »0s. - motorway, bulv.
— blvd.). The decimal numbers that stand for petrol prices are separated with dot in each
of language versions. The symbols that stand for services are quite understandable, at
least for Latvian- and Russian-speaking visitors. Still it would be advisable to provide a
brief explanation of symbols in the end of the page. Especially it concerns the last
symbol — the logo of Latvian insurance company B7A4. Latvians and Russian-speaking
residents of Latvia may recognize that this symbol stands for the possibility to purchase
insurance policies at the petrol station, but for other visitors of the website this symbol

1s unknown.

The name of the third section is Vairumtirdznieciba in Latvian, Onmosas
mopoeosns in Russian, and Wholesale in English version. In this section the information
how to purchase oil products by wholesale is provided. The section consists of both
informative and operative texts. While Latvian and Russian versions satisfy both
informative and operative functions, then several places in English variants do not
correspond to the operative text rule - to achieve particular action or reaction from the
reader. The English text seems to be translated word-for-word, and therefore looks more

informative than persuasive, for example:
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SIA "LUKoil Baltija R" mérkis ir pastaviga savas dalas palielinaSana
naftas produktu piegades un realizacijas tirgii, godigas konkurences
apstaklos. Ta pamata ir kvalitativs produkts un atra klientu apkalpoSana

"LUKoil Baltija R" Ltd aims at continuous increase in its share in the
market of supply and sales of oil products, in conditions of fair
competition. High quality products and speedy customer service lie at the
basis of this aim.

Ilensto SIA "LUKoil Baltija R" sBiseTcst mOCTOSHHOE yBEIMUYCHHUE CBOCH
JIONM Ha PBIHKE TOCTAaBKM M pealn3alud HEe(PTEenpoIyKTOB HAa OCHOBE
YECTHOW KOHKypeHIMU. OCHOBY I ITOT0 COCTABJISIOT KauyeCTBEHHBIN
TOBap U ObICTpOE OOCITY)KNBAaHHE KITUCHTOB.

If in Russian and Latvian versions the collocation cocmasnsams ocnoey/ biit pamata is
widely used in everyday speech, then in English version lie at the basis of is more
appropriate for scientific style, and thus it is not the best alternative. Possible variant
could be: The Company achieves this aim by offering high quality products and speedy
customer service. Besides, in Russian variant a translator left the type of company not
translated from Latvian, although in other parts of the website it is changed. Another

literal translation can be found in the last line of the section.

Piegades nosacijumi, laiks un apmaksas veids — péc vienoSanas

Conditions and time of delivery, and kind of payment — according to
negotiation

Venosus IIOCTaBKH, BpEMs  IIOCTABKH U CIIoco0  omiaTel IO
AOTOBOPEHHOCTH.

Due to the incorrect translation for English-speaking visitors of the website the process
of fuel delivery would seem complicated, because negotiation means more long
discussion, which not always leads to agreement. That is why it is advisable to change
this collocation for by agreement, which is a neutral and widely used translation for péc

vienosanas.

The name of the forth section is Kartes in Latvian, Kapmouxu in Russian, and
Cards in English version. This section provides information about possible LUKoil
credit and discount cards and their advantages. The text is both informative and
operative, the operative function prevails, because the aim of the text is to persuade

readers to choose the credit, discount, or other type of cards provided by LUKoil. This is
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achieved by using of intensifiers, such as the most, very, different kinds of power words,
such as identity-oriented you, convenience-oriented simple and convenient, safety-
oriented protects, greed-oriented: without charge, discounts, free credit. For the

description of the LUKoil discount card even hyperbole is used:

Jis sanemsiet Tpasas tikai Jums pieejamas atlaides
Br1 nonyunte ocodbie To1bKO Bam qocTynuble ckuaku B JlarBumn

you will get special discounts

This example shows that the hyperbole used for Latvian and Russian versions of the
text, is absent in English.

The name of the fifth section is Bunkurésana in Latvian, bynkeposka in Russian,
and Bunkering in English version. Bunkering is the process of supplying a ship with
fuel. In this section a lot of terminology that describes the process of bunkering can be

found:

Bunkurésana [...] sevi ietver: naftas produktu pienemsSanu, izmantojot
dzelzcela transportu, to parkrauSanu un uzglabasanu noliktavas rezervuaros,
nepiecieSamas kvalitates naftas produktu sagatavoSanu, to iekrauSanu
bunkurétajkugos, piegadi un parkrau$anu no bunkurétajkuga uz pasutitaja
kuga degvielas tvertném

BynkepoBka |[...] Bkirodaer B cebds: mpueM HeTenpoayKTOB IO JKEIE3HON
Jopore, meperpy3ky M XpaHeHHe UX B pe3epByapax CKJIaja, MOATOTOBKY
TOILTMBA HEOOXOJMMOTrO KadecTBa, IOTPY3Ky Ha IUIABOYHKEPOBIIHKH,
JIOCTAaBKY €T0 J0 Cy/IHA — IOTPEOUTENS U MepeKadYKy U3 MIIaBOYHKEPOBIINKA
B TOIJIMBHbIE TAHKH CYJTHA

Bunkering [...] includes: receiving oil products via railway transport, their
handling and storage in depot containers, preparing oil products of the
required quality, loading into bunkering vessels, delivery and
transshipment from bunkering vessel to the fuel tanks of customer’s
vessel.

The translator has managed to translate the terms adequately. Unfortunatelly it cannot

by refered to the operative function of the text. For example:

SIA "LUKoil Baltija R" bunkuréSanas nodala ir izveidota sameéra nesen —
2001.gada septembri. Neskatoties uz to, kompanija pa So laiku ir ieguvusi
lielu pieredzi dazadu kategoriju naftas produktu bunkurésana.
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LUKoil Baltija R" Ltd Bunkering department was established quite
recently — in September 2001. Nevertheless, the company has gained great
experience in bunkering oil products of different types since then.

Otnen OynkepoBku  "LUKoil Baltija R" o0pa3zoBan cpaBHHUTeJIbHO
HeaaBHO — B ceHTsA0pe 2001 roma, HO 3a Bpemsi, MPOIIEIIEe C TOTO
MOMEHTA, KOMITaHUEH Obul TpuoOpeTeH 00JbIIOH ONBIT MO0 OyHKEPOBKE
HEe(TENPOAYKTOB Pa3INYHBIX KaTETOPHUIL.
The idea of this extract is to create the image that despite the company is offering
bunkering only for several years, this service is in demand and the company have
collected the experience needed for qualitative service. In Russian version this
idea is achieved, while in English version phrases quite recently together with

great experience produce the effect of boasting and hyperbole, which should be

avoided.

The name of the sixth section is Produkti un pakalpojumi in Latvian, IIpooyxmsi
u ycayeu in Russian, and Products and Services in English version. In this section the
products and services offered by the company are described in more detail. This section,
the same as previous, contains a lot of terminology related to oil products, law,
geography, and chemistry. In this section in contrast to the subsection with fuel rates,

decimal numbers are localized according to the standards of every language:

s€ra saturs ir mazaks par 0,05%
KoJM4uecTBO cepbl MeHble ueM 0,05%

with sulphur content less than 0.05%

As we can see, in the Latvian and Russian version a comma is put before the decimal
part of the number, and for English version dot is used. The difference in localization
between this section and fuel rates subsection can be explained by the technical reason -
fuel rates are changing every day and it takes more time to convert them to dots and
commas, at the same time Russian-speaking visitors would not misunderstand these

rates, even if dot is used.

The name of the last section is Kontakti in Latvian, Konmaxmuer in Russian, and
Contact Us in English version. In this section the types of the company’s departments

are translated; addresses in all version are presented according to the norms of the
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corresponding language, namely in Russian the street name is the first, and in English
the office number is the first. In Russian version a comma between the street name and
office number is missing, despite it is present in the subsection of fuel rates. In the
Latvian variant six departments are available, the same as in Russian version, besides in
English version only four departments can be found. If it is done on purpose or not -
that the contacts of the retail department are not available for English-speaking visitors

of the website, is unknown.

In the whole the translation of LUKoil Baltija R corporate website is done
adequately and according to localization norms accepted in each language version. The
translator had to face the great amount of terminology from different fields, such as oil
production, chemistry, geography, etc. It can be assumed that the translator has
consulted different dictionaries and term databases; therefore no literal or descriptive
translation is used. While the informative function of the website has been done
excellently, the operative function has to be revised for the English version of the
website. At the moment because of word-for-word translation it looses its persuasive

character.

4.3. SHANNON Corporate Website

Shannon Ltd. is a Latvian company offering solutions for financial, marketing,
and economic software. Its main product is an accounting application Shannon 2000.
Shannon Ltd. corporate website is available from http://www.shannon.lv. It consists of
five main sections: Shannon 2000, About Company, Prices, Downloads, Contact us
(Appendix 4) Information is provided in Latvian, English and Russian languages.
Having analysed all three versions of a website the author of the work considers that
Russian version is a source text, from which the translations into Latvian and English

were produced.

Web design is identical for all three versions. The background is white with
some spaces gradually becoming light-blue. On the top of the page logo and the slogan
of the programme Shannon 2000 are situated. The slogan is translated in every version

to the corresponding language:
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[Tporpamma st T€X, KTO CUUTACT ACHBIH
Programma tiem, kas skaita naudu

The program for those who counts money

As it can be noticed, in English version a grammar mistake is made. This mistake is
characteristic to machine translation in which words are translated according to their
form in source language. If in Russian version cyumaem is a third-person singular, it is
translated as a third-person singular counts into English, although this is grammatically
wrong.

The name of the first section is Shannon 2000 for all three versions. In this
section a detailed description of the offered accounting programm is provided. The text
has both informative and operative function. To the informative function the detailed
description of the programme modules (Fixed Assets, Payroll, Warehouse, Sales
Manager) may be refered. The operative function works out at the description of
advantages of using the programme. Main problem of operative texts in this website is
their literal translation, without any adaptation to persuasive means of target language.

For example:

The flexible structure of the program and accompanying service give an
opportunity to use it for conducting the financial account both in small
business, and in large, including enterprises with set of brances and
substructures.

['mbkass  cTpykTypa mporpaMmbl U COIYTCTBYIOLIETO  CEpBHCA
NPEAOCTABIAIOT BOBMOXXHOCTh MCIIOJIB30BaTh €€ [T BeleHUs! (PUHAHCOBOTO
ydeTa KaK B MaJIoM OM3Hece, TAK U B KPYIHOM, BKJIIOUask IPEINPUITHS CO
MHOKECTBOM (DUITHAIIOB U TIOACTPYKTYD.

Elastiga programmas un papildservisa struktiira lauj to pielietot finansu
uzskaité gan mazaja, gan lielaja biznesa, pat uzpemumos ar sazarotu
struktiru un lielu apaksvienibu skaitu.

This example suggests that English translation calques its Russian counterpart even in
the word order. Latvian variant in its turn is presented according to Latvian norms of
writing. Then the phrase Peculiarities of programme complex Shannon-2000 has to be

changed, as the word peculiarity contains a slightly negative meaning, which could
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make English-speaking visitors of the website think that the installation of the
programme may require some special parameters or efforts.

The name of the second section is Par mums in Latvian, O xomnanuu in Russian,
and About Company in English version. It consists of brief history of the company, its
services and current place in the market in Russian and English versions, while in
Latvian version another, more up-to-date text appears. The texts of English version

seem not revised, so such strange translations can be found:

Komnanuss SHANNON SIA 0b11a ocHoBana B 1995 rony.

The company Shannon Ltd. was based established in 1995.

This example also suggests that most probably the translation into English was done by
a machine, slightly checked afterwards. If to assume that English version is a machine
translation, it becomes clear why terminology in this section is translated literarily, for
example npoecpammmuvie npunosicenus, which are software in English, are translated as
program appendices. Although the brightest example of inappropriate machine

translation is the following:

Crnenuanuctsl GUPMBI OTIHYAIOTCH BbIcouaiieil KBaaupukanuei u
HCIIOJIHUTEIIBHOCTBEO

Experts of firm are differed have by the highest qualification and sense of
duty

The inappropriate translation of English version, illustrated by these variants, definitely

undermines credibility of the SHANNON company and its software.

Another point that can influence the credibility of the software is colloquial language,
widely used in the content of the website. For example, in the Activities subsection of
the About Company section a phrase noo xawou is used. This phrase, originally from
construction terminology, now is used in colloquial style to describe a ready-to-use
product. For this notion the translator of English version has found the equivalent
phrase on a turn-key basis, while in Latvian variant an explanatory translation is used —
sagatavosana lietomanai. The subsection Customers provides a brief description of the
programme advantages, and the list of companies which are current users of the

programme. The list of the companies is provided in Latvian in each version of the
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website. As the Russian variant is quite complicated in style, it is difficult for
unprofessional translator to translate it adequately. In this case a translator did not

manage to transmit the meaning of a phrase, and translated it word-for-word:

Liela praktiska pieredze biznesa uzdevumu risinasana pasititajiem no
dazadam nozarém, mérogiem un darbibas virzeniem lava mums izveidot un
saviem pasiititajiem piedavat tiesi viniem nepiecieSamos risinajumus.

borarelii mnpakTUyeckuil OMNBIT pelleHUs] OU3Hec-3aJa4 3aKa3yMKaMu
pas3IMYHbIN oTpaciieil, MacIITaboB U HAIIPABICHUHN AEATEIbHOCTH, TIO3BOJINII
HaM co37aTh M MPEUIOKUTh HAIlUM 3aKa3uukaM HMEHHO T€ PpEelIeHMS,
KOTOPBbIE UM HEOOXOTUMBI.

A long-term practical experience of the decision business-problems by

customers of various branches, scales and directions of activity, has allowed

us to create and offer our customers those decisions which are necessary for

them.
From this example it can be understood that the source text was Latvian, from which a
Russian translation was produced, and the Russian translation became a source text for
English version. In the translation into Russian a mistake was made. Latvian form
pasiititajiem stands for Russian 01 3akazuyuxos, not 3axazuuxamu. The mistake lead to
the wrong meaning of the sentence - that the customers solve their problems
themselves, and the Shannon Company then uses their experience for its software. The
same meaning appears also in English version. The assumption that English version
was created with the help of machine translation is proved by the translation of
pewenus busnec-3a0au as the decision business-problems. In the last subsection, Links,
Latvian websites that could be helpful to accountants are listed and a brief explanation

in each of language versions is provided for each link.

www.vid.gov.lv — Cuyx06a roc. 10XoA0B (xopomias CTpaHHIIA, MHOTO
MOJIE3HON MHGOpMAINK, HANPUMEp AJs OmpeneseHust sBIseTcs U Barm
napTHep miareibiukoMm PVN)

www.vid.gov.lv — Valsts Iepémumu Dienests (laba lapaspuse, daudz
lietderigas informacijas, pieméram, lai noteiktu vai Jisu partneris maksa
PVN nodokli)

www.vid.gov.lv — Service of state income (the good page, is a lot of helpful
information, for example for definition whether your partner is a VAT

payer)
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The name of the state institution that deals with the different kinds of taxes is translated
in each of the language versions. If in Latvian and Russian versions the relevant names
are presented, in English version again the word-for-word translation is used, and
therefore the name of the institution appears to be Service of state income, while it is
usually named State Revenue Service. The value added tax in Russian version is left
untranslated from Latvian, which would cause problems for Russian-speaking visitors

who are not residents of Latvia. In English version this tax is translated correctly — VAT.

The name of the third section is Cenas in Latvian, I]enst in Russian, and Prices
in English version. This section consists of two subsections — Software and Support
Services. Decimal numbers are not localized — in each variant the dot is used to divide
the decimal part. The value added tax in Russian version is left untranslated from

Latvian, the same as in the previous section.

The forth section is called Downloads in each language version. It contains several
programs and informative pages, connected with the offered software product. Brief
explanations of the programs that can be downloaded are presented in each
corresponding language. Although some information is left untranslated from English,

for example, the dates and names of programs releases:

21 Mar 2007 Official Windows Setup and Installer for Classic and
SuperServer (.exe) (4.1mb)

The name of the last section is Kontakti in Latvian, Konmaxmuw: in Russian, and
Contact us in English version. The addresses in both Russian and English version are
translated according to the language rules. Despite grammar and translation mistakes

appear. For example,

Kak nac naiitu: Crapas Pura, neHTpajJbHbIH BX0OJ YHUBEPCUTETA, MEPBbIi
3Ta)K JIEBOTO KpbliIa

Ka ms atrast: Vecriga, RTU centrala ieeja, €kas kreisa sparna 1.stavs

How to find us: Old Riga, the central input (entrance) of university,
ground floor of the left wing
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In the English version the entrance is called input, which is more appropriate to use for
technical manuals for example, the input for the CD-ROM. The appearance of the word
entrance in the brackets may indicate that the machine translation is used, as it is typical
for machine translation to provide other possible variants in the brackets. Moreover, in
English version the code of the country before the telephone numbers is absent. This
can cause particular problems for the foreign partners to call to the company

representatives.

To sum it up the corporate website of SHANNON Ltd. provides correct
information in its Latvian and Russian versions. For the English version, a great
revision should be applied, as at the moment it is a slightly revised machine translation,
which firstly does not perform any operative function and therefore reduces its
influence on the English-speaking readers of the website, and secondly, does not
provide English-speaking readers with correct information, which will reduce the

credibility of the provided software products.

4.4. Cesu Alus Corporate Website

Joint Stock Company Cesu Alus is the producer of one of the most popular beer

brands in Latvia. Césu Alus corporate website is available from http://www.cesualus.lv.
The navigation bar consists of four main sections: About us, Products, Latest news,
Contacts for English and Russian versions. Latvian version contains also information on
advertising actions, available souvenirs, and other entertaining information (Appendix
5). The basic information is provided in Latvian, English and Russian languages.
Having analysed all three versions of a website the author of the work considers that
Latvian version is a source text, from which the translations into Russian and English
were produced.

Web design is identical for all three versions. The background is brown,
gradually becoming red, which should be associated with the colour of beer. On the top
of the page on the right side the company logo and the slogan is situated. The slogan is

translated in every version to the corresponding language:

QGarJpal ir nozime!
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Bxyc numeet 3nauyenue!

It’s about taste!

The slogan is originally from Estonian. As the Estonian beer brewery A. Le Coq has
bought 96.06% of Césu alus assets, it introduced also its slogan. In Estonian the slogan
is Asi on maitses, which can be translated as Jeno 6o sexyce. Therefore in English we
have Its about taste!. Although in Russian this slogan would not be of the same
effectiveness, as /leno 6o exyce is similar to /leno éxyca, which have slightly negative
connotation. Therefore in Russian variant the word taste was put in the beginning, and
matter (0eno) was substituted by meaning (3nauenue). Thus the slogan in Russian has a
bit another meaning, but is more effective than if it was translated literally, because,
firstly, it does not have any negative connotation, and, secondly, is structured so that it
starts with the most important word. The Latvian variant of the slogan is equivalent to
the Russian variant.

Besides that in the front page of the website in every version the current
advertisement actions are presented. In Russian and English versions on the first page

non-translated from Latvian current advertisement actions appear.

The name of the first section is Par mums in Latvian, O nac in Russian, and
About us in English version. In contrast to the standard description of a company and its
services, the section of Césu alus starts with the history of beer production traditions in
Latvia.

...alus nemainigi palicis labakais slapju veldzétajs gan talaja pagatn€, gan
Sodien, kad alus dariSana ir kluvusi par perspektivu nozari. Darboties taja
ik katram ir liels gods un atbildiba.

...beer has remained the most effective thirst quencher both during the
past and nowadays when beer brewing has become a sector with
tremendous potential. For everybody involved, working in this sector is a
great honour and responsibility.

...IIMBO OCTAaeTCs HEM3MEHHO JIOOMMBIM HANMTKOM U B JIPEBHOCTH, U
ceilyac, Korga MHMBOBapEeHHE  MPEBPATHWIOCh B COBPEMEHHYIO
MEepPCIEKTUBHYIO OTpacib. Padorarb B KOTOpOil M 0oJiblIasi 4ecTb, M
00/1b111as1 OTBETCTBEHHOCTh.
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For the collocation slapju veldzétajs in English version its counterpart thirst quencher,
while for Russian version a more neutral collocation nr06umeii hanumox 1s chosen.
Such substitution is justified, as Russian counterpart ymoaumens scasicosi is rarely used.
If to consider the word order in the Russian version, it can be found that it is not adapted
to the norms of Russian grammar. There are two possible ways out. On the one hand,
two sentences may be put together, producing one complex sentence. On the other hand
the pronoun xomopoii may be substituted by the noun ompacas, so that the second
sentence would sound as Pabomams 6 smoti ompaciu — u 6onvuias 4ecms, u 601bULASA
omeemcmeennocms. The second variant is preferable, as short sentences are more
effective for operative function.

Then the brief information about the company and its goals is provided. In this
section five subsections are situated. They are Mission, History, Management, Structure,
and Contacts. In the History subsection a list of events connected with Cesis and Césu
alus are arranged in the descending order. In the Management Structure section the
names of administration representatives are written according to Latvian writing norms
in Latvian and English version, and transliterated in Russian version. The positions are
translated in every language version. In the Structure section the owners of the company
are shown. In Russian version names of countries the owner have their branches in are
left untranslated from Latvian. The Contacts section doubles the information available

from the Contacts section of the navigation bar.

The name of the second section is Produkti in Latvian, IIpooykyus in Russian,
and Products in English version. This section in its turn is divided into six subsections
for every group of products the company is offering — beer, light alcoholic drinks, near
water, energy and sport drinks, lemonades, and juice. For every brand, brief information
about the product, percentage of alcohol (if it contains alcohol) and type of container is

provided. For example, a beer Diesel is described as following:

So alu iesakam tiem, kas stiprs gara un miesa. Prieka!
Alkohols 7%
Iepakojums 2] plastmasas pudele

DTO MUBO — CIENUAIIBHO VISl CWJIbHBIX TEJIOM M JIyXOM. 3a 3710pOBbe!

