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Introduction

This is our fifth edition of The Web Globalization Report Card. And |
can’t help looking back to 2002, when we first set out to benchmark
Web sites.

In 2002, | was happy to find any Web site that supported more than 20
languages; there weren’t many out there. This year, 20 is the average
number of languages supported.

In 2002, Simplified Chinese could be found in roughly 50% of the global
Web sites reviewed. This year, Chinese can be found on nearly 80% of
all Web sites.

In 2002, Google supported a little more than 50 languages. Today,
Google supports more than 115 languages, and Gmail alone supports
more than 40 languages.

In 2002, John Deere offered only six languages in addition to English.
Today, the company supports 20 languages, including Czech, Danish,
and Turkish.

Every year, | come away impressed with the speed at which companies
have embraced Web globalization. And while many companies still
have a good deal of embracing left to do, the practice of Web
globalization is clearly entering a mature phase in its development.

Best practices, such as the use of global templates and splash global
gateways, have become widely accepted. As companies get more
comfortable managing their sites from a global level, I'm seeing
increased innovation at the local level. For example, over the past year,
I've seen companies launch local-language blogs, podcasts, and RSS
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feeds. We're entering a phase in which local Web sites include a
healthy mix of both localized and local content.

This report serves two purposes. First, it calls attention to those Web
sites that have excelled in the practice of Web globalization. The people
who manage these sites deserve credit for helping their companies do
a better job of communicating with the world, regardless of language,
culture, or geography.

Second, this report identifies emerging trends and established best
practices to help other companies improve their sites while avoiding the
painful learning curve of trial and error.

This year, we increased the number of sites reviewed by 25 to include
sites such as Voice of America, eFax, and Cemex. We also added a
new category — social networking — to include sites such as Facebook,
MySpace, and XING.

And please do not hesitate to contact me with your comments and
qguestions about this report. As always, let me know if there are any
global Web sites you think should be included in our next report.

John Yunker
President, Byte Level Research
iyunker@bytelevel.com

760-317-2001
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Executive Summary

In developing this report, we analyzed 225 global Web sites across 21
industry categories — focusing on many of the world’s largest
companies. We rated each site according to the following four criteria,
evenly weighted:

Global Consistency
* Global Navigation

¢ Localization

Global Reach (Languages)

Based on these criteria, here are the Web sites that scored highest
overall:

Top 20
Global Web Sites

___________________ 2008 J————

The 2008 Web Globalization Report Card

Byte Level Research (www.bytelevel.com)

é 1. Google 11. Deloitte '
| 2. Wikipedia 12. American Express '
E 3. Cisco Systems  13. Adobe '
§ 4. Volvo 14. Lenovo E
| 5. Philips 15. Xbox
| 6. Caterpillar 16. Panasonic
| 7. Netvibes 17. 1BM 5
! 8. Microsoft 18. 3M .
| 9.HP 19. NIVEA i
| 10. Nokia 20. XING §
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While these 20 Web sites represent a diverse range of industries, they
share a number of Web globalization best practices. For starters, they
support an average of 48 languages, more than twice the average for

all 225 sites reviewed.

They also share in the use of consistent global design templates. And
they have invested heavily in localizing each Web site for the country
and culture, from providing a wealth of translated content and local-
language customer support to providing culturally customized visuals
and terminology. Finally, these sites generally excel in global navigation
— helping non-English speakers navigate to their native-language
content.

Google on Top, Again?

Google is no stranger to the top of our rankings. And it is natural to
wonder what makes Google so special. Google actually lost a few
points this year because its global navigation was inconsistent between
its expanding number of Web applications. But even with the loss in
points, Google retained its lead.

Google does well in our rankings not just because its search engine
interface is translated into 117 languages. If we look past the search
engine altogether, we find other Google applications that also support
an impressive range of languages. Gmail, for example, supports 41
languages. By itself, Gmail supports more languages than 215 other
Web sites in this report. Google Adwords also supports 41 languages.
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To better understand how companies compete against their peers, we
divided the 225 Web sites into 21 industry categories — from automotive
to financial services to the new “social networking” category. You will
find in-depth analysis of each category in Part IV of this report.

Here are the leaders of each category:

There was little change in leadership from 2007 to 2008. The only
company that lost its lead was UPS, replaced by DHL.

However, most of the categories saw a heightened level of competition.
For example, in semiconductors Texas Instruments narrowly edged out
Intel and Renesas, which both tied for second place.
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This section distills this report into the most important takeaways and
recommendations:

The global design template is officially ubiquitous
This year, 62 companies scored a perfect score for global
consistency — up from 28 in 2007. What does this mean? It means
that the global design template is now a widely accepted best
practice in Web globalization. As companies continue to add
languages and local Web sites in the years ahead, the need for
global consistency will only intensify.
Recommendation: Unless you have a specific business reason
for not migrating to global design templates, now is the time to
act. Global consistency allows for fewer people to manage more
country sites and also allows for all content managers to use
common tools and processes.

The average number of languages has increased, again

In 2006, the average number of languages supported was 15. This
year, the average is 20 languages. It used to be that any Web site
that supported ten languages stood apart from the pack; today, that
baseline is now 20 languages or more.

Recommendation: While we do not recommend adding
languages simply to keep up with the competition, we do
recommend that companies conduct regular “language audits” to
ensure they are not missing opportunities in new markets or
alienating current customers in existing markets.

10
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French remains the most popular language (next to English)

French edged out German in 2007 for the top spot and remains that
way today with 202 of the 225 Web sites supporting it. English is still
the dominant language of all global Web sites, with every Web site
supporting it.

Chinese and Brazilian Portuguese rise in the rankings

Chinese (Simplified) edged up into 5" place this year, up from 6™
place in 2007. Brazilian Portuguese moved up from 18" place to 10"
place this year. Both trends are the result of the rise of the BRIC
(Brazil, Russia, India, China) economies. Roughly eight out of ten
Web sites included in this report now support Chinese.

Eastern European languages remain hot

Languages such as Polish, Ukrainian, Turkish, and Slovakian
continue to grow in popularity as companies focus on Eastern and
Southern European markets.

Arabic levels off

Last year, Arabic was found on 17% of all sites studied and it
remains that way today. While we continue to see companies adding
Middle Eastern Web sites to their portfolios, Arabic language support
remains lacking.

Indian languages begin to emerge

Most companies that develop Web sites for India use only English.
In a country with more than 20 official languages, picking one
language risks drawing attention to all the other languages that were
not selected. As a result, English is viewed as a neutral language for
this market. And yet it's not the native language of most Indians.
Google has improved its support of Indian languages and Yahoo!
and AOL also now support multiple languages in India. The most
popular Indian language so far is Hindi, seen on ten Web sites.
Tamil came in second, with eight Web sites, followed by Telugu,

11
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Malayalam, and Urdu. While these languages are not supported by
the vast majority of global companies, we see encouraging signs for
the year ahead.

Recommendation: If you're serious about long-term success in
India, it's time to develop a language strategy, even if the result is
not to translate at this point. Hindi will likely be the first language
selected for translation.

Spanish sites for the US market continue to multiply

We counted 37 Web sites directed toward Spanish speakers in the
US. Companies that added these sites last year include Build-a-
Bear, United Airlines, and Lexus.

Splash global gateway growth levels off
Last year, we noticed a spike in the number of sites using splash
global gateways — up from 15% in 2006 to 27% in 2007. However,
this year the number of sites using splash global gateways remained
static — at 54 sites overall. While we still expect the percentage to
increase in the years ahead, the use of geolocation and language
negotiation will play a role in allowing companies to move away from
relying solely on splash pages.
Recommendation: If your site does not make use of geolocation
or language negotiation, we recommend that you at least test the
effectiveness of using a splash gateway, particularly if your site
supports more than 15 languages. Nearly every company that we
have tracked that uses a splash global gateway has noticed large
increases in traffic to the localized Web sites.

Geolocation and language negotiation are becoming
mainstream global navigation technologies

For several years, Google was the only company known for its use
of both geolocation and language negotiation to seamlessly direct
users to local content. This year, four additional companies are using
both technologies: Netvibes, XING, eFax, and CSFB. Many more
companies are using at least one of these technologies.

12
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Recommendation: Although geolocation and language
negotiation are not by themselves a “silver bullet” solution to
global navigation, we recommend taking a close look at how they
can improve the navigation experience for your Web users
around the world. However, these technologies do not eliminate
the need for a visual global gateway solution.

Global success does not equate Web globalization success

Large multinational companies do not inherently have an advantage
when it comes to creating successful global Web sites. Many of the
lowest-scoring Web sites also happen to be household names
around the world, such as Four Seasons, Disney, and Wal-Mart.

The .us domain is gaining acceptance

Last year, we noted that Volvo Cars hosted its American Web site at
www.volvocars.us and its global splash gateway at
www.volvocars.com. We’re now seeing other companies also
hosting their US sites at the .us domain, such as Emirates Airlines
and DHL. The .us domain provides a practical alternative to
companies that often embed the country name with their domain,
such as Haier does with www.haieramerica.com. The address
www.haier.us is a more globally consistent solution.
Recommendation: We are proponents of companies using the .us
domain. However, executives need to be aware that there is no
Google.us search engine for the United States, which means the
.com site may be ranked ahead of the .us site by the Google.com
search engine.

13
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Blogs and RSS feeds are going multilingual

From Cisco Systems to Dell to Deloitte, companies are beginning to
launch product and news feeds across multiple markets and
languages. In addition, companies are adding local-language blogs,
authored by product managers, customer advocates, or executives.
These tools are an excellent way for companies to support the
creation of local content without incurring translation costs.
Furthermore, locally produced content is typically more relevant than
content that is produced in headquarters, translated, and then
distributed to a global audience.

Recommendation: Begin working with your most active and
enthusiastic local office to test a blog and/or product feed. Also
look into adding user forums — another great source of local
content that requires little investment and also provides a great
way to learn from the local customers. And consider the impact
this new content will have on search engine performance in the
local markets.

“Business Card” Web sites become more prevalent

Because companies only have so much money to allocate to Web
globalization, they tend to devote most resources to larger markets.
And yet there is a great need for companies to expand into many
more markets sooner rather than later. That’'s why we’re seeing
companies embrace the “business card” approach to Web
localization. A business card site may be as simple as one translated
Web page with the contact information of the local sales office or it
may also include press releases, product descriptions, and a lead-
generating Web form. Companies that have taken this approach — to
varying degrees — include Goldman Sachs, Steelcase, and
SolidWorks. Such sites have proven themselves to be a practical
way for companies to cost-effectively test the waters of new markets
without heavy upfront expenditures.

14
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Recommendation: To ensure that companies successfully align
their Web globalization objectives with their budgets, we
recommend developing a tiered Web globalization strategy. This
approach begins with the understanding that not all country Web
sites will get the same financial support, but that even the lowest
tier of Web globalization — the business card site — if managed
well, can create a positive user experience. The tiered approach
allows retailers, for example, to test demand before opening
stores within a given market. Apple has a physical retail presence
in just three countries outside of the US, yet offers localized
online stores for more than ten countries. Apple is able to take the
sales information from these many localized stores and use this
information to plan in which countries to pursue physical stores.

