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Agenda

Languages and the web today
Global brand versus local relevance on the web
Providing culturally relevant content and advertising
Improving the efficiency of translating web content 
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Language, Content and Global Business

* Gilbane Globalization blog – Mary LaPlante, 2008
**(c) Common Sense Advisory 2008, Proof Localization Matters - Organizations with more than 250 employees.

90% of HP’s customers 
buy based on content, 
not on touching the 
product*

69% of HP’s revenues 
are generated from 
outside of the US*

Only 15% of purchasers  
are very comfortable 
buying online in non-
native language**
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Global Users of the Web

Asia has the highest number of internet users in the world
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Top Asian and European Internet Users
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Percentage of the Population

Asia has the highest usage, yet the penetration is low
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Online Globally is Growing

10% of retail sales in China 
are now done online

Online, relevant 
information in the right 
language is key to global 
success today
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How Do You Do It?

How do you represent your brand consistently in different 
countries while allowing for local marketing input?

Answer: Component-based model

How can you make sure that content on there is relevant to 
a specific culture?

Answer: Targeting and personalisation, local knowledge

How can you have an efficient way of making sure all the 
content gets localized on time and on message?

Answer: Integrated web content and translation management



Component-based Model
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Component Based

BuildingBlocks

Single update, multiple pages
Secured authoring
Zero redundancy
Dynamic linking

Parent Website

Content Layout

SegmentApps
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BluePrinting

Content lifecycle optimization
Relationship over time 
Impact analysis
Parallel inherited workflows

Synchronization of Content

Parent Website

Content Layout

SegmentApps

French Website

Content Layout

SegmentApps

Content Content

German Website

Content Layout

SegmentApps

Content Content

Spanish Website

Content Layout

SegmentApps

Content Content
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Brand/ Design Country & Language

Central Booking
Application

Brand
Marketing

Local 
Campaign

Corporate 
Campaign

Local 
Campaign

Legal

Local
Special 
Offers 

Application

Central Control, Local Flexibility
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Multi-Channel Delivery

Multi-Channel Delivery

One source, multiple channels
Cost efficient
Channel consistency
Cross-Channel integration

Parent Website

Content Layout

SegmentApps

French Website

Content Layout

SegmentApps

Content Content

German Website

Content Layout

SegmentApps

Content Content

Spanish Website

Content Layout

SegmentApps

Content Content



Targeting and Profiling
Relevant to the Culture
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Geo-Positioning
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Brand Experience in Different Countries

For brands like Unilever, products have different images in 
different countries. 
 In most countries, Lux is an everyday brand
 In India it is a superior brand and so the content needs to reflect that
 Wording can also be ‘localised’ for that brand – tone of voice changed

…Localized Brand Experience & Target Group Branding 
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Understanding Cultures

Ensure you work with an agency/local people that 
understand local nuances and can give feedback into what 
works

Different layers of culture
1. What you see – buildings, language, food
2. Norms and values
3. Core assumptions

Cultures vary based on their attitudes to
 People – eg individual v community; neutral v emotional
 Time – what you do now v in the past
 Environment – you alone or part of a bigger environment



Integrated Web Content 
Management and Translation 
Management
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Integrated Translation Process

Automation of translation processes
 Define a translation job and send for translation from within the Web 

Content Management System
 Translations are handled in Translation Management System, translation 

memory and machine translation are applied 
 The right people review and process
 Translated content is returned to the Web Content Management System

Translation for all online communication
 Social (can be run through machine translation as well as crowdsourced)
 Corporate – decide which types of content deserve which types of 

translation:
• Machine translation, machine translation plus post-editing
• Crowdsourcing
• Human only
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Translation Management and Web 
Content Management Combined
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Mandarin Oriental

Web and mobile sites
 Increased mobile traffic
 Bookings exceeding expectations
 ROI in only two months

Solution components:
Web Content 
Management
Integrated with 
Translation Management 
Language Services
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Hewlett Packard

Centralized infrastructure and standardized processes
Access provided to authors, translators, marketing  and 

reviewers
Higher quality and consistency achieved
Scalable for future
Savings Year 1: $5M

Solution components:
Language Services
Web Content Management
Integrated with Translation 
Management and Machine 
Translation
 Quality control at the 
source
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Global Information Management 
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Summary

Create content in reusable components that 
can be modified per country

Use geo-positioning to make content 
culturally relevant

Integrate language technology into your Web 
Content Management System

shurst@sdl.com
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Presenter
Presentation Notes
This is the SDL “holding slide”.  It should be used at the beginning and ending of every presentation.
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