Anxorons 7 %
YnakoBka  IlnactukoBas OyTbuiKa 2 11
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We recommend this beer to the ones who poses the powers of soul and
flesh! Cheers!

Alcohol 7%

Wrapping  a plastic bottle of 21

A set expression stiprs gara un miesa is adequately translated into Russian as cunsnbix
menom u oyxom. While for English variant a word-for-word translation is used. It is
advisable to change it to the standard expression strong in body and spirit. The word
iepakojums is also wrongly translated into English as wrapping. Wrapping means
covering or folding with paper or cloth, this naturally cannot be referred to a plastic
bottle.

The name of the third section is Jaunumi in Latvian, Hoeocmu in Russian, and
Latest news in English version. News section in Russian and English variant is not up-
to-date (news only of 2004 and 2005 years are available), while in Latvian version the
latest news of the company are provided.

The name of the last section is Konmaxmur in Russian, and Contacts in English
version. In Latvian version this section is not available, possible to the reason that the
address is written on the bottom of the page. The address in both Russian and English
version is written in Latvian. In English version the code of the country does not added
to the telephone and fax numbers.

To conclude, in Césu Alus corporate website Latvian and Russian language
versions are adapted to the informative and operative text functions. As for English
version, it has to be revised, in order to correct translation mistakes and substitute word-

for-word translation of set expressions with appropriate equivalents.

4.5. BTB Asset Management Corporate Website

Investment management company B7B Asset Management is a subsidiary of JSC
Baltic Trust Bank dealing with management of investment funds, pension plans of
private pension funds, and individual asset management. BTB Asset Management

corporate website is available from http://www.btbasset.lv. The navigation bar consists

of four main sections: Company, Services, News, and Contacts (Appendix 6).

Information is provided in Latvian, English and Russian languages. Having analysed all
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three versions of the website the author of the work considers that Latvian version is a

source text, from which the translations into Russian and English were produced.

The web design is identical for all three versions. The background is white; the
background of the navigation bar is dark-blue with some graphics. On the top of the
page on the left side the company’s logo is situated. There is no slogan presented on the
page.

The name of the first section is Kompdanija in Latvian, Kounanusa in Russian, and
Company in English version. This section consists of five subsections: Board statement,
History, Shareholders, Financial information, and Contacts.

In the History subsection the main achievements of the company are provided in
the chronological order. Explanatory information is provided where needed, for
example:

January 21, Financial and Capital Market Commission registered the first
open-ended investment fund "BTB Eiropas Obligaciju fonds” (European
Bond Fund), established by the IMC “BTB Asset management”.

21 smBaps "BTB Asset Management" 3apeructpupoBaia B Komwuccuu
pbIHKa (PMHAHCOB U KaluTaja CBOU MEPBBIN yupexAEHHBINH (HOH BIOKEHUH
— otkpeIThid wHBecTUMOHHBIN (o "BTB Eiropas Obligaciju fonds"
(®oua EBponeiickux oduranmii).

21.janvari "BTB Asset Management" pieregistréja Finan$u un kapitalu
tirgus komisija savu pirmo nodibinato ieguldjumu fondu - atverto
ieguldijumu fondu "BTB Eiropas Obligaciju fonds".

In Russian and English version both zero translation and literal translation is used
for the fund name.

In the Shareholders section the information about the single shareholder of the
company — JSC Baltic Trust Bank, and its history is provided. In the Financial
Information subsection the annual reports for years 2004 and 2005 are available,
although only in Latvian for every language version. The last subsection — Contacts —
provides the means of communication with the company — telephone, facsimile, e-mail
and postal address. In the English variant the name of the street and city is
transliterated, the type of street is translated. In the Russian version the name of the

street and city is transliterated, the type of street is translated. It is advisable to add the
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name of the country after the address in English and Russian versions for the

convenience of abroad customers.

The name of the second section is Pakalpojumi in Latvian, Ycayeu in Russian,
and Services in English version. In this section information on four services -
investment funds, pensions, trust, and consulting — is provided.

In the first subsection — Investment funds — a brief introductory information
about the advantages of the fund as means of money investment. On the left side of the
page more detailed information about the available funds is presented. The names of
the funds are written in Latvian; in the brackets translation into corresponding language
(English or Russian) is made. For example, when clicking on European Bond Fund a
list of other URLs is received. These URLs are Documents, Financial information,
Fund value, and How to become a client. In the URL of Documents seven PDF files are
put, and brief explanation in English is provided. The PDF files however are in Latvian.
The same is in the Financial information section, where the Annual report for year
2005 is provided. In the Fund value section the information about current situation in
the fund is provided. Information is translated into English, although footnotes are left
in Latvian. Only few contracts in English are available from the section How fo become
a client. In the Russian section in the Documents section the situation is the same as in
English version. However, in the Financial information the reports for each month of
the year are provided in Russian. In English version this information was absent.

In the second subsection — Pensions, information is available only in Latvian
and Russian, which is understandable, because English-speaking clients are rarely
interested in pensions in Latvia.

In the third subsection — Trust, brief information about trust services available at
the company is provided. The information provided in Latvian, Russian, and English
variant is not identical. In Latvian variant the names of the three investment portfolios
and brief explanation of them is added. In Russian version this information is absent,
only brief descriptive information is available. In English version almost the same
information as in Russian version is available, although some sentences are left out.

In the forth subsection- Consulting, brief information on consulting services
available is provided. This section consists of several banking terms, for example:

aHajaIm3 MHBECTHIMOHHOM NMPUBJCKATCJIBbHOCTHU HEHHBbIX 6yMar
Pa3IMYHBIX SMUTCHTOB
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dazadu emitentu veértspapiru investiciju pievilcibas analize

The analysis of investment appeal of securities of different issues

The sentences consist of three terms that need adequate translation. Two of them -
investiciju pievilcitba and vértspapiri is translated adequately both in English and
Russian version. The third term — emitents, is translated into English as issue.

According to TTC issue stands for emisija, while for emitents a term issuer is used.

The name of the third section i1s Jaunumi in Latvian, Hosocmu in Russian, and
News in English version. The information in this section is available from year 2006 for

Latvian and Russian versions and not available for English version at all.

The last section, which is named Kontakti in Latvian, Konmaxmer in Russian,
and Contacts in English variant. In provides the following contact information —
telephone, facsimile, e-mail, legal and office address. In English and Russian versions
the name of the streets are transliterated, types of the streets are translated. In this
website there is a tendency to translate the name of the street if it contains some date,
e.g. 13.janvara iela is translated as yn. 13 Ansaps and January 13 Str. It is advisable to
put the name of the country — Latvia — after the address for the convenience of the
customer sending information from the abroad.

To conclude, the translation of BTB Asset Management is produced on the good
level. Still several points have to be revised. The news section should be updated in

order to show the development of the company.

In a whole among the corporate multilingual websites with Latvian, Russian, and
English versions there are both similarities and differences. The web design as a rule
remains unchanged in all three versions of every website under consideration. There is
also a tendency to use white as background colour in the design (4/5 of the websites has
more than 2/3 of the background in white). On the one hand white colour represents the
stability and trust, as it is colour of purity, and also colour of the paper for documents.
On the other hand, white is the best background colour for the websites containing great
about of information, sections and visualizations. It is neutral and does not divert

attention from the information itself. There is no any change of colours for any of the
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versions. Therefore, it leads to the conclusion that Latvian-, English-, and Russian-
speaking visitors of the websites are seemed not to have much cultural differences in
colour perception.

According to the quality of translation, Latvian and Russian versions of the five
websites are of good quality. The translation into English caused problems for majority
of the website translators. This can be explained by the fact that in Latvia there are
many Russian and Latvian native-speakers. As the requirement of producing a website
translation by a native-speaker of the target language is observed, the content of the
Russian or Latvian version corresponds to its informative and operative functions. The
content for English version in many cases is translated by not native-speakers; therefore
it cannot be done excellent. Among the major problems was terminology translation,
especially in the English versions of TVA Group and SHANNON Ltd corporate
websites, and word-for-word translation of operative texts that reduced their influence
on the readers. In a whole, only two corporate websites contain Latvian, Russian, and
English versions of good quality — they are BTB Asset Management and Lukoil Baltija
R corporate websites. Whereas, in 7VA Group the terminology should be revised in
English and Latvian versions; and in Césu alus website the attention should be paid to
Russian- and English-speaking visitors of the website, as the majority of information
and advertising texts are still in Latvian. In the website of SHANNON Ltd the English
version should be totally revised, as at the moment it is machine translation, which is
inadmissible for any business company. For all of the websites it is advisable to
translate latest news of the company into Russian and English, in order to show the
development of the company to Russian- and English-speaking partners and customers
of the company.

The most widespread strategies of localization used in the websites under
consideration are conversion of decimal numbers, translation of the addresses. There 1s
little substitution in socio-cultural and politico-legal component. This can be explained
with the fact that Russian version of the website was mainly created for Russian-
speaking residents of Latvia, and English version was standard because of the absence

of localization competence from the part of translators.
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Conclusions

The current bachelor paper considers aspects of one of the most topical issues in
commercial translation — website translation. This is a complex process that involves
translational, localization and technical aspects. In this process, a translator mainly
participates only in two stages, namely translation stage and localization stage.

In the translation stage the aim of the translator is to produce a target text that
would be linguistically appropriate to the locale it will be used in. As the majority of
corporate websites are aimed to the client, for their translation the target-oriented
approach is used. It involves adequate rendering of the informative and the operative
function of the source text into the target text. The main requirement for translation of
informative texts is information transfer from the source text to the target text without
any changes of data and attention to the proper translation of terminology. However, as
the translation should be target—oriented, the text should be revised and changed in
order to sound natural to the target readers. In the translation of operative texts,
persuasive messages should be transferred into the target text by any means, which may
be necessary to create the same response from the target readers, as the source text has
from the source readers.

In the stage of localization, a translator adjusts all specifications to support
standards in the target market. These standards include cultural and technical
localization. Cultural localization means the translation of cultural words, the same as
rendering of the socio-cultural component embodies the local particularities stemming
from religion, mores, social and commercial habits, rules of conduct and ethical norms
acceptable in target culture; and politico-legal aspect, which embodies the local
particularities stemming from the nature of the political system, the stage of opening
onto the world, the restrictions imposed on advertisements and the regulations related to
information and to certain products.

In the practical part of the work several websites of local or international
companies, based in Latvia, were analysed according to a specially designed list of
criteria. The analysis has shown that Latvia-based companies in majority have problems
with English version translation. Possibly, it is due to the fact that there are
comparatively less English language native-speakers in Latvia, who could produce an
adequate translation from Latvian into English. It also revealed that sometimes it is

difficult to distinguish which version is the source text, and which version is the target
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text, as in some websites the language of source text may vary from section to section.
Furthermore, it appeared that in several cases the target text included additional
mistakes caused by wrong interpretation of the target text, which became the source text
for the next translation. The research also showed that for the corporate websites of
Latvia-based companies the web design is not of great importance, although in the
provided examples there is a tendency of using white background. White is considered
to be the best background for the websites containing great about of information,
sections and visualizations. It is neutral and does not divert attention from the
information itself.

On the whole, the research has proved that the translation of website content
according to the text typology and localization strategies is important for company’s
marketing success. The division of the website texts into informative and operative texts
helps to transfer the message of the texts more adequately. The localization in the
majority of its aspects is also considered important, although in practice only technical
aspects of localization are applied in the considered websites. Still several localization
principles may be avoided, for example, way of decimal number writing may be not
localized for Russian and Latvian readers, as this does not cause misunderstanding, and
is comfortable for technical reasons.

The present research can be applicable as a supportive source for translators in

the process of a multilingual website creation.
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Theses

In website translation, a translator know the technical stages of multilingual website
creation, on the one hand, and the commercial aspects of the process of website
translation and translation commission, on the other hand.

In order to choose an appropriate approach a translator has to analyse and structure
the texts provided for translation.

The texts that appear on a standard website can be divided into two types —
informative and operative text type. Informative texts make the greatest part of a
website; this is general information and news about the company and its
development, and contact information. Operative texts are descriptions of products
and services which the company provides to its customers.

In the international marketing nowadays there is a tendency to globalization, which
means that there is a trend to use a united strategy for several or even all target
markets.

The target group, for which the product is localized, may be influenced by the
surrounding cultures.

Localisation involves taking a product and making it linguistically, technically and
culturally appropriate to the target locale where it will be used and sold. Making a
product linguistically appropriate to a particular market basically means translating
it, and making it technically appropriate means adjusting all product specifications
to support standards in the target market. Cultural adaptations are modification of
the source text to reflect situations and examples common in the target market.

In order to produce a localized language version of a multilingual website, a
translator has to be aware of the accepted standards, and of the socio-cultural and
politico-legal aspect of localization.

There are two opposite ways how cultural words can be reflected in the target text —
by means of transference or by means of translation.

Possible grammatical differences in a source and target language can influence the
technical stage of multilingual website creation. These technical aspects may be
divided into three categories — the adaptation of all kinds of measurements, the
adaptation of colours, and the adaptations caused by the differences in the

grammatical structure of a source and target language.
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Appendix 1

A List of Criteria

for Website Translation Evaluation

1. Interface design:

1.1. Changes in the interface desing in different language versions
1.2. Substitutions of colours, pictures or graphic

1.3. Other changes and their meaning.

2. Language

2.1. Is translation target-oriented?

2.2. Are grammar rules preserved?

2.3. Language style

2.4. Informative text type in website:

2.4.1. Does all the data appear in translated version?

2.4.2. Translation of terminology

2.4.3. Cultural and expressive component translation (if available)
2.5. Translation of operative texts:

2.5.1. Availability of persuasive strategies and their transfer into target text
2.5.2. Main translation approach

2.5.3. Cultural and expressive component translation (if available)
3. Culture and localization

3.1. What is translated and what is transferred

3.2. Adaptation of time, measures, currencies, etc.

3.3. Changes made due to legislation norms

3.4. Translation of navigation bar



Appendix 2

LAT ENG

A sted. Valued. Advanc
L.;M Group

— O TA Group HanpaeneHia HoBocTi BakaHcuia KoHT&KTHI Q

O TWa Group 0 T A Graup

Th'd Group - oG beguHEHME, KOTOPOS BKAYSET B Cefa 7 KOMNSHMA, OCHOBSHHB B MaTEM
1 paboTam Wix Ha MEHEYHEROHOM BEIHKE B BasnMYHBL 0TREC N

TPyz0EHe NepREOZKA M NOMMCTHED - KOMNEHMKM T4 W llior

CTpoMTENECTED M YWTHAKZEUMA - KOMAEHMK TWwid Recyeling, TwWi Construction W Twi Industry
CTpaxokaHHE - KoMAEHKA T Broker

AEMAUMA - 3EMawkona WPilots

B TWA Group BxOAMT KOMOsHKMA TWA © oneimor paboTel Gonee 10 NeT — OfHS K3 BERY LM
TREHCMORTHO-3KCNEMTORCKMX KomMmaHui B NpuSantuke. B mynny komnanui TWA Takse
EXOAAT MONOAEIE NEQCMEKTMEHEIE KOMOSHMM, Y42 JOCTMIMUME EBRICOKWMX PE3yIETATOE B
CEOEN CiPepE 4EATENEHOCTH.

PyKOBOACTED TWA GroUup BRPa0oTan0 efMHEIE ANA BCEX KOMNSHWA MPMHUMAEL peGoTel,
Gnarogapa KoTOpeM MEEAMPMATHA AENAOTCA NERELOBBIMKM, NOCTOAHHO PA3EMESWNTCA W
BLICTREME ST LOAMOCHIHHEIE OTHOWEHHMA GO CEOMRM KNMEHTAMM.

Haww napTHEpPEl BRICOKD USHAT OTEETCTBEEHHOCTE, © KOTOROW COTRYAHMEW TWA Group

nogxafAT K CBOBA paBoTe, M PE3yNeTATHl, KOTOPEIX Mbl AOCTMIEEM B MPOLECCE
COTRYAHMYECTES.

Fig. 4.1.1. TVA Group corporate website. Section O TVA Group, in Russian



RUS LAT  ENG

A Trusted. Valued. Advanced.
L:r\A Group

— About TWA Group Branches Mews Yacancies Contacts Q

About TV A Group Ahout TWA Group

TyA Group includes 7 companies established in Latvia, which waork within the
various industries of the international market. These companies are:

Freight fomvarding and logistics - TWA and [lior

Construction and uotilisation - TWA Rewecling, TWA Construction and TWA Industny
Insurance - TWA Broker

Aodiation — WIPilots Aviation Schoal

TyA Group includes the "TvA" company, which has been operating for over 10
years as ohe of the leading freight forwarders in the Baltics. TvA Group also
includes young, perspective companies which have already achieved high results
in their spheres of operation.

The management offices of TWA Group have elabarated sewveral joint work
principles for all of its companies; as a result of these principles, all of its
companies are advanced and continuously developing, perpetuating long-term
relations with their custamers.

Cur partners highly value the responsihbility and the result-achieving cooperation
with which employees of the TVA Group perform their wark,

Fig. 4.1.2. TVA Group corporate website. Section About TVA Group, in English

RUS

LAT  ENG

Trusted. Valued. Advanced.

LA.:I\A Group

— Par T%A Group Mozares Jaurumi “akances Hortakti Q

Far TWA Group Par T4 Graup

Twh uzZnémumu grupd ir 7 kompanijas, kas dibingti Latviid un darbojas starptautizkaja tirgd
508z nozarss:

Kravas parwadijumi un Io;jislika = uzpémumi Twun llior

Ceftnieciba un utiliz3cija - uzgémumi Twé Recyeling, Twit Construction un TWA Industry
ApdrofindEana - uzpémums Twi, Broker

Puidciia — awvidcijas skola “ARilots

WA Group igtipst uzgémums TVA ar 10 gadu darba pieredzi — vienz no Baltias wvalstu
vadoEajiem tranzsporta, ekspeditory un predu parvadatdiu uzgSmumiem . UzgSmumu grups T
it & jauni, perspektii uzn8mumi, kas jau sasniegusi ieverojamus rezutdtus savd darbibas
=f8ra.

TV Group wvadba wvisiem uzpémumiem ir izstraddjusi vienctusz darba principus, kurus
ievErojot, uzpBmumi ir guvuE lsbus rezutdtus, peastiiol stistoties un nodibinat iglaicigus
sakarus ar saviem klisntiem.

MGsu partneri augsti noverts sthildibu, ar kadu TVA Group darbinieki izturas pret savw darbu,
un rezultdtus, ko més glstam sadarbibas procesa.

Fig. 4.1.3. TVA Group corporate website. Section Par TVA Group, in Latvian




O TWA Groug Hanpagnenua HoBocTH BakaHcu KOHTAKTEI

=

Hauana TpaHCnopTHEE NepeE a3k E

O KomnaHun

TPaHCNOPTHO-AKCNEOMTORCKAA KOMOaHwA "TWA" ocHOBaHa 23 wmapta 1995 roga B ropogde Pura, NatewA. Hawa
KOMMNAHKWA, 4NeH JaTEMMCKDM ACCOUMaLMW Nepesnsqmukos "Latvijas Auto", NPesOCTABNAET CEOMM KNMEHTAM NONHLIM
CMEKTP TRAHCNOPTHER M NOMMCTWHECKLK YCNYT, TAKMX KaK

OfECnNEYEHME MyNETHMOLANEHE NEQEEOZO0K

AOCTABKA LENEHGX, CAOpHER M HEraOapWTHER My30E ( BKI4EA ADR ) 3ETOMOBUIEHEIM, ¥ENEIHOAONOHRHEIM
MOPCKUM TRAHCNOPTOM M3 EBPONEACKMK CTPAH B MPpWBanTury M cTRaHe! CHE

=

AOCTABKS KOHTEMHEPOE W3 NATEMACKMK NOPTOE B POCCMID, cTRaHbl CHT W MprBanTHeM

TAMOKEHHOE DHOPMNEHKE M TAMDKEHHAR OHMCTKE MPy3a

CTREX0BAHME MPY30E

KOMMNEKTALMA CAOPHBL My306 B NaTeMW, Poccui, EBQONE W N0 BCEMY MDY

OpraHWsaLMa PENYNARHDN 3arpy3k Ballero TpaHonopTa WasHyTRK Eeponel Ha MpuBanTtuky, Poccuio 1 oBpaTHo

33 rofel OeATEnEHOCTM "TWA" cTana 0fHOA W3 BedylWMX TPEHCNOPTHBX KOMOaHWA B [pubanTuke, 3eTANapk
KOTOPOM HacuMTeieaeT Gonee 100 coBcTBEHHBE  DONBLUEMPYIHBE  MAWMH - Pa3NMMHOTO  TMNA  (TEHTOESHEIE,
PEPMKENETORHLIE M KOHTEAHEN0B03L).

Wbl NOCTORHHO PACWMAAEM  CBOR  ABTONEPK, NPMOOPETAA HOBYH TEXHWKY, @ TEKKE WCNONB3YEM  MaLWHGI
CyBKOHTPAKTOPOE NO BCEA EBpONE.

"TWA" NPeAOCTABNAET TPAHCNOPTHO-AKCNESMTOPCKME YEMYTH HA TEPPMTORKMKM W M3 NOPTOE EBponel, KJro-BocTouHoR
A3k, KMTaR, CeBEpHOA M HKOKHON AMEpMKM, ADRMKM M & CTpaHax CHE . Mbl YCTaHOBMNM 40NMOCpOYHEIE NapTHERCKHME
OTHOLWEHMA £O MHOTMMW XOPOLWO MIBECTHRIMKM MEKIYHAPO0LHBIMK KOMOGHKMAMM, CRELN HALWK KNWEHTOE - MMNOPTE DL
M BKCNOPTEREl TOBAPOE, KOYTIHBIE POCCMACKME 3KCNEAMUMOHHBIE 1 DOOKEPCKME QUMb

OCHOEHBIE HaNpaBneHNA geATenkHocTH "TVA™:

- MepeEO3Ka rPY208 AETOMOBMNLHEIM TRAHCMORTOM M3 EERONL B POCCHID W 0BRATHO

- AOCTABKA KOHTEHHEROE NO MapWpyTy Natend — Poccua

- MYMETHMOGANEHEIS KOHTERHEHEIE NEReE0SKM

- MYNETHMOLANEHEIE NEREB0SKA ¢ KOMEMHUPOBAHWEM BMAOE TRAHCNORTE, 000PYO0BEAHNA M PASMHIHEN YCIyT
- MEePeE03Ka rPY30E BHYTRH EBpontl

B Hawel KoMnaHui AERCTEYET CMCTEME Ka4ECTEA B COOTEETCTEMM C MENAYHAPOAHEIM CTaHAapTORM 1SC0:9001-2000,
Ha BELYLLMY AOMKHOCTAX paBoTalT TONbKD KEAMMIMUMPOBAHHBIE COTRYAHMKM C MHOMONETHMM CTEHKEM.