Translation “crowdsourcing” gaining fans
Netvibes took a page from Google’s playbook by recruiting
volunteers to translate its interface. The strategy has worked well;
the company added 50 languages at a blistering pace with very little
in the way of investment. Facebook also relied heavily on this
approach, using 1,500 volunteers to translate its Spanish site, with
more languages in the works.
Recommendation: Crowdsourcing tends to work best with Web-
based applications that passionate users want to use in their own
language. And it’s usually a strategy that companies follow out of
necessity rather than luxury — that is, crowdsourcing is best-suited
to start-up companies. If you have developed a Web-based
application that users around the world use and love, you might
be able to recruit volunteers. Keep in mind that there is no such
thing as “free” translation. Crowdsourcing requires processes and
reviewers to ensure that the resulting translations are of high
quality. And if timing is critical, it is hard to guarantee deadlines
when you rely solely on volunteers.

15
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Put language before brand

In 2006, Web sites such as BlackBerry and Nokia used splash
landing pages that required the users to select a brand or division
before selecting their language. The problem with this approach is
that users often could not understand which brand or division to
choose because the options were not presented in their native
languages. This year, we're pleased to say that both BlackBerry and
Nokia have launched new landing pages that present a language
gateway users can use before selecting a product or brand.
Recommendation: At all costs, avoid placing a product or brand
landing page in front of your splash global gateway. Users need
to select their language before they can be expected to read any
promotional element.

16
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PART |

THE 225 WEB SITES AND
How THEY WERE SCORED
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The 225 Web Sites

Here are the 225 companies included in this report, sorted

alphabetically:

3Com

3M

Accor Hotels
Adidas

Adobe

Air France

Alcoa

Amazon

AMD

American Airlines
American Express
Amway

Analog Devices
AOL

Apple

Ask

Audi

Autodesk

Avaya

Avon

Bayer

BBC

Bearing Point
Best Western
Black & Decker
BlackBerry (RIM)
BMC Software
BMW

Bose

Boston Scientific
Briggs & Stratton
British Airways
Broadcom
Budweiser
Build-a-Bear
Business Objects
Cadillac

Canon
Capgemini
Cargill

Carnival Cruise Lines
Cartier
Caterpillar

Cemex

Chanel

Chubb

Cisco Systems
Citibank

CNN
Coca-Cola
Colgate
Columbia
Continental
Creative

Crocs

CSFB

Dell

Deloitte Touche
Tohmatsu
DHL

Disney

Dollar Rent A Car
Dow Corning
E*TRADE
Ebay

eFax

Eli Lilly

EMC

Emirates

Ernst & Young
ESPN

Estée Lauder
European Union
evian

Expedia
Facebook
Fairchild
Semiconductor
FedEx

Fidelity

Flickr

Four Seasons
Freescale

GE

Genzyme
Godiva

Goldman Sachs
Google
Haier

Harry Potter
Heineken
Hertz

Hilton
Honda
Honeywell
Hotels.com
HP

HSBC
Huawei
Hyatt
Hyundai
lams

IBM

IKEA

ING

Intel
InterContinental Hotels
J. Crew
Jaguar
John Deere
Jones Day
KitchenAid
KLM

Kodak
KPMG
Lancbme
Last.fm
Lenovo
Levi's
LexisNexis
Lexus

LG

Loréal

Louis Vuitton
Marriott
Maytag
McAfee
McDonald's
McKinsey & Co

18
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Medtronic
Mercedes
Merck
Microsoft
Mini
Monsanto
Monster
Morgan Stanley
Motorola
MSN
MySpace
National
NEC

Nestlé
Netvibes
New Balance
Nike

Nikon
Nintendo Wii
Nissan
NIVEA

Nokia
Northwest Airlines
Novartis
Novell
NVIDIA

NXP Semiconductors
OCLC
Oracle

Orkut
Pageflakes
Palm
Panasonic

The Web Globalization Report Card 2008

Patagonia
PayPal

Pfizer

Philips
Playstation

Polo
PricewaterhouseCoope
rs

Procter & Gamble
Prudential

Purina

Radisson
Reebok
Renesas
Ryanair

Saab
Salesforce.com
Samsung
Sanofi-Aventis
SAP

SAS

Seagate
Sherwin-Williams
Siemens
Siemens Medical
Skype

Smart

Snapfish
Software AG

Sol Melia

Sony

ST Microelectronics
Starbucks

Starwood Hotels
Steelcase
Subway

Sun

Symantec
Texas Instruments
Thrifty

Tiffany

TNT

Tommy Hilfiger
Toshiba

Toyota

Unilever

United Airlines
United Nations
UPS

Voice of America
Volkswagen
Volvo

Wacom
Wal-Mart
Warner Brothers
WebEx

Western Union
Whirlpool
Wikipedia

World Bank
Wyeth

Xbox

Xerox

XING

Yahoo!

Yamaha

19
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Industry Breakdown

We include a diverse range of industries in this report to ensure that we
present a picture of the state of Web globalization as a whole — and that
we don’t miss out best practices in one industry that may be of benefit
to other industries.

The industry category with the largest representation is Consumer
Technology, which includes companies ranging from Intuit to Apple to
BlackBerry. Here are the industry categories and the number of
companies included within each.

Our goal was to include the
leading companies from each
industry. However, if a
company did not support at
least two languages on its
Web site, it was not included in
this report.

We also added a new category
this year — Social Networking —
which includes Web-based
companies such as Facebook
and MySpace.

20
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Scoring Methodology

We reviewed every Web site in this report manually, noting exactly what
languages were supported by each site, reviewing localized Web sites
across multiple countries, and diving deeply into specific country Web
sites.

Although the process of analyzing Web sites is, by default, a largely
subjective endeavor, our experience in studying thousands of Web sites
has given us both the historical and the strategic basis for making
educated assessments. We have found that best global Web sites
share the following attributes:

* Contentis in the user’s native language
* Content is localized for the user’s country and culture
* Localized content is easy to find

* Web design and branding is globally consistent

These attributes were distilled into the following four quantitative and
qualitative metrics:

Criteria High Score
Global Consistency 25
Global Navigation 25
Localization 25
Global Reach (Languages) 25
TOTAL 100

21
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Global Reach | Localization 1 09
— Points
Global | Global Possible

Consistency | Navigation

The four criteria are evenly weighted to ensure that those Web sites
that score highly are truly best of breed. For example, a Web site that
supports 100 languages may still not make it into the top 20 if it does
not also provide users with a depth of localized content and effective
global navigation.

The scoring criteria are explained in more detail on the following pages.

22
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Companies should use global design templates to ensure a consistent
user experience and to minimize internal Web site management costs.
A global template need not override local customization; a well-

designed Web site can both be globally consistent and locally flexible.

When rating a Web site, we review a minimum of four country Web
sites. When possible, we look at sites across three regions: Americas,
EMEA, and Asia. Major markets that we may take a particularly close
look at include Brazil, Japan, China, Germany, and Russia.

Global Consistency Scoring Methodology

Score: 15 to 25

To score above 15, a Web site must use a global template on the
majority of its local Web sites. Additional points are given for
templates that are flexible enough to allow for local customization
and creativity.

Score: 0 to 14

A global template may be used, but often sporadically. Or, if used,
the template may not be conducive to effective localization, such as
the embedding of text within visuals or the lack of dedicated space
for local content.

23
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A localized Web site is of little value if the Web user cannot find it. As
companies increase the number of local Web sites they support, the
challenge of directing users to these sites grows in importance.

A pull-down menu p— Ta3 |
Select your location v_| i

on the home page .
I I Remember this location.

isn’t good enough.

There are many details involved and many ways for users to get lost
along the way. We have published an e-book devoted to global
navigation: The Art of the Global Gateway. This e-book is
provided free to all purchasers of this report; to receive your copy,
contact John Yunker at jyunker@bytelevel.com.

The book provides an in-depth explanation of the major elements a
company may employ to direct Web users to local content, which
include:

* The country code domain (such as .de or .fr)
* The splash global gateway
* The permanent global gateway

* Language negotiation & geolocation

These elements are illustrated on the following page.

24
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Elements of Global Navigation

A Web user wants to find your
company's German Web site...

~

Web user
inputs country
domain.
(i.e., acme.de)

Web user
visits acme.com and uses
global gateway.

R
L )
Eay ™ s -
~ B e Sy

Ameica

v
-
etharn
Ammcucs

Country/Language
Web Sites

Server-based technologies
may also assist the user in
finding the German site.

lang="de" 255.34.2.1

Language
Negotiation

? Geolocation

Web Server

Language negotiation identifies
the user's language preference
and geolocation identifies the

<« user's location. Neither

technology is perfect, which is
why the global gateway is
essential.

© Byte Level Research

There is no one “silver bullet” approach to global navigation. Successful
Web sites often rely on a mix of front-end and back-end solutions.

Please note that a Web site need not use all four elements listed
above to score highly. The use of language negotiation and
geolocation are considered optional. While we take the use of these
elements into account in scoring, the lack of them does not necessarily

25
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hurt a company’s score. Our focus is on the overall user experience for
non-English speakers who arrive at the global home page.

Specifically, we ask the following questions as we review each Web
site:

®* Does the Web site use country code domains? The use of
country code domains is very important, not only for usability but
also for performing well in local search engines.

* Are language and country names presented in the dominant
local language, such as Deutsch instead of German?

* Are flags used on the Web site? Flags should never be used to
indicate language. They may be used to indicate location, but
this can be a delicate issue — with Chinese users and the
Taiwan flag, for example.

®* Does the site use a splash global gateway? A splash global
gateway page is generally a good device for ensuring that users
who arrive at a .com site self-select their proper locale. For
companies that offer more than 20 localized Web sites, a splash
global gateway is preferable to a pull-down menu. However, a
splash page should rely on cookies to save the user’s
preference so that this page is skipped on repeat visits.

®* Does the site include a permanent global gateway? A
permanent global gateway is the link (or menu) on all Web
pages that allow users to change their locales if needed. The
user must have the ability to change languages/locales from any
Web page across any division, brand, or geography. The
gateway link should be located in a consistent, easily found
location, preferably the upper right corner of the Web page — the
“sweet spot.”

®* Does the site use visual icons to improve usability? We
recommend using a globe or map icon to highlight the global
gateway link. This visual device communicates to users across
all languages.
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®* Does the Web site use geolocation or language negotiation?
There is a clear trend toward more companies using these
technologies, which we document throughout in this report.
These two technologies do not replace the need for a
permanent global gateway, but they do improve the user
experience.

Global Navigation Scoring Methodology

Score: 15 to 25

To score above 15, a Web site must include a permanent global
gateway that is easily found on all Web pages. Details that impact
score include translated links, map or globe icons to draw attention
to the global gateway, and the capturing of the user’s locale
preference to bypass the splash global gateway upon repeat visits.

Additionally, for companies that offer more than 20 localized sites,
we recommend the use of a splash global gateway for first-time
visitors to the Web site. The implementation of a splash gateway will
also affect the score. We also test to see if a Web site is using
geolocation and/or language negotiation. The effective use of these
technologies also factor into scoring.

Score: 0 to 14

Navigation is inconsistent at best or, in some cases, missing
altogether. A permanent gateway may be included but the execution
is poor.
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Localization refers to how relevant a Web site is for the end user. We
rate each Web site by how well it is localized for its target audience in
relation to competitors and “best of breed” Web sites. This category is
the most subjective because we do not browse every country Web
site in depth.

For each company, we view a minimum of three country Web sites from
the point of view of a local Web user. Questions we ask include:

* |s there a depth of content in the local language?

* If there is not a depth of local content, does the Web site
manage the user’s expectations well (local Web site vs. local
facade)?

* Islocal contact information easy to find?

* Are elements such as measurements, dates, and currencies
localized for each country?

* Are the images and icons used on the Web site relevant and
usable? And are there any potentially culturally offensive
elements on the site?

Local Web Sites vs. Local Fagades

While more local content is generally preferable to less local content,
the score is more closely related to how successfully the site manages
user expectations. That is, does the site create the impression that
there is more local or translated content than there actually is?

In past reports, we have been highly critical of what we termed the
“local fagade” (a translated home page with little else translated).
However, global Web executives have generally found that it is better to
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offer some local content than none at all, provided the Web site does
not create unrealistically high user expectations. For example, offering
a country Web site that includes local contact information and a brief
explanation of what the company is and what it offers is preferable to
offering no local content at all. This “tiered Web globalization” strategy
can be very effective in testing new markets.

That said, a company such as Amazon, which offers a depth of local
content and features across seven countries is going to score more
highly in the localization category than a site that offers 40 country Web
sites consisting of contact information and a few paragraphs of
translated text.

Localization Scoring Methodology

Score: 15 to 25

To score above 15, a Web site must be useful and relevant to the
local user. Elements may include easy-to-find contact information
and customer support, localized search engine and ecommerce
features, and local promotions. Additional features that benefit the
score would be language- or country-specific newsletters, blogs,
forums, and other personalized applications.

Score: 0 to 14

To score below 15, the reviewed local Web sites generally appear
more like local facades than actual local Web sites.
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Global Reach (Languages)

The Internet connects computers, but it is language that connects
people.

A Web site must support more than 20 languages to reach 85% of the
1.2 billion Internet users around the world. And while 20 languages is
an impressive achievement, many global companies now support 30 or
even 40 languages. We note the languages supported by each Web
site we reviewed. To achieve a high score of 25, a Web site must
support 40 or more languages, excluding English.

Languages Scoring Methodology

Languages Score
N/A 1
1 2
2 3
3 4
4 5
5 6
6 7
7 8
9 9
11 10
13 1
15 12
17 13
19 14
21 15
23 16
25 17
27 18
29 19
31 20
33 21
35 22
37 23
39 24
40+ 25
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Why we don’t count English

English does not factor into our language counts simply because every
site surveyed supports this language. English has become the default
global language for corporate home pages. Most companies, even non-
US companies, host their corporate home pages in English. For
example, if you were to visit the home pages of these non-American
corporations, you would be greeted in English:

* www.siemens.com (Germany)
* www.nestle.com (Switzerland)
* www.honda.com (Japan)

* www.samsung.com (Korea)

* www.cemex.com (Mexico)

No matter where companies are headquartered, they generally select
.com as their global address and English as their global Web site
language.

This trend implies that .com will gradually lose its closely linked
association with the United States. Over the long term — and we
emphasize long here — we believe that .us will become the home
address for US Web sites. However, the use of geolocation and
language negotiation technologies will allow a Web user who visits the
.com site to see localized content — a practice pioneered by Google.
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Language support ranges widely

To illustrate just how widely language support varies by company, we
have assembled a list of well-known companies in the exhibit below:

An Overview of Language Support

Microsoft
Cisco

HP
Deloitte
Yahoo!
EMC
FedEx
Apple
Caterpillar
Nike
PayPal
Amazon

0 10 20 30 40

Total Languages © Byte Level Research

Can a Web site like Amazon score highly in this category?

If Amazon, with support for just seven languages, were to significantly
improve its global navigation, it is possible for the site to rank in the top
40. Caterpillar supports just 18 languages and made it into the top 10
list. So it is technically possible for a company to be highly ranked if it
doesn’t lead in language support.
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Methodology FAQ

Here are the most common questions we have received over the years
regarding our methodology. If you have any additional questions,
please do not hesitate to contact us.

When and how were the Web sites evaluated?

The 225 sites in this report were reviewed between January and
February 2007 by John Yunker and a research associate. In
producing this report, we dedicated an average of one hour to each
Web site. This audit consisted of counting the number of local Web
sites, tracking which languages were supported, studying global
navigation, and reviewing a number of country sites in detail. This
year, we employed proxy software and modified Web browsers to
test whether or not Web sites support language negotiation or
geolocation. We used proxies for Switzerland, the Netherlands, and
the UK. If a company uses geolocation for Asia and not Europe, we
would not have recorded this in our analysis.

Do companies pay to participate in this report?

Absolutely not. We select companies for this report based on their
size and the fact that they have made an investment in Web
localization. Companies that do not support at least two languages
on their Web site are not included in the report, regardless of their
revenues. Our goal is to survey a wide swath of global companies
across all major industries to provide a well-rounded overview of the
state of Web globalization.

How can you guarantee that language audits are accurate?
Because the process is conducted manually, we expect a small
degree of error in the counting of local Web sites and languages.
Also note that Web sites are in a constant state of evolution.
Languages and locales may have been added after the site audit
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was completed. That said, minor discrepancies in countries and
languages generally do not impact the overall score for a given Web
site. Finally, some Web sites offer poor global navigation, which may
prevent us from identifying all languages and locales supported by
that company.

If a Web site does not change from year to year, will its score
remain the same?

It is likely that a Web site that does not improve year after year will
see its score decrease. This is because the benchmark for what
constitutes excellent Web globalization continues to be raised every
year.

We improved our Web site over the past year. Why did our
score not improve?

There are a number of Web sites in this report whose score did not
improve over the past year despite the fact that new local content
and features were added. Companies must continually improve the
depth of localized content they offer to remain competitive in their
industries. When we notice significant increases in content relative to
the competition, this is reflected with an increased score.

Does a low score mean the company will do poorly abroad?
Not necessarily. A company that scores poorly in this report may in
fact be doing very well around the world. A Web site is just one
channel that companies use to market themselves globally and, for
some companies, it is not a critical channel.
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What if two Web sites receive the same score?

Rating 225 Web sites within a 100-point range means that there will
be plenty of Web sites with identical scores. To break a tie, we next
look at the total number of languages supported. Any Web sites that
score within five points of one another can be assumed to have
rated similarly.

How do you select companies for your list?

Our list has evolved over the years to include most of the world’s
leading multinational companies. We also make an effort to include
smaller multinationals and start-up companies that have developed
impressive global Web sites. If a company currently only supports
English, regardless of its revenues, the site is not reviewed in this
report. Our focus is only on those companies that have already
invested in Web globalization.

What’s the value of comparing companies across different
industries?

Web globalization best practices may emerge in any industry. By
keeping a broad focus on all major industries, we are able to point
executives to those companies and industries that are doing the best
job of presenting themselves to the world.
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What Do the Scores Mean?

Once a Web site is rated, its total score will fall anywhere from 0 to 100.
Here is how the total score relates to a letter grade:

Grade Total Score
A: 90-100

B: 80-89

C: 70-79

D: 60-69

F: <59

Out of all 225 Web sites, the average score was 65, which is actually up
four points from last year, a sign that global Web sites are improving,
particularly in their support for more languages. The exhibit below
illustrates the distribution of scores:

Distribution of Scores: 2008

70

60

Number of Companies

20s 30s 40s 50s 60s 70s 80s 90s

Scores
Byte Level Research (www.bytelevel.com)
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Scores are improving across the board

The exhibit below illustrates the distribution of scores over the past two
years. While just 24 sites scored higher than 80 in 2007, 33 sites

scored in this range this year.

Languages Supported: 2007-8

40 or more r ’ ‘ ‘

4 \

T T

0 10 20 30 40 50 60

Byte Level Research Number of Web sites
(www.bytelevel.com)

70

80

2008
%2007

It is also nice to see fewer sites scoring in the 20s and 30s this year.
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PART I
THE BEST GLOBAL WEB SITES
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The Top 20 Global Web Sites

Out of the 225 Web sites reviewed, here are the top 20 overall, along
with their scores.

What impressed us about this list is that no one industry dominates.
While technology companies generally do a better job of Web
globalization, the fact that companies like Volvo, Caterpillar, American
Express, 3M, and NIVEA made the cut indicates that Web globalization
best practices can be found anywhere.
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What the Best Sites Have in
Common

A Web site can’t make it into the top 20 simply by offering a dozen
languages. In order to make this list, a Web site must demonstrate a
combination of global best practices — from languages to navigation to
global consistency.

A Wide Global Reach

The top 20 Web sites support more than twice as many languages as
the overall average. When you narrow your focus to the top 10 list, the
average number of languages supported is 66 — three times the overall
average.

Top 20 All 225 Sites
Avg. Number of Languages 48 20
Avg. Number of Country Web Sites 70 43

Global Consistency

Most of the Web sites in the top 20 received a perfect score in global
consistency, which means they leverage global design templates and
style sheets across the majority of their country and regional Web sites.
Global consistency provides a more credible and reliable experience for
Web users who may find themselves beginning at the .com address
before moving on to their country Web sites.

Just as important, global consistency allows companies to more easily
manage their growing portfolio of localized sites. This approach does
not exclude local and regional offices from testing new promotions and
features. In fact, global limitations can actually free up local offices to
focus less on “reinventing the wheel” and more on creating effective
local content.
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Excellent Global Navigation

The best global Web sites demonstrate an understanding for the
challenges a Web user who does not speak English faces when visiting
the .com home page.

Most top 20 sites use visual global gateways on their home pages and,
for the most part, on all pages throughout their Web site. Here are the
elements currently used by these 20 sites to aid in global navigation:

* Eight Web sites use splash global gateway pages: 3M,
Caterpillar, Lenovo, NIVEA, Nokia, Philips, Volvo, and Wikipedia.

* Five Web sites use geolocation: Caterpillar, Google, Netvibes,
Skype, and XING.

®* Four Web sites use language negotiation: Google, Netvibes,
Xbox, and XING.

A Commitment to Getting Better

The sites at the top of the list are not the result of luck. They reflect a
high-level commitment to global expansion, communication, and
customer support. We find that companies that make it to the top of our
rankings generally stay at the top of our rankings because they are
continually improving the sites, such as:

* Adding languages. Fifteen of the 20 sites added languages last
year.

¢ Adding content. Most sites continued to add localized content to
their sites, particularly for China and Russia.

* Improving customer support. Local-language customer
support via email, phone, and chat was also a priority of many
sites.
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* Improving global navigation. Three of the top 20 sites use both
geolocation and language negotiation: Google, Netvibes, and
XING.

Once a Web site makes it to the elite list, the odds are pretty good that
it will stay in this vicinity, particularly if the company continues to add
new localized Web sites and improves global usability.

Google is the only company to make the top 10 list five times in a row.
But Google is not alone in making the top 10 list more than once.
Companies that have repeated within this list include:

® Caterpillar * |IKEA

® (Cisco Systems ®* Microsoft
* E*TRADE * Philips

* HP * Volvo

* IBM * Wikipedia

A Commitment to Innovation

Companies at the top of our rankings are generally more open to
testing new approaches to Web globalization. For example, Google was
the first company to embrace “crowdsourcing” by allowing volunteer
translators to help them create localized interfaces. It was only through
volunteers that Google was able to take its search engine global so
quickly. And now we’re seeing Netvibes and Facebook follow a similar
path. While this strategy may not be suitable for most companies, it
does illustrate the value of rethinking the commonly accepted Web
globalization rules and workflow.
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Consider Dell, which now offers product blogs in Spanish, Chinese,
and, most recently, Norwegian, shown here:

DeliDirekie e

Dell Norges offisielle blogg

}. FEBRUAR 200
Green Design Contest i gang

| oktober skrev vi om Dells nye globale miljginitiativ,
Green Design Contest. | slutten av januar ble
konkurransen offisielt startet, og frem til og med 2. april
kan du levere bidrag. | mai blir finaleforslagene
offentliggjort, og vinneren totalt blir avgjort gjennom en
global nettavstemming.

Alle finalistene far en premie pa $10.000, eller rundt
55.000 kroner med dagens dollarkurs, mens den endelige
vinneren far $15.000. Alle detaljene finner du pa
www.dell.com/designregeneration.

Mange har lurt pa hva som egentlig er oppgaven i denne ‘ SLOMN
konkurransen, og svaret er egentlig ikke sa enkelt. Det vi
onsker, er a utfordre alle til 8 komme med sine ideer for a 4 DLl

gjere Dells produkter mer miljevennlige.

| dag er det ikke mange konkurranser som er globale, men
vi er stolte av dette initiativet. Vi i Dell Norge haper det vil &I. C.==a iy
komme bidra fra kreative sjeler her i landet, og ensker
herved alle lykke til.

w onoiynincpTe nd No.on A ANMENTADED

These local sites are created by native speakers for native speakers
and they do not involve the standard translation model of creating
content in English and translating it for world markets. The parent-child
approach to Web globalization is quickly giving way to a sibling model,
in which local and regional offices have more leeway to innovate and
create content on their own.
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All 225 Web Site Scores

Here are the scores for all 225 Web sites, ranked from highest to
lowest. Please note that because 225 sites are all given a score

between 0 and 100, there will be Web sites with identical scores. Tie-

breaking is based on the total number of languages supported by each

site.

Any Web sites that score within five points of one another can be

assumed to have rated similarly. And any Web site that scores above

80 is in excellent company.

Rank Company URL Score
1 Google www.google.com 96
2 Wikipedia www.wikipedia.org 94
3 Cisco Systems WWW.CiSCO.com 92
4 Volvo www.volvo.com 88
5 Philips www.philips.com 88
6 Caterpillar www.cat.com 87
7 Netvibes www.netvibes.com 86
8 Microsoft www.microsoft.com 86
9 HP www.hp.com 86
10 Nokia www.nokia.com 84
11 Deloitte Touche Tohmatsu | www.deloitte.com 84
12 American Express WWWw.americanexpress.com 84
13 Adobe www.adobe.com 84
14 Lenovo www.lenovo.com 84
15 Xbox www.xbox.com 84
16 Panasonic WWW.panasonic.com 83
17 IBM www.ibm.com 83
18 3M www.3m.com 83
19 NIVEA WWww.hivea.com 83
20 XING Www.Xxing.com 83
21 Skype www.skype.com 82
22 Seagate www.seagate.com 82
23 Mini www.mini.com 81
24 Last.fm www.last.fm 81
25 PricewaterhouseCoopers | www.pwcglobal.com 80
26 Procter & Gamble WWW.pg.com 80
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27 Saab www.saab.com 80
28 UPS WWW.UpS.com 80
29 IKEA www.ikea.com 80
30 Symantec www.symantec.com 80
31 European Union www.europa.eu 80
32 John Deere www.deere.com 80
33 PayPal www.paypal.com 80
34 Voice of America WWW.voanews.com 79
35 DHL www.dhl.com 79
36 BBC www.bbc.com 79
37 Sun www.sun.com 79
38 Motorola www.motorola.com 79
39 Kodak www.kodak.com 79
40 Oracle www.oracle.com 78
41 Dell www.dell.com 78
42 Citibank www.Citi.com 78
43 Colgate www.colgate.com 78
76 Autodesk www.autodesk.com 78
44 Texas Instruments www.ti.com 78
45 Salesforce.com www.salesforce.com 78
46 TNT www.tnt.com 77
47 Black & Decker www.blackanddecker.com 77
48 Intel www.intel.com 77
49 McAfee www.mcafee.com 77
63 eFax www.efax.com 77
50 Dow Corning www.dowcorning.com 77
51 Renesas www.renesas.com 77
52 Yahoo! www.yahoo.com 76
53 GE www.ge.com 76
54 Cargill www.cargill.com 76
55 MySpace www.myspace.com 76
56 Starwood Hotels www.starwood.com 76
57 Nissan www.nissan-global.com 75
58 Canon WWW.canon.com 75
59 Merck www.merck.com 75
60 FedEx www.fedex.com 75
61 AMD www.amd.com 75
62 Adidas www.adidas.com 75
64 Alcoa www.alcoa.com 74
65 Smart www.smart.com 74
66 Avaya www.avaya.com 74
67 Palm www.palm.com 74
68 LG www.lge.com 73
69 Jaguar www.jaguar.com 73
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70 World Bank www.worldbank.org 73
71 Orkut www.orkut.com 73
72 Ebay www.ebay.com 73
73 Emirates www.emirates.com 73
74 WebEx www.webex.com 73
75 BMW www.bmw.com 72
77 Samsung www.samsung.com 72
78 MSN WWWwW.msh.com 72
79 SAS WWW.sas.com 72
80 NVIDIA www.nvidia.com 72
81 Mercedes www.mercedes.com 71
82 Best Western www.bestwestern.com 71
83 British Airways www.british-airways.com 71
84 AOL www.aol.com 71
85 Siemens www.siemens.com 70
86 Volkswagen WWW.VW.Com 70
87 KPMG www.kpmg.com 70
88 E*TRADE www.etrade.com 70
89 Hertz www.hertz.com 70
90 OCLC www.oclc.org 70
91 Flickr www.flickr.com 70
92 Avon www.avon.com 69
93 Northwest Airlines wWww.nwa.com 69
94 3Com www.3com.com 69
95 LexisNexis www.lexisnexis.com 69
96 United Nations WWW.un.org 69
97 Steelcase www.steelcase.com 68
98 Ernst & Young www.ey.com 68
99 Subway www.subway.com 68
100 | Business Objects www.businessobjects.com 68
101 | American Airlines www.aa.com 68
102 | Hyundai www.hyundai.com 67
103 | SAP WWWw.sap.com 67
104 | Harry Potter harrypotter.warnerbros.com 67
105 | BMC Software www.bmc.com 67
106 | CSFB www.csfb.com 67
107 | Ryanair www.ryanair.com 67
108 | Coca-Cola www.coke.com 66
109 | Toshiba www.toshiba.com 66
110 | Lexus www.lexus.com 66
111 | EMC WWW.emc.com 66
112 | Apple www.apple.com 66
113 | Snapfish www.shapfish.com 66
114 | Marriott www.marriott.com 66
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115 | Xerox WWW.XErox.com 65
116 | Playstation www.playstation.com 65
117 | InterContinental Hotels www.ichotelsgroup.com 65
118 | Wacom www.wacom.com 65
119 [ Unilever www.unilever.com 64
120 | lams www.iams.com 64
121 Build-a-Bear www.buildabear.com 64
122 | Bose www.bose.com 64
123 | Radisson www.radisson.com 64
124 | Huawei www.huawei.com 64
125 | Nintendo Wii WWW.wii.com 64
126 | Continental www.continental.com 64
127 | Wyeth www.wyeth.com 63
128 [ Creative www.creative.com 63
129 | Western Union www.westernunion.com 63
130 | Amazon www.amazon.com 63
131 | Audi www.audi.com 62
132 | Amway www.amway.com 62
133 | Purina WWW.purina.com 62
134 | Novell www.novell.com 62
135 | Siemens Medical www.medical.siemens.com 62
136 | Nike www.nike.com 62
137 | Sanofi-Aventis www.aventis.com 61
138 | KLM www.klm.com 61
139 | Capgemini www.capgemini.com 61
140 | Air France www.airfrance.com 61
141 Reebok www.reebok.com 61
142 | Cemex www.cemex.com 61
143 | Hyatt www.hyatt.com 61
144 | Tiffany www.tiffany.com 61
145 | Whirlpool www.whirlpool.com 60
146 | ING www.ing.com 60
147 | Eli Lilly www.lilly.com 60
148 | Accor Hotels www.accorhotels.com 60
149 | United Airlines www.united.com 60
150 | National www.national.com 60
151 | Pageflakes www.pageflakes.com 60
152 | Yamaha www.yamaha.com 59
153 | Monster www.monster.com 59
154 | Cadillac www.cadillac.com 59
155 | Sol Melia www.solmelia.com 59
156 | Sony WwWw.sony.com 58
157 | NEC www.nec.com 58
158 | Honeywell www.honeywell.com 58
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159 | Crocs WWW.Crocs.com 58
160 | Warner Brothers www.warnerbrothers.com 58
161 | BlackBerry (RIM) www.blackberry.com 58
162 | Medtronic www.medtronic.com 57
163 | Loréal www.loreal.com 57
164 | Freescale www.freescale.com 57
165 | Chanel www.chanel.com 57
166 | HSBC www.hsbc.com 57
167 | Software AG www.softwareag.com 56
168 | Briggs & Stratton www.briggsandstratton.com 56
169 | Hotels.com www.hotels.com 55
170 | Cartier www.cartier.com 55
171 | Columbia www.columbia.com 55
172 | Polo www.polo.com 55
173 | Fairchild Semiconductor www.fairchildsemi.com 55
174 | Bayer www.bayer.com 54
175 | Novartis www.novartis.com 54
176 | Chubb www.chubb.com 54
177 | Expedia www.expedia.com 54
178 | Broadcom www.broadcom.com 54
179 | New Balance www.newbalance.com 53
180 | Monsanto www.monsanto.com 53
181 | Jones Day www.jonesday.com 53
182 | Dollar Rent A Car www.dollar.com 53
183 | Nikon www.nikon.com 52
184 | CNN WWWw.cnhn.com 52
185 | NXP Semiconductors WWW.NXp.com 51
186 | Godiva www.godiva.com 51
187 | Toyota www.toyota.com 50
188 | Lancbéme www.lancome.com 50
189 | Estée Lauder www.esteelauder.com 49
190 | Tommy Hilfiger www.tommy.com 49
191 | Starbucks www.starbucks.com 48
192 | Genzyme www.genzyme.com 48
193 | Hilton www.hilton.com 48
194 | Analog Devices www.analog.com 48
195 | McDonald's www.mcdonalds.com 47
196 | Louis Vuitton www.louisvuitton.com 46
197 | Ask www.ask.com 46
198 | Morgan Stanley www.morganstanley.com 46
199 [ Nestlé www.Nestlé.com 45
200 [ Prudential www.prudential.com 45
201 | ESPN WWW.espn.com 45
202 | Honda www.honda.com 44
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203 | Thrifty www.thrifty.com 44
204 | Levi's www.levi.com 43
205 | KitchenAid www.Kitchenaid.com 43
206 | Heineken www.heineken.com 42
207 | Bearing Point www.bearingpoint.com 42
208 | Facebook www.facebook.com 42
209 | Fidelity www.fidelity.com 41
210 | Boston Scientific www.bostonscientific.com 41
211 | Carnival Cruise Lines www.carnival.com 41
212 | Pfizer www.pfizer.com 40
213 | evian www.evian.com 40
214 | ST Microelectronics www.st.com 40
215 | Disney www.disney.com 39
216 | Patagonia www.patagonia.com 39
217 | Goldman Sachs www.goldmansachs.com 38
218 | Four Seasons www.fourseasons.com 37
219 | Haier www.haier.com 35
220 | Sherwin-Williams www.sherwin.com 35
221 | Budweiser www.budweiser.com 30
222 | McKinsey & Co www.mckinsey.com 29
223 | Wal-Mart www.walmart.com 29
224 | Maytag www.maytag.com 28
225 | J. Crew WWWw.jcrew.com 23
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PART Il
FINDINGS AND TRENDS
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Languages: How Many?

When we first began tracking language use in 2002, Google was the
leader at roughly 50 languages. Most other Web sites supported fewer
than 10 languages.

Since then, companies have been steadily adding to their portfolio of
languages, at a growth rate of between 20% and 30% per year.

This year, the 225 Web sites averaged 20 languages — up from 18 in
2007.

Average Number of Languages
25

20

15

10

5

0
2005 2006 2007 2008

Byte Level Research
(www.bytelevel.com)
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Most sites saw an increase of between one and three languages over
the past year, but a number of sites were well above that. Below are the
sites that showed the greatest increase in languages over the past
year:

Languages Added: 2007-8

Nikon pe
Nestle :
Pfizer
AOL

Air France
Playstation
Jaguar
Yahoo!
Amway
UPS
Hyundai
Adobe
Steelcase

T T T T T

0 5 10 15 20 25

Byte Level Research
(www.bytelevel.com)
e —
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For the first year, the number of Web sites supporting 10 or fewer
languages decreased. As shown below, we saw the largest increase in
the number of Web sites supporting between 20 to 30 languages:

Languages Supported: 2007-8

40 or more h-_
30to 40 f ' , f—
20t030 |
| 2008
10t0 20 — %2007

Fewer than 10 |

! 1 I
0 10 20 30 40 50 60 70 80

Byte Level Research Number of Web sites
(www.bytelevel.com)

The rate of language growth often reflects where a given company
stands in the “language growth curve.” This curve begins rather steep,
as companies ramp up quickly in the core European and Asian
languages. After a company reaches 20 languages, the curve begins to
taper off gradually. Most companies are still in the earlier stages of this
growth curve. We also saw an increase in the number of sites
supporting 40 or more languages, though the list is still quite short :

* Google * Toyota

* Honda * Voice of America
* Microsoft * Wikipedia

* Netvibes
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Here is the complete list of all companies that saw either an increase or
decrease in the number of languages supported in the past year.

Number of Languages, 2006 to 2008

Change
Company 2006 2007 2008 from 2007
Steelcase 6 6 29 +23
Adobe 15 16 31 +15
Hyundai 22 23 38 +15
UPS 13 13 26 +13
Amway 21 21 31 +10
Yahoo! 16 21 31 +10
Jaguar 15 15 24 +9
Playstation 13 14 22 +8
Air France 9 10 17 +7
AOL 7 7 14 +7
Pfizer 16 18 25 +7
Nestlé 28 28 34 +6
Nikon 15 15 21 +6
Sanofi-Aventis 18 20 26 +6
Wikipedia 150 250 256 +6
Xbox 14 16 22 +6
Avaya 15 16 21 +5
Bayer 21 21 26 +5
Deloitte Touche Tohmatsu 26 28 33 +5
Honda 35 36 41 +5
Lexus 21 21 26 +5
Novell 16 16 21 +5
Salesforce.com 8 5 10 +5
Subway 12 13 18 +5
Western Union 7 7 12 +5
Best Western 13 15 19 +4
Coca-Cola 30 31 35 +4
Ernst & Young 20 20 24 +4
Hotels.com 12 12 16 +4
John Deere 15 16 20 +4
Medtronic 19 19 23 +4
Monster 12 15 19 +4
MSN 24 24 28 +4
Nissan 30 31 35 +4
NIVEA 24 26 30 +4
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World Bank 13 15 19 +4
American Express 26 29 32 +3
Bearing Point 6 9 12 +3
Bose 1 9 12 +3
Build-a-Bear 7 10 13 +3
Canon 27 27 30 +3
Chubb 7 8 11 +3
Dell 25 26 29 +3
Expedia 5 8 11 +3
Harry Potter 10 21 24 +3
Huawei 2 5 8 +3
Iams 19 19 21 +3
Lenovo 18 23 26 +3
LG 25 26 29 +3
Merck 24 24 27 +3
Monsanto 5 8 11 +3
PayPal 5 7 10 +3
Procter & Gamble 26 30 33 +3
Purina 22 23 26 +3
Samsung 30 30 33 +3
Sony 35 35 38 +3
Texas Instruments 6 7 10 +3
TNT 30 31 34 +3
Tommy Hilfiger 2 2 5 +3
Whirlpool 18 19 22 +3
Adidas 12 12 14 +2
Apple 16 16 18 +2
Audi 31 31 33 +2
Colgate 24 24 26 +2
E*TRADE 11 12 14 +2
Ebay 12 13 15 +2
FedEx 19 20 22 +2
Genzyme 8 8 10 +2
Google 115 115 117 +2
Hertz 9 12 14 +2
ING 19 19 21 +2
KLM 18 18 20 +2
KPMG 24 27 29 +2
Levi's 11 11 13 +2
Loréal 16 17 19 +2
Louis Vuitton 4 4 6 +2
McAfee 16 16 18 +2
McDonald's 24 24 26 +2
Mercedes 36 36 38 +2
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Radisson 6 7 9 +2
Reebok 15 15 17 +2
Starwood Hotels 4 4 6 +2
Toshiba 25 26 28 +2
WebEx 5 6 8 +2
Wyeth 18 20 22 +2
American Airlines 8 9 10 +1
Avon 34 34 35 +1
Black & Decker 23 23 24 +1
BlackBerry (RIM) 5 7 8 +1
BMW 38 38 39 +1
Boston Scientific 7 6 7 +1
Briggs & Stratton 10 10 11 +1
Business Objects 14 11 12 +1
Capgemini 19 19 20 +1
Chanel 10 10 11 +1
Cisco Systems 34 37 38 +1
Citibank 24 26 27 +1
Columbia 6 9 10 +1
Continental 4 5 6 +1
Creative 20 20 21 +1
Emirates 8 10 11 +1
ESPN 2 2 3 +1
European Union 19 22 23 +1
evian 4 4 5 +1
Freescale 11 12 13 +1
GE 24 24 25 +1
IBM 32 33 34 +1
Intel 19 20 21 +1
InterContinental Hotels 12 12 13 +1
KitchenAid 6 7 8 +1
LancOme 15 15 16 +1
Maytag 2 2 3 +1
Microsoft 39 40 41 +1
Motorola 26 27 28 +1
Nike 15 15 16 +1
Nokia 35 36 37 +1
Northwest Airlines 21 20 21 +1
Palm 10 10 11 +1
Panasonic 34 34 35 +1
Polo 8 8 9 +1
Renesas 4 4 5 +1
SAS 23 23 24 +1
Starbucks 10 11 12 +1
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Toyota 39 39 40 +1
United Airlines 6 6 7 +1
Warner Brothers 8 8 9 +1
Skype 21 25 24 -1
Symantec 16 24 23 -1
Thrifty 3 3 2 -1
Wal-Mart 7 7 6 -1
Sol Melia 9 10 8 -2
Accor Hotels 9 12 8 -3

Please note that English is not counted. Source: Byte Level Research

Out of the 200 sites tracked, 126 sites increased languages while 6
sites decreased the number of languages they support.

Why did some Web sites lose languages?

It some cases, companies have simply pulled out of a given market —
like Wal-Mart leaving Germany — or their local offices have not
maintained the local sites properly. We have also witnessed instances
in which companies temporarily took down the localized sites while
undergoing a global redesign.
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Languages: What’s Hot?

While reviewing Web sites, we made a note of every language that
each Web site supports. This information sheds light on what
languages are most popular and, combined with historical data, which

languages are gaining in popularity.

We tracked 60 languages in all, listed below:

Albanian

Arabic

Azeri

Bengali

Bosnian
Bulgarian

Catalan

Chinese (Simplified)
Chinese (Traditional)
Chinese (US)*
Croatian

Czech

Danish

Dutch

Estonian

Farsi

Finnish

French

French (Canada)*
Gaelic

German

Greek

Guijarati

Hebrew

Hindi

Hungarian
Icelandic
Indonesian (Bahasa)
Italian

Japanese
Kannada

Korean

Latvian

Lithuanian
Macedonian
Malayalam

Maltese

Marathi
Montenegrin
Norwegian

Polish

Portuguese (Brazil)
Portuguese (Portugal)
Punjabi
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Romanian Swedish
Russian Tamil
Serbian Telugu
Slovak Thai
Slovenian Turkish
Spanish (LatAm)* Ukrainian
Spanish (Spain)* Urdu
Spanish (US)* Vietnamese

*We note geographic variations of languages for French, Spanish, and
Chinese. For French, the differences between the language used in
Canada and in France are quite pronounced.

With Spanish, there are many variations based on the country it is
used, such as Spain, Puerto Rico, Argentina, and Mexico. To make the
most of translation spending, companies are increasingly using a
“universal” Spanish for the US, Mexico, and many Latin American
countries. For the purposes of this report, we simply note whether a
Web site offers a Spanish-language site specifically for residents of the
US, without looking at the flavor of Spanish used.

For Chinese in the US, we do not differentiate between Traditional and
Simplified. Over the past few years, the Chinese directed at US
residents has been Traditional Chinese, directed at immigrants from
Taiwan. However, it is likely that we’ll see Simplified Chinese used on
US sites in the years ahead as immigrants from China increase in
number and, more important, in buying power.
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Here are the top 20 languages overall, based on the percentage of Web
sites that support them:

Most Popular Languages

English

French

German

Japanese

Spanish (Spain)
Chinese (Simplified)
Italian

Spanish (LatAm)
Korean

Dutch

Portuguese (Brazil)
Polish

Russian

Chinese (Traditional)
French (Canada)
Swedish

Danish

Portuguese (Portugal)
Norwegian

Czech

Finnish

0% 20% 40% 60% 80% 100%

Byte Level Research
(www.bytelevel.com)

Percentage of Web sites that support the language
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To the right is a complete list of
languages tracked, ranked by their
frequency across all 225 Web
sites.

English is Ubiquitous

The reason we don’t count English
as a separate language is
because every one of the Web
sites studied supports English.
One of the ironies of Web
globalization is that English has
become the default language of
choice, even on corporate Web
sites of companies that are not
based in an English speaking
country.

A small number of Web sites offer
a choice between British and
American English, but the
overwhelming majority of Web
sites make no such distinction.

The Web Globalization Report Card 2008
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Key Findings

Chinese climbs into 6™ place

This year, Chinese (Simplified) was found on 79% of all Web
sites, moving the language up from 7" place last year.

Emerging-market languages are hot

Companies are focused on emerging economies, and this is
reflected in the languages they are adding to their sites. While all
languages have seen growth in usage since last year, it is
languages such as Ukrainian, Polish, and Turkish that have seen
the greatest relative increases.

Emerging Markets; Emerging Languages

Chinese (Simp.) | " - ' . - - !
Polish | : : . , '
Russian | - : - - f
Turkish | : ; '
2008
Hungarian |
[ | | 2006
Greek !
Ukraine "—"‘—"
0 10 20 30 40 S0 60 70 80
Byte Level Research Percentage of Web sites that support the language
(www.bytelevel.com)
The expansion of the European Union also plays into this trend,
as the EU requires companies within regulated industries, such
as pharmaceuticals and medical devices, to provide
documentation in all EU languages.
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Arabic growth slows

Arabic was seen on 11% of all Web sites studied in 2005 and was
seen on 17% of all sites in 2007. And yet this year the language
remained at 17%, a sign that companies are more focused on
Eastern Europe and Asia than on the Middle East.

Brazilian Portuguese breaks into the Top 10

Brazil's booming economy is luring more and more multinationals,
so it’s no surprise that Brazilian Portuguese was ranked 10" this
year, up from 18" last year.

Technology companies lead in languages

When we compare industry categories by the average number of
languages each supports, the technology-oriented industries
occupy the top of the list. Here are the averages of categories
that include eight or more companies:

Category Avg. # of Languages
Web Services 33
Automotive 32
Consumer Technology 26
Business Technology 22
Consumer Products 22
Professional Services 21
Medical/Pharma 20
Industrial/Diversified 18
Financial Services 13
Airlines 13
Retail/Restaurant 12
Hotels/Resorts 8
Semiconductor 8
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Global Navigation: The Top 25

Global navigation is such an important aspect of successful Web
globalization that we devoted an e-book to the topic: The Art of the
Global Gateway. This book is available free to all purchasers of this
report; please contact John Yunker at jyunker@byelevel.com to
receive your copy. Here are the leading Web sites in terms of global
navigation:

Global Navigation Top 25

Source: Byte Level Research

Only two companies achieved a perfect score: Caterpillar and XING.
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Where did XING come from?

Past readers of this report are familiar with the Caterpillar Web site,
which has scored number one in global navigation for the past three
years. This year, Caterpillar tied for first place with a start-up social

networking site called XING (www.xing.com).

What makes XING so special is that it relies on both geolocation and
language negotiation in addition to a visual global gateway. Shown
below is the global gateway. Notice the use of a map icon and the

languages presented in their native script.

#9) Unique People Search
Find deals, employees, colleagues
and jobs
Find decision makers fast

Open doors to thousands of
companies

Search !

XING powers relation 72

business professiona |4
No two people are mo
theory into practice an
network. Not a membe

Alrgach: 2 b, £ YINGD

This gateway allows users to change their language preference. But
often that isn’t necessary because XING guesses it based on the

language preference of the user’s browser.

Because it is a networking site, XING allows you to decide if you want

to connect with users outside of your native language and vice versa —

as well as your home country. It's a very sophisticated model that takes

into account both language and country and allows the user a fair

amount of flexibility and personalization.

System language

In which language would you like to use XING?

« English

Language options

« Prioritize those members in listings that use the platform in my
system language. Public events in other languages will not be
displayed.

« Prioritize those people in listings who are based in my
country.

Edit
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Caterpillar and the splash global gateway

For companies that aren’t using geolocation and language negotiation,
we recommend studying Caterpillar’s global gateway. Although
Caterpillar does use geolocation, it also relies on a splash global
gateway so Web users can self-select their locale.

WELCOME TO CATERPILLAR® WORLDWIDE

A ® NORTH AMERICA EUROPE ASIA PACIFIC
> UNITED STATES ENGLISH, ESPANOL >  BELGIUM NEDERLANDS, > (CHINA) 744X, ENGLISH
FRANGAIS
> CANADA ENGLISH, FRANGAIS >  DEUTSCHLAND DEUTSCH, > £ (JAPAN) BXEH
ENGLISH fed (SOUTH KOREA) &2
LATIN AMERICA >>  ESPANA CASTELLANO >>  INDIA ENGLISH
>*  BRASIL PORTUGUES > FRANCE FRANCAIS »> il (TAIWAN) EmRZ
> CHILE ESPANOL > IRELAND ENGLISH > INDONESIA INDONESIAN
> MEXICO ESPANOL > ITALIA ITALIANO > AUSTRALIA ENGLISH
>  NEDERLAND NEDERLANDS
>>  POLSKA POLSKA MIDDLE EAST/AFRICA
> POCCWA PYCCKMIA » Ui/ Budl 5,4
>  SVERIGE SVENSKA (MIDDLE EAST/AFRICA)
> UNITED KINGDOM ENGLISH ivsd, ENGLISH, FRANGAIS

This gateway does three things quite nicely:

* The local links are provided in the end user’s language.

* The gateway does not exhibit preference for any one country or
region.

* The country selected is saved as a cookie on the Web user’s
computer so return visits bypass this landing page. Should the
user need to change preference, the global gateway link is
perfectly positioned in the “sweet spot.” This link is included on
every Caterpillar Web page.

United Kingdom / Ireland [change] Find a Dealer Contact

Search | | > |

CAREERS ABOUT CAT
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Over the past four years, the number of Web sites using splash global
gateways has increased significantly — from less than 1% in 2003 to
28% in 2007.

This year, we noticed a slight drop in the percentage of sites using
splash gateways — to 26%.

The reason for the drop is that we increased the number of sites
studied this year by 25 — only one of which has a splash global
gateway, Siemens Medical. If we remove those 25 sites from the
analysis, the percentage stays roughly the same as last year.

Why didn’t more companies

adopt the splash gateway? Splash Global Gateways 2008
We have found that increased

usage of geolocation and Splash
T Gateway
language negotiation has 26%
. . No Splash
given some companies less of Sebwray
a reason to adopt a splash s \-/
Byte Level Research
gateway page (www.bytelevel.com)

That said, we maintain that a splash global gateway, properly executed,
is an excellent navigation tool and has served most of the 54
companies in this report that do use it quite nicely. We do anticipate
continued growth in usage, but probably no more than a few
percentage points over the next year.
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Here are the companies currently using splash global gateways:

3M

Air France
BMW

Briggs & Stratton
British Airways
Canon

Cartier
Caterpillar
Chanel
Coca-Cola
CSFB

DHL

EMC

Emirates
European Union
evian

FedEx

Goldman Sachs

Honeywell
Hyundai
lams

IKEA

Jaguar

KLM

Lenovo
LexisNexis
LG

Loréal

Louis Vuitton
McDonald's
Mercedes
Mini

New Balance
Nike

Nikon
Nintendo Wii

NIVEA

Nokia
Patagonia
Philips
Playstation
Purina
Reebok
Renesas

Saab
Samsung
Siemens Medical
Smart

Tiffany

United Nations
UPS

Volvo

Western Union
Wikipedia
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Flags, Globes, and Other Visuals

Visual elements can significantly improve the usability of a Web site’s
global navigation. However, there are a number of visuals that can be
used, from flags to globe icons to maps of the world.

To better understand how companies are using these visuals, if at all,
we tracked their usage and found that more than half of all Web sites
do rely on some sort of visual to aid in global navigation.

This percentage is largely consistent with the previous year. There was
a slight uptick in the

number of sites using

Global Navigation Visuals

maps, but nothing
significant.

While we prefer to
use a globe icon, as it
reproduces well in

small sizes, as you
. Byte Level Research
will see on the next (www.bytelevel.com)

page, both map and
globe can be successfully implemented.

On the next page are the global navigation visuals used by Web sites
ranked in the top 25.
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XING AMD

Languages ""‘ v

Philips Seagate

About Philips ,#‘
Caterpillar NIVEA
e [ 7] | ¥4 Global Sites
Dow Corning Xbox

Magyarorszag @ Nemzetkoz

jish). Change

Adidas

Welcome to adidas United States
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Language Negotiation Still
Emerging

When Internet users visit your company’s Web site, the odds are high
that their Web browsers are requesting content in a specific language.
That’'s because most browsers are automatically configured for a
certain language preference, which can be overridden by the user, as
shown in the Firefox (Macintosh) window below:

Q00 Advanced =
1 @ o Q
s || Web pages are sometimes offered in more than one
Main Tabs Con language. Choose languages for displaying these web
pages, in order of preference.
Languages in order of preference:
Accessibility  [de-DE] m
[it-1T] [ Move Down )
[ Always ¢ English [en] mr—
[ Search f Italian [it] __emove
[zh-CN] v
Browsing ( i
Select a language to add... | 5 Add
™ Use aute oy
Clitesmd &7 ( cancel ) ( ok )
M Check m y o o vis
Languages
Choose your preferred language for displaying pages

A Web server may be configured to detect the Web browser preference
and respond with content in that matching language, if it is available.
This process is known as language negotiation (or content negotiation).

Google was one of the earliest companies to make widespread use of
language negotiation.
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In 2007, we detected language negotiation being used by the following
companies:

® Accor Hotels

* CSFB

* Kodak

® Levi’s Europe

* Salesforce.com
* Starwood Hotels
¢ Xbox

This year, the companies above continue to use language negotiation,
joined by these additional companies:

e BMW
* eFax
® Flickr
* Lastfm

®* Microsoft Live

* McAfee

®* Mercedes
®* Netvibes

®  Orkut

* Pageflakes
®* Ryanair

¢ Xing

While 19 Web sites is still a relatively small number compared to
the 225 sites reviewed, the trend has taken hold. More important,
those companies that have been using language negotiation for a year
or longer continue to do so, indicating that the technology has proven
itself.
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Every Web user who visits your site also has an IP address that
indicates where he or she is based. Geolocation is the process of
mapping the user’s IP address to a specific geographic location. As in
language negotiation, Google was also a pioneer in using geolocation.
Today, Google is also far from alone. In 2007, we detected the following
five companies using geolocation:

®* Amazon

® Caterpillar
* Expedia

®* Google

* Skype

This year, we detected these additional Web sites using geolocation:

* Adidas

® Ask.com

®* Bose

* CNN

¢ Continental
® Creative

e CSFB

* Disney

* eFax

®* Hertz

* Hotels.com
* |nterContinental Hotels
®* Monster

®* MySpace
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®* Netvibes
* NIVEA

* PayPal

®* Sony

* Steelcase
¢ Xing.com

®* Yahoo!

Out of the 225 sites reviewed, 26 now use geolocation, a ratio of
more than one in ten.

Geolocation can be used in a variety of ways. As shown here, CNN
uses geolocation to direct Web users based outside of the US to visit
the CNN International Web site instead of the US version located at
CNN.com

CM b CHH Hews CHH Videos
EW.com D

Gty WORLD U.S POLITICS CRIME ENTERTAINMENT HEALTH TECH TRAYEL LIVING BUSINESS SPORTS TIME.COM VIDEOD I-REPORT IMPACT
Hot Topics » Election Center 2008 - Slain Georgia Hiker - Super Bowl - Britney Spears - more topics » Weather Forecast Edition: International Set Pref

Set your CNN.com Edition OCNNU.S. ®CNN International ol

Make CHH Your Home Page

Video » . ’

Latest News
VEAL: Teen charged in killing of 4 in his family
Concern mounts over rising troop suicides
Candidates make final run for Super Tuesday 2

K Barack Obamain  John MoCain in Hillary Clirton in
. B Wil mington, Fairfield, CT Bridgeton,

What's at stake on Super Tuesday? Delaware LIVE Lve  Missouri LIVE

Ticker: Poll: Obama catches Clinton in key state

Britney Spears choreographer takes on circus LIVE: CNN International & Super Tuesday preps (1

More flee Chad as fighting rages
Bomb rigged on car kills top police official
Carnival parade a riot of sequins, sambas
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In testing geolocation, we used several proxies that would trick the
server into thinking that we were accessing the Internet from various
countries. The exhibit below shows how Amazon.com responds to a
Web request from the Netherlands.

This Web browser uses a proxy based in the Netherlands.
When Amazon.com is entered, Amazon tries to direct the user
to the Amazon UK site.

| B

~

<& ;“l &9 (p | LI http:ffwww.amazon.comf v \C]'
| m—
Proxy: | Netherlands 3
I — -~
amazon Com Hello, Sign into get parsonalized recommeRgations. New customer? Start here
e Your Amazon.com nTouar‘i Dealsiv Gifts &Wish Lists[¥)  Gift Cards (v Your Account | Help

(Shop Al Depariments | scorch [T e @) \.s ot | vourtists
Books > 2 2 S posts since yesterday
Movies, Music & Games > ShoPplngvf_rgm the UK? Beadposti [~
‘ ' IS
Digital Downloads > k /‘ = - 2
amazon Co uk Introducing Amazon Kindle
Electronics & Computers > | # - O :

o des A x e » Shop now. E] Amazon's Revolutionary
Home & Garden > Wireless Reading Device:
Grocery N More than 90,000 books,
= Yods & Baby . blogs, and newspapers.

oY%, Kids > Learn more

Apparel, Shoes & Jewelry > Get Your Amazon.com Visa Card

Health & Beauty > Instantly and Get $30 Back!

Sports & Outdoors > »Endoutmore El

Tools, Auto & Industrial >

theck This Out Shoes as Sweet as Sugar

-3. Kindle
Amazon's wireless
) reading device.
High-Def 101
Everything you need to AN
know about high def,
JK. Rowling's ;
Fairy Tales > Elats > Boots > 25% off or more
Discover more about
Shis sare bosk, > Shop all Sugar
All Business
Center
Find everything you
need to outfit your . h Bestsellers in GPS & Navigation
office. Kids Love Dinosaurs » See more (Updated hourly)
1 G Sarmin ndyi 660 4.3-Inch
B 35 Vidzccean Slustooth Portat

4.3-1r

rroi | Sarmin nGvi 350 3.5-Inch
Portable GPS Navigator by Garmin v

Selling on Amazon ‘*\'ﬁt

Publish on Kindle -

Sel Your Stuff ﬁ "‘ “..g-!.i 1%
Transferring data from m1.2mdn.net. .. el
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Here is what Sony displayed when we visited www.sony.com, also
from the Netherlands proxy.

y e L2 =

" _Rd - & (] http:{fww, sony.comf | B |[Cl-
Proxy: | Netherlands »

SONY USA

Welcome to

QF\,’ Corr

Sony.com

fthe United States

n Komt

Please choose one of the following:
Kies een van de voigende opties:

Or click here to choose from a complete list of global sites.
Of kiik hier om te kiezen uit een voiledige lijst van wereidwijde sites.

Sony does not look at the Web browser’s language preference, just the
IP address. Even when we changed our browser’s language preference
to Dutch/Netherlands, we still were presented with this splash page.
What this means is that Sony views its .com address as synonymous
with the US Web site.
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Geolocation does not perfectly identify all IP addresses. For example,
AOL users are generally detected as originating from Virginia due to
how the ISP directs its users to the Internet. However, we have found
that geolocation is generally quite accurate — up to 97%, or higher.

There are a number of companies that provide databases of
geolocation information and/or services, such as Akamai, Quova,
MaxMind, and IP2Location.
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Global Consistency: The Top 62

More and more companies are making use of a global design template,
illustrated by the fact that 62 Web sites recorded a perfect score in this

category, shown here:

Global Consistency: Web Sites With Perfect Scores

Google
Adidas

Adobe

AMD
American Airlines
AOL

Apple
Autodesk
Avaya

BMC Software
Caterpillar
Cisco Systems
Continental
Deloitte

eFax

EMC
Emirates
Ernst & Young
Facebook
Flickr

GE

Google
Huawei
IBM

Intel

John Deere
Jones Day
KPMG
Last.fm
Lenovo
McAfee
Merck
Microsoft Live
Mini

MSN
MySpace
Netvibes
NIVEA
Nokia
Northwest Airlines
Novell
NVIDIA

Oracle
Orkut
Palm
PayPal
Philips

PricewaterhouseCoopers

Renesas
Salesforce.com
SAP

SAS

Seagate

Smart
Steelcase

Sun

Symantec
Texas Instruments
United Airlines
Volvo

Western Union
Wikipedia
XING
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Many companies have been successfully using global templates for half
a decade or more, including Google, IBM, and HP. We have yet to
encounter a company that abandoned its global design template in
favor of letting each country or region design its own Web site from the
ground up.
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Localization: The Top 20

Depth of local content and functionality is key to scoring well in this
category. Companies like Amazon and PayPal have invested millions of
dollars in localizing personalization and ecommerce tools for users in
their target markets. And while Amazon may not offer a dozen localized
Web sites, the markets that it does target enjoy a depth of content and

resources.

Localization: Top 20 Sites

Source: Byte Level Research
Wikipedia made it to number two by sheer weight of local content. The

site features a significant amount of user-generated, local-language

content.
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Most Improved Web Sites

As we study the evolution of global Web sites from year to year, we
look for those Web sites that have made noticeable improvements —
from adding new languages to supporting a new global design
template. While many of these Web sites still have plenty of room left
for improvement, they are clearly headed in the right direction.

Here are the Web sites that have made significant progress over the
past year:

® British Airways
* eBay

* Jaguar

¢ John Deere

* McAfee

®* Mercedes

®* Motorola

* NIVEA

* Salesforce.com
®* Smart

® Steelcase
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Best Web Sites With Fewer Than
10 Languages

Some companies do not yet have their sights set on conquering the
globe. Instead, they may be focused on a handful of markets that may
only require a handful of languages.

And yet these Web sites may be doing an excellent job of Web
globalization. To highlight these special companies, we removed the
language metric from our calculation and ranked the top Web sites with
fewer than 10 languages (excluding English).

DOW CORNING = =
= Wir helfen Thnen, # ) Deutschiand

die Zukunft zu gestalten.”
Produkte Technische Bibliothek Lésungen Premier Services v

——

| Silikone. Dienstleistungen. Lésungen.

J : Dow Corning's auf Silizium basierende Technologien helf
Zukunft zu erfinden.

Dow Corning Wiesbhaden Der Molykote® Troubleshooter Finde!
i unter D " | Ziehen Sie den Sicher|
besten Arbeitgebern _ Molykote® (msDg
Was kann Dow Corning heute fiir Das GreatPlace to .m Troubleshooter zu
2 Work® Institute und das | ISR =i Rate, um Ihre
Sie tun?  o50zin Captalhaben e anwendungstechnischen

Produkt suchen > die Dow Corning GmbH Schmierungsprobleme zu lasen. Hier

zum zweiten Mal als werden lhnen kompetente m
Problem Isen > einen der 100 besten Arbeitgeber Lasungsvorschiage fur eine clevere
tbar Sillkontachnologle Skfahren s Flcu!s:hlar'ds ausgezeichnet. Lesen Z;gtz;‘urg mit Molykote® Produkten

Erkunden Sie Konstruktionsmaglichkeiten >

Here are the top 20 Web sites overall:

1. Dow Corning

2. Starwood Hotels
3.Renesas
4.eFax

5. WebEXx
6.0CLC

7. Flickr
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8. United Nations
9. Ryanair

10. Marriott

11. Radisson

12. Huawei

13. Nintendo Wii
14. Continental
15. Amazon

16. Hyatt

17. Tiffany

18. Accor Hotels
19. United Airlines
20. National
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The Laggards

Rounding out the lower end of our scoring are companies, both large
and small, across a range of industries. Here are the 20 sites that
scored lowest overall:

= Bearing Point

*= Boston Scientific

= Budweiser

= Carnival Cruise Lines
= Disney

= evian

= Facebook

=  Fidelity

= Four Seasons

= Goldman Sachs

= Haier

= Heineken

= J.Crew

= Maytag

= McKinsey & Co

= Patagonia

= Pfizer

= Sherwin-Williams

= ST Microelectronics
=  Wal-Mart

A number of these sites are long-term residents of this bottom tier, such
as Disney, Wal-Mart, McKinsey, and Four Seasons.
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BlackBerry and Steelcase were among the lowest-scoring sites in
2007. This year, thanks to significant improvements in their Web
sites, both companies escaped the bottom third of all Web site
scores.

How They Made It to the Bottom

To end up at the bottom third of the list, a Web site typically had to
exhibit the following traits:

Absent or poorly executive global navigation
Few languages or locales

Shallow amounts of localized content

N =

Inconsistent designs across localized Web sites

No industry is immune from poorly globalized Web sites

If there is one lesson to be learned from this report, it's that all
companies, regardless of industry, must work hard to create successful
global Web sites.
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PART IV

INDUSTRY PROFILES AND
COMPANY INSIGHTS
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Best in Class

This exhibit includes the leading global Web sites within each industry
category. Even though companies such as DHL and Merck may not
have made the overall top 20 list of Web sites, they are leaders within

their respective categories.

Industry Leaders

Source: Byte Level Research

On the following pages we focus on each industry, highlighting
interesting developments along the way.
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Web Site Scores

Source: Byte Level Research

Overview

Emirates emerged at the top of the list for the second year, despite
losing a few points for a poorly redesigned global gateway. British
Airways finished a very close second and, if it improves its global
gateway, could take the lead next year. Every airline Web site added
at least one language in 2007, as illustrated below:

Languages

2007 2008
Continental 5 6
American 9 10
KLM 18 20
Air France 10 17
British Air 10 18

In terms of language support, KLM/Northwest Airlines dominates,
supporting 21 languages. But Air France and British Airways are quickly
gaining on them.
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Web Site Notes

Overall, the airlines have done a better job over the past year of
supporting global design templates, as illustrated below:

Germany
S

& tartseds Uber Emrates Suchen Hifecenter = Anmeiden Dewtsch Engish  ( Destschland ]

Emirates

Fliegen mit Emirates Flugziele und Angebote  Planen und Buchen Skywards

Sondertarife l Flug suchen i

Dolhi N
pREln NG Von [ Abllughaten surwabien
Sydney » N Duiflughaten auiwahlan
Ab EUR 933
2 Fob.08 Bl Rocktug TaFebos
K'ups‘u‘:nm ) » Erw 1) Knder {0389 Babys ?
( txonomy 129 Gutschan ?
Bangkok
Ab EUR 619 4 @ Preis O Pros (zotich fexibef) O Flugplar
Dubai Zur Buchung
Ab EUR 518 4
Mohr Sondertarife | » Flugstatus (»  Flugplane »  Erwelterte Optionen +

A

,\,{k
Bequemer Tie-zo-Tar ié eine il Dream Deals ab EUR 518

Service mit unserem
Flughafentransfer

Korea

c_f 1oiolE B@ 4 4 XiW A Englsh [ Xerea 2]
Emirates e

UJ0oWE ofolNo|=e) BN s W RwaAl oY U oY Skywards

ojEqLy
4 (swanau :)
w42 =4 (Enaneow =
KRW 9 ’
¢ 12208 5] il
"‘w?l;“.l oty b () o) 2
z)a o120l %) ?
ol = >
KRW 9846 (E@ 02} ; )
’f-:.:l& N S AR
OEE SRS RATNE ) FUNAUE() 2JHA

2% 75US$% A HAOIE 21371 RYBA KIF LY
HE AYERWAML U + U= 2212 o SWEA
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Emirates redesigned it splash global gateway over the past year,
and not for the better. As shown here, in 2007 the gateway displayed
all the country Web sites, grouped by region. This approach was
simple and made the country site easy to locate.

o
el

Emirates

Remember my selection
1f you can nat see your
WWW. amirates.com glodal site

Keep discovering

Welcome to Emirares
ore than 80 destinations woridwide

residence from the

a or reg
Europe & US  Middle East Asia Australasia
Austria Bahrain Banalagesh Australia
Canada Jorgan China New Zealangd
Crprus Kuwan L
Davtsch Ledanen Mona Kong Africa
Erance oman EANSGEE et
Greece Qatar NENPITER ginopla
Rata Saudi Arabla indis Ghana
Mara Yy ;"d:"\(v-n Ivery Coast
Notdic reglon UAE /daprdan 22000 Xenya
Poccns AR /2wt ar Ubya
scandinavia Korea Marocco
Switzeriand Mataysiy Nigeris
Turkey Pakistan Sauth Atrica
uK Phippmes Sudan
usa sinqapore Ianzania
Sei Lanka Tunista
Thallang vganda

country of re

inks Below to find out more

» Foncy

mdence please visit the

2008

MWelcome ro

fie new emirates.com

Everyrhing you need fo plan and book your journey

Select your country

| Choose

of residence Select languaqe
@) [CBrazi %) [ Choose ] [ Portugués 3 Enter The Site
global site -

The current splash page opts instead for a series of pull-down
menus. For someone who does not speak English, this approach is
not as intuitive. Even for native-English speakers, we found this
device to be less user friendly than the old gateway.

Although Emirates lost points for its new gateway, none of its
competitors offer splash gateway pages that are any better. Airlines
generally opt for pull-down menus.
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In 2006, Continental Sign In | % Worldwide Sites | Espaiol

Airlines used a globe icon
to call attention to its
permanent gateway, shown
on the right.

ct Us | Help  Type in keyword '_Search )

This year, Continental uses flags and an overlay gateway that
appears when the user clicks on the link, shown here:

#E= United States - English Cha'v:ke-

Close
Country X
Please select your location or where you
recelve credit cara C-l“ll‘.g statements to see
pricing In your local currency.
| United States '3]

Available Languages:

English
{_JEspafiol

ESave this preference

The problem with this device is that it assumes the user already
speaks English. A non-native English speaker may struggle to
understand the instructions.

A better approach would be to go back to the globe icon and have it
link to a global gateway page, or use a global gateway splash page.
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Air France and Emirates host their US Web site at the .us domain.
We expect more airlines will join this emerging trend in the years
ahead. The Air France splash global gateway, shown here, is hosted
at www.airfrance.com.

AIR FRANCE :3,
y /7724 L)

Informations, services Autres sites Air France
et préparation du voyage Other Air France Sites
Travel information and services
m Air France Corporate
m Site France = USA Site = AIR FRANCE-KLM
Finance

m Air France et le
Développement durable

votre pays / your country &

Autres... [ Others...
)

Four Web sites now use a splash global gateway: Air France,
Emirates, British Air, and KLM. In 2006, only British Air and
Emirates used splash gateways.

Five US airlines now offer localized Spanish-language Web sites:
Continental, United, American, and KLM/Northwest. Though not
included in this report, Alaska Airlines and Southwest Airlines
also offer Spanish sites for the US market. Four years ago, only
Southwest Airlines offered Spanish content for the US market.
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Web Site Scores

Source: Byte Level Research

Overview

Volvo has emerged on top for a third year in a row, scoring highly
across all four categories.

Honda leads the category with support for 41 languages; unfortunately,
Honda also scored at the bottom for both global navigation and global
consistency. Saab was the most improved overall, moving from 9"
place last year to 3" place this year.

More than half of the Web sites in this category added languages
over the past year. Jaguar added the most languages over the past
year, improving from 15 to 24 languages.
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Web Site Notes

Volvo demonstrates a number of best practices — from global
navigation to global consistency. But there is one element of
consistency that is truly impressive.

Volvo Cars and Volvo Group are two separate entities and yet a
visitor to www.volvo.com would probably not realize this. As shown
here, the landing page presents all Volvo brand properties in a
consistent fashion.

VOLVO

W I t V I e Volvo provides transportation related products and services with focus on
. = Founded more than 80 years ago,
e come o o v Volvo Construction Equipment ] Y 9
ke _ de has been built up over the
1 Volvo Group and Volvo Cars -
Nomgs America
Europe - English
Europa - Espanol
N - | Europa - Dansk | S
. » Global website Europa - Deutsch

» Volvo Cars

» Volvo Group

Europa - Suomi
e 4 Europe - Frangais

Europa - Italiano
Europa - Magyar
Europe - Nederland
Europa - Norsk
Europa - Polski

Europa - Portugués
q Europa - Slovensky
L Europa - Svenska
-
L T
\ 3

» Volvo Penta » Volvo Aero » Volvo Financial |

» Volvo Construct

Turkey - English
Turkey - Turkish

Latino América - Espariol
- América Latina - Portugués
| Mexico - Espanol r
Puerto Rico - Espanol

This landing page is quite new and illustrates the delicate balancing
act that many global corporations face when managing disparate
product and brand Web sites.

What'’s interesting about the gateway is that each group site, when
selected, presents a pop-up gateway.
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Volvo exhibits excellent global consistency between the various
product sites, as shown here:

This level of brand consistency is very difficult for companies to
achieve, as it requires coordination across product and brand lines.
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Even the Volvo Cars Web site (Mexico shown below), while not part
of the Volvo Group, shares the same Volvo “feel” in design
sensibility and overall color scheme. Notice how the Volvo logo
occupies the same position as it does on the Volvo Trucks site.

INICIO DISTRIBUIDORES NOTICIAS Y EVENTOS

MODELOS VOLVO v VENTAS Y SERVICIO ¥ DESCUBRA VOLVO ~

BIENVET UTO DE MEXICO
Ofreciendo,

L W& ¢ e suenosyull scio Compclcn@

. Nuevo Volvo 540 £Cudl es tu opinién? i e e e
Conoce los principios = Expléralo mientras te Consce. 8l corazgn de Velvg
del Disefio diviertes en la caja de
Escandinavo los juegos del C30
Volvo XC60 Concept ] Volvo en un minuto
Transpértate al futuro. Conoce los cineminutos
g realizados por
irectores mexicanos
con el Nuevo Volvo C30
Navigation could still be
improved on both Volvo Cars voLVo GroUP
Mo Producs & services Hews & media lrvesions Corene prew

and Group sites. While both

o YO WS vouvo
sites do an excellent job with o & © @ ol o |
landing pages, once the Web

users are inside a specific

Energy efficiency

Hybrid technology.
All gsialive-luels

TR~

R L S

m = =
y ¥ . "‘ o

Chocte your locasion

corner of the Web page. =3

site, global navigation is still
a bit consistent overall in

placement and functionality.

Shown here, the gateway is
positioned in the lower right

POVCY WD Comactin DY S COpTgN AR Votve 2067
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More than half of the automotive Web sites now use a splash global
gateway: Volvo, Mercedes, Hyundai, Saab, BMW, Jaguar, Mini,
and Smart.

Smart made good improvements to both its global consistency and
global navigation. Its splash global gateway is shown here:

open your mind.

s been perfe
at offers max:
. A pioneering v

W francais
S% nederiar

Mini does not provide a link back to its splash landing page on any
of the country sites, which can be frustrating to users who need to
switch. Smart also does not provide a link back to its global
gateway.

Toyota, Nissan, Hyundai, Lexus, and Honda offer Spanish content
for the US market. Toyota also offers a Chinese site for the US
market.
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The success of a splash global gateway depends on execution. As
shown below, the Mercedes splash page was not very usable for the
non-English speaker. For starters, Mercedes offers a choice between
vehicle Web sites and a “brand” site, which we found confusing.

For careers and investor relations visit > Daimler AG

P

The Mercedes-Benz Brand.

Getthe Mercedes-Benz multimedia experience: trailblazing innovations, the
latest model highlights, and exciting developments in automotive technology.

v
About the Vehicles > - About the Brand >
v

Benz i ions and highi
(optimized for DSL).

Users who selected the country pull-down menu were forced to select
not just a country but a particular vehicle model before being taken to
that country site. This too did not make sense, as one cannot assume
that Web users already know what vehicle they are interested in before
arriving at the Web site.

Passenger cars

\merica/Brazil /Passenger ca

A-Class Saloon
B-Class Sports TIIIL@
C-Class Coupe
C-Class Estate
C-Class Saloon
CL-Class Coupé
CLK-Class Cabriolet
CLK-Class Coupé

About the Vehicles >

98

© 2008 Byte Level Research LLC | www.bytelevel.com



The Web Globalization Report Card 2008

BMW also uses an over-designed splash gateway, shown here. Users
face selecting between German and English, as well as two pull-down

menus.

F.

International website National websites
The world of BMW automobiles and all Direct contact - BMW automobiles and
about sheer driving pleasure. services in your country or region.
I Select a website topic lvl LSelect a country or region |v|
» Go to BMW start page

» English

» Deutsch

Additional BMW websites BMW Group

Websites for finding cut more on BMW All about the BMW Company, Investor
Motorcycles, BMW Financial Services, Relations, Careers, Research and
Sport and Shops. Production.

» Show additional BMW websites » Www.bmwgroup.com
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Web Site Scores

Source: Byte Level Research

Overview

Cisco Systems emerged on the top of this category for the third straight
year. Last year, Cisco added support for Ukrainian, raising its language
total to 38 — the most of any company in this category. Cisco’s one
major weak spot is navigation, which we believe will change for the
better later in 2008. IBM added one language last year — Serbian —
improving its language score slightly. Seagate, thanks to a major
redesign over the past 18 months, continues to do well overall.

The companies in this category have largely embraced global
consistency — with more than two-thirds earning a perfect score.
In terms of localization, companies in this category tend to be