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Source Language:
Catalan (Valenciano)

Target Language:
English (British)

General and specific
subject field:

Fiction - Children (Y.A.
Fiction)

Document type:

Book: The Legend of
the Golden Birds by
Pepa Guardiola (2001),
ISBN: 84-607-2669-X

Client:
Imprenta Botella

Customer type:
Book Publisher

Markets:
Spain/ UK. / France

Target audience:
Spanish, Valencian, En-
glish, French Readers

*Project Manager,
4 languages (Fr, Ca, Es,
En)
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Source Language:
English (U.S.)

Target Language:
Spanish (Castilian)

General and specific
subject field:

Omega Lifetime - The-
Water Edition

Document type:
Magazine, entire issue,
Completed six separate
90-page issues

Client:
Omega Lifetime

Customer type:
Luxury Watchmakers

Markets:
Spain / Latin America

Target audience:
Luxury consumer; Ome-
ga timepiece owners

Website:
The Water Edition
La Edicion Acuatica
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Pushing the Limits

Athletic performance is increasingly looking beyond bionic trickery
into new methods of enhancement true to the spirit of sport and to
the spirit of mankind. By William xxx

In the final chapter of his book, *A History of the World in 10%
Chapters*, the 2011 Booker Prize winner Julian Barnes imagines what it
is like to be in heaven. And being a man, being in heaven involves
playing golf and having sex. His first round is a 67, twenty shots better
than he has ever done on his local municipal course, caddied by a man
called Severiano, on a course that is a wonderful mix of a Scottish Links
course and Augusta.

In heaven, his golf game improves exponentially. “I could drive 320m/
350yds without trouble, my pitching was transformed, my putts rattled
into the hole as if drawn by a magnet.” Under cloudless skies, his score
inches down to the low 50s, he sets his target at the 40s and then, “key
psychological moment this, breaking the barrier of 36.” His game has
improved no end. And then it dawns on him that there is no end. “One

day I would play a round of golf in 18 shots, I’d buy Severiano a couple
of drinks, celebrate later with sturgeon and chips and sex — and then
what? Had anyone — even here — ever played a golf course in 17 shots?”
In the quest for perfection, it is the quest which is the fun part.

Ideological battles

Carl Jung once wrote that ‘one of the most difficult tasks men can
perform, however much others despise it, is the invention of good games,
and it cannot be done by men out of touch with their instinctive selves.’
In this he is undoubtedly right. A good game is perhaps invented only
once a decade and unless it possesses an instinctive appeal it has no
chance of success. Capitalise the ‘g’ and Jung’s words apply equally well
to the Olympic Games. The invention of the Olympic Games is the first
wonder of ancient and modern sport. As a sporting celebration it has no
equal in its diversity and range. All talents are catered for, and tested. No
event so triumphs the human instinct or has a greater instinctive appeal.
A large part of this is founded upon one of the basest human instincts —
our instinct for survival, our drive to push ourselves to our limits, our
longing for perfection. The Olympic Games has provided a testing
ground for mankind’s ability to improve upon what was considered
unimprovable (see chart on World Record Progression for 100 metres).

Source Language:
English (U.S.

Target Language:
Spanish (Castilian)

General and specific
Sports - Golf

Document type:
Magazine article.
Omega Lifetime
Client:

Omega Lifetime
Omega Ltd.

Customer type:
Luxury Watchmakers

Markets:
Spain / Latin America

Target audience:
Luxury consumer; own-
ers and enthusiasts of
Omega timepieces

Website:
The Golf Edition
La Edicion Golf

Superando los Limites

El rendimiento atlético busca cada vez mas alla de las artimaias
bidnicas y va hacia nuevos métodos para lograr un mejoramiento que
sea fiel al espiritu deportivo y al espiritu de la humanidad. Por
William xxx

En el capitulo final de su libro *Una historia del mundo en diez capitulos
y medio*, Julian Barnes, ganador del Booker Prize 2011, imagina como
seria estar en el cielo. Y, siendo un hombre, estar en el cielo implica jugar
golf'y tener relaciones sexuales. Su primer recorrido es un 67, veinte tiros
mejor de lo que habia hecho nunca en el campo municipal local, teniendo
como caddie a un hombre llamado Severiano, en un campo de golf que es
una combinacion maravillosa entre un campo escocés y Augusta.

En el cielo, su juego de golf mejora exponencialmente. "Puedo tirar 320
metros/350 yardas sin problema, mis lanzamientos se transformaron, mis
putts envian rapidamente la bola al hoyo, como si fuese atraida por un
iman". Bajo un cielo despejado, su puntaje se acerca a los 50 y algo,
establece su objetivo en los 40 y luego "este es un importante momento
sicologico, romper la barrera de los 36". Su juego ha mejorado
infinitamente. Y entonces se da cuenta de que no habra limite. "Un dia
podria jugar un recorrido de golf en 18 tiros, invitaria a Severiano a un
par de copas, celebrariamos luego con esturion y patatas fritas y sexo — iy
luego qué? ;Alguien ha recorrido alguna vez — incluso aqui — un campo
de golfen 17 tiros?”

En la busqueda de la perfeccion, lo divertido es la misma bisqueda.

Batallas ideologicas

Carl Jung escribié una vez que "una de las tareas mas dificiles que los
hombres pueden realizar, aunque muchos otros la desprecien, es la
invencion de buenos juegos, y esto no puede ser hecho por hombres que
hayan perdido el contacto con su yo instintivo". En esto, indudablemente
¢l esta en lo correcto. Quizas un buen juego solo se inventa inicamente
una vez en una década, y solo tendra éxito si posee una atraccion
instintiva. Ponga en mayusculas la 'j' y las palabras de Jung se aplican
muy bien a los Juegos Olimpicos. La invencion de los Juegos Olimpicos
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OMEGA, GoodPlanet Foundation Source Language: OMEGA, la Fundacién GoodPlanet y la
and oceanic health English (U.S) salud ocednica

Target Language:
Spanish (Castilian)

General and specific
subject field:
Social - Oceanic Health

Document type:
Website for Lifetime
Magazine, entire issue,
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Customer type:
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Markets: VEA LA PG,
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Spain / Latin America

Target audience:
Luxury consumer; Ome-

RAISING AWARENESS ga timepiece owners
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Website:
Good Planet Foundation
Fundacion Good Planet
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<trans-unit id="para-73">