OCHOBHBIE MPMOPMTETE KOMNAHMA 3T0 COMETAHME UEHE!, KZYECTBA, CPOKDE AOCTABKM M E8 HELEXHOCTH. Mkl
TApAHTMPYEM BEICTROTY 06pa60TKM 38Ka308, CEOEEPEMEHHOCTS AOCTABKM TEY30E, MyHKTYANBHYH ONNATY.

rae Bl HW Haxogunvce Baww rpysel, kyaa Gbl HM TpeGOBANOCE WX AOCTEEWTE, BCE paboThl N0 TPAHCNORTMOOBKE,
¥PAHEHWHD, NEPETARKE M TAMOKEHHOMY DHOPMIEHMI ByAYT BRINONHEHB! B CROK, © FApaHTURYEMEIM KE3HECTEOM "TWA"

Fig. 4.1.4. TVA Group corporate website. Section TVA — O komnanuu, in Russian
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=

Uz sakumu Transporta parvadajumi T

N
Par uznemumu L.N

Transporta uznemums TWA ir dibindts FTga, Latvijd, 1995, gada 23, martd. Mosu uznémums, Latijas parsadataju
asociacias Latvijas auto’ biedrs, nodrosina saviem Kientiem pinu transporta un lodistikas pakalpojumu kKIZstu,

5 Par uznermumel
[IEmerarm: B

Multimodalie parvadajurmi
krawu piegadi weseld, atsevifku dalu un nenoteiktu gabarfu krawvd weida (leskaitot ADR), iZmantojot Auloiiznsnorta parvadaum
autoparvadajumus, dzelzcela un jdras transportu na Eiropas valstim uz Baltijas un Ky'S valstim Meitas Uznemurmni
konteineru piegadi no Latvijas ostam Uz Krievijas ostam, NYS un Baltijas valstim Dokumenti
muitas formalitasu kartosanu un kravas atmuitosanu
kravu apdroginasanu

multimodalo parvadajumu nodrosingumu

TwA kontakti

kombingto krawvu komplektEsanu Latvija, krievijd, Eiropa un visa pasaulgé
reguldras transporta noslodzes arganizésanu Eiropa un no Eiropas valsfim uz Baltijas valstim, Krieviju un atpakal

Savas darbhas laikd uznémums TWA ir Kluvis par vienu wadosajiem transporta uznémumiem Baltijas valstis. Ta
autoparks sastdv no vairdk neka 100 pasu 1IMcThd esodam daiida veida kravas masinam (ar parsegiem, refrizeratoru
tipa un konteineru parvadasanai)

MEs pastagl papladindm savu autoparku, leqddajoties jaunu tehniku, k3 arm izmantojam apaksuzngmumu masnas
i3 Eiropa.

Uznemums TWA piedava transporta un ekspeditora pakalpojumus Eiropas valstis, ki ar parvadajumus no Eiropas,
Azijas dienvidaustrumu, Kinas, Ziemelamerikas un Dienvidamerikas, Afrikas ostdm un MVS valstis. MEs esam

nodibinajusi ilgtermina partnerattiecToas ar daudziem labi pazistamiem starptautiskiern uznémumiem. Starp mosu
Klientiem ir precu impartet3ji un eksportetdji, istekmigi Krievijas ekspeditoru un brokery uznmurmi.

Uzneémuma TVA galvenas darbibas sféras:

- kravu parvadasana ar autotransportu no Eiropas uz Krieviju un atpakal

- konteineru piegade mardrutd Latvija - Krievija

- multimodalo konteineru parvadagana

- rultirmodlie pareadajumi ar komhbingtiem transporta veidiam, apikojumu un da25diem pakalpojurmiarm
- krawvu parvadagana Eiropa

MOsu uznémuma ir ieviesta kvalittes sistEma, kas athilst starptautiskajam standartam 150:9001-2000, vadosajos
amatos strad3 tikai kvalificti darbinieki ar daudzu gadu darba sta2u.

Uznémuma pamatpriortate ir cenu optimizacijas, kvalitdtes, piegdzu terminu un uzticarmibas kopurns. MEs garant&jam
pasdfjumu atru apstradi, saviaicigu kravu piegadi un precizu apmaksas sistému.

Lai arm kur bty jOsu krava, vai am vienalga uz kurieni t3 janogada, visi transportédanas, uzglabddanas, tarificEsanas
un muitas formalitasu kartosanas darhi tiks izpildii 12ikd ar uznémuma TwA garantetu kyalitati.

Fig. 4.1.5. TVA Group corporate website. Section TVA — Par uznémumu, in Latvian



About TWA Groug Branches Mews WACANCIES Contacts

Home Logistics Tua

About TVA

The transport — freight forwarding company, TV, was established on the 23" or March, 1995, in Riga, Latvia. Our
company, which 15 a member of the Latvian Association of Freight Fonwarders "Latvijas Auto", offers Its customers a
full range of transport and logistic services, such as:

multimodal transportation

delivery of one-piece, assembled, oversized freight (including ADR) by motor transport, railway and sea, fram
European states to the Baltics and CI5

delivery of containers from Latvian ports to Russia, the CI5 and the Baltic states
customs processing and clearing of freight

insurance for freight

complete packaging of freight in Latvia, Russia, Europe and warldwide

arrangement of regular loading, for transport to/from Europe, the Baltics and Russia

Through its years af operation, TVA has become ane of the leading transport companies inthe Baltics. ts vehicle park
containg over 100 heawy-duty wvehicles of warious types (covered, refrigerated units, and container carriers).

We are continuously expanding our vehicle park, buying new vehicles, as well as using those belonging to European
subcontractors.

Twa provides transportation and freight forwarding senvices within the territory and from the paorts of Europe,
Southeastern Asia, China, North and South America, Africa and the CIS. We have established long-term partner
relations with many recognised international companies. Amaong our customers are: importers and exporters of goods,
and large Russian freight forearding and broker companies

Main Directives of TVA Activities:

- delivery of freight, by motar transport, toffrom Europe and Russia
- delivery of containers to/from Latvia — Russia

- multimodal transportation of containers

- multimodal transportation of equipment and various services

- delivery of freight within Europe

Our company applies a system of quality, in compliance with international 150 standard 5001-2000, and only gualified
employees with extensive experience can work in leading positions.

The hasic priorities of the caompany are: combination of price, guality, terms of delivery, and reliability. We guarantee
Tast processing of orders, timely delivery of freight, and accurate payment.

Wherever your freight, wherever they are to be delivered, all transportation works, storage, re-gualifying, and customs
processing shall be performed in a timely fashion, with the TWA guality guarantee

Fig. 4.1.6. TVA Group corporate website. Section TVA — About TVA, in English
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Fig. 4.1.7. TVA Group corporate website. Section TVA — Documents, in English



= O TYA Group Hanpaenesua HoBocT BakaHcuu KoHTaKTk

HosocTtn 2007

2006
TWA Industry - ochuUManeHeld NpeAcTaeuTeNns NPeAnpHATHA

TESAE Svenska AB
02.04.2007

Komnanua TWA Industry ¢ 2007 roga ctana odwUrankHbi

NpeAcTaEMTeNaM  NPEANpPHATHA TESAE Svenskanddress: Ihttp:,l',l't-\.lu-.ll.v\l.t\ta.I\-',l'rus,l'net-\ls,l'n?,l'ZDD? |
koTopoe  BasvpyercA B Weelw W 3@HWMasTCH

MPOMIBOACTEOM AROBUTENEHER MALWMH BOT Yyie 30 neT.

FINTEZ — HOBRIA NapTHEPR CTPOMTENEHOR KOMOaHaM TWA
Industry

01.03.2007

B mapte 2007 roga  womnadwa  TWA  Industry  cTana
opUUMANEHEIM - NPeACTABWTENeM  MPNEHACKOR  KOMNaHWKW
FINTEC Ha TeppuTopuy MNaTtenm v Nutes!. Komnanwa FINTEC
— COBMECTHOE MPeAnpWATHE  wpnasackod  doptel  Finlay
BWME, umetowed  S0-neTHWA  oneIT  pazpaboTid W
NPOMIBOACTEBE  AROBMIBHO-COPTMPOBOYHOMD OBORYADBEHKHA,
M NMAepa MHUPOBOMO  DelHka ToOpHOro  ofopyAoBaHna —

Fig. 4.1.8. TVA Group corporate website. Section Hosocmu, in Russian



Jaunumi 2007

2006

TWA Industry - firmas TESAE Svenska AE oficialais parstavis

02.04.2007

Kops 2007 gada kompanija TWA Industry kluva par

kompanijas TESAE Swenska AB oficidlo parstavi, kurs

atrodas  Jviedrijd un nodarbojas ar drupindSanas  masinu

razosanu jau 30 gadus.

FINTEC —celtniecibas  kompanijas  TVA  Industry  jauns

sadarbbas partneris

01.03.2007

2007 gada marta kompanija TVA Industry Kuva par Trijas

kompanijas FINTEC oficiglo parstavi Latvijas un Lietuvas

teritorija. Kompanija FINTEC— ir Irjas uznémuma Finlay

BME, kurami ir 50 gadu pieredze drupinasanas-Skirosanas

apmkojuma razofand, un Zviedru-Somu koncerna Sandvik

Tamrock, kurs ir pasaules tirgus Mderis kalnu aprikojuma

raZoSana, kopuznemums.

TWA Industry — koncerna ACMG oficialais parstavis Baltijas

walstu teritorija

01.02.2007

Kops 2007 gada kompanija TVA Industry ir koncerna AXChMG

cficialais parstawvis Baltijas  walstis.  Xuzhou  Construction

Machinerd: Gronn Ine (XCKMGY — i ligldkais iznemiams Kna

Fig. 4.1.9. TVA Group corporate website. Section Jaunumi, in Latvian
= About TWA Group Eranches =T Yacancies Contacts

News 2007
2006

02.04.2007

01.03.2007

TWA Industry- an official representative of XCMG concern in
the Baltic States
01.02.2007

From the year 2007 TWA Industry is an official representative
of XCMWG concern on the territory of the Baltic States. Xuzhou
Construction Machinery Group Inc. (XCMG) — is China's
largest enterprise which develops, produces and exports
construction equipment.

Fig. 4.1.10. TVA Group corporate website. Section News, in English



O T Group HanpaeneHua
Hauano TpaHEN0RTHEIE NEpE BOsKK A

KoHTakTbl TVA
FaHufy lamfue 36-309, Pura, Lv-1005

KapTa npoesna

PykoBoAcTBO

= ]
=t ]
N

BragumMip 3aiiues
NpesuaeHT

TeneioH: 7382352
hof.: 29207017
izl 7517577
E-mail: Zalceviditva Iy

Bnagnmip Aw
KOMMEDHECKUA JMOEKTOR
Teneon: 7382271
[l 29218373
PEKC 7517577

» E-mail: ashigtvalv

Fig. 4.1.11. TVA Group corporate website. Section Konrakrsl 774, in Russian

KOHTaKThI

TenedioH: + 371 7382375
DaKc + 371 7362444

Buktop Bacuneee
OupexTaop

TenethoH: 7382336

hof . 29207016
Pare 7517577
E-mail: viktars@tva v

AT

PYKOBOACTED
ANMUHMCTIALMA
Eyxrantepua
OTAEN MYNbTUMOAANLHEL NEpEeB030K
OTAEN MENAYHAPOAHBLE BETONE0EE030K

OTAEN OPOPMAEHMA W KOHCONMA LA
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Uz sakumu Transporta pérvadajum Tva

TVA kontakti

Ganhu Dambis 36-309, Figa, Lv-1003

Karte

Vadiba

Vladimirs Zaicevs
Prezidents

Talrunis: 7382352
[{uls} 29207017
Fakss 7317577
E-mail:  zaicev@tva by

Vladimirs Ass
Komercdirektors
Talrunis: 7382271
Mok 29218373
Fakss 7817577

x E-mail  ash@tvaly

Talrunis: + 371 7382375
Fakss + 371 7382444

Viktors Vasiljevs
Direktors

Talrunis: 7382336
Mok 29207016
Fakss 7317577
E-mail:  viktors@tva bv

AN VAN

Wacba
Administracija
Gramatvedibas nodala

Multimodalo parvaddjumu nodala

Starptautisko autotransporta parvadajumu
nodala

MoformESanas un kravu konsolidacijas
nodala

Parks

Fig. 4.1.12. TVA Group corporate website. Section TVA Kontakti, in Latvian

About TVA Groug Branches ews
Horme Logisties TvA

TVA contacts
36-309 Ganibu Dambis, Riga, LY-1008

Map

Top management

Viadimir Zaitsev
President

Phone: 7382352

i uls] 29207017
Fa 7517577
E-mail: zaicew@tva lv

Viadimir Ash
Commercial director
Phone: 7382271
[ [nls} 29218373
Fan 7917577

. E-mail:  ash@tva ly

Contacts

Phone: +371 7382375
Fax +371 7302444

»

Victor Vasilyev
Directar

Fhone: 7362336
Mob 29207016
Fax 7817477
E-mail: viktors@tva by

FANAVAY

Top management
Adrministration

Accounts department
Departrment of Multimodal transportation

Department of Automaobile transportation

Freight registration and consolidation
department

Motor transpart fleet

Fig. 4.1.13. TVA Group corporate website. Section TVA contacts, in English



Appendix 3

[y

Vienmér kusiiba/

PAR KOMPANIJU orukht | B

SIA "LUKoil Baltija R"

SIA "LUKoil Baltija R" tika izveidota 1993.gada 21, j0niia. Sodien
"LUKoil Baltija R" ir viena no vadosajam kompaniiam, kuras shrada
Latvijas naftas produktu vairum un mazumtirdzniecibas tirgd.
Uzn@mumam pieder 2 naftas bazes un 34 degvielas uzpildes
stacijas, no kuram 25 stacijas ir aprikotas ar moduliem auto gazes
tirdzniecibai. Kompanijas personala ir vairak ka 400 darbinieku.
Uznémumu vada valdes priekésedatais Audrius Stopus.

"LUkiil Baltija R" ir dinamiska, stabili augosa, mdsdieniga un pelnu
resosa kompaniia, Uznemums ir viens no lielakajiem nodoku
maksataiiem Latvija, "LKoil Baltiia R" pamatdarbibas neto
apgroziiums 2004,gada sastadiia virs 50 milioniem lathu, Liela dala
pelnas tiek investsta Latviid, kas veicina uzn@muma izaugsmi. Mo
savas darbibas sakuma kompanija Latviias ekonomika jau ir
investéjusi ap 15 miljoru laha. Uznémuma planos ir paplaginat
degvielas uzpildes staciju tiklu, bOvajot jaunas stacijas Latvijas
regionos.

Fig. 4.2.1. Lukoil Baltija R corporate website. Section Par kompaniju, in Latvian
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Fig. 4.2.2. Lukoil Baltija R corporate website. Section About the Company, in English
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| [

ABOUT THE COMPANY eent | L

"LUKoil Baltija R" Ltd

"LIKoil Baltija R" Ltd was established on June 21, 1993, Today
"LUkoil Baltija R" Ltd is one of the leading companies, operating in
wholesale and retaill market of Latvia. The company owns 2 oil
depots and 34 fuel filling stations, of which 25 stations are
equipped with modules for selling LPG. The personngl of he
company consist of more than 400 employees, The company is
headed by the Chairman of the Board, Vladimirs Kolosow.

"LKoil Baltija R" Ltd is a dynamic, constantly growing, modern
and profit-bearing company. The company is one of the greatest
taxpavers in Latvia. The net turnover of  "LUKoil Baltija R"

Ltd principal activity exceeded S0 million LWL in 2004, A great part
of the profit is invested in Latvia, which enhances growth of the
enterprise. The company since the beginning of its activity has
invested about 15 million LWL in the economics of Latvia. The
enterprise plans to expand the network of fuel filling stations,
building new stations in regions of Latvia,

S

——

-

FUEL PRICES

TODAY

ANNINMUIZAS
Riga, 75 &nnigm

Ees | 0.698
Ees | 0.668
492 | 0.665

Riga v

LUKOCIL BALTI)
ADVERTISII



TAHLAV

Beceeda & deumcenuu!

O KOMMAHKWK newmaTe | G

000 "LUKoil Baltija R"

Komnanaa "LUKeil Baltija R" Beina ocHoBaHa 21 1oHs 1993 roaa.
CeroaHs "LiJKoll Baltija R" — 3To 0aHa 13 BeayLax KOMMEHAA,
pabOTAOWK HA OMTOBOM 11 POSHAYHOM DhIHKAX HehTEMpOaYKTOR
NateA, MpearpHaTiio nMpkHagneskat 2 HedTebasbl, 34
SETOZAMNPAE0UHAA CTAHUMA, 25 112 KOTopBx 0D0pYACBaHE MOAYNAMK Mo
TOproene aeToMobNEHEIM FazoM . TepcoHan KOMMaHA HacU TbIBaaT
Bonee 400 venoeek. MpeArpHATEM DYKOBOAWT MpeaceaaTers
MpaeneH1a Ayaproc CTponyc.

"LUKoil Baltija R" — arHanidban, cTabiineHO pasBkBaklLEncs,
COBPEMEHHAR 11 ASKWAaA Mokbelns KOMMaHMA . [pegnpiaTie SenseTcs
SAHAM 143 KDYTHEALLLAY, HANOrOrnnaTENBWMKOE B JIATEMA. HeTTo-0bopoT
"LUKoil Baltija R" oT ocHOBHOM AeATENEHOCTIA KormaHki B 2004 rogy
COCTaBMM CBElWe 50 MMNMMOHOE NaTos, Bonbluas YacTe rpmbbimi
pelHEeCTVDYETCA B NaTei, Jto cnocobcTByeT pocTy Mpeanpuratid, C
HAYana CEoS JeATeNbHOCTH KOMMIaHMA Yi#e MHESCTMDOBANa B
SKOHOMIKY TTATBIA OKOND 15 MKMNIMOHOE NaToe. B nnaHax mpeanpiaaTiag

Fig. 4.2.3. Lukoil Baltija R corporate website. Section O komnanuu, in Russian
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Vienmér kust

IELAS UZPILDES STACIAS

Adrese

altksne, Gulbenes iela 1c
Riga, anninrmuiZas buly, 75
Riga, Apuzes iela 47
Riga, G. Astras iela 7
Balvi, Stacijas iela 13
Bauska, Codes pagasts “OWEi 1"
Riga, Gaigalas iela 19 a
Brocéni, Brocgnu nov,, Saldus raj.
CEsis, Yalmieras iela 12
Riga, Darzciema iela 64 a

L Daugawpils, Visku iela 17 L

Daugavpils, 18, novembra iela 119/
121

18}

ES2

0.693
0.698
0,693
0,692
0,693

0,692

0.675
0.693
0.693

0.673

0.673

ES

0,663
0.668
0663
0662
0,668
0662
0.668
0.645
0.668
0.668

0.643

0,648

D2

0,665
0,660
0,665
0,665
0,665
0,665

0.639

0,665

0.640

0,645

oo

J.612
J1.612
1,607
1,612
1,612
1,612
J.612
J.608
J.612
J.612

RS S

T

Gaze

0.304
0.304
0.294
0,204
0.304
0.304

0,304

0.304

0,304

sG

| KARIE @

[,_.1:_;_\‘_,
DRUEAT Q
=1 TR Fu D e

o f oy ) atad
= J ata>»
o oy atar
N2 & U ) atar
fl = o ) atazr
=2 & U ) atarr
= ] ata>
= | J atar
Mg Fud  awar»
= W ataw
o ata
g Ffu awmy

Fig. 4.2.4. Lukoil Baltija R corporate website. Section Degvielas uzpildes stacijas, in Latvian



Always moving forward!

ROL STATIONS

Address

=

aldksne, 1c Gulbenes str.
Riga, 75 Anninrmuizas bled,
Riga, 47 Apuzes st

Riga, 7 G. &stras str,

Balvi, Stacijas sfr. 13
Bauska, Code distr, “Dugi 1

Riga, 19a Gaigalas str.

CEsis, 12 Yalmieras str.
Riga, 64a Darzrierma st
1 Daugavpils, 17 L Wisku str,

Daugavpils, 119/121 18, novernbra
s,

ES2

0.693
0.698
0.6932
0.692
0.698

0.692

0.675
0.693
0.693

0.673

0.673

E95

0,662
0. 668
0,663
0,662
0,662
0,662
0,668
0,645
0,668
0,668

0.643

0,648

AQ2

0.665
0.660
0.665
0.665
0.665
0.665

0.639

0.665

0.640

0.645

CF

0.612
0.612
0.607
0.612
0.612
0.612
0.612
0,608
0.612
0.612

0.594

0,599

Gas

0.204
0.204
0.294
0.204
0.204
0.204

0.204

0.204

0.204

HFG

I | MAP ©

M
Ml
M

1l

1 T i
D 1

Fig. 4.2.5. Lukoil Baltija R corporate website. Section Petrol Stations, in English
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Beezda & deumcenuu!
J23ANPABOYHBIE CTAHUWK newreTe | [
Agpec E9s ESS A2 [OT ras BF me || E & & 4 < atay

|

AnykcHe, yn. MynBedec 1o 0.692  0.668 0.612 0.204 é = :!'ﬁ' ﬂ :] acar

wac  Pura, Gynee. AHHWHEMy@xAC, 75 0698  0.668 0665 0.612 0.304 é = a :] aca
Pura, yn. Anyzec, 47 0,692 0,662 0660 0,607 0.204 = r i ﬂ acar

Pura, yn. I, AcTpac, 7 0698 0.668 0665 0,612 0304 ol S5 & d ] ataw
Bane, yn. Cranum 13 0698 0.668 0665 0,612 0304 w5 &) ataw
Baycka, Logec eon,, “DIEi 17 0698 0.668 0665 0,612 0304 ol 5 U ] ataw

Pura, yn. Cairanac, 19a 0668 0.665 0.612 0,204 é = a :| CL
EgﬁiﬁcHS;mES:;oT CHA kP, 0675 0.645 0.639 0.608 - o ] atawr

Lecuic, yn. Banmmepac, 12 0,698 0,669 0,612 0.304 = {1 = el Wp atar

Pura, yn. Qapsymema, 64a 0.698 0.668 0.665 0.612 é =) '(‘_I acaA

c -1 fayrasnanc, vn. Buwey, 17 L 0.673 0.643 0.640 0.594 é = aca
~  Hayraenmnc, vn. 18 Hoatpa, 119/ PRI R I i —_ R S S—

Fig. 4.2.6. Lukoil Baltija R corporate website. Section Aemoszanpasounsie cmanyuu, in Russian
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ILDES STACIIAS ' _
VAIRUMTIRDZNIECIBA DRUK AT

IECIBA

B

SIA "LUKoll Baltija R" merkis ir pastaviga savas dalas palielindgana
naftas produkiu piegades un realizacijas tirgd, godigas korkurences

apstaklos, Ta pamata ir kvalitativs produkts un dra klientu
IAKALPOIMI apkalposana.

kontakbs:

Talrunis: 7 066 440, 7 149 635
Fakss: 7 066 420, 7 066 421, 7 963 188

Elekironiskais pasts: |br@lukoil v

Vairumtirdzniecibas pastiijumu veikdanal ICdzam izmantot sekojodus

Degvielas izsniegsana notiek no SIA "LIUKoil Baltija R" naftas bazes,

lespEjama degvielas piegade Uz klienta noradito adresi.

Piekabju noma .
LUZ AUGS U

HrE

Fig. 4.2.7. Lukoil Baltija R corporate website. Section Vairumtirdznieciba, in Latvian

& { ways moving forward!

TMPANY
NS
WHOLESALE eemt | [
"LUKoil Baltija R" Ltd aims at continuous increase in its share in the
market of supply and sales of oil products, in conditions of fair
competition. High quality products and speedy customer service lie
1 SERWICES at the basis of this aim.

For placing wholesale orders yvou are regquested to use the following
contacts:

Telephone; (+371) 7066440, 7149635
Fax: (+371) 7066420, 7066421, 7963188

E-mail: lbradlukoil v

Fuel is available at "LUKoil Baltija R" Ltd oil warehouse, address:
"Naftas baze",Olaine district, Riga region. Fuel delivery to the
address indicated by the customer is possible. Conditions and time
of delivery, and kind of payment — according to negotiation.

Tor |+

Fig. 4.2.8. Lukoil Baltija R corporate website. Section Wholesale, in English

kuras adrese ir: Naftas baze™, Olaines pagasts, Rigas rajons.

Piegades nosaciiumi, lalks un apmaksas veids — pac vienodanas.

+

FUEL
TOl
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Riga, -
EoE
E9S
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LUKO
ADY



nog

ONTOBAR TOPIroBNA neware | B

Leneto SIA "LUKoIl Baltija R" sBnAeTcA MOCTOAHHOR YESIMYEHME CBOSK
JOMW HA PEHKE MOCTEEKM W peanizalk  HedTempodyKTos Ha OcHOEe
HECTHOW KOHKYDeHLMW, CCHOBY  ANA 3TOMO COCTABNANT KAaYecTEeHHLIA
TORED WM ObicTpoe OBCNYHIMEAHME KIMEHTOR,

Ana ONTOBOMO  3aKAsa  TOMMWMEA MROCAM  ACNONE30BATE  CRedviolme
FOHTAKTHRIE JaHHER!

TenedoH: 7066440, 7149635
Dakc: 066420, 7066421, 7963188
SnekTpoHHaa nodta: lbr@iukoil v

Bolgada TOMWEa MpomcxoanT ¢ HedTebazn "LUKoil Baltija R", koTopas
pacnonoxeHa ro agpecy: "Naftas baze", OnaliHckas BonocTh,
Piickiii palioH.,

BoamMoMHOCTE AOCTAEMM TOMMWER MO aApecy KIMeHTa,

WonoBKA  MOCTaBkM, BperA  MOCTaBk - A crocob onnaTel  no
ACrOBOpeHHOCTIA.

nne e FY

Fig. 4.2.9. Lukoil Baltija R corporate website. Section Onmogas mopeosns, in Russian
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' KARTES oeukar |

Atlaizu kartes privatpersonam

» LUKOIL

LUKOIL atlaizu karte
ir izdevigs
maksasanas veids
privatpersonam. Ar
LUKOIL atlaizu karti
Latvija Jus sanemsiet
ipasas tikai Jums
pieejamas atlaides:

9476 5432

gada 31-julijam

e 0.01 LVL par vienu litru visa veida degvielai;
o Atlaides precém veikala; *
¥ ¢ 20% automasinu mazgasanas pakalpojumiem.

* Informacija par atlaidém LUKOIL veikalos.

Kartes deriguma termins ir lidz 2008.gada 31 jdlijam

imckaitnt Vianrair ian3dSiatiac atlaizn karki fnramslk e #a

Fig. 4.2.10. Lukoil Baltija R corporate website. Section Kartes, in Latvian

WEMNMAS JWILIIENY
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CARDS

Discount cards for individuals

LUKOIL discount card is
a convenient means of
payment for individuals,
and it is valid in Latvia,
Es
COn producing the
discount card at LLKOIL
fuel filling stations, vou
will get special discounts:

¢ In Latvia

i U"‘I‘l_

Always moving forward!

FRINT g

) LUKOIL

!
I

987k 5S43c

jada 31.julijam

o 0.01 LWL per ore lire of fuel of all kinds;

e Onh goods in shop™;

e 20% on car washing services,

*ith some exeptions

Fig. 4.2.11. Lukoil Baltija R corporate website. Section Cards, in English
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TAHLA

a MpMYENOE

KAPTOUKI newnaTe | L) A
Puar:

E9E

CkngoyHaa Kaprouka ,LUKOIL” gpna duanuecknx nuy 95
A92

CKnaoYHan KapTouka
LUKOIL — BrIroAHbIN BUA
onnatel ANA PU3MYECKUX
nuy. Co CKMAOMHOIM

'\ LUKOIL [re

kapToit LUKOIL B AK
nonyuuTe ocobble ToNbKO
Bam AocTynHele cknaku B " ¥ 9a7L 5432
JNlaTenK: 8.gada 31.ja1ijam Vicn
3an
e 0.01 LVL Ha kaxaslt nuTp nioboro Buaa EE:;

Tonnuea;
e CKMAKW Ha ToBapkl B MarasuHe; *
e 20% Ha ycnyru aBTOMOWKH.

*uHchopmauna o ckugkax B marasuHax LUKOIL.

KapTa geilctenTensHa go 2008 roga 31 uions BKNIOYUMTENLHO.
MNpuobpeTasa ckugouHyo kapTouky LUKOIL oguH pas , B
AanbHelWweM KnueHT nonyuaeTt e€ BecnnatHo, obmeHunBas

s cTapyio KapTyY Ha HoBYIO!

Fig. 4.2.12. Lukoil Baltija R corporate website. Section Kapmouxu, in Russian

' Vv BUNKURESANA oeurer | B

SIA "LKoil Baltija R" patreiz  dinamiski attista tadu perspektivu
komercdarbibas virzienu, ka peldlidzek|u burkurgsana, Bunkurésana
ir darbietilpigs process. Tas sewl ietver: naftas produkiu
plenemsany, izmantojot deelzcela ransportu, to parkraudanu un
uzglabasanu noliktavas rezervudros, nepieciedamas kyalitates naftas
produkbl sagatavodany, to iekrausanu bunkurgtakugos, piegadi un
parkrauganu no bunkurgtajuga uz pasttitaja kuda degvielas
tvertmem.

Jaatzimg, ka ar kugu bunkurgsanu nodarbojas tikal neliels skaits
kompaniju visd pasaulg. SIA "LUKoil Baltija R" burkurésanas nodala
ir izveidota samérd nesen — 2001.gada septembr. MNeskatoties Uz
to, kompanija pa So laku ir ieguvusi lielu pieredzi dazadu
kategoriju naftas produkiu bunkurésana. SIA "UJKoil Baltija R"
patstavigi veic peldiidzek|u burkurésanal repieciesamo naftas
produkhu raZosanu un piedava pircgflem  augstas kvalitates
degvielu, kuras cenas ir konkurétspaiigas.

Pac papildus informacijas un degvielas pasttidanal Odzam griezties
Lz sekojodiemn kontakttalruniem:

3 Talrunis: 7 066 400
Fakss: 7 066 420, 7 066 421
E-mail: Ibr@lukoil v

Fig. 4.2.13. Lukoil Baltija R corporate website. Section Bunkurésana, in Latvian
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INS "

2 SERVICES

BUNKERING eein |

"LUKoil Baltija R" Ltd is mow rapidly developing a perspective
activity of commerce, vessel burkering. Burkering is a time-
consUming process. It includes: receiving oil products via railway
trangport, their handling and storage in depot containers, preparing
oil products of the required quality, loading into bunkering vessels,
delivery and transshipment from burkering vessel to the fuel tarks
of customer’s vessel,

It must be mentioned that only a small number of companies
throughout the world deals with vessel burkering, "LUKoil Baltija R"
Ltd Bunkering department was established guite recently — in
September 2001, MNevertheless, the company has gained great
experience in bunkering oil products of different types since then.
“LIKoil Baltija R” Ltd is constantly producing oil products required
for wessel bunkering and offers the customers high guality fuel at
competitive prices,

For additional information and ordering fuel vou are reguested to
use the following contact telephone numbers:;

Telephone: (+371) 7066400
Fax: (+371) 7066420, 7066421
E-mail; lbr@lukoil v

Fig. 4.2.14. Lukoil Baltija R corporate website. Section Bunkering, in English

Ry
ANNI?
Riga, |
=
E9S
Y=y

LUKO
ADV



nog

¥V  EvhkeroBka newrare | B}

CIAHKM 113 MpekmylecTe komnadka "LUKoIl Baltija R" no cpaeHeHo -
APRYTAMA KOMIEHAAMA, 3aHMMEOLLMMACA TOProBnei JedTerpoaykTami &
TaTEAA, FENAETCA AMHAMAYHOS DAIEMTIE MEPCreKTMEHOO HAMDEENEHMS
B KOMMEDUECKOM ARATENBHOCTIA MPeArpiaTa — ByHKEpOBKI,
EvHepOEKa — TRYAOEMKMAA MPOLECs, OH BIKMOYaeT B cebDd; mpkem

Herh TEMPOAYKTOE MO MEeNesHOM Jopore, Meperpysky 1 xpaHeHke 1x B
pesepEYaDaX CkNaaa, NoAroTOBKY TOMMMEa HeoDx0aAMMOoro KaqYecTES,
MOrpyaky Ha MNaebyHKepoBLLVMKA, AOCTABKY M0 A0 CyaHa —
MoTRebTENs M Mepekaquky 1z NMNaEbyHKepcBELLMKA B TONMMEHBIE TaHKM
cyaHa.

HeobxoaMo 2aMeTiMTe, YTo ByHKePOBKOA 2aHymMaeTea Hebonblwoe Wacno
KOMIEHIA 10 Bcery MApy. OTaen ByHkeposka  "LUKoIl Baltija R"
0BpAZ0BAH CPABHMTENEHD HeAaBHO — B ceHTAbpe 2001 roja, Ho 2a
EpeMd, Mpolealies ¢ TOMD MOMEHTA, koMMaHMel Bein mprobpeTed
DONELWOF ONBIT Mo DyHKepoEKe HehTerPoaAYKTOE PaamMMYHED KaTeropikA,
KOoMNaHAA CaMOCTOATENEHD WaraTaBMMBAST MPOAYKT AN DyHKEDOBKI K
MpeAnaraeT KAMEHTaM BolCOKOKAHECTBEHHOS TOMMWMED MO
KOHKYPEHTHOCMOCODHEIM LIEHEM

3a AoNoNHATENEHOM MHDOPMALMEA 11 AN 3akasa TonMEa MpockM
WICMOMb30EATE CREAYIOLLME KOHTAKTHRIE AaHHEIE.

TenecoH: 7066400

Qawe: 7066420, 7066421

[T P I T P

Fn Y

Fig. 4.2.15. Lukoil Baltija R corporate website. Section byuxepogxa, in Russian
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Markéta dizeldegviela apkurei

SIA "LUKoil Baltija R" marké dize|degvielu ar séra saturu ne
vairdk par 0,2%.

Maftas produkbus marke, 1000 litriem naftas produkhy, pievienojot
vien no zemak mingtajam sarkanajam krasvielam un vienu no
zemak mingtajam kimiskaiam vieldm, atdecigaid daudzuma.

Par sarkano krasvielu izmanto vienu no $adam vielam:

e [N-etil-1-(4-fenilazofenilazo) naftil-2-aminu — vismaz 5,0

gramus;

e P-etilheksil-1-(tolilazotolilazo ) naftil-2-aminu — vismaz 6,5
gramus;

e [-ridecil-1-(tolilazotolilazo) naftil-2-aminu — vismaz 7,4
gramus.

Par kimisko vielu izmanto MN-etil-MN-[2-(1-izobutoksietoksi)
etil Jazobenzol-4-aminu (Solvent Yellow 124) — vismaz & gramus,
bet ne vairak ka 9 gramus.

Prasibas patérétajiem

Lai iegadatos markéto dizeldegvielu, SIA "LUKoil Baltija R"
klientam jauzrada VYalsts ienémumu dienesta izzina "Par
tiesibam iegadaties markétos naftas produktus".

Fig. 4.2.16. Lukoil Baltija R corporate website. Section Produkti un pakalpojumi, in Latvian



Marked fuel oil

"LiKoil Baltija R" Ltd marks fuel il with sulphur content not
exceeding 0. 25%.

Qil products are marked, by adding in appropriate quantities, one
of the red dves and orne of the chemical substances mentioned
below, to 1000 litres of oil products.

Orne of the following substances is used as the red dye:

e M-ethyl-1-(4-phenylazophenylazo ) naphtyl-2-amine — no less
than 5.0 grams;

e MN-ethiylhexyl-1-(tolylazotolylazo) naphtyl-2-amine — no less
than 6.5 grams;

e P-ridecyl-1-(tolylazotolvlazo) naphtyl-2-amine — no less
than 7.4 grams.

As chemical substance, MN-ethy|-N-[2-(1-izobutoxyeton )
ethylJazobenzeno-4-amine (Solvent Yellow 1247 is used — no less
than & grams, however, not exceeding @ grams.

Requirements for consumers

In order to purchase marked fuel oil, "LIUKoil Baltija R" Ltd client
shall produce a notice confirming the persom's right to purchase

Fig. 4.2.17. Lukoil Baltija R corporate website. Section Products and Services, in English



MplaHaHE! WecTh knaccos AWaenHa. "LUKoil Baltija R" & neTHes
BpeMA MpeanaraeT AMaenid knacca C (MpedensHas TemMrepaTypa
DUNETPALA — MAHYC 5 rpaaycoe ), B akivHee (¢ 1 HoAbpa no 31 mapTa)
— 2-0ro Knacca (MuHve 32 rpagyvea)l.

MapKMpOBaHHbIM A3enb AnA oTornneH\A

Kormadiag "LUKoil Baltija R" mapkipyeT amMzensHOe TONMKEO C©
CoAepHaHien cepel He Donee 0, 29,

HedbrernpoaykTel MapkoyioT myTeémM gobasneHia Ha 1000
HehTenpoAYKTOE OAHOMD M3 HMAEYNOMAHYTEIX KDacHR! KpacALLW
BRUIECTE I OAHOMO M3 HFBKEYMOMAHY TR XAMAYSCK BELIECTE B
COOTEETCTEYIOLLEM KOMMUeCTES .

B KadecTBe KPacHOro Kpacalero BellecTBa Womone3vioT OHo 13
CReqyoLLLy BellecTE:

* NN-etil-1-[4-fenilazofenilazo) naftil-2-aminu — He medee 5,0

MpAMMOE |

o [M-efilheksil-1-(tolilazotolilazo) naftil-2-aminu — He MeHes 6,5
MParMoE ;

o [N-ridecil-1-(tolilazotolilazo) naftil-2-aminu — He meHee 7,4
MParMOE ,

B KadecTBe XMMKMYECKOro BelllecTBa WMooneayioT [N-etil-i-[2-(1-
izobutoksietoksi) etilJazobenzol-4-aminu (Solvent Yellow 1247 — He

Fig. 4.2.18. Lukoil Baltija R corporate website. Section /Ipodykmet u ycayeu, in Russian
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LUKOIL BALTI

UZRAUDZIBAS PADOME AKCIIAS

Teatra iela 9, Riga, LV-1050
Izmanto sav
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Talr.: (+371) 7 216 086 U sanem LUK

Fakss: (+371) 7 216 795

e-mail: zanda@Ilukoil.lv

Fig. 4.2.19. Lukoil Baltija R corporate website. Section Kontakti, in Latvian
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CONTACT US eant | B

3 Alises sfr., Riga, Lv-1046, Latvia

B Phome: (+371) 7 066 400 IRiga >

Fax: (+371) 7 066 420, 7 066 421
e-mall; lbr@ukoil v

LUKOIL BALTI)
ADVERTISI

WHOLESALE DEPARTMENT

3 Alises sfr., Riga, LV-1046, Latvia
FPhone: (+371) 7066440, 7149635

Fap: (+371) 7066420, 7066421, 7063188
e-mail; lbr@lukoil, v

LPG wholesale department
Fig. 4.2.20. Lukoil Baltija R corporate website. Section Contact Us, in English
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Ten.: (+371) 7 066 400 [re
Dakc: (+371) 7 066 420, 7 066 421

e-mail; Jbr @lukoil . v
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¥n, Teatpa 9, Pura, LYV-1050
Ten.: (+371) 7 216 086 Wcn
Tare: (+371) 7 216 795 3ar
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Fig. 4.2.21. Lukoil Baltija R corporate website. Section Konmaxmui, in Russian



Appendix 4

Shannon?20%

Tporpansa mis Tex, Ko CTaET neHsM

D3k 3apnnara / Kanpe: Crnap [ Teprosns OcHoBHble CPeAcTsa

C 1993 roma o Matewn pafioTaer nporpanva  Shannon-2000, B Teveie IV MET MporpanMa
GTRABATLIEANACk © YHSTOM MEAKTHARTOID ONLITA, ZaMe4aHR W MPEARGHEHAN KINGHTOR ) @ Hee Gulm Sanars
SHeCRHLI MHOIGHMCMEHHLIR MEMEHEHHR, HTO MOZEONART CRrORHA OTHECTM MPOTpamMdwii Kownneeo — ACSRSFEHS
Shanner-2000 & wncny canmix W HaRzRLX
P e ByxranTepCKHx MpOTRa TaTeHH,

npoAykTEE Ha

Snznnon 2000

Samasars
Cpepm Wawwx wimenTos - w

Topragke H HpHs; KemnaH, ruTaan  Shamen 2000
@ O komna-uu M BeRWME yusfHiie  23ReReHHA. [WGKA CTRYKTYRZ MPOIPaMMEl M COMYTCTEYIOWErD  copeHca

NPEADCTABMAOT SOMOKHOCTE WNDML0RATE Ge AMA BeAeHA AMHAHCOSOTD YHETA Kak B mamom
GHoHEGE, TaK 1 B KPYITHOM, KH4A MPSATRHATHA GO HHGKECTEOH SUAANDE 1 MIOASTRYKTYR Teumecie
[ —

o Llarbl
KomnnexTauna
« Downloads il
nozsanser yaeTa

h FEnARTCR MO Dumances -

CPRACTBaNM; BKMIOUAST B CbA CORBAMME KACCOBSX 1 BIHKOBCKWX AOKYMGMTOB, CHSTOB - haKTyP, FAQ

T ACOBLIE OTHRTEl, YHRTA AeGMTOROE-KPEAMTORGE, APYTHE ROKYMEHTLL MORMSPAMEIRT EAMOTHLIE
KoHma anepaumM, ..

Aononurensusie moayn:

® @uanchit+ - paciKpeHKan Eepcus B33050ra HoYnA Shannan-2000; exnouaeT & cefa pan

AONOHUATE Al i 38 TOMATUSUPOEAHHAIE ehYHIKUMI, HAMPMMED, FEHEPATOR MPOMEEOMEHAIX OT4ETOE
Ochorubte CpepcT=a - MORYNE SKNIGHAST & Cais PACHET UEHOCA OCHOBHEIX CPRACTE Kak AN
EAN3HCa, T M AR HANDROE] ESASHME KaPTOMEK Ha KSKADE OCHOEHOS CRRNETED ASET BOMMONHOCTE
AHARATINECKOTD YHeT3 GREpaLMii Mo DCHOSHEI CPERCTEaM & MOCRSRYIOLYAN hOPHMPGE aHMeM
pazms: oT4eTOR
3apabioTHan MNaTa - MPRRHIHAYEHE ANA ESASHIA K3APOROTD 48T HA MPEATMAT MM 11
4ETOMATME UMM PACHETOE € PAGOTHHKIMM Y4BT OCYILECTERASTCA N9 CTRYKTYRHEM

Pazrunsie yposki

Tari, Rorosapa u Ap. J; eucTama cpaiine i

23paBTHON NNATLI € NOENEAYIGILHM HSCTIORTEN & GaHKOECKHE MPOTRIMMLIKAMEHTE
(Hansabanka, Unibsnks, Kraibanks, Parexbanks, Ristumu banka, Nord/LB, 11 ap....).

§ Cxnap - mogyne am cknapckoro yueTa; niaos
KONMYRCTED CKNIACE; MOZECAART YYMTEIEATE TOEIPE! M HOPMARCEATE LEHEINO PazAHIHEM
METOAMKEM, GORMUPOBATE HAKAAAHEIZ, AKTEl MEREAZH, HHEEHTIPHIALMOHHEIZ KTk M ARYTHE
AoKyHEHTE

* Toproens - womyme, A Toprosoft
(KK EITOROM, T3k 1 PEZHAAHOM) ¢ BOPMMBORIHMEN BCel HEDEXOAMIMOR OTHETHRCTH MPorpaa
IGZEONAST BSCTH YHET M CKNZAaM M TOPGELIN TOMKaM, BRCTH B22MMOPICHETN C NOCTZBUIKENH
npeaycHaTpeHa He TOMbKO KaCCOBOND anNapaTa, Ho 1
AT MepvebepHiIL I YCTRORCTE - HaNEMMER, BSCOB MM TaHERa.

KoMnnexca

Mporpana EeneHie o yuera, 4T nossoner

P e
ROToKM & NonHaM obkawe.

o sh sepaite YHETa, 4TS NOIEONAET SETOMSTHYACKM
IPEOUSHES TS BATIOTHLIE OCTATION, COSRAEATE AOKYMEHTEI KyYPCOEDH PASHIUSI 1 HEMOMSS0ATS.

Ha miafiom Yposre.

. < apyriwn Mpw yeTaMosKe Nporpammet Shannon Ha

mm@ TIPRAEHATHM, BOTaRWEM < ARYTOR BYXTaNTERCKGH NPGTPaMMOF, creunaneTami Bankor-Ealia

moryT Brre TaBnuer ann VetoLyICn Aanbeix &
dopriat nporpans.

Fig. 4.3.1. Shannon Ltd. corporate website. Section Shannon 2000, in Russian
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Programma tiem, kas skaita naudu

Finanses Alga / Personals Noliktava Pamatiidzek]i

Shannon-2000

Shannon 2000
Sakot ar 1999, gadu Latvij stradd programmatiras komplekss Shannon-2000, kuru izstradaja demo versija
SIA "SHANNON" specidlisti, Tris gadu lakd misu darbinield pinveidoja programmu, pemot vera
praktisko pieredz, kientu piesimes un igteikumus. Sobrid kompleksu Shannon-2000 var pieskaitit
wismodernake, perspektivako un droako programmproduku Klasei gramatvedibas programmu tirgd Pietelkéanas
Latvia. Shannon 2000
demonstracijal
Misu Kientu lok3 ir valsts un privitss organizdcias; rafodanas, trdziechas un starpniechas
uznémumi; sabiedriskas &oindanas uznémumi Ln augstskolss. Elastiga programmas un papildservisa
struictira Jauj to pisietot finansu uzskaits gan mazaja, gan lielaj biznesa, pat Lznsmumos ar sazarotu Tehnisks
struktru un liel apakivienibu skaitu. prasibas
Komplektacija
Programmatras kompleksa Shannon-2000 minimala konfiguracia ir moduiis Finanses. FAQ

Papidus madu:

® Finanses ++
= Darba alaa

® Pamatlidzekli
= Noliktava

= Tirdznieciha

v h 2000 Tpatnibas

Programma nocroéina vairaklimenu analitisko uzskaiti, kas |auj Lzngmuma vacibai planat
darbibl un pind apjom3 kontrolet prefu un naudas pldsmas.

Shannon-2000 athalsta uzskaiti vairakas vallitds, kas lauj automatiski parekingt valltas
atlikumus, veidot kursa starpibas dokumentus un izmantat esofo informaciu jebkurd analtiskaja
fimeri.

Savienojamiba ar citiem programmprocuktiem. Gacliuma, ja komiplekss Sharinan-2000 tiek
Lizstadits uenBmuma, kuré stradsja ar citu gramatvedibas datorprogrammu, misu specidlisti
piedav3 fpalas tahulas datu hizes kanvertS%anai SOL formata.

Ertas servisa funkcijas., T§, pieméram, ieblvets "Klients - Barka” sistama nodrofing atru
rnaksdiumu uzdevurnu nodoZanu elektraniskd veids; opdia "WWW valitas kursi” piedad
lietotajiem aktulu informadiju par valitas kursiem tiedi no Latvijas Bankas. Kompleks3 Shannon-
2000 ieklauts lieks Fdfign apciju skaits, kas hitiski atvieglo ikdienas darbu ar programmu

* Iebivéts drukasanas formu redaktors dod listataiam ar piereds isspéju recigét esofo
cokumentu paraugus un, nepiecietamibas gadiiuma, veidot pinigi jaunas formas.

Elastiba un noskanoSanas iespéjas

* Moskanot sistemu jebkuram uzskaites veidam un veikt uzskaiti pec dafadam metodam;
Rediget un izveidat jaunus dokumentus;

*® Mainit ekrana redzamas un izdruku dokumentu formas;

weidot jaunus 3umalus darbam ar dokumentiem;

Redidst standarta atskaifll veidofanas formas un alooritmus,

Fig. 4.3.2. Shannon Ltd. corporate website. Section Shannon 2000, in Latvian
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‘The program for those who counts money

Accounting Human resources / Payroll Warehouse Fixed assets
Shannon-2000 (s

. Shannon 2000
Program Shannon-2000 has been used in Latvia since 1999, it was developed by programmers of Bt
Shannon Ltd. During three years the program was fulfiled in view of practical experience, remarks
and offers of clients; mumerous changes have been made, and todsy the prooram complex
Shannan-2000 can be called one of the most advanced, perspective and reliable software products Technical
in the market of accounting programs of Latvia, requirements

Among our clients there are stats and not state organizations; industrial, trading and dealer

companies; public catering establishments and higher educational institutions. The flexible structure

of the program and accompanying service give an oppartunity to use it for conducting the financial

account both in smal business, and in large, inclucing the enterprises with set of branches and! £l
substructures,

Completion

The minimal configuration of program complex Shannon-2000 is the module Accounting which
allaws carrying aut automation of book keeping of the enterprise by minimal means; it includes
creation of cash and bank documents, invaices, advance reparts, the account of debtors-creditars,
ather documents; it supports currency transactions. ..

Additional modules

* Fixed assets- the module includes calculation of deterioration of the capital assets bath for
balance, and for taxes; conducting cards on each basic means; it enables the analytical account
of operations on capital assets with the subsequent formation of various reparts,

« Payroll - ths module is intended for conducting the personnel account at the enterprise and
automation of calculationssalary payments withto workers; the account is carried out on
structural divisions; variaus levels of the analytical account (financing, themes, contracts, etc.)
are supparted; the system automaticaly prepares fles of transfers of wages with the subsequent
export to bark programs-clents (Hansshanks, Unibanks, Keajbanka, Parexbanka, Rietumu banka,
Nord/LB, and etc....).
* ‘warehouse - this module is intended for store account, supports any number of stares,
allowws to perfarm stack - taking and farm prices according to different methods, alsa it allows to
form invoices, transmission and imventory acts and other documents,

+ Sales manager - this module is adapted for companies dealing with sales (both wholesale and
retal) with farmation of all necessary documentation; the programme helps to perform stack-
taking of the store and places of goods’ distribution, conduct payments between suppliers and
their clients, also it is possible to connect not only a cash-register, but alsa other periphery
devices - far example, scales or scanner.

Peculiarities of programme complex Shannon-2000

The programme supports multisvel analytical accounting, which alaws for head of the company to
plan and control goods and money processes complstely.

Shannon-2000 supports multi-currency accourting, that alows automatically to re-evaluate currency
remainders, create docLments on difference of rate of exchange and Lse: of avalable information on
anty analytical level

Fnmhinahility with ather reomeamme andicts When instalinn reaorammes: Shannon->000 fore the

Fig. 4.3.3. Shannon Ltd. corporate website. Section Shannon 2000, in English



shannon?2000

TIpOPaNAA AR TEX, KTO CHMTAET AEHMYH

RU IV EN Yenyrn KnuenTs! ApxuB HoBOCTE# Cobinkmn
0 KOMMaH
Ciarame
KomnaHia SHANNON SIA Gena ocHopada B 1005 roay. OCHOBHEIMM  HanpaeneHMsmi Lben
ASATEMEHOCTY KOMMAHKM CTanW PazpafoTka, CORA3HME, MAPKETVHT, NOAASPHRK3 M EHEADEHWE
BLICOKDMPOMZE0AVTENEHEN, MHOTONOME30BATENECKUX b1 SKOHOMAUSCKN S EKTMEHEIX MDOTDAMMHEIX
= Shannon 2000 PMNOKEHUE, CO3AaHHEY Ha DCHOES HOBBHLIMX MHDOPMALMDHHEL TEXHONOMHEA e
npeseTaLmO
Hallk CeuManicTel ofinagaioT MHOTONETHWM ONLITOM PaboTel B Cliepe ABTOMATMIALMH BEASHWA Shannon 2000
2 O KOMNaHUU HMHAHCOBOND M YMPABMEHYECKOND yuETa, BCE HaWd MporpaMMel paspafioTaHel B Tatews, AnA
CYWSCTBYIOUWT  MMBHHO 3jeck MOASnel  fwBHeca, MecTHb  OCODEHHOCTEA  BeAsHWA
GyXranTepckoro YueTa, W WCxoAA W TpeOoBaHII KOHKDETHER akazuikoe, Bre, uTo npeanaraet FAQ

= LieHbl Halla droMa, MEl COZARMM M OTRAGOTANM Cami,

SHARNOM YEMBWHD yUaCTEYET B TEHASDEN HADSAY C BEAYILMMIA NATEWACKMMA pa3naboT-vkabi
LTS BYKFaNTEPCA W MHAHCOBLX MPOTPAMM. M MPEANAFAET FOTOBGET MPOFPaMMHGI  KOMMMEKT
"Shannon-2000",  CeuMancTsl  fipMsl  OTIMNAOTEA  BhicOUaiuel  keanvdvkauved W
MCMONHVTENEHOCTEI, MTO NOBONABT HAWeW (vpMe Brerda ADcTurate Tpebyemoro sakaswikom
s Konmakmbi pesynsTaTa, HeTkn CKOODAVHMPOBaHH3A paboTa MporpaMMMCTOB-paspaloT YMkDE v CeuManicTos
no BysranTepckomy yueTy NoseonAeT sthdekTveHa ONTHMVEMpOEaTs ByxranTepckii yueT mabod
CROKHOCTA 1 CELMda,
B HALMK MPOBKTaX Mbl WCMOMB3YEM K3K KOMMEDUECKME MDOTPEMMMGIE PEWSHUS  BEAYLMK
npovEe0AMTENel Barland v Microsoft, Tak M CBOB0AHO PACTPOCTREHABMEE AVCTEVEYTVES Linl W
FreeBSD, 370 NOBONAST NOAASMMMBATh KOHKYPEBHTOCNOCOGHER YPOBEHE LEH W MpeAnarats
PElUeHMA, NOMHOCTLI COOTEETCTBYIOWME ANKMTEKTYDE KOPMODATMBHON CETH 33Ka34HKa.

Ten, (Pad)i 7083411, GSM: 29202750, yn, Kankkss 1 (BTY), Pra, L1652 shannon@shannan.fe
Gopytight © 2005 SIA Shannon, Bee npasa JaHLIEHk,

aEETTg)

Fig. 4.3.4. Shannon Ltd. corporate website. Section O komnanuu, in Russian
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Programma tiem, kas skaita naudu

RU LV EN Pakalpojumi Misu klienti Zinas arhivs Saidu katalogs

Par kompaniju
Shannon 2000
© 2007. gads paliek 12 gadi, kop? misui firma s3kus! stradst gramatvecibas programmu tigl Latvjs, — 9emo versiia
$3fd Iak3 i reaiz8ts liels projektu skaits un glta nodmiga piereckze gramatvedibas programmu
nodrogingjuma st 3daEana.

u Shannon 2000 SHANNDN kop ar vadogajem gramatvedias un finansu programmatiras istradataiem vekemioi  Plebekéans
piecki3s tenderos un pieddva gatavu programmatiras kompleksu Shannon-2000, Moy Shannen 2000
specidlistien i augstakd kalitkacia un roniga sttisksme pret darbu, kas lauj misu firmai vienmer  demonstracial

« Par mums sagmiegt Kienta pieprasito rezultdtu. Preci koordingta programmEtdiu un ardmatvedy sadarbiba
|aLy efektivi optimizat jebkuras sareditibas finansL uzskaites UZnEMUMS.

» Cenas Msu projektos tiek izmantoti gan komerciaie programmu risingjumi (Borland, Microsoft), gan arf
brivi pieejamie Linux un FreeBSD distributhi. Tada pieeja lauj nodrogingt konkurstepsjigu cenu
fmeni un piedavat risingjumus, kuri pirigi athist pasititaja korporativa tia arhitekttrai,

» Downloads
SHANNON turpina dinamiski attistities, Mes nestavam uz vietas, katrd jauna programmas versija ir
vairak iespEiul, neka iepriekieids, Neskatoties Lz to, ka Sobrid Shannon-2000 jau ir viena no savas

= Kontakti Klaszs pirigakajam programman, mosu projekti pareck atfistiou virziend uz tuvakas nakotnes
aktualitatsm,

* Turpinas interaktivas funkcionalitates izstradasana.
Programmal ir iespéja kanvertEt informaiju vairskds barku kientu programmas. Tas lauj letotsam
sttt maksajumu Uzdevumus un faktirekinus pa elektronisko pastu, vienkarsi nospiezot pogu
Machulim “Darba alga® ar tagad pisdkirtas or-ne funkcijas, Tiek izstradata iespBja saistities ar attao
serveri o Brauzers (neizmantojot kientu programmu), Tada veid3 paradisies iespeja stradat pat
ar talu izvietotu noliktavu,

* Atjaunoianas automatizaciia
Jau tagad lietotdis var patstaviol atiaunot programmu ar FTR un HTTR pafidabu, Lietotals grieas
pie fall arkiva, servera - Aereratora programmas dala salidzing lietotEja uzstadiumus un
promrammas datis (e daturma un versias) un vecus fails automatisk nomaing pret jauriem.

* “Pagpieti * gra radiana
Tuvakajd nakotnd tiedi tidas programmas parmems vadoiSs vietas sareZ@its un dinamiskd
informacijas tehnologiiu tirgl, PaSpietiekam3 programma stradss ar cigitlo parakstu un vargs
automatiski generét atskaites nodoklu iestadém ar bridi, kad WID un GAF nodrodinds to
pienemzanu elektroniska veid ar tida kiientu programmarm....

Tal, (Faks): 7089411, GSM; 29203750, Kalku isls 1 (RTLY, Riga, LV-1658 shannon@shannen v
Copyright © 2005 51 Shannan

EEETE)

Fig. 4.3.5. Shannon Ltd. corporate website. Section Parkompaniju , in Latvian
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Fig. 4.3.6. Shannon Ltd. corporate website. Section About Company, in Englis

sShannon?2000

The program for those who counts money

Activities Customers Arhived news Links

About the Company

The company Shannon Ltd, was based established in 1995, The basic directions of activity of the
compary became development, creation, marketing, support and introduction of the high-
effiiency, multi-user and economically effective program appencices created on the basis of the
newest information technologies.

QU experts possess a long-term operational expetience in sphere of automation of conducting the
financial and administrative account. Al our programs are developed in Latvia, for models of business
existing here, local features of conducting book keeping, and proceeding from requirements of
concrete customers, Everything, that our fimn offers, we have created and have fulfiled.

Shannon Ltd, successfully participates in tenders aongside with conducting Latvian developers of
accounting and financial programs and offers a readly program complex "Shannon-2000", Experts of
fim are differed have by the highest qualification and sense of duty that always alows our firm to
reach result required by the customer. Precisely coordinated wark of programmers-developers andt
experts on book keeping alows to optimize effectively bock keeping of any complexity and
specificity,

In our projects we uss commerdial program decdisions of conducting manufacturers Borland andt
Microsoft, and freely distributed distribution kits Linwe and FreeBSD. It alows to support a
competitive price level and ta offer the decisions fully complying architecture of a corporate network
of the customer

Shannan Ltd. continues to develop dynamically. We do not cost on a place, the program is
constantly improved, each nes version of the program has stil the big opportunities, than previous.
2nd though at a present stage of development Shannon-2000 is one of the most perfect programs
of the class, our projects provide something that becomes actual in the near future,

* Development of interactive functionality proceeds

In the program exists an opportunity to convert the information for the majority of bank
pragrams-clents. The user now can dispatch accounts and invaices by e-mail, smply by pressing
the "button” in the program. Madule *Salary” wil also get online functions. The opportunity of
the reference to the removed server from a browser (without the program-client) i developed,
Thus it will be possible to work even with the remaved warehouse.

Automation of updating

Alreaty naw the user can independently establish automatic updating of the pragram on
Intermet with the use of reports FTP and HTTP. It is as simple, as in Norton Antivirus, The user
addresses the file archive, the program part of the server-generator verifies installations of the
user and the data of the pragram (by date and by version) and changes the "delayed” files itsalf

Creation of the “self-sufficient” accounting program

In the near firture such programs will passess leadership in the complex and dynamical market
which is the market of information technologies. The self-sufficient program can work with the
digital signature and automatically generate reparts to tax services, Already now there is 2
completion of the program for a possibiity of electronic declaring according to nesw standards of
the State Revenue Service (more in detal...)

Downioad
Shannon 2000
demo

FAQ




shannon?2000

FIpOTpaNMa [1R Tex, KTO CITAET ASHBIH

RU ¥ N [porpaMmubie Mogynm ! OBecny*MBaHME NPOrpamMm

Llenb! Ha 04.04.2005

Uets! & dhopmate peif (95,08 KB)

Cavams
Resoenca
L3 HAMMEHOBAHVE LIEHA *
1. |ABTOMATMZADOBaHHbIE CHCTENMbI BysranTepcoro yuera
= Shannon 2000 £ L L & S AT
1.1, | SHANNON-2000 Lite 230,00
Bnouan: “Bumawce” + CTaHASPTHE onepaum g Banamca. Shannon 2000
« O KoMnaHuu 1.2, | SHANNON-2000 Pro- omononsscesrenscias sepena
Bianoan “Puana’, “Bapnaata’, “Cunan, “OcaseHvie cpencTea’, "Banawe’, Thiawra’, 660.00 Texnmsecke
@ Lerbl “PacieT npHBK i yOuTKOE", "OTueTM ne PYINY, “Kypcosan painuia’s MPBKTEPHCTHKA
“Aeancossis oTHRTU" W i
« Downloads 1.3 | “OcHoBHEIR CpeacTEa” 250.00
1.4, |“Toproens” R 600,00 FAQ
(£ BOIMOKHOET 0 NORKRIOUITE: KaccoRsi annapaT, B2, ckamep, Hapmes)
o Kosmakmsl 1.5. | “3apnnara/taape’” 300.00
2. |Hopan BepcvA Nporpamkbl SHANNON-2000 CiaKa 50%
Upgrade™* (01.03.2005)
3. | RononHutensHbie dyHLw
3.1, | 3KcnopT oTueToE B Ward, Excel 1 Apyrie nparpamel (hopmatk) 80.00
3.2, | SkcnopT wichopralu & cHeTeme KvenT-Banc 40.00
2.3, 50.00
ABTOMATMUECKAA OTMDABKA NENEVUHLI ACKYMEHTOR (InWaices...) Mk
OTUETOR KNMEHTAM N0 3NEKTPOHHOM NouTE
3.4, | ¥CTaHDBKa 11 HACTPOiKa JononHuTensHoro pafiouero Mecta 25Ls { uac
3.5, | AONanHUTENEHaA KOHDMMYRALMA CHCTEME), ADNONHMTENsHDE oByueHue | 15 Ls /| yac
4, |PaspaboTku4 Ha 3aKka3
4.1. | PaspafioTka HOBOD NPOMPaMMHOND DBECMEYeHA foroeop
4.2, | Co3aTh HOBLIA OTUET (11 KATErOPIM COAHOCTY) ~35.00
4.3, | C03A3Tk HOBEI OTUET (2 KATEropHk CNoskHOCTH) ~50.00
4.4, | Co3aTh HOBLIR OTUET (31 KATErOpUM COKHOCTA ~B0.00
4.5, | Peanvzauyia HOBbIX diyHKMOHLHL) BOIMOAKHOCTER foroeop
4.6, | PEanMEaUMA HOBEIX CEPBMCHEIX BOMOXHOCTEN Aaroeop
4.7. | Mcxoapsie TercTel Mporpare: foroeop
5. | lonannuTensHbie dyHKLM ANS aAMAHUCTPATOPa CACTEMBI
Fig. 4.3.7. Shannon Ltd. corporate website. Section [[ensi, in Russian
’ Programma tiem, kas skaita naudu
RU LY EN fira !
Cenradis uz 15.05.2006 (g (70.66 kh)
Shannon 2000
lemo versija
L3 NOSAUKUMS CENA*
1. a uzskaites iz6tas sistémas
o Shannon 2000 a
1.1, SHANNON-2000 Lite 230.00 Shannon 2000
Taskahtot: "Finanses” + vienkarkas opercijas demonstracial
w Par mums 1.2, SHANNON-2000 Pro
Teskatot: "Finanses", ‘Darba alga”, Noiktava’’ ‘Pamatidkekl”, "Bilance, “Visqrimeta, T
“Pelas vai zaudgjumu aprakins”, "PUN atskaites®, "Kursa starpba’,
w Cenas oy ansu norekini” ut, Acrobet Reades
1.3, | “Pamatlidzek|” 250,00
« Downloads 1.4, | “Trdzriecba” 600,00
(aviespaju piesleas kases aparity, svan, skenen, bamen) FAQ
15. | “Darba dga” 300.00
o« Kontakti
2. |Programmas SHANNDN-2000 Upgrade™* (01.03.2005) Aflaide S0%
3. | Sistemas pail ijat
3.1. | Atskaisu eksparts Word, Excel Ln citas programmas 80.00
3.2. | Datu eksports “Klients-Barka” sistéma 40.00
3.3, . " 50.00
Automnatiskd pirndokumentu (Invoices...) vai atskaifu nostigana Kientiern
ar elektronisko pastu
3.4, | Paplcidarbavieta 251s / st
3.5. | Sistémas papidkanfiguraciia, papidapmaciba 15 Ls / st.
4. | IzstradaSana péc pastitijuma
4.1. | Jauna programmndrodingjuma iestradagana PEC vienotanas
4.2, | Jaunas atskaites izstraciaiana (1. sarezgithas pakipe) ~35.00
4.3, | Jaunas atskaites izstradiana (2. sarezgithas pakipe) ~50,00
4.4. | Jaunas atskaites izstradatana (3. sarefdithas pakape) ~80.00
4.5, | Jauna funkcionalo iesp&iu realizaciia Péc vienozanas
4.6, | Jaunn servisa iespEju realizicija P&c vienoianas
4.7. | Programmas pirmteksti PEC vienotanas
_mw 5. ijas sistémas
5.1. | Programmas izejdokumenty atskaisu konstruktors 100.00

Fig. 4.3.8. Shannon Ltd. corporate website. Section Cenas, in Latvian
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Shannon?000

The program for those who counts money

Software ! Support services

Pricelist on 15.05.2006

Ne NAME Price *

1. |The automated accountant systems

1.1. | SHANNON-2000 Lite 230.00
“Accounting” + Standard operations up to balance.

1.2, | SHANNDN-2000 Pro- version for one user
“Acounting’, “Payrol’, Warchouse®, “Fired assets”, “Balance”, "General ledger”, 0
“Caleulation of the proft - losses”, “VAT repons”, the Coursa diference” st

1.3, | “Fixed assets” 250.00

1.4. | “Sales manager” 600.00
(With epportunity to connects a ¢ash regiser, weighing - machine, scanner, barman)

1.5. | *Hurnan resourcesf Payrol” 300.00

2. | SHANNON-2000 The discount
Upgrade** (01.03.2005) 0%

3. | Additional functions of system

3.1, | Export of reports in Ward, Excel, PG, etc, 50,00

3.2, | Expart of the information to Client-Bark systems 40.00

3.3 50.00
Automatic sending initial documents (Invoices. ) or reports ta dients by e-mai

3.4, | The Additional workplace 25 LYL { hour

3.5, | The Additional configuration of system, additional training 15 LVL § hour

4. |Development to order

4.1. | Development of the new software The Contract

4.2. | To create the new report (1-st category of complesity) ~35.00

4.3. | To create the new report (2-st category of complexity) ~50.00

4.4. | To create the new report (3-st category of complesity) ~80.00

4.5, | Realization of new functionalities The Contract

4.6, | Realization of new service opportunities The Contract

4.7, | Realization SHANNON-2000 Pro for corporate chents The Cortract

5. | Additional functions for the manager of system

Fig. 4.3.9. Shannon Ltd. corporate website. Section Prices, in English
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TIpOPaNAA AR Tex, KIO CHMTAET AEHMY

SHANNON-2000

© 01th Mar 2006 /lEMOHCTPAUMOHHAA BENCAR MPOTPaMMEL
© 15th Mar 2005 Mpaiic-mvct (pcf) (95.08 KE)

SOL Server

* Interbase Public Licence {.rtf) (20,50 ki)
* LormenTawa no Frebirc-1,5- BecTpsii cranr (v s o)

B HaCTOAWEE BOEMA MPOFPaMMa NOAASPKMBAIST pafoTy © ABYMA BapuaHTama SQL cepsepa
Interbase. OpUrTHaNbHI! BAPHBHT T Borland 1 Frebird BbIMyLyeHHEIR KoMMaHMe [EPhoeris,

Mi1 pewaMeHayer Mcnonkzoeatt SCL cepeep Firebird ¥2.0.1

Wirndows

215t Mar 2007 (ifficial Wincows Setun and Installer For Classic and SuperServer (.exe) (4.1mb)
21st Mar 2007 SuperServer and Classic for Windows (.zip) (5.6mb)

21st Mar 2007 Emipedided Server for Windows (2i) (3, 1mb)

215t Mar 2007 Windows Debug Buid - Installer (.exe) (7.0mb)

21st Mar 2007 Windows Debug Buid (.zip} (10.4mb)

21st Mar 2007 Embedded Server Debug Build for Windows (.zip) (5.3mb)

Classic Server Linux 686

o 21st Mar 2007 Classic for Linux (.rpm) (4.7mb)
® 215t Mar 2007 Classic for Linux (.tar.gz) (4.5mb)
* 21t Mar 2007 Classic Debug Buid for Linux (.tar.gz) (22.2mb)

Classic Server for AMDE4 and EMT64 Linus

® 21st Mar 2007 Classic for Linux AMDE4 and EMTE4 (.rpm) (4, 7mb)

® 215t Mar 2007 Classic for Linux AMDE4 and EMTE4 ( tar.gz) (4.6mi)

* 21t Mar 2007 Classic Debug Build for Linux AMDG4 and EMT64 (.tar.gz) (22mb)
SuperServer for Linux i686 (Old Threading Library )

* 21t Mar 2007 SuperServer for Linux {.rpm) (4.8mb)

* 21st Mar 2007 SuperServer for Linux {.tar.gz) (4.7mh)

215t Mar 2007 SuperServer Debun Build for Linug {.tar.gz) (22.5mb)
SuperServer for Linu 1688 (NPTL)

o 21st Mar 2007 SuperServer for Linux NPTL {.rom) (4.8mb)
© 21st Mar 2007 SuperServer for Linux NPTL (. tar.ge) (4.7mb)
® 21t Mar 2007 SuperServer Debu Buld for Linue NPTL (. tar.gz) (22.4mb)

SuperServer for AMDE4 and EMTE4 LinLo:

Cravams
Remasepciio

Zaxazams
npesenTaLmo.
Shannon 2000

Tewumueome
XBpAKTEpHETHH

FAQ

Acrobat Reader

Fig. 4.3.10. Shannon Ltd. corporate website. Section Downloads, in Russian
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Programma tiem, kas skaita naudu

Shannon-2000

© D1th Mar 2006 Demo vErsiia
© 15th Mar 2005 Cenulapa {pdf) (70,66 KB)

S0L Server

* Interbase Publc Licence {.rtf) (29,50 ki)
* Firebird dokumentaciia

Padlaik programa athakta darbu ar diviem Interbase servera vaiantisrn SOL. ONGinglas variants o
Borland un FrreBird, izlaists kompania [BPhoenix

Firebird ¥2.0.1 downloads
Wirdows

o 215t Mar 2007 Official Wincioes Setup and Installer For dlassic and SuperServer (.exe) (4.1mb)
® 21t Mar 2007 SuperServer and Classic for Windows (zip) (5.6mb)
* 21t Mar 2007 Embecided Server for Windows (.ain) (3.1mb)

Classic Server Linux 686

* 21st Mar 2007 Classic for Linu (rpm) (4.7mb)
® 215t Mar 2007 Classic for Linu (.tar.gz) (4.5mb)

Classic Server for AMDE4 and EMT64 Linux

® 213t Mar 2007 Classic for Linux AMDE4 and EMTE4 (.rom) (4,7mi)
* 21t Mar 2007 Classic for Linu: AMDG4 and EMT64 (.tar.gz) (4.6mb)

SuperServer for Linux 686 (Old Threading Library )

* 215t Mar 2007 Superserver fior Linu (o) (4.8mk)
© 21st Mar 2007 Superserver for Linux (.tar.gz) (4.7mh)

SuperServer for Linux i686 (WNPTL)

© 21t Mar 2007 SuperServer for Linux NPTL (.ram) (4.8mb)
e 21st Mar 2007 SuperServer for Linux NPTL (. tar.gz) (4.7mb)

SuperServer for AMDS4 and EMTE4 Linus

e 21st Mar 2007 SuperServer for Linuy AMDE4 and EMTE4 (.rpm) (4.8mb)
o 21st Mar 2007 SuperServer for Linuy AMDS4 and EMTE4 (tar.gz) (4.7mb)

Other 2.0.% Builds
 Sth Mar 2007 Classic for MacOS¥ (x86) ¥2.0.0 {.pkg.zin) (3.8mb)

Shannon 2000
demo versiia

Pieteiksanas
Shannon 2000
demonstracijal

Tehniskas

prasibas

FAQ

Acrobat Reader

Fig. 4.3.11. Shannon Ltd. corporate website. Section Downloads, in Latvian
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Download area B
Shannon-2000 Shan&:mo
® 01th Mar 2006 "Shannon-2000" Dema

SOL Server*

Acrobat Reader
® [nterbase Public Licence (rtf) (29,50 kh)
* Firebird documentation index

o Technical
Mow the program supports wark with two variants SQL of server Interbase. Original variant fom g irements
Borland and Firebird issued by company [BPhoenis,
Firebird v2.0.1 downloads
Windows FAQ

® 2ist Mar 2007 Official Windows Setup and Installer For Classic and SuperServer (exe) (4.dmb)
.

213t Mar 2007 SuperServer and Classic o Windows (.ip) (5 6rmk)
® 215t Wiar 2007 Ensbedded Server For tindows (.2ip) (3,1rmk)

21st Mar 2007 Windowss Debug Build - Installer (32 (7 #mb)

& 21st Mar 2007 Windowws Debug Buld (if) (10.4mb)

215t Wiar 2007 Ernbedded Server Debua Build For Windsvws (alp) (5 3mb)

Classic Server Linux 1636

® 215t Mar 2007 Classic for Linus (upm) (Fmb)
& 215t Mar 2007 Classic or Linw

args) (45mb)
® 21st Mar 2007 Chassc Debug Build For Linus (argz) (2.2m8)
Classic Server for AMDE4 and EMT64 Linux

& 215t Mar 2007 Classic for Linux AMDE and EMTEA Crpr) (4.7 mb)
© 215t Wiar 2007 Classic o Linux AMDES 3nd EMT6 (tar.g3) (4.6mb)
21t Mar 2007 Classic Dicbu Buid for Linux AMEAS and EMTE4 (targ2) (22mb)

SuperServer for Linux 1636 (OId Threading Library)

& 21st Mar 2007 SuperServer For Linux (.rpm) (4.8mb)
© 215t Wiar 2007 SuperSernyer For Linu (.tar.g2) (4.7eob)

© 215t Mar 2007 SuperServer Debug Buld for i (carga) (22.5m)
SuperServer for Linux 1686 (NPTL)

& 21st Mar 2007 SuperServer For Linux NPTL (rpm) (48mb)
® 215t Wiar 2007 SuperSeryer For Lk NPTL (tar.ge) (+.7rob)
© 21t Mar 2007 SuperServer Debug Buld for Linus NPTL (tang2) (22.4mb)

Fig. 4.3.12. Shannon Ltd. corporate website. Section Downloads, in English



KOHTAKTbI

TenecoH (charc): 7089411,
MobuneHein TenedioH; 29203750

Aapec: LV-1658, Pwra, yn. Kambkio 1-99 (Pwvpkcikim
TeXxHNYECKA YHVBEPCUTET)
E-mail: shannon@shannon.|v

Kak Hac Haim:
Crapas Pura, UeHTpanbHbIM BXO4 YHUBEpCUTETa, MEpPBbIA
3TaK NIEBOTO KpbiNa

KOHTAKTHAA ®»OPMA:

Ecnu y Bac BO3HVIKIIM BOMPOCH! MM MPEANOXKeHWA Mo MoBOAY MaTepyanoB, NMpeAcTaBieHHbIX Ha
HaLLMX MPOAYKTOB WA YCNYr, BOSMOXHOIO COTPYAHWYECTBA, HarMMILMTE HaM NpsAMo celdvac! 3ar
MpYBeAeHHYHD HLBKE OpMY M HEBKMMTE KHOMKY «OTrpaBuTh:»

NMa: *

Fig. 4.3.13. Shannon Ltd. corporate website. Section KonrtakTsl, in Russian

KONTAKTI

Talrunis (fakss): 7089411,
Mobilais talrunis: 29203750

Adrese: LV-1658, Riga, Kalku iela 1-99 (Rigas Tehniska
universitate),
E-mail: shannon@shannon. v

Ka ms atrast:
Vecriga, RTU centrala ieeja, &kas kreisa sparna 1. stavs

Ja Jums radisies kadi jautajumi vai ierosinajumi sakara ar materialiem, kuri ir reprezenteti inter
lapa, musu produktiem, pakalpojumiem vai iespejamo sadarbibu, rakstiet tlit! Aizpildiet ze
noradito formu un uzspiediet uz "Nosutit”.

KONTAKTA FORMA:

Vards: *

Talrunis:
Fig. 4.3.14. Shannon Ltd. corporate website. Section Kontakti, in Latvian



CONTACTS

The Phone (fax): 7089411,
the Mobile phone: 29203750

Address: 1-99 Kalku street, Riga, LV-1658 (the Riga
Technical university)

E-mail: shanhon@shannon.Iv

How to find us:
Old Riga, the central input(entrance) of university, ground floor of the left wing.

CONTACT FORM:

If you have questions or offers regarding the materials presented on the web-site, our product
services, possible cooperation, send an e-mail to us right now! Fill in placed below and press bu
LSend”

Name: *

Fig. 4.3.15. Shannon Ltd. corporate website. Section Contact Us, in English



Appendix 5

Far mums  Produkli  Akeijas  Jaunumi  lesakdm lzklai
Lat |Rus |Eng

ai ir nozim

AS CEsu alus atklj Baltijas valstu alus raZoSana
ikdlas attiridanas iekartas

, Lv-4101, Tel.

Fig. 4.4.1. Césu alus corporate website. Main page, in Latvian

B |

Kourakrer

Lat | Rus | Eng

KokTelinb «flxin GEsu co Brycom rpedindipyta» —
«TOBAP MOflA 2005

Fig. 4.4.2. Césu alus corporate website. Main page, in Latvian



Lat |Rus |[Eng

e!

Cocktail “Gésu gin with grapefruit flavaur*” -
“PRODUCT OF THE YEAR 2005"

Fig. 4.4.3. Césu alus corporate website. Main page, in English



Parmums  Produkli Akoijss  Jaunumi  lesakam: leklsidei  Suveniri 1t

Lat | Rus |Eng

Par mums

Fig. 4.4.4. Césu alus corporate website. Section Par mums, in Latvian
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Fig. 4.4.5. Césu alus corporate website. Section O rac, in Russian



Aboutus  Products Latest news- Contacts

Lat |Rus | Eng

Home » A

Y

akam tiern, kas stiprs
migsd. Prieks!

Alkohaols 7 %

Iepakojurns |2] plastrnasas
pudele

Aizvert logu

Fig. 4.4.7. Césu alus corporate website. Section Produkti, in Latvian
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Fig. 4.4.8. Césu alus corporate website. Section /Ipodykmei, in Russian
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|Wrapping a plastic bottle of
’ 21
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Fig. 4.4.9. Césu alus corporate website. Section Products, in English



Parmums  Produkli Akeijas  Jaunumi  fesakimoolzdsidei  Suvenin B

Lat |Rus |Eng

/

Sakums » Jaunumi
Dynami:t — tirgus hderis
Dynami:t - tirgus lideris
skciju sabiedriba CEsu alus pedsjos divos manefos (decembris/janvaris) A8 Cesu alus atklaj Baltijas valstu alus
psc pardotajiem apjomiem bija Latvijas enerdijas dzerienu tirgus Iidere, raZo8ana unikalas attirisanas iekartas

aiznemot 17,7% £a tirgus, liecina starptautiskas tirgus izpstes kompanijas
AC Nilsen dati. Lasit talak » AS Cesu alus decembri sasniegusi

_ - _ _ divus jaunus rekordus
AS Gesu alus atklaj Baltijas valstu alus raZo3ana unikalas

attirizanas iekartas TUMSAKAIS ALUS PASAULE?

AS 'C8su alus’, Tstenojot aktivu inwesticiju politiku, pagdjufo  gadu
modernizgjusi  sawu notekOdenu attifiSanas sistému. Jaunds attirisanas
iekartas garants pilnigu notekddepu  attiSanu un  novérsis  jebkadu
kait8jums apkartsjai widei. Lidzigas iekartas darhojas ar vairskds citds
pasaules alus daritavas, bet Baltijas alus raZotnds tidas tiks izmantotas
pirmo reizi, Lasit t3[5k »

1234562

AS césu alus decembri sasniegusi divus jaunus rekordus

Sogad decembrl akciju sabiedriba ,CEsu alus” realizgjusi 3,48 miljonus litru
dzErienu, kas ir par 51% vairSk nekd 2005.gada decembrl un kas ir
lielikais vien3 ménesi pardoto dzérienu pieaugums pddSjo divu gadu [aika.
LasTt talak =

TUMSAKATS ALUS PASAULE?

Hovembri 45 ,CBsu alus” Latuijas alus tirgd ievies jaunu alus Skimi ,C85u
Special Stout” - tumdo alu ar specifiski stipru, bet maigu garsu
Lasit talsk »

1234562

© Afs "Césu alus”

Aldaru laukums 1, Casis, Ly-4101, Tel. 8009090, majaslapa®oesualus.lv web dizains un izstrade: C4
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Owae  Mpoaykier ~ Hosoetd - KoWtakrel
Lat | Rus |Eng

Hauyano » HoBOCTH
KokTennb «[3K1MH Cesu ¢o BKYCOM
KokTeiinb «[wvH C8su co BRycom rpedndipyta» — « TOBAP FOflA rpeAndpyTa — «TOBAP NOJA 2005
2005»
8 mapTa 31070 roaa & ManoM aans AoMa KOHMPECCOS BeiNH H33BaHsl Carbie MepEBbif KNAcCMHecKMi ailb B FaTBlM.
MoBHMbE NPOAYKTE NOKYNaTensi, KOTOPHE MONYUMIH Ha3eaHWe «TOBAP
rO4A 2005%, B 3T0M rogy HasEaHWe «TOBAP MOAA 20055 ECEro NOAyuUMA0 A/0 Césu alus - reHepanbHbIA

42 NpoayKTa. YWTaTh A3nbWwe » CMNoHcop BonblIoro MysbIKasbHOro
. . npysa 2005.

Mepebiii kKNGCCHUeCKKi anb B FlaTeuM.

C KOHUS eBpand NaTeMAcKHE MEMTENH MMES MOMYT HACNaXKAATLCA CESU Gésu alus CoO3Aano YHWKanbHLIA B
English Ale — HOBbIM MPOAYKTOM M3 SCCOPTHMEHTA MPoAYKTOE CESU alus FlaTBuM COPT MWBaA — «LLIOKONAAHBIF
370 Nepeblfl KNSCCHYECKAA anb B MaTBWA. 3Mb = MMBOD, WSTOTOBNEHHDE B | nopreps

OCOBbIX YCNOBMSY BEPXOBOrD BROKEHHS. TEXHONOMMS BEPXOBOMD GROXEHMS
~ 0gHa W3 CTapefWwnx B Mupe. B SBEEpLWEHME MPOLECCA BAPEHHS APOXKH
NOAHMMAINTCS HaBepx. BNaropaps 3T0My y NMBA xapakTepHsifi CnbHel
EKYC W apoMaT, B CEOW OUEpEAb, MpW NPOMIBOACTEE MHEE TMNa «narep»
NPOMCXOAMT 0BpaTHoE - B0 BpeMA BPOXEHHA APOXEH OCEASKIT B HKKHER
UaCTH NAcyAbl MPOMEBOACTED 3N Hawbonee pacmpocTpaHEHo B MpRaHaum,
AHFNHK W CEEEPHOM AMEPHKE. CaMbie 3HAMEHMTEIE COPTa SHFMMACKOrD ans
— 310 Newcastls, leffe n London Special Ale. MMTaTh manbwe »

1234

A/0 Césu alus - renep % cnoncop B o
npusa 2005.

B S7T0M rOAy BNEPBHIE FEHEPANbHLIM CMOHCOPOM MEPONPHSATHS CTano A70
CBsu Alus. MPEsMABHT NPEANPHMSTMS 383 CMeTWHbCOHE (Eva Sietinsone)
AKUEBHTHRYET! «OAHD M3 HAMPABNEHMA NOAAEpMKM CBsU Alus - KyneTypa
Tak kak anA Caésu Alus npuopuTeToOM Bcerda GbN0 KAYSGTEO, TO M
BONBLWOA My3bIKaMbHBIA NPH3 - Hal 33KOHOMEpHHEIA Beifop, EBeAb 37O
MEPONPHATHE, OfNAfAKWEE BHICOKHM KAUSCTEOM KYNbTYPHOH KMEHH K
EKYCOM», YMTaTh fanowe »

Césu alus cospano yurkanbHbii B JlaTBAM COPT nuBa —
«lllokonaaHbli NnopTep>»

BTopoe KpynHefiwee & MaTEWW NpeANpPHATHE N0 NPOMSBOACTEY MMEa CO8su
3lus  paspafoTano  HOBbIA, VHWKANbHBIA  Ans  aTemm  copT nvea -
«llokonagHel nopTep». 15 HoAOpA cero roaa B Jdome MeHuenaopda
HOBbIA HSMHTOK B MCTHHHOM AyXE 18 BEka Boil MEPEASH HA OUEHKY Macc—
Megna. Ykrate panewe »

1234>

# @ = t

© Afs "Casu alus” ) e
Zldary laukums 1, Césis, Lv-4101, Tel. 6009090, maisslapa@eesualus.lv web dizains un izstrads: C4
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Fig. 4.4.11. Césu alus corporate website. Section Hogocmu, in Russian




Aboutus  Products ‘Latest news Contact
Lat |Rus | Eng

Cocktail “Cesu gin with grapefruit
Cocktail *Cesu gin with grapefruit flavour® - "PRODUCT OF THE flavour” — “PRODUCT OF THE YEAR

YEAR 2005 2005
First classical ale brewed in Latvia

JSC “Ceésu alus™ — The General
sponsor of Grand Music Award 2005

First classical ale brewed in Latvia

1l d of s b in Company “Cesu alus™ has created
/' “Chocolate Porter” - a unique brand
of beer in Latvia

Gompany “Césu alus” has created “Chocolate
brand of beer in Latvia

4101, Tel

studio

Fig. 4.4.12. Césu alus corporate website. Section Latest news, in English
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BalK HMMA W Qarkma:
"

Afpec  3-Mo4Tel  ANS
oTBeTa:

Tema:

QMMCaHKE MK BOMPOC:
"

| w b &l

About us  Products [Latest nevs- Contacts

Lat |Rus |Eng

Your name, surname:

Reply e-rail address:

Theme:

Description or question:

studio (99




Fig. 4.4.14. Césu alus corporate website. Section Contacts, in English
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é BTB Asset Management

KOMPANLIA PAKALPOJUMI JAUNUMI

Laipni ludzam!

BIB Eiropas Obligaciju fonds Jaunumi

11.05.2007
=S tares Far?;ri:ﬂaslzmamas % e
(EURY . —
(EUR)

106.23 106.76 +0.22 &

BTB_Austrumeiropas Akciju fonds " & e
3105 ooz Pakalpojumi Kompanija
PardoZanas
tena  Izmainas %
=)}
116.08 117.80 -1

Dalas vértha
(Usmy

BIB Austrumeiropas Sabalansétais
fonds Kontakti

11.05.2007

Dalas vertba Pardodanas

ena  lzmainas % ‘
(USD) e - g
109.04 110.13 -0.16% = —
B 03.03.2006
2006.gada 3.marts Finandu  un
kapitdla trgus komisijas  padome
nolEma izsniegt ieguidijurmu

parvaldes sabiedribai "BTE  Asset
Management”,.. [asit t5l5k w

® 2005, IPS "BTE Asset Management . Visas tieshas ir aizsargatas Izstradats studiid web-design. v

Fig. 4.5.1. BTB Asset Management corporate website. Main page, in Latvian
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KOMMNAHUSA YCnyrn HOBOCTU KOHTAKTBI

Jobpo noxanoeats!

BIB Eiropas Obligaciju fonds Hosoctn

{hong EBponerickix 0Bnvraumia)

11.05.2007
era

CTOMOETE o aver e %

Aot (EUR) gy

106.23 106,76 +0.22 &

BTR Austrumeiropas Akelju fonds yenyrn KomnaHus
{ong Aryui BocTouHoid EBponbi)

11.05.2007
pFd 0
Lena g
CraEEm ApoAacKM MIIMEHEHME %
Ao (USD) Y r

116.06 117.80 -1v

KoHTaKTbI
BIB Austrumeiropas Sabalansetais
fonds (BocTouHOEBPONEACHMA
cbanancvwpoBanubiid thona)

11.05.2007
eHa =
CTOMMEETS i,ﬂaxw MameHeHIE % —
3
AonW (USD) P

109,04 11013 -0.16 v

= 03.03.2006

3 mapra 2006 roga  HomucowA
PEHKDB  VHEHCOE W KamTana
(FKTK) NpWHANa peweHre Seiats
KOM., WTETE AanWe

@ 2005, ¥K "BTE Asset Management . BCe Mpea salMLEH:! PazpafioTaHo & cTyam web-desion. v

-m@
Fig. 4.5.2. BTB Asset Management corporate website. Main page, in Russian

_Isl lus eng
BBTB A vorooemen

COMPANY SERVICES CONTACTS

Welcome!

BIB Eiropas Obligaciju fonds NEWS

(European Bond Fund)
11.05.2007
Selling .
NAV (BLR)  price Ch;:"*: "
T A\

106.23 108,76 +0.22 &

BIB_Austrumeiropas Akciju fonds Services COmDany

(East Euraopean Stock Fund)
11.05.2007

Selling Ay

AV (USD) changs %

price
(USD)
116,06 11780  -1¥

Contacts

BTB Austrumeiropas Sabalansétais
fonds (Eastern Europe Balanced

fund)
11.05.2007
Selling =
WAV (USD)  price B G55 o S
sy change %

109.04 110,12 -0.15w"

8 03.03.2006
read more v

@ 2005, IMC "BTE Asset Management”, Al rights reserved. Made by web-desion. v



Fig. 4.5.3. BTB Asset Management corporate website. Main page, in English
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KOMPANIIA PAKALPOJUMI JAL

Valdes pazinojums

B Valdes pazinojums

B Vésture

B Akciol

5 Finandu informacija
B Kontakti

Alise Smehova

Olegs Karzenevskis, CFA

Waldes priekEsEdatajs, Prezidents valdes locekle, Yiceprezidents
Jjuridiskos jautajumos

“BTE Asset Management” i jauna kompaniia, kuras méarkis ir kot par lelako eguidiumu parvaldes
kompaniju Labvija, piedavajot saviem klientiem plaSa spektra augtas kvalitates  investiciu
pakalpojimus.

Savad darbibd meés balstamies uz diviem pamatprincipien - anafize un disciping.

Analize

MOSU investici pigela ©ropastaviga analze, Pirms investiciu vekianas mes vispusigh analizéjamm
kontrahenta un emitenta operaciju westuri, finansu raditijus un parvaldiSanas rezultatus. Parvaldot
Klienti portfelus més izmantojam mult-sector/mult-style pieeju.

Investiciju jautajumos més pielietojam discipingto investiciu pieeju, kas kombing investora merku
izprafanu ar precz izvEEtu stratddiu. Més izmantojam konsekventas metodologiias, lai izstradatu
Klientam vispiamarotake aktivu parvaldiganas stratagil.

MOau vertibas ir:

= Klienti, Klienta intereses vienm@ ir pats bOtiskakals, tas ir mosu prioritate. MEs rOpEiamies par
Klientu labklajbu, jo iendkumi, kuri i gt no mosu pakalpajumu sniegianas kientiem i arl
kompanijas labklafbas garantija.

= Akcionari. M85 dardm visu, ld mosu akciondru investicias kompanijas darbibd un atfistba
nes pelnu “BTB Asset Management” TpaSniekiem

= Komanda. Paii galvenie kompanijas aktivi ir mOsu civki, M8s pastavigi weicinam darbinisku
apmacbu un kvalfkacias cefanu. MOsu kompanijas darbinieki ir wienota komanda, kura i
orientBta un augsti motiveta augstas kvalitates pakalpojumu sniegianai klientiem

Fig. 4.5.4. BTB Asset Management corporate website. Section Kompanija, subsection Valdes pazinojums,
in Latvian



KOMNAHNA YCYT HOBOCTU KOHTAKTHI

CooBleHre npaeneHns

& Coobwenve npaeaeHs

e HcTopua

B AHUMOHEpDI

B rHaHcoBas wHhopMauma

B KOHTaKThbl

Qner KOD)KGHGECKM%. CFA ANAca CHMEXOBA

MpedcedaTent NpasneHua, UneH MpagneHiad, BrLe-npesiieHT
MpesiaeHT M3 HOPMAMHECKUAM BOMPOCan

“BTB Asset Management” — 5T0 MONOAAA KOMNAHAA, KOTOPAA CTREMATCH CTATh CAMOM KDYIHOMA
YIPEENAOWEN  KOMMaHMeR B JaTEMW, MPeAnaraiilan cBoMM  KIMEHTEM  WWPOKMA  ChekTp
MHBECTHILMOHHEIX YCNYT BRICOHAMWErD YPOBHS,

B CBOSH ASATENEHOCTH Mel OMAPAEMEA 1 By JeM B JAMBHEALEM OMPATECA HA TakKKe MPHHLKMEL KaK
HAMME 1 AVICLMNIHA,

AHan 3

Hall  MHBSCTMUMOHHEIA  Mofx04 - 3TO NOCTOAHHBM aHania. Meped  MHBSCTMPOBAHMEM Ml
BCECTOPOHHE AHAMASKDYEM WMCTOPMKG ASATENEHOCTI KOHTPAareHTa W SMUTEHTAa, ero (bVIHBHCOBb\e
MOKASATENA 1M DESYNETATEl YTPABIEHIAR VI'\DEEU'\RH noprbeﬂan FIMEHTOE Mbl MCTONB3YEM METOS
muli-sector/mul-style.

AvcupnivHa

B VHBSCTMUMOHHELK BOMPOCAX Ml MCNOAE3YEM MOAX0A AACUMIIMHMDOBAHHOMO MHBECTMPOBAHAA,
KOTOPLIM  KOMEMHVMPYET MoHMMaHME Uenell MHEECTOPa C “€TKO BuiBpaHHOl cTpaTervied, Mel
ucrofbayen  MOCNefcEATENEHEle  METOASMONMt ANA  Toro, UYTOBEI paspaBoTaTk  CTpRaTero
YNPABNEHAA AKTUBAMA, HAMGONEE MOAXOAALYID ANA KAKAOMO KOHKDETHOMD KIMEHTA,

Hala ueHHoCTE — 370

= KJIMeHTbI. VIHTEDECEH HALWWY  KIAEHTOE BCErfa ABMNAOTCH CaMblM [N&aBHsM, O YEM Mel
AYM3EM B MEPBYIO O4epedb. MEl 3360THMCA O BRAronony4dd HAlMX KNMEHTOB, Befb
YCMEXA W ACX04B], NOMYHEHHBIE KNWMEHTOM B PESYIbTATE OKA3aHHBD HaMk YCmyr, ABNAOTCA
rapaHTMeﬁ A Haero 6ﬂEI'OI'\O"IYLMR

AHLVIOHEPbI, Mal Aenaeh BCE, UTOBE MHBECTMUMM aKUMOHEPOE B HAY ASATEMEHOCTE W
pasenTe HanNpag eHKA NPKHOCKIO V'IDM6bIJ'Ib HaWwk M axUpoHepan.

KomaHpa. CamsiMa MIaBHEMA SKTUBEMA ABNAKITCA Hallk MKoaK. Mel noowpAsH o6yueHme
HalKX paBOTHYKOE 1M MOBBILEHME MPOGECCHOHANEHOM KEAMMBMKALMM, PABOTHIIM HaWER
KOMOaHK MpriarakoT sce yoknis 44 Toro, YTobE! NpedyCMOTPETE AENaH1A KNMEHTOE 1M
OKE38Th KNMWMEHTaM COOTBETCTBYHILME YCIyTIA EBICOHAMILEr D YDOBHA,

amEEETE )

@ 2005, ¥ "BTB Asset Management”. Bce Npaea JawmueHb!. PazpafiotaHo & cTyam wweb-desion v

Fig. 4.5.5. BTB Asset Management corporate website. Section Komnanus, subsection Coobwerue
npaenenus, in Russian
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éBTB Asset Management "

COMPANY CONTACTS

Board statement

& Board statement

B History

e Shareholders

8 Financial information

&8 Contacts

Qleg Korzhenewsky, CFA Alice Smekhova

Chairman of the board of directors,  Member of the board of directors,
president vice-president on legal affairs

“BTB Asset Management” — it is the young company, that aspires to become the largest operating
company in Latvia, offering to itz clients a wide range of investment services of the highest level,

Our activity is based and wil be based on such principles as the analysis and discipline.

Analysis

our investment approach is research intensive. We extensively review the operating history and
management performance of companies that we invest in, as wel as the creditworthiness of our fixed
income issuers. Managing portfolios of our clients we use a method muld-sector /multi-style

Discipline

In investment management we use the disciplined investment approach - specifically one that
combines an understanding of the goals and objectives of the investor with a fine-tuned strategy
backed by comprehersive research. We use consecutive methodology to develop strategy of asset
management that wil be the most suitable for each concrete client.

Our values are:

= Clients. Our dients' interests come first what we think sbout, \We care for wealth of our
clients, knowing that thelr success and profit, gained in the result of our services providing, is
the guarantee of our wealth as wel.

Shareholders, The Company has a fundamental mission of earming a profit in an ethical
manner and providing sharsholders with a fair return on thelr investment,

Team. Our main asset s our team. We buld trust and teamwork with open, candd
communications across our organization. We share ideas and best practices. We recognize
that team effort brings the highest value to our clients.

o AOOE Tha T e W et 6] vimln b emmmn el [y TP ———

Fig. 4.5.6. BTB Asset Management corporate website. Section Company, subsection Board statement, in
English
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KOMPANIJA PAKALPOJUMI KONTAKTI
Vésture
B Valdes pazinojums B
= Vesture 23.janvari "BTB Asset Management” ir san@musi Finansu un kapitala tirgus komisijas licenci
8 Akclonarl ieguldijumu sabiedribas darbibai, kas tika registréta Finansu un kapitala tirgus komisijas registra

S s Nr.06.03.07.231/85.
e Finangu informacija

s Kontakti 08.oktobri "BTB Asset Management” parredistréja savu licenci Finansu un kapitala tirgus komisija.
2005. gads

18.janvari "BTB Asset Management” noslédza parvaldisanas figumu ar AS "BALTIC TRUST BANK
atklatais pensiju fonds” par pensiju planu parvaldisanu.

21.janvari "BTB Asset Management” pieregistrgja Finansu un kapitalu tirgus komisija savu pirmo
nodibinato ieguldijumu fondu - atvérto ieguldijumu fondu "BTB Eiropas Obligaciju fonds™

"BTB Asset Management” kiuva par Latvijas Centrala depozitarija dalbnieci emitenta statusa.

15.aprili "BTB Asset Management” pieregistréja Finansu un kapitalu tirgus komisija atverto
ieguldijumu fondu "BTB Austrumeiropas Akciju fonds”.

© 2005, IPS "BTB Asset Management". Visas tesbas ir aizsargatas, Izstradats studia web-design v

)

Fig. 4.5.7. BTB Asset Management corporate website. Section Kompanija, subsection Vésture, in Latvian
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éBTB Asset Management 7

KOMNAHUA YCIYrn HOBOCTK KOHTAKThI

NcTopua

8 Coobuienvie npasieHy 2o roa

v VcTopinga 23 aHBapa "BTB Asset Management” nonywina nvueHsmto KoMuccid pbiHKa  UHAHCOB K

5 AKLVOHEDDI KanWTana Ha BejeHWe JeATensHOCTM obluecTBa BNICKEHWI, KoTopasd Gbina 3aperncTpupoBaHa B
KoMuccum peiHka MHaHCOB 1 KanvTtana noA Homepom Ne 06.03.07.231/85.

= (PrHaHcoBas MHQDQMaI:LVIH

8 KoHTakTbl 08 okTabpa "BTE Asset Management” mepeperncTpypoBana CBOK JMLEH3NO B KOMUCCM pbiHKa
$MHaHCOB 1 KanMTana.
2005 roa
18 aHBapa "BTB Asset Management” zakmounna Aoroeop ¢ AO "BALTIC TRUST BANK atklatais
pensiju fonds” Ha ynpaeneH1e NEHCMOHHBIMW NAAHAMA.
21 auBapa "BTB Asset Management” 3apervicTpupoeana B KOMMCCMM pbiHKA (PMHAHCOB W
KanuTana cBOI MepBblid YHPeXAEHHBIA hOHA BOHKEHWI — OTKPBITBIN MHBECTULIMOHHBIA doHa "BTB
Eiropas Obligaciju fonds" (®oHa EBponelicikix obnmraumii).
"BTB Asset Management” cTana yuacTHuKoM JlatBuiickoro LleHTpansHoro Aeno3uTapus B KauecTee
3IMUTEHTa.
15 anpena "BTB Asset Management” sapervcTpupoBana B KOMMCCMM pbiHKA (PMHAHCOB W
KanuTtana OTKPbITHIA WMHBECTVLMOHHLIA hoHa "BTB Austrumeiropas Akciju fonds” (®oHp Axumii
BocTouHoit Ezporel).

@ 2005, VK "BTB Asset Management". Bce npasa saupiuens, PazpaboTaHo B cTyavm web-desian v

T E)

Fig. 4.5.8. BTB Asset Management corporate website. Section Komnanus, subsection Mcmopus, in
Russian



COMPANY SERVICES CONTACTS

History

B Board statement 2
= History January 23, IMC "BTB Asset Management” was granted a license of Financial and Capital Market
Commission, permitting it to manage investment funds and individual portfolios of financial assets.

e Shareholders
The licence is registered in Financial and Capital Market Commission under the number

s Financial information 06.03.07.231/85.

= Contacts
October 8, IMC "BTB Asset Management” licence was re-registered in Financial and Capital Market
Commission.
2005

January 18, IMC "BTB Asset Management” concluded a contract on pension plans management
with JSC “"BALTIC TRUST BANK open pension fund”.

January 21, Financial and Capital Market Commission registered the first open-ended investment
fund "BTB Eiropas Obligaciju fonds” (European Bond Fund), established by the IMC “BTB Asset
management”.

IMC "BTB Asset Management” became a member as an issuer of Latvian Central Depository.
April 15, Financial and Capital Market Commission registered the second open-ended investment

fund "BTB Austrumeiropas Akciju fonds” (East European Stock Fund), established by the IMC "BTB
Asset management”.

© 2005, IMC "BTB Asset Management". All rights reserved. Made by web-design.lv

)

Fig. 4.5.9. BTB Asset Management corporate website. Section Company, subsection History, in Latvian



KOMPANIJA PAKALPOJUMI  JAI KONTAKTI

Akcionari
- IPS "BTB Asset Management” vienigais akcionars ir akciju sabiedriba “Baltic Trust Bank”.

= Valdes pazinojums
o Vesture Akciju sabiedriba “Baltic Trust Bank” (BTB) uzsaka savu darbibu 1992.gada ar nosaukumu " Baltijas
o pAkcionari Tranzitu banka”. Savu nosaukumu banka ieguva pateicoties tam, ka bankas darbibas pirmajos

o o gados strategiskais virziens tika noteikts eksporta, importa un precu tranzita plismu apkalposanai.
= Finansy informaciia Kopé dibinaganas dienas BTB ir izaugusi arpus nozares bankas $aurajam robezam un odien ir viena
e Kontakti no lielakajam Latvijas universalajam komercbankam, kas apkalpo praktiski visas valsts

tautsaimniecibas sferas.

2004.gada BTB akcionari pienéma lemumu par pareju uz jaunu bankas nosaukumu. Pareja uz jaunu
nosaukumu liecina par to, ka banka ir sasniegusi augstaku attistibas imeni.

Paslaik BTB ienem vienu no vadosajam vietam banku pakalpojumu tirgl Latvija. Ta ir universala
komercbanka, kas piedava plasu pakalpojumu klastu filialgs visa Latvijas teritorija, ka arm izmantojot
elektroniskas pieejas  kanalus (“Interneta banka”, “Klients-Banka", “Telefonbanka” u.c.),
orient&joties gan uz fiziskam, gan uz juridiskam personam. Stabili attistoties, ta nodrosina finansialo
pakalpojumu kvalitates atbilstibu arvien pieaugosajam klientu prasibam. BTB ir viena no Latvijas
komercbankam, kam pieder visplasakais filialu un norékinu grupu tikls. 2004. gada adentlra
Moody's Investors Service pieskira bankai starptautiskos reitingus Ba3/NP un D ar stabilu
prognozi.

Uz doto bridi AS “Baltic Trust Bank” ir nodibinajusi 5 meitas uzpémumus:

= IPS "BTB Asset Management”

= AS "Baltic Trust Bank atklatais pensiju fonds”
= SIA"BTB Realty”

= Kompanija "BTB Real Estate” (Maskava)

= Kompanija "BTB Investment”(Ukraina).

@) 2005, [PS "BTB Asset Management'. Visas tiesbas I aizsargatas Izstradats shudija web-design. v

Fig. 4.5.10. BTB Asset Management corporate website. Section Kompanija, subsection Akcionari, in Latvian

FEP 1 P Asset Management

KOMMNAHWA yCcnyru HOBOCTH KOHTAKThI
AKUWOHEpbI
EAVHCTBEHHBIM aKkUoHepoM YK “BTB Asset Management” sBnfeTcA akuvoHepHoe ofilecteo "Baltic
= CooblieHvie NnpasneHma ”
Trust Bank”.
s HcTopra
5 AKLWOHepb AxumoHepHoe ofiwecTso "Baltic Trust Bank” Hauano ceoto AeATenbHOCTL B 1992 rody ¢ HasBaH1eM
“BanmuiickiiA TpaHauTHbIA GaHK”. CBoe HaseaHWe GaHK monyunn Gnarojaps ToMy, WTO B MepBble
» Ovnaricopan idopmalits rofbl AEATENLHOCTV BaHKa ero CTPaTerMveckoe HampaefieHWe Gbino BLIGPaHO ANs OBCAYHMBaHMA
& KOHTaKTbI MOTOKOB 3KCMOPTa, MMMOPTA M TPaH3MTa ToBaPoB. CO AHA CBOEro 0cHoBaHMA BTE BLIpOC M3 y3KMX
paMoK oTpacneBoro GaHka W CerofHA SBRAeTCA OAHWM M3 KPYMHEMUMX  YHUBEpCanbHbIX
KoMMepUeckix GaHKoB JlaTBiW, obcnyxMBatolLMM MPakTMUecky BCe cdiepel HAPOAHOro Xo3slicTBa
CTpaHbl.
B 2004 roay akuMoHepbl BTB MpUHANM pelueHHe O NepexoAe Ha HoBoe HaseaHMe GaHka. Mepexoa
Ha HOBO® Ha3BaHKe CBMAETENLCTBYET O JOCTVDKEHMU GaHikoM Gonee BBICOKOrO YPOBHS pasBuTUA.
B HacToswwee epemMsa BTB 3aHMasT 0AHO M3 BEAYLIMX MECT Ha pbiHKe 6aHKOBCKIX ycnyr B JIaTBiM,
3T0 yHUBepcarbHbIi KoMMepueckmidi GaHK, MpeAnaraloWwpii WMPOKWIA CreKkTp ycniyr mno  Bceid
TeppUTOpMM JlaTBMM, a Taloke C MOMOLUBKD KaHamnoB 3MeKTpoHHoro jJocTyra (“VHTepHeT 6aHK”,
"KnueHT- BaHk", “TenedoHBaHK” M Ap.), OPUEHTUPYACE Kak Ha (U3MYecKUX, Tak M Ha
topuandeckx iy, Mpr ctabuneHoM pasBuTAM oH  ofecnevMBaeT CoOOTBETCTBME  KadecTea
MHAHCOBBIX YCAYT MOCTOAHHO PacTywnM TpeGoBaHWAM KNMeHToB. BTB— 0AMH M3 KOMMepUeckmx
GaHKoe JIaTBIM, PacnonaralollMx caMoli pasBeTBNeHHON CeTblo (MIMaNoB M pacyeTHeIX rpynn. B
2004 ropy areHTcTBO Moody's Investors Service MpUceomMno GaHKy MeXAyHapOAHbIE PeiTUHII
Ba3/NPw D co cTabnneHbIM NMpOrHozoM,
Ha ceroAHAWHWIA AeHb AO “Baltic Trust Bank” yupeanno 5 AoHepHMX KOMMaHWIA:
= YK "BTB Asset Management”
= AQ “Baltic Trust Bank atklatais pensiju fonds”
= 000 "BTB Realty”
= KoMnanua "BTB Real Estate” (Mockea)
= Komnanua "BTB Investment”(YkpauHa).
2005, ¥K "BTB Asset Management. Bee npasa sawmeHs. PaspaboTato B cTyamm web-desian.lv

Fig. 4.5.11. BTB Asset Management corporate website. Section Komnanus, subsection Axyuonepoi, in Russian



COMPANY SERVICES CONTACTS

Shareholders

o Board statement 'él;ﬁks”ingle shareholder of AMC "BTB Asset Management” is the joint-stock company "Baltic Trust
u History )

8 Sharcholders The Joint Stock Company “Baltic Trust Bank” (BTB) started its activities in 1992 under the name

“Baltic Transit Bank”. The Bank acquired its initial name due to the fact that over the first years of

the Bank's activities servicing of export, import and transit flows of goods was chosen as a

s Contacts strategic line of its business. Since its foundation date BTB has outgrown the narrow framework of
a one- industry bank and become one of the major all- purpose commercial banks of Latvia that
provides servicing in all industries of national economy.

s Financial information

In 2004 BTB shareholders decided to make transition to a new name of the Bank - JSC “Baltic
Trust Bank”, Such transition indicates that the Bank has achieved a higher level of development.

Currently BTB is one of the leaders of the bank services market in Latvia. It is an all-purpose
commercial bank offering a wide range of services throughout the territory of Latvia, as well as via
electronic access channels ("Internet- Bank”, "Client- Bank”, "Telephone- Bank” etc.), with a focus
on both individuals, and corporate persons. With stable development, it ensures that continuously
growing requirements of its customers for the quality of financial services are met. BTB is among
the commercial banks of Latvia with the most extended system of branches and agencies. In 2004
Moody s Investors Service Agency assigned international ratings of 8a3/NP and D with the stable
prospects to the Bank.

For the present the J5C “Baltic Trust Bank” has established 5 subsidiaries:

IMC "BTB Asset Management” - Latvia

JSC “Baltic Trust Bank atklatais pensiju fonds” (Open Pension Fund) - Latvia
“BTB Realty” - Latvia

“BTB Real Estate” - Russia

“BTB Investment” - Ukraine.

© 2005, IMC "BTB Asset Management". Al rights reserved. Made by web-design.lv

Fig. 4.5.12. BTB Asset Management corporate website. Section Company, subsection Shareholders, in
English
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KOMPANIJA PAKALPOJUMI  JAUNUMI KONTAKTI

BTB Eiropas Obligaciju fonds

= BTB Eiropas Obligaciju fonds Atvertais ieguldijumu fonds "BTB Eiropas Obligaciju fonds” ir paredzets iegulditajiem, kuri velas
Dokumenti sanemt lielakus ienakumus no saviem ieguldijumiem, neka nodrosina terminnoguldijumi banka, bet
nevélas uznemties lielakus riskus.

Finandu informacija

Fonda dalas vértiba Sis fonds veidots tiem iegulditajiem, kas orientgjas uz vidgja termina ieguldijumiem, t.i. vélas
KIGt par Klientu ieguldit uz terminu vismaz 1 gads, ieteicams 2-3 gadi.

Klat par klientu !

Sava mérka sasniegsanai Fonds investe savus lidzek|us, galvenokart, Latvija un citas ES dalibvalstis
emitstajas parddsaistibas — valsts un municipalas obligacijas, centralo banku, kreditiestazu un
komercsabiecitbu obligacijas, kuru emitentiem pieskirts investiciju Nimena kredireitings, tadgjadi
emitenta saistibu neizpildes risks ir ierobezots.

s BTB Austrumeiropas Akciju
fonds

8 BTB Austrumeiropas
Sabalansétais fond: =
Sueals Si fonda pamatvallita ir EUR.

Fonda politika paredz sekojosus pamatprincipus attieciba uz ieguldijuma portfela struktdru:

Lidz 100% no &1 fonda aktiviem var tikt iegulditi pardda vértspapiros un naudas tirgus
instrumentos;

Lidz 25% no si fonda aktiviem var tikt iegulditi kreditiestazu terminnoguldijumos;

Lidz 10% no &1 fonda aktiviem var tikt iegulditi atvérto ieguldijumu fondu (kas galvenokart
veic ieguldijumus parada vértspapiros ) ieguldijumu apliecibas;

Lidz 50% no $1 fonda aktiviem var tikt iegulditi valutas, kas nav &1 fonda pamatvaluta - EUR.

© 2005, IPS "BTE Asset Management". Visas tiesbas ir azsargatas. Izstradats studija web-design.lv
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Fig. 4.5.13. BTB Asset Management corporate website. Section Pakalpojumi, subsection Fondi, in
Latvian
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KOMNAHWA YCyrv

BTB Eiropas Obligaciju fonds (®oHa Eeponeiickux Obnurauuit)

o BTB Eiropas Obligaciju fonds OTKpLITBIA  MHBECTMUMOHHBIA  ¢oHA “BTB Eiropas Obligaciju fonds” npeaHasHaveH ans Tex
Dorp Esponelickinx O6mAr alyi VHBECTOPOB, KTO »KenaeT MoflyunTk Gonee BHICOKMX AOXOA OT CBOMX WMHBECTHUMIA, YeM
[OKYMEHTDI obecrieunBaeT GaHKOBCKIME AEMO3WTEI, HO He XOTAT 6path Ha cebs BonbLwoli puck.

OrHaHcoBaaA HGOPMaLA

R e T 3ToT POHA CO34aH ANA TeX MHBECTOPOB, KTO OPUEHTUPYETCS Ha CPEAHECPOUHBIE MHBECTULIMMA, T.&.
CToMOCTb AomW doHpa KENAeT MHBECTVPOBATS KaMWTan Ha CpoK MUHUMYM 1 Foj, enatensHo 2-3 roja.

Kak cTaTb KJMIEHTOM ”

I @z [INA AOCTVDKEHMA CBOEI Lienn (oHA MHBECTUPYET CBOM CPEACTBA, FMaBHbIM 06pazoM, B AONTOBbIE
ofAzaTensCTBa, SMUTMPOBaHHbIE B JIATBMM W APYriX CTpaHax-yuacTHUUax EC — rocyaapcTeeHHsle 1

= BTB Austrumeiropas Akciju =
MyHUUMManeHele obnirauv, ofmmraumi  LeHTparnkHbiX GaHKOB, KPeAWTHBIX YyupexAeHUid 1

fonds (Mo AkupiA BocTouHoM

EBponbi) Ap&ANPHHKIMATENLCKUX ofecTs o 3MITEHTaM KOTOpbIX npuvcBOEH KPE,EI,VITI—“:-IVI peﬁ'nAHr
MHBECTULUMOHHOTO YPOBHA, TaknM 0BpasoM, PUCK HEBBIMOMHEHMS 3MATEHTOM cBoOMx ofA3aTeNbCTs
OorpaHityeH.

s BTB Austrumeiropas
Sabalansétais fonds

(BOCTOMHOEBPONEACKIA OcHoBHas BantoTa ¢oHAa - EUR.

cbanaropoBaHHbii dorn)
Mommmika ¢doHAa MpeaycMaTPHBaeT CriefylOWME OCHOBHblE MapaMeTpbl CTRYKTYpPbl MopTdens
VHBECTHLMIA:

= jo 100% akmeoB ®oHAA MOKET BbiTb WHBECTMPOBaHO B OGMMraUMM M MHCTPYMEHTHI
AEHEKHOrO PhIHKa ;

= A0 25% akeoB ®oHAa MOXET ObITb MHBECTMPOBAHO B AEMO3NTHbIE BKNAALI B KPEAWTHbIX
YUPEKAEHUAX;

= Jo 10% aKkTMBOB ®OHAa MOXET OblTb BNOXEHO B OTKPbIThIE VHBECTMLUMOHHbIE (HOHABI,
crelManzMpyroLWVecs Ha MHBECTULIMAX B LigHHbIe ByMark ¢ (h1KCHPOBaHHBIM AOXOA0M;

= 10 50% aKmieoB PoHAA MOKeT GbiTb MHBECTVPOBAHO B BaMiOThl, OT/IMUHbIE OT OCHOBHONM
BanoTel PoHaa.

© 2005, YK "BTB Asset Management". Bce npasa sallvLeHE!, PaspaboTaHo B cTymi web-design.lv

Fig. 4.5.14. BTB Asset Management corporate website. Section Yciryry, subsection @or0dsi, in Russian



COMPANY SERVICES CONTACTS

BTB Eiropas Obligaciju fonds (European Bond Fund)

= BTB Eiropas Obligaciju fonds The open-ended investment fund "BTE Eiropas Obligaciju fonds” (European Bond Fund) is created
(European Bond Fund) for those investors who is guided by intermediate term investments, i.e. 1 year wishes to invest for
Documents the term of a minimum, 2-3 years are desirable.

Filvemalill Unfieririetilsm Investment goal of the fund is the stable growth in the medium- term capital at a low investment

Fund value risk. In order to achieve its goal, the Fund invests its assets, mainly, into bonds issued in Latvia
and other EU member- countries— government and municipal bonds, bonds of central banks, credit

How to become a client
institutions and companies, whereto the credit rating of the investment grade is assigned.

B BTB Austrumeiropas Akciju
fonds (East European Stock Fund)

The basic currency of fund - EUR.

o BTB Austrumeiropas Investment Policy of the Fund

Sabalansétais fonds (Eastern ) . . . X
Europe Balanced fund) Policy of the Fund provides for the following structure of the investment portfolio:

Up to 100% of the Fund's assets may be invested into the bonds and money-market
instruments;;

Up to 25% of the Fund's assets may be invested into deposits with credit institutions;

Up to 10% of the Fund's assets may be invested into public investment funds, specialising
in investments into securities with the fixed income;

Up to 50% of the Fund's assets may be invested into currencies different from the main
currency of the Fund.

© 2005, IMC "BTB Asset Management". All rights reserved. Made by web-design.lv

Fig. 4.5.15. BTB Asset Management corporate website. Section Services, subsection Funds, in English
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KOMPANIJA PAKALPOJUMI  J. KONTAKTI

Fonda dalas vertiba

o BTB Eiropas Obligaciju fonds Fonda dalas vértiba 11.05.2007
Dokumenti Fonda Dalas Dalas Dalas
Finandy informaciia Valita  dalas vértiba vertbas izmainas atpakalpirksanas cena pardosanas cena
EUR 106.23 +0.22% & 106.23 106.76

Fonda dalas veértiba
Klat par klientu

o BIB Austrumeiropas Akciiu Izveleties grafika laika periodu:
fonds No: |4 |/ Marts >/ 2005 |w
Lidz: 13 | = / Maijs ||/ 2007 |-
= BTB Austrumeiropas =
Sabalansetais fonds 103 Bad
im
3m
&m
1 1 1 Il 1 Il 1
Qd .z 21.0ct 10, Jun 27.Jan i~
max
Fonda ienesigums 11.05.2007
kops
kops gada sakuma™ 1 ménesis* 3 ménesi* 6 ménesi* 1 gads* 2 gadi™* darbibas sakumat*
1.2% 0.71% 0.52% 1.76%  3.83% 3.47% 2.8%

* fonda dalas vertbas izmainas parskata periodd procentos,
** fonda dalas vertibas izmainas parskata periodd gada procentos, pgc metodkas ACT /365

@ 2005, IPS "BTB Asset Management”, Visas tiesbas ir aizsargatas, Izsiradats studija web-desian v

Fig. 4.5.16. BTB Asset Management corporate website. Section Pakalpojumi, subsection Fondi, in
Latvian
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CtoumocTb aonu ¢doHaa

B BTB Eiropas Obligaciju fonds CroumMocte gonu croupa 11.05.2007
(®oHp, EBponelickyix 06 raLin)

CTOMMOCTS UsmeHeHne LleHa oBpatHoii LleHa
LoryMeHThl Bamota  form oHaa CTOMMOCTH AOTM noKyrku Aonei MpoAaXHV Aonei
DrHaHCOBaA MHhOPMaLA EUR 106.23 +0.22% = 106.23 106.76

CrommocTb Jon doHaa —

Kak cTaTb KIVEHTOM

BrifepiiTe BpeMeHHONM Neprol rpadika:
8 BTB Austrumeiropas Akciju ot:l4 ||/ MapT - |/ 2005 ||
fonds (®oHa Akuyid BocTouHOM =
EBpOnbI) Jo: 13 ||/ Mak v /2007 |
[NokazaTh
8 BTB Austrumeiropas
Sabalansetais fonds
(BocTouHoeBponerickiAA im
chanaHopoBaHHbIA hoHa ) 3m
6m
1 1 1 | 1 | 1
0d . Mar 21.0ct 10.Jun 27.Jan s
nax
JoxoaHocTb doHAa 11.05.2007
© Ha4ana
© Ha4ana roga® 1 mecay™ 3 MecAua™® & MecAleE™® 1 rog* 2 ropa® AEATENEHOCTI K
1.2% 0.71% 0.52% 1.76% 3.83% 3.47% 2.8%

* MpoUeHTHOR MaMEHEHME CTOMMOCTI Ao doraa 3a neproa.
HH IMEHEHAE CTOMMOCTI A0 hOHAS 33 NMEPMe, B MPOLEHTAX MoAoBEx Mo MeTofuke ACT /365,

E 2005, YK "BTB Asset Management". Boe Mpasa 3allWLeHs. PazpaboTaHo B cTy A web-design v

Fig. 4.5.17. BTB Asset Management corporate website. Section Yeayeu, subsection @ownowi, in Russian
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Fund value

= BTB Eiropas Obligaciju fonds Fund value 11.05.2007
(European Bond Fund)

Currency NAV NAV change Buy back price Selling price
Pocurments| EUR 106.23 +0.22% 106.23 106.76
Financial information
Fund value
How to become a client Select graph period:
Fom: 4 ||/ March ~||f 2005 |-
5 BTB Austrumeiropas Akciju .
fonds (East European Stock To: 13 [wl/[May ~lfjx07 |v
Sh
Fund) e o
= BTB Austrumeiropas
Sabalansétais fonds (Eastern im
Europe Balanced fund) 3m
&m
1 1 | 1 1 1
Qd .rlar 21.0ct 10, Jun 27 .Jan -
max
Fund yield 11.05.2007
since start
of the year® 1 month® 3 months® & months™® 1 year* 2 years®r zince inception ™
1.2% 0.71% 0.52% 1.76% 3.83% 3.47% 2.8%

* fonda dalas vertbas izmainas parskata periodd procentos.
*# fonda dalas vErthas izmainas parskata periodd gada procentos, péc metodkas ACT /365,

@ 2005, IMC "BTE Asset Management". Al rights reserved. Made by web-design.hv
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KOMPANIJA PAKALPOJUMI KONTAKTI

Klut par klientu

= BTB Eiropas Obligaciiu fonds Lai iegadatos s1 fonda ieguldijumu apliecibas investoram ir:
Cokumenti = jaatver norekinu un vértspapiru konti AS “BALTIC TRUST BANK”, noslédzot ar AS “BALTIC
Finan3u informacija TRUST BANK” attiecigus ligumus;
Fonda dalas vértiba

= jaatnak uz mdsu biroju vai jebkuru AS "BALTIC TRUST BANK” apkalposanas centru;
Klat par klientu
» jaizpilda un jaiesniedz iequldijumu fonda apliecibu iegades pieteikumu, PDF fails 2=
= BTB Austrumeiropas Akciju
fonds

8 BTB Austrumeiropas
Sabalansétais fonds

© 2005, IPS "BTB Asset Management”. Visas tiesbas i aizsargatas. [zstradats studija web-design v
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Fig. 4.5.19. BTB Asset Management corporate website. Section Pakalpojumi, subsection Fondi, in
Latvian
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KOMMNAHUA ycnyru HOBOCTMU KOHTAKTbI

Kak cTaTb KIMeHTOoM

= BTB Eiropas Obligaciju fonds Ana Toro, 4ToBel MpHoBpecTH YAOCTOBEPEHUA 3TOro hoHAA MHBECTOPY HYXHO:
(®onp EBponeickrx Obmvraii4)
= OTKPbITL PAacHETHBIA CHET 1 CHET LeHHbIX Bymar B AO "BALTIC TRUST BANK”, 3aknioums ¢
JorymenTo! AQ “BALTIC TRUST BANK” COOTBETCTBYIOLUME AOrOBOpA;
DrHAHCOBAA MHMOPMAaLIA
e e = MpWATU B Haw odmc UK MoGoI LeHTp ofcnyxaBaHns KnmeHTos “BALTIC TRUST BANK";

Kak ctarb KnveHTomM - .
B = 3AMIOMHNTL 1 MOAATL 3asiBIIEHIE Ha MOKYMIKY yAOCTOBEPEHWI oHaa. PDF darin =

= BTB Austrumeiropas Akciju
fonds (®oHp AKLVIA BOCTOMHOM

EBporbi)

= BTB Austrumeiropas
Sabalanseétais fonds
(BocTouHoeBponerickiA
chbanaHopoBaHHbIA hoHa )

© 2005, YK "BTB Asset Managerment”. Bce mpasa salpiieHs!. PazpabotaHo B cTyama web-design v
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Fig. 4.5.20. BTB Asset Management corporate website. Section Yeayeu, subsection @ownowi, in Russian
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COMPANY SERVICES CONTACTS

How to become a client

= BTB Eiropas Obligaciju fonds In order to become a client the investor has to:

(European Bond Fund)

Documents

= Open a settlement account and securities account in JSC "BALTIC TRUST BANK”,
concluding the following contracts;

Financial information

Fund value = Visit our office or any client center of 1SC "BALTIC TRUST BANK";

How to become a client = Fill in and submit the Application on purchase / sale of certificates of the Fund.

) Ny PDF file 2=
B BTB Austrumeiropas Akciju
fonds (East European Stock Fund)

e BTB Austrumeiropas
Sabalansetais fonds (Eastern
Europe Balanced fund)

© 2005, IMC "BTB Asset Management". All rights reserved. Made by web-design.lv

Fig. 4.5.21. BTB Asset Management corporate website. Section Services, subsection Funds, in English
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KOMPANIJA PAKALPOJUMI KONTAKTI
Kontakti

Talrunis: (+371) 7 217 969

(+371) 7 217 996
Fakss: (+371) 7 217 996
E-mail: asset@bth .lv
Juridiska adrese: 13.janvara iela 3, Riga, LV-1010
Biroja adrese: Aspazijas bulvaris 24, Riga, LV-1050

@ 2003, IPS "BTB Asset Management”. Visas tesbas r aizsargatas. Izstradats studija web-design v

Fig. 4.5.22. BTB Asset Management corporate website. Section Kontakti, in Latvian
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KOMNAHUA YCIYrv HOBOCTK KOHTAKThI
KoHTakTbl

TenedioH: (+371) 7 217 969

(+371) 7 217 996
Qakc: (+371) 7 217 996
E-mail: asset@btb .Iv
Opuanyeckiii agpec:  Yn. 13 AHeaps 3, Pura, LV-1010
Appec odhmca: ByneBap Acniasmsac 24, Pura, LV-1050

(@ 2005, VI "BTB Asset Management”. Bee npasa salplleHs. PaspaboTaHo B CTyaua web-design. v

Fig. 4.5.23. BTB Asset Management corporate website. Section Konmaxmei, in Russian
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COMPANY SERVICES CONTACTS
Contacts

Telephone:  (+371) 7 217 969

(+371) 7 217 996
Facsimile: (+371) 7 217 996
E-mail: asset@btb.lv
Legal address: 3, January 13 Str., Riga, LV-1010
Office address: 24 Aspazijas boulevard, Riga, LV-1050

@ 2005, IMC "BTB Asset Management”. Al rights reserved. Made by web-dezian v

Fig. 4.5.24. BTB Asset Management corporate website. Section Contacts, in English



Bakalaura darbs ,,Tekstu tipologija un lokalizacijas stratégijas majaslapu

tulkoSana” izstradats LU Moderno valodu fakultate.

Ar savu parakstu apliecinu, ka pétijums veikts patstavigi, izmantoti tikai taja

noraditie informacijas avoti un iesniegta darba elektroniska kopija atbilst izdrukai.

Autors: Marija Fominiha

Rekomend@ju darbu aizstaveésanai

Vaditaja: lekt. Svetlana Korolova

Recenzents:

Darbs iesniegts Sastatamas valodniecibas un tulkoSanas nodala

Metodike:

Darbs aizstaveéts bakalaura gala parbaudijuma komisijas sédé
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