<source>Test pilot Andre Turcat advanced the throttles to
about 70%. He checked carefully for any vibrations or a rise
of temperature. Then he advanced the throttles to full take-
off power; the marvelous aircraft with its amazing futuris-
tic shape started to move along the runway. <g id="empha-
sis-74”>History was about to happen! </g>

</source>

<target>El piloto de pruebas Andre Turcat empujé la
palanca del mando de gases hasta el 70%. Hizo comproba-
ciones cuidadosas en busca de vibraciones y aumentos de
temperatura. Luego, avanzé las palancas hasta la maxima
potencia de despegue y el maravilloso avién, con su forma
increiblemente futurista, comenzé a moverse a lo largo de
la pista. <g id="emphasis-74”>;La historia estaba a punto
de escribirse! </g>

</target>

</trans-unit>

<trans-unit id="para-75">

<source>When the prototype of the supersonic airliner
<g id="emphasis-76”>Concorde </g>thundered down the
runway in Toulouse for its maiden flight, a new milestone
in the world’s aviation history was reached. </source>
<target>Cuando el prototipo del avién supersénico <g
id="emphasis-76">Concorde </g>bajé con gran estruendo
por la pista de Toulouse para su primer vuelo, se alcanz6 un
nuevo hito en la historia de la aviacién mundial.</target>
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Source Language:
English (U.S.)

Target Language:
Spanish (Castilian)

General and specific
subject field:
Luxury Goods - Watches

Document type:
XLIFF - Mobile App

Client:
Omega Ltd.

Customer type:
Luxury Watchmakers

Markets:
Spain, Latin America

Target audience:
Owners of Omega time-
pieces with iPhones and
iPads

Website:
Omega on the App
Store

Ladies’ Collection

Gents’ Collection
OMEGA News

More
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Source Language:
English (U.S))

Target Language:
Spanish (Castilian)

General and specific
subject field:

Luxury Goods - Watc-
making, technical

Document type:
Website

Client:
Omega Watches

Customer type:
Luxury Watchmakers

Markets:
Spain, Latin America

Target audience:
Luxury consumer; own-
ers and enthusiasts of

Omega timepieces

Website:
Master Co-Axial
Master Co-Axial Spanish

De Co-Axial a Master Co-Axial
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13:18

Los sintomas que se empiezan a registrar en el suben-

sayo fue: la presencia de organismos como la jibia que le
asignamos un rol importante respecto a la predacién sobre
la poblaciéon de merluza

13:35
(Inglés)

13:53
Y la poblacién misma empieza a mostrar una juve-
nilizacién de su estructura

14:02

(Inglés)

14:19

Y eso es el problema que tenemos actualmente, que no
logramos detectar la incorporacion de la estructura mas
grande, de mayor tamafio, a la poblacién

14:32
(Inglés)

14:55
Eso...en dos palabras, es el diagndstico que tenemos con la
poblaciéon de merluza
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Source Language:
Spanish (Chile)

Target Language:
English (U.S.)

General and specific
subject field:
Environment - Fisheries

Document type:
Time-stamped tran-
script, 6 hours field
interviews in Chile

Client:
WWF (World Wildlife
Fund)

Customer type:
NGO

Markets:
World Governments,
International Agencies

Target audience:
WWEF policy research-
ers, supporters

Website:
WWF Magazine Fall
2014

13:18

The symptoms we begin to register in the subtest were:

the presence of organisms such as Humbolt squid, that we
assigned an important predatory role to in relation to hake

13:35
(English)

13:53
And the population itself begins to show juvenilization of
its structure

14:02
(English)

14:19

And that’s the problem we have today, that we are unable
to detect the incorporation of the larger specimens, larger
sizes in the population

14:32
(English)

14:55
That ... in a nutshell, is the diagnosis we have on the hake

© Georgina Rodriguez 2014
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The Torrent is the only UAV designed, developed and
manufactured in Michigan.

Merrill Aviation & Defense has designed and developed
Michigan’s first Unmanned Aerial Vehicle.

The Torrent combines unmatched mission duration with a
truly innovative lightweight platform design.

THE TORRENT OFFERS:

High Endurance

While other platforms in this class only offer 1-2 hours of
operation, the Torrent delivers more than seven (7) hours
of uninterrupted eyes on target over a wide range of harsh
environments.

Logistics

The modular lightweight, yet durable design of the Torrent
enables rapid, small team deployment without an entou-
rage of required support equipment. The tool-less design
of the platform requires only a few minutes to assemble
before commencing operations.

Specifications
Wing Span 11.3 ft/ 3.4 m
Overall Length 6.6 ft / 2.0 m

9/25

Source Language:
English (US)

Target Language:
Spanish (Latin Ameri-
can)

General and specific
subject field:
Aeronautics - Un-
manned Aerial Vehicle

Document type:
Tehnical Specs.

Client:
Merrill Aviation

Customer type:
Aviation & Defense
Manufacturers

Markets:
Latin America, Spain

Target audience:
Defense Department /
Government Officials

Website:
Merrill Technologies

El Torrent es el inico UAV disefiado, desarrollado y fabri-
cado en Michigan.

Merrill Aviation & Defense ha disefiado y desarrollado el
primer vehiculo aéreo no tripulado de Michigan.

El Torrent combina una duracién de mision sin igual con
un disefio de plataforma ligera realmente innovador.

EL TORRENT OFRECE:

Alta Resistencia

Mientras que otras plataformas de esta clase sdlo ofrecen
1-2 horas de operacion, el Torrent ofrece mas de siete (7)
horas ininterrumpidas de vision del objetivo sobre una

amplia gama de entornos hostiles.

Logistica

El disefio modular ligero y perdurable del Torrent permite
el despliegue rapido de equipos pequeios sin la necesidad
de una escolta de equipos de apoyo. El disefio “sin herra-
mientas” de la plataforma requiere sélo unos minutos para
su montaje antes del inicio de las operaciones.

Especificaciones
Envergadura 11,3 ft/ 3,4 m
Longitud total 6,6 ft / 2,0 m

© Georgina Rodriguez 2014
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On average, children are more than twice as likely to be
hit by a car and killed on Halloween than on any other
day of the year.

Trick or Treat With an Adult

o Children under the age of 12 should not be alone at
night without adult supervision. If kids are mature enough
to be out without supervision, they should stick to familiar
areas that are well lit and trick-or-treat in groups.

Keep Costumes Both Creative and Safe

» When selecting a costume, make sure it is the right size
to prevent trips and falls.

« Decorate costumes and bags with reflective tape or stick-
ers and, if possible, choose light colors.

« Choose face paint and makeup whenever possible in-
stead of masks, which can obstruct a child’s vision.

« Have kids carry glow sticks or flashlights to help them
see and be seen by drivers.

10/25

Source Language:
English (US)

Target Language:
Spanish (Latin Ameri-
can)

General and specific
subject field:

Child Safety - Pedestri-
an Safety at Halloween

Document type:
PSA - Print, Digital

Client:
Safe Kids Worldwide

Customer type:
Global Organization

Markets:
U.S., Latin America

Target audience:
Spanish speaking par-
ents and educators

Website:
Safe Kids Worldwide

De media, los nifios tienen el doble de probabilidades de
morir atropellados en Halloween que en cualquier otro
dia del aio.

Pedir caramelos con un adulto

o Los nifios menores de 12 afios no deben andar solos por
la noche sin la supervisién de un adulto. Si los nifios son
lo suficientemente maduros como para estar sin super-
vision, deben permanecer en areas conocidas que estén
bien iluminadas y pedir caramelos en grupos.

Los disfraces deben ser tan creativos como seguros

o Al elegir un disfraz, asegtirese de que sea de la talla cor-
recta para evitar tropezones y caidas.

« Decore los disfraces y las bolsas con cinta adhesiva o
pegatinas reflectantes y, si es posible, elija colores claros.

« Siempre que sea posible, utilice pintura y maquillaje
facial en lugar de mascaras que puedan obstruir el campo
de vision de los nifios.

« Procure que sus hijos lleven barras luminosas o linternas
para ayudarles a ver y a ser visibles para los conductores.

© Georgina Rodriguez 2014
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NOTA DE PRENSA

El Ayuntamiento de Xabia reclama a la Con-
selleria de Bienestar Social que abone las sub-
venciones pendientes al Asilo y al Centro de Dia

El Consistorio respalda las reivindicaciones del instituto
Antoni Llidé para mantener suficientes grupos de ESO
para atender al alumnado

Xabia. Viernes, 29 de junio de 2012. El Ayuntamiento

de Xabia aprobo anoche en pleno y de forma unanime
solicitar a la Conselleria de Bienestar Social que agilice los
pagos que tiene pendientes con los dos centros socio san-

itarios concertados del municipio: el Centro de Dia Maria
de Betania y el Asilo Hermanos Cholbi.

La mocion presentada por la responsable de Bienestar
Social, Tere Bisquert, puso de relieve la preocupacion
existente en el municipio porque el Centro de Dia que se
inauguro en 2010 tras afios de reivindicaciones sociales,
sufra dos anos después una dificil situacion econémica “a
causa basicamente, de la demora en el pago del porcentaje
por usuario que aporta la Consejeria de Bienestar Social
y Justicia” y que provoca que sea la congregacion religiosa
que lo gestiona quien asuma “todos los gastos de los prov-
eedores del centro durante el afio 2011 y 2012”.

11/25

Source Language:
Spanish (Castilian)

Target Language:
English (British)

General and specific sub-
ject field:

Press Release - Local
Government

Document type:
Press Release

Client:
Javea Town Hall

Customer type:
Local Government

Markets:
Spain, British Expats

Target audience:
English language press in
Spain

PRESS RELEASE

Javea Town Council requests the Department of
Social Welfare in Valencia to Pay Outstanding
Subsidies to Nursing Home and Day Centre

The Local Council supports Antoni Llid6 Instituto pro-
test against cuts ESO classrooms

Javea. Friday, 29th June 2012. The Town Hall of Javea
approved unanimously at Thursday’s full council session
to petition the Department of Social Welfare in Valencia
to expedite the payments pending for the two subsidised
health centres in the municipality: Maria Betania Day
Centre and Hermanos Cholbi Nursing Home.

The motion submitted by the Councillor for Social Wel-
fare, Tere Bisquert, highlighted the concern in the munici-
pality for the Day Centre which opened in 2010 after years
of social demands, two years later is undergoing a difficult
economic situation “basically because of the delay in
payment of the percentage per user that the Department
of Social Welfare and Justice is supposed to pay; resulting
in the religious congregation having to bear the financial
burden of “all costs of the suppliers of the centre during
2011 and 2012

© Georgina Rodriguez 2014
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The SHOP Marketplace for Employees
If your employer is offering SHOP coverage

Employers with 50 or fewer employees can offer their em-
ployees health insurance through the Small Business Health
Options Program (SHOP) Marketplace. If you get an offer
of SHOP health insurance, this page describes your options.
If you have job-based health coverage thats not from the
SHOP Marketplace, the information on this page doesn’t
apply to you. Learn about your options if you have non-
SHOP job-based coverage.

Your coverage options
If you get an offer of SHOP health coverage from your
employer, you'll have 2 options:

o Accept the SHOP insurance coverage

« Explore other options, which include buying a plan in the

individual Marketplace
- If you have an offer of health insurance from your
employer, you may not be able to get premium tax
credits and other savings on a plan you get through the
individual Marketplace. Learn about job-based plans
and savings in the individual Marketplace.
- When you compare your choices, remember that
with a SHOP plan, your employer will pay part of your
monthly premiums. If you buy a plan in the individual
Marketplace instead, your employer won't pay part of
your premiums. You'll have to pay your premiums you

12/25

Source Language:
English (U.S.)

Target Language:
Spanish (Latin American,
Trade Winds)

General and specific
subject field:

Healthcare - Insurance
Marketplace enroliment;
Obamacare

Document type:
Website

Client:
U.S. Federal Govenment

Customer type:
Government Agency

Markets:
US.A.

Target audience:
Spanish speaking pubic

Website:
English Marketplace
Spanish Marketplace

El Mercado SHOP para empleados
Si tu empleador se ofrece cobertura del SHOP

Los empleadores con 50 empleados o menos pueden ofrecer
su seguro de salud de los empleados a través del Programa
de Opciones de Salud de Pequefias Empresas (SHOP) del
Mercado. Si recibe una oferta del seguro SHOP, esta pagina
explica las opciones. Si usted tiene cobertura médica del
trabajo que no es del Mercado SHOP, la informacién de
esta pagina no aplique a su caso. Aprenda sobre sus op-
ciones si tiene cobertura basada en el empleo no-SHOP.

Sus opciones de cobertura
Si usted recibe una oferta de cobertura médica de su em-
pleador del Mercado SHOP, usted tiene 2 opciones:

o Acepte la cobertura de seguro SHOP

« Explorar otras opciones, que incluyen la compra de un

plan en el Mercado individual
- Si usted tiene una oferta de seguro médico de su em-
pleador, quizas no pueda conseguir créditos tributar-
ios de primas y otros ahorros en un plan que usted
obtenga a través del Mercado individual. Aprenda so-
bre los planes basados en el trabajo y el ahorro en el
Mercado indivivual.
- Cuando a compare sus opciones, recuerde que con
un plan SHOP, su empleador pagara parte de sus pri-
mas mensuales. Si usted compra un plan en el Merca-
do individual en vez del SHOP, su empleador no pa-

gara parte de sus primas. Tendra gie pagar sus primas

© Georgina Rodriguez 2014



https://www.healthcare.gov/small-businesses/employees-shop/overview/
https://www.cuidadodesalud.gov/es/small-businesses/employees-shop/
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sPor qué usamos la palabra ‘exilio’?

La palabra ‘exilio’:

Segun la RAE, el exilio es una “expatriacion, generalmente
por motivos politicos”. Lo cierto es que la mayoria de his-
pano parlantes asocian “motivos politicos” con “motivos
ideologicos” a pesar de que la politica cada vez tiene menos
de ideologia. Si bien es verdad que la primera de las 12
acepciones en la RAE para la palabra “politica” se refiere
a lo “perteneciente o relativo a la doctrina politica’, la se-
gunda acepcidn se refiere a lo “perteneciente o relativo a la
actividad politica” Y aqui es donde queremos incidir.

En la mayoria de paises, el ordenamiento juridico consid-
era a los politicos elegidos o nombrados como represen-
tantes del pueblo en el mantenimiento, la gestién y admin-
istracion de los recursos publicos. Dicho ordenamiento
establece que un politico debe velar por el interés general
de los ciudadanos y mantenerse dentro de una ética profe-
sional de servicio al pueblo y no hacia si mismo o los suyos.
Sin ir mas lejos, el preambulo de la Constitucion Espaiiola
dice lo siguiente:

“La nacion espafiola proclama su voluntad de promov-
er el progreso de la cultura y la economia para asegu-
rar a todos una digna calidad de vida”.
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Why We Use the Word “Exile”

According to the dictionary of the RAE (Royal Academy
of the Spanish Language), exile is defined as “Expatriation,
usually for political reasons”. The truth is that most peo-
ple associate “Political reasons” with “ideological reasons”,
even though politics has become increasingly less ideolog-
ical. While it is true that the first of the 12 definitions for
the word “politics” in the RAE is “belonging or relating to
political doctrine®, the second definition is “belonging or
relating to political activity”. And this is where we want to
make our argument.

Under the laws of most countries, the role of an elected or
appointed official or politician is to maintain, manage and
administer the public resources and is to be held fully ac-
countable. These laws also state that politicians must work
in service of the public and to promote the general interest
of the citizens and must carry out their work under a code
of ethics and professional conduct. Furthermore, transpar-
ency policies guarantee that elected politicians serve he
people and not their own interests. In fact, the preamble of
the Spanish Constitution states the following:

“The Spanish nation proclaims its will to promote the
progress of culture and of the economy to ensure a wor-
thy quality of life for all.”

© Georgina Rodriguez 2014
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SAM sale de la cocina. DECLAN mira como se marcha. Sigue
comiendo una manzana, se sienta sobre la encimera. Se puede
escuchar a SAM fuera de pantalla.

SAM
Me marcho de aqui en diez minutos, jcon o sin ti!

DECLAN
(Suspirando) Histérica.

DECLAN da otro mordisco a la manzana, se baja de un salto
con energia y se va a vestirse.

INT./ EXT. DIia.

5. COCHE DE DECLAN. CALLE.

DECLAN esta conduciendo a por la zona financiera de la
ciudad, donde hay un muchos rascacielos y ejecutivos
enchaquetados y engominados. SAM esta sentado a su lado,
vestida de traje de executiva impecable, se pinta los
labios en el espejo retrovisor. DECLAN estd vistido de
manera informal: vaqueras y una sudadera.

El coche se detiene fuera de un bloque de oficinas
impresionante.

SAM le da un beso.

DECLAN
He reservado mesa para esta noche. Nuestro lugar
favorito.

SAM
No es momento para cenas romanticas, DECLAN.
Sabes que estoy super liada.

DECLAN

Te crees muy lista, ¢verdad? Quiza te sorprenda
SAM le mira con escepticismo, pero le pica la intriga.

DECLAN

(Sonriendo) Venga ya. Vas a ser la jefa, cofio.

¢Por qué no dejas que el hombre mads guapo que

conoces te invite a una cena romantica?

SAM
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4.

SAM walks out of the kitchen. DECLAN watches her go. He goes
back to his apple.

SAM can be heard O.S.
SAM (CONT’D)
I'm outta here in ten, with or

without you!

DECLAN
Bundle of nerves.

DECLAN takes another bite of the apple and goes to get
dressed.
I/E. DECLAN’S CAR - STREET - DAY

DECLAN drives through the business district of town, where
there are lots of skyscrapers and well-dressed executives.

SAM sits next to him, dressed in impeccably, executive yet
stylish. She applies some lipstick on her lips, looking at
herself in the rear-view mirror.

DECLAN is dressed in casual clothes: blue jeans and a
sweatshirt.

The car pulls up outside a swanky office building.

SAM kisses him.

DECLAN
I made a reservation for tonight.
Our place.

SAM
This really isn't the time for
wining and dining, DECLAN. You know
I'm tied-up.

DECLAN
Think you know everything, huh?
Maybe I might just surprise you...

SAM looks at him, doubtful, but somewhat intrigued.

DECLAN (CONT'D)
Come on. You're going to be the
boss, damn it. Why wouldn't you let
yourself be wined and dined by the
most attractive man you know?

© Georgina Rodriguez 2014
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La estacion clinica ehCOS CLINIC proporciona a los pro-
tesionales clinicos y de enfermeria herramientas de soporte
que incrementan el valor de la atencién mediante el uso
de los procesos estandar predefinidos y optimizados que
incorpora el sistema.

El primer paso del proceso sera la realizacion de la hoja de
anamnesis y la exploracion clinica del paciente por parte
del médico. Dependiendo de las necesidades particulares
de cada paciente, o de la operativa propia de cada centro,
el proceso continuaria de alguna de las siguientes formas:

a. Solicitud de examenes complementarios. El clinico de-
terminara si es necesario realizar alguna prueba comple-
mentaria al paciente, como por ejemplo, analisis de labora-
torio, pruebas diagnosticas o peticiones al banco de sangre.

Estas acciones se realizaran de manera centralizada desde
el gestor de peticiones o CPOE (Computerized Physician
Orden Entry).

b. Interconsulta. El clinico puede solicitar, si lo cree con-
veniente, la opinién de un profesional de otra especialidad
mediante la peticién de una interconsulta, que realizara
también en el CPOE, y que el servicio destinatario recibira
en una lista de

trabajo, que podra completar y remitir de nuevo al médico
solicitante.

c. Establecimiento del juicio clinico en base ala valoracion
clinica realizada mediante las exploraciones fisicas al paci-
ente y los exdmenes complementarios e interconsultas efec-
tuadas.
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The ehCOS CLINIC clinical station provides medical prac-
titioners and nursing staft support tools that increase the
value of care by using the optimized predefined standard
processes incorporated in the system.

The first step in the process is the intake of the medical his-
tory and the physical examination by the doctor. Depend-
ing on the particular needs of each patient, or the standard
operating procedure at each center, the process may con-
tinue in either of the following ways:

a. Ordering tests. The physician will determine whether it
is necessary to order additional tests for the patient, such
as lab tests, diagnostic tests or blood bank requests. These
actions will be centralized in computerized physician order
entry or CPOE.

b. Referral. If it is necessary, the physician can refer the
patient to a specialist, which is also coordinated through
the CPOE. The recipient service will receive the referral re-
quest in a work list that will be filled and returned to the
requesting physician.

c. Assessment and plan based on the combination of phys-
ical examination of the patient, test results, complementary
examinations and referrals.
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2014 KIDS COUNT Data Book Fact Sheet

BALTIMORE — The 2014 KIDS COUNT Data Book marks
25 years of bringing attention to national and state-level data
on the well-being of children. The 25th edition examines two
major areas: 1) data from 1990, the first year the Data Book
was published, that show the major trends in child well-being
and 2) recent trends that compare data from years 2005 to
2012 and include state rankings. The recent trends show how
kids are faring mid-decade prior to the economic crisis, com-
pared to how they are doing in the aftermath.

National Trends in Child Well-Being Since 1990

Economic Well-Being: The Official Child Poverty rate as de-
fined by the federal %overnment dropped from 18 to 16 per-
cent from 1990 to 2000. But by 2010 it had reached 22 percent
and has remained roughly at that level. However the Supple-
mental Poverty Measure ZISPM) first used by the U.S. Census
Bureau in 2011 shows a much higher national child poverty
rate 20 years ago, reaching 29 percent in 1993, but having a
fairly steady decline to 17 percent in 2009. The SPM gives
a fuller measure of family expenses and resources includin
safety net programs, such as tax credits, food assistance an
subsidies for child care and housing. Today, more young peo-
ple are in school or working compared to 1990.

Education: In the past two decades, preschool attendance
among 3- and 4-year-olds has increased by 34 percent. Na-
tional math and reading scores as well as high school grad-
uation rates have steadily improved for students of all races
and income levels, with most of these positive developments
preceding the many policy changes of the last decade.

Health: Only one health indicator has worsened since 1990
— the percentage of low-birthweight babies. There has been
increased access to health insurance for children, with 13
ercent of children being uninsured in 1990 compared with
ewer than 9 percent in 2012. Mortality rates for children and
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2014KIDS COUNT Data Book Hoja informativa

BALTIMORE — El 2014 KIDS COUNT Data Book [Libro
de Datos] conmemora sus 25 afios atrayendo la atencion ha-
cia los datos sobre el bienestar de los ninos a nivel nacional y
estatal. La 252 edicién examina dos areas {)rinci ales: 1) los
datos de 1990, el primer afio en que se publicé el Data Book,
y que refleja las principales tendencias en el bienestar infan-
til y 2) las tendencias mas actuales que comparan los datos
de 'los afios 2005 a 2012 e incluye las clasificaciones por esta-
do. Las tendencias mas actuales reflejan como los ninos esta-
ban progresando a mediados de la década anterior a la crisis
econdmica, en comparacion con su progreso posterior.

Tendencias nacionales en el Bienestar Infantil desde 1990
Bienestar Economico: La tasa oficial de pobreza infantil [Of-

ficial Child Poverty Rate] tal como la define el Gobierno Fed-
eral se redujo del 18 al 16 por ciento desde 1990 al 2000. Pero

en el 2010 habia alcanzado el 22 por ciento y desde entonces

se ha mantenido aproximadamente en ese nivel. Sin embargo

la Sulg)lemental Povert?{ Measure (SPM) [Métrica Suplemen-
iz

taria de la Pobreza] utilizada por primera vez en 2011 por la
Oficina del Censo de Estados Unidos muestra una tasa nacio-
nal mucho mas alta de pobreza infantil 20 afios atras, llegando
a un 29 por ciento en 1993, habiendo experimentado un de-
scenso relativamente constante hasta el 17 por ciento en 2009.
El SPM proporciona una métrica mucho mas completa de los
gastos y recursos familiares incluyendo programas de pro-
teccion social, tales como desgravaciones fiscales, asistencia
alimentaria y subsidios para el cuidado infantil y la vivienda.
Hoy en dia, hay mds personas jovenes que estan estudiando o
trabajando que en 1990.

La educacién: En las ultimas dos décadas, la asistencia a
preescolar entre los nifos de 3 y 4 afnos de edad se ha incre-
mentado en un 34 por ciento. Los resultados nacionales en
matematicas y lectura, asi como las tasas de graduacién en la
escuela secundaria han mejorado de manera constante para

© Georgina Rodriguez 2014
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III. Que los reunidos, en el concepto en que intervienen, han llegado a un acuerdo para la
compraventa de dicha parcela, junto con la vivienda que se tiene proyectada. Y lo llevan
a efecto de conformidad con las siguientes

ESTIPULACIONES

PRIMERA.- La mercantil DESARROLLO COMERCIAL CANSALADES, S.A. propi-
etaria del inmueble, vende a los Sres. BUSH la finca, descrita con anterioridad, objeto del
presente contrato, con las caracteristicas y condiciones que figuran en el Proyecto Basico
anteriormente referido.

SEGUNDA.- La construccion de la vivienda, objeto de la compraventa, se iniciara con
posterioridad a la preceptiva obtencién de la correspondiente licencia de obras, la cual ya
ha sido aprobada por la Comisién de Urbanismo en fecha 14 de Marzo de 2005.

TERCERA .- El precio total de la compraventa es de TRESCIENTOS NOVENTA Y TRES
MIL EUROS (393.000°00.-€) mas el IVA correspondiente.

CUARTA .- La forma de pago sera la siguiente:

a) Ala firma del presente contrato el COMPRADOR, entrega a LA VENDEDO-
RA la cantidad de 117.900°00.-€ mas 19.257°00.-€ en concepto de I.V.A. o sea un total de
CIENTO VEINTISEIS MIL CIENTO CINCUENTA Y TRES EUROS (126.153°00.-€),
correspondiente al 30% del importe total, como parte del precio de la compraventa menos
la cantidad entregada con anterioridad en concepto de reserva pactado en el contrato que
asciende a SEIS MIL EUROS (6.000°00.-€) pago que se realiza mediante cheque n° ___

del banco o
ingreso en la cuenta designada por la vendedora en el presente contrato.

b) La cantidad restante de DOSCIENTOS NOVENTA Y CUATRO MIL
TRESCIENTOS CINCUENTA Y SIETE EUROS (294.357°00.-€) sera abonada por la
Parte Compradora en el momento en el que se produzca el otorgamiento de escritura
publica de compraventa, mediante cheque bancario.

Se fija de mutuo acuerdo un 7% anual en concepto de demora, que empezara a deven-
garse pasados cinco dias desde la fecha en la que se hubiera tenido que hacer efectivo la
parte del precio correspondiente.

QUINTA.-LA VENDEDORA actuara, respecto de las cantidades anticipadas, hasta el
otorgamiento de la escritura publica de compraventa, de acuerdo con lo previsto en la
Ley 57/1968, de 27 de julio reguladora de la percepcion de cantidades anticipadas en la
construccion y venta de viviendas y demas legislacion aplicable.

En garantia de la devolucion ala PARTE COMPRADORA de las cantidades anticipadas,
hasta el otorgamiento de la escritura putblica de compraventa, en los supuestos y bajo las
condiciones establecidas en el presente contrato, LA VENDEDORA, entregara al COM-
PRADOR avales bancarios.
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III. Whereas the parties, in the concept in which they are intervening, have agreed
to the purchase and sale of said plot as well as the house that is planned in the Proj-
ect. And undergo the aformentioned according to the following:

CLAUSES

FIRST.- The company DESARROLLO COMERCIAL CANSALADES, S.A. owner
of the property, sells the previously described property to MR and MRS BUSH,, this
being the object of the present contract, with the characteristics and conditions that
figure in the Basic Project previously referred to.

SECOND.- Construction of the house, object of the purchase and sale, shall begin
once the pertinent building license has been granted, which has been approved by
the Urbanism Commission on the date of 14th March 2005.

THIRD.- The total price of the purchase and sale is THREE HUNDRED NINETY
THREE THOUSAND EUROS (€393,00.00) plus the corresponding IVA (VAT).
FOURTH.- The form of payment is the following:
a) Upon signing the present contract the BUYER shall hand in to THE
SELLER the amount of €117,900.00 plus €19,257.00 in the concept of I.V.A., that is
a total of ONE HUNDRED TWENTY SIX THOUSAND, ONE HUNDRED FIFTY
THREE EUROS (€126,153.00.-€), which corresponds to 30% of the total amount,
as part of the price of the purchase and sale minus the amount deposited previously
as a reservation agreed to in the contract that comes to the amount of SIX THOU-
SAND (€6,000.00), payment made by cheque

of the bank or by direct deposit in the
account designated by THE SELLER in the present contract.

b) The remaining amount of TWO HUNDRED FOUR THOUSAND FIF-
TY-SEVEN EUROS (€294,357.00) shall be paid by the BUYER part at the moment
of closing of the public sale and purchase deed, by bank cheque.

A 7% annual fee is mutually agreed to should delays occur, that will begin to ac-
crue five days past the date on which the corresponding part of the price should be
handed in.

FIFTH.- THE SELLER shall act, with respect to the amount foreseen, until closing
of the public sale and purchase deed, according to the provisions of Law 57/1968, of
27th July regulating the receipt of advance payment for the building of homes and
other applicable legislation.

As guarantee of refund of advance payment until closing of the public sale and pur-
chase deed, on the assumptions and under the conditions established in the present
contract, THE SELLER shall provide the BUYER with banker’s reference.

© Georgina Rodriguez 2014



http://www.la-nao.eu/Villas/villas.html

ranslation
Portfolio

RESUMEN. ABSTRACT

Titulo de la Tesis: EL CONCEPTO DE OBJETIVIDAD DE
LA OBRA DE ARTE. EL OBJETIVISMO BIPOLAR DE
JORGE OTEIZA.

Introduccidn:

En el presente trabajo pretendo validar tres intuiciones que
me han surgido a lo largo de afios de afios de investigaciones
empiricas en el campo de la plastica:

. La materia del arte sale del magma del todo lo que no se
piensa que esta en cada hombre

. El camino para acceder a ella es la profundizacién en su sub-
jetividad

. Al final de la subjetividad del artista se encuentra la objetiv-
idad artistica de la obra.

Para el desarrollo y validacién de estas ideas analizo concep-
ciones de pensadores estéticos a favor y en contra de ellas.
Compruebo que desde la Ilustracion hay tres periodos estéti-
cos muy diferenciados:

- Premodernidad, que llega hasta Kant, prevalece el
subjetivismo, el pensamiento se libera del dominio de la Ig-
lesia y el hombre se vuelve el centro del mundo, también del
mundo del arte. La relacion del artista y el espectador con la
obra esta basada en el gusto y el juicio estético. El sujeto es el
unico protagonista de [a experiencia estética.

- Modernidad, a partir de Hegel, prevalece el objetivis-
mo, sobre todo en la Escuela Romadntica alemana. Es el peri-
odo mas fecundo en investigacion estética: las Vanguardias
Histdricas. La relacion entre el artista, el espectador y la obra
se produce inicialmente mediante la conmocién emocional
y mas adelante con el sobrecogimiento estético. La obra se
vuelve la protagonista de la experiencia estética.
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SUMMARY. ABSTRACT

Thesis Title: THE CONCEPT OF OBJECTIVITY IN THE
WORK OF ART: THE BIPOLAR OBJECTIVISM OF
JORGE OTEIZA.

Introduction:

In this paper I intend to validate three insights I have gained
over years of empirical research in the field of visual arts:

. The material of art emerges from the magma of everything
that is without thought, residing within every human being

. The way to access this is by delving inside the depths of their
own subjectivity

. The end result of the artist’s subjectivity is the artistic objec-
tivity of the work of art.

In order to develop and validate these ideas, I will analyze the
different conceptions put forth by aesthetic thinkers that ar-
gue in both favor and against them. To this end, I have delim-
ited three very distinct aesthetic periods from the time of the
Enlightenment:

- Premodernity, which ends with Kant, subjectivism
prevails, the Church releases its firm grip on thought and man
becomes the center, not only of the world, but also the art
world. The relationship between the artist, the viewer and the
work of art is based on taste and aesthetic opinion. The sub-
ject is the only central character of the aesthetic experience.

- Modernism, from Hegel onwards, objectivism pre-
vails, especially in the German Romantic School. It is the
most fruitful period in aesthetic research: the Historical Van-
guards. The relationship between the artist, the viewer and the
work of art is initiated through emotional upheaval, which is
then replaced by aesthetic awe. The work of art becomes the
central character of the aesthetic experience.

© Georgina Rodriguez 2014
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TO BUILD A CAREER YOUR WAY,
LOOK WITHIN. TAKE STOCK OF WHO YOU ARE AND
WHAT MATTERS MOST.YOU HAVE EVERYTHING THAT'S
NEEDED TO SUCCEED. LISTEN TO THE VOICE INSIDE.
WHICH WORDS CAPTIVATE YOU? CAPTURE THEM AND
TAKE THAT FIRST STEP, NO MATTER HOW SMALL.

WALK THE PATH OF MOST RESISTANCE.
THIS ROAD ENABLES GROWTH. LOOK BACK ON YOUR
PAST TO CONNECT WITH THE PRESENT. WIELD AN
ARTIST'S BRUSH TO PAINT THE FUTURE. CAREERS
ARE NOT STRAIGHT LINES, SO LEARN TO
EXPECT AND APPRECIATE CURVES.

BE COMFORTABLE WITH DOUBTING-MAKE IT
YOUR ACQUAINTANCE. KNOW YOU'RE CAPABLE OF
MORE. PRACTICE YOUR CRAFT. PERFORM LIKE A MASTER.

GRAB YOUR DREAMS - REACH AND DO. BY FACING
YOUR FEARS AND UNCERTAINTIES,
MEANINGS EMERGE.

INVEST IN RELATIONSHIPS.

ASK QUESTIONS, LISTEN FULLY, AND SAVOUR DIVERGENT
VIEWS. DON'T STAND OFF TO THE SIDE, NOR SET FORTH
ALONE. ADD TO THE CONVERSATION; SHARE YOUR
STORY AND WHAT YOU KNOwW. NOURISH YOUR

COMMUNITY; PLANT SEEDS OF COMMON SENSE.

JOIN IN THE DANCE BETWEEN YOU AND THE WORLD
AROUND YOU. STEP IN, CHALLENGE YOURSELF AND

ARVEATACAREER YOUR WAY.

WAY' MANIFEST(
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Para Construir Tu Carrera Profesional A Tu
Manera, mira dentro de ti. Haz un balance de lo
que eres y de lo que mas te importa. Tienes todo lo
necesario para triunfar. Escucha a tu voz interior y
atrapa las palabras que te cautivan. Siguelas y da
un primer paso, no importa lo pequeno que sea.

Camina por la senda mas dificil. Esa senda te lle-
va al crecimiento. Mira hacia atras, a tu pasado,
para conectar con el presente. Usa un pincel de
artista para pintar tu futuro. Las carreras profesio-
nales no son lineas rectas, asi que aprende a espe-
rar y a valorar las curvas del camino.

Siéntete cobmoda con las dudas, familiarizate con
ellas. Sé consciente de que puedes llegar mas lejos.
Practica tu oficio. Tra’l)a a con maestria. Atrapa tus
suefios “aqui y ahora” Enfrentando tus miedos y
tus incertidumbres emerge su significado.

Invierte en tus relaciones. Haz preguntas, escucha
atentamente, y aprecia los puntos de vista diver-
gentes. No te apartes a un lado, ni emprendas sola
el camino. Contribuye a la conversacion; compar-
te tu historia y tus conocimientos. Nutre tu co-
munidad, siembra semillas de sentido comun.

Unete y danza con el mundo que te rodea. Avan-
za, desafiate y Construye Tu Propia Carrera.

© Georgina Rodriguez 2014



http://www.thehorangroup.com/how-to-build-a-career-your-way/
http://www.thehorangroup.com/how-to-build-a-career-your-way/

23/25

ranslation
Portfolio

DOSSIER DE PRENSA

posturas politicas, ideologias y religiones, sin
distincién de sexo, raza o procedencia.

Patronos de la Fundacién

La Fundacién la preside el empresario José Ribes,
y son también miembros fundadores Juan Bover
Fernandez de Palencia, Juan Cardona Bisquert,
Vicente Castell6 Valles, José Luis Boronat Calabuig
y Francisco Ferrero Campos. Todos son residen-
tes en Javea. El Ministerio de Exteriores del
Gobierno Espaiiol, la Generalitat Valenciana y el
Ayuntamiento de Javea estan también integrados
en el patronato y han mostrado su clara vocacion
por apoyar las actividades del Foro.

En Javea

Los fundadores del Foro, ademés de ser residen-
tes en Javea, han valorado la idoneidad de ubicar
la Fundacién en esta localidad de la costa medi-
terranea, punto de encuentro, histéricamente,
de civilizaciones y culturas, donde existe una
amplia colonia extranjera multinacional muy
participativa e interesada en que Javea consolide
sulocalizacién internacional, junto a una poblacién
foranea recep! ntegradora de todos aquellos
que la visitan y que ha sabido crecer convirtién-
dose en un punto cosmopolita del Mediterraneo,
sin perder su propia identidad. Javea se convierte
asi en una referencia para el didlogo Euromedi-
terraneo.

Objetivos de la Fundacién

Los objetivos del Foro Javea quedan plasmados
en la Declaracién de Javea (cuya copia adjuntamos
integramente) y que a grandes trazos, junto al
fomento del didlogo, discusién e intercambio de
opiniones e ideas y a la formacién de jévenes
lideres del area Euromediterranea, quiere crear
vinculos sociales y culturales entre estas capas
de poblacién. La Fundacién, a través de su Con-
sejo Asesor, programara regularmente sus acti-
vidades para alcanzar sus objetivos.

Mohammed Bennais

Vista de Javea

Source Language:
Spanish (Castilian)

Target Language:
English (British

General and specific
subject field:

NGO- International Rela-
tions

Document type:
2006-2007 Annual Report
(translated 4 more annual
reports, website and all
publications for Founata-
tion)

Client:
Foro Javea de Vecindad

Customer type:
NGO - Foundation

Markets:
Spain, European Union,
Middle East

Target audience:
European Union Neigh-
boruhood Policy Makers.
International Foreign Re-
lations Community.

Website:
Foro Javea de Vecindad
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FORD JAVER
de Vecindad

PRESS PACKET

of trustee and they have shown their eagerness
in supporting the Forum’s activities.

The name

Although the full name is the Valencian Commu-
nity Foundation Javea Neighbourhood Forum,
the trustees decided upon the shortening of the
organization’s name to “Foro” or “Forum” in
English. As its name indicates, “Forum” refers
to a place for debate and the exchange of ideas;
“Javea” refers its geographic location and “Neigh-
bourhood” refers to its main objective pursuant
to the Good Neighbourhood Policy promoted
by the UE, the reconciliation of political, ideo-
logical and religious differences, regardless of
sex, race or origin.

Located in Javea

Because the Forum founders, apart from living
in Javea, considered the suitability of locating the
Foundation in this Mediterranean coastal city, a
historical meeting place between cultures and
civilizations, with a broad participatory multina-
tional foreign population interested in consoli-
dating Javea’s reputation as an international
location, alongside a receptive local population
that eagerly integrates all visitors and has learned
to grow and become a cosmopolitan point on
the Mediterranean, without losing its own identity.
In this way, Javea has become a point of reference
for the Euro Mediterranean dialog.

The aims of the Foundation

The aims of the Javea Forum are embodied in
the Declaration of Javea, which in broad terms,
in addition to promoting dialogue, discussion,
the exchange of ideas and opinions and training
of young leaders in the Euro Mediterranean
region, wishes to create social and cultural bonds
among this population range. The Foundation,
through its advisory board, will program regular
activities to achieve these goals.

I Primicias, 2 » 03730 Jivea [Alicantel, Spain »
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PROYECTO DE REVITALIZACION DEL CENTRO HISTORICO DE LA

VILLA
JAVEA / XABI

PROPUESTA PARA N J iNTO FINANCIERO
DEL ESPACI N EUROPEO

Se ha considerado que la realizacion de una mejora en la urbanizacion y servi
la calle Mayor, emblemitica e importante del casco, junto al resto de
»numental, puede servir no sélo como una actuacion ejemplar, si no como
i6n y mejora en un eje de indudable y prioritaria importancia, lo que en definiti
va a influir en la mejora global del conjunto. Debe ser interpretado, en cualquier caso,
como una primera inversion, que precederd a otras en la elevacion del atractivo, y en
definitiva de la calidad de vida de los habitantes y usuarios del casco antiguo.

2.- OBRAS A REALIZAR

Las obras de mejora de la urbanizacion de la calle Mayor y aledafios consistirdn en la
nueva implantacién de tod i repavimentacién de la misma, junto
con mobiliario urbano y jardinerfa. Afectan a una superficie estimada de 8.900 m2. de
acuerdo con el plano adjunto y suponen una longitud viaria estimada de 2.020 ml.

sentido, comprenderan:

Implanta de una canalizacion de aguas pluviales, hoy inexistente, de una
longitud estimada de 2.020 ml.

Realizacion de una nueva red de aguas negras, hoy anticuada e ineficiente. de una
longitud estimada de 2.020 ml.

Actualizacién de acometidas y red general de agua, de una longitud estimada de
2.020 ml.

Subterrancizacion de las redes de servicios de telefonia, electricidad en baja
tension y alumbrado publico, hoy desafortunadamente colocadas prendidas
orden por las fachadas de las construcciones, de una longitud estimada de 2.020
ml.

Repavimentacién con nuevos materiales adecuados al uso peatonal, y
caracteristicas historicas de la via y entorno, con un érea afectada de 8.900 m2.

Source Language:
Spanish (Castilian)

Target Language:
English (British)

General and specific
subject field:
Grantwriting- EU Grant
Proposal for City Revital-
ization Project

Document type:
Grant Proposal

Client:
Javea Town Council

Customer type:
Local Government

Markets:
Spain, European Union in

Target audience:
European Union Officials

Website:
Ajuntament de Xabia

REVITALISATION PROJECT OF THE HISTORICAL CENTRE

MUNICIPALITY

A

R THE FINANCIAL INS

OF THE EUROPEAN UNION
MARCH 03

OF THE

It is regarded that putting into operation an urban recuperation project and
improvement of services of the ‘Calle Mayor’, the most important and emblematic street

of the Old Town, along with the other quarters of the Hist Centre, w

only as an exemplary action, but also as a joint investment and recovery initiative of

doubtless and vital importance, that will ha

tionable influence on the overall

recuperation of the ensemble. In any case, it should be viewed as an initial investment to
be followed by others that wil ¢ to increase both the appeal and the quality of life of

the inhabitants and regular visitors and/or users of the Old Town.

2.- URBAN RENEWAL PROJECTS:

The urban renewal projects to be undertaken in the

alle Mayor’ and its vicinities

will con: of: relocation of all the urban services, repaving and rene; of public
furnishings and gardens. This will affect an estimated surface of 8.900 m2, as can be

seen in the attached plan, and a road length of 2.020 ml.

¢ project involves the:

Implantation of new network for channelling rainwater, today non-existent, with

an estimated length of 2.020 ml.

Completion of ne
estimated length of

Updating the water network with an estimated length of 2.020 ml.

sadly hanging of
length of 2

tem, at present outdated and inefficient, with an

Repaving, with new materials appropriate for both pedestrian use and the
cal characteristics of the street and its surroundings, affecting an area of

8.900 m2.
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Thank you for your time!

Georgina Rodriguez
Translation, Localization, Interpreting, Subtitling, Voiceover

Email: georginarp@gmail.com
Skype: georgina_rodriguez
LinkedIn http://www.linkedin.com/in/georginarodriguez
Twitter https://twittercom/georginarodpal
About.Me http://about.me/georginarodriguez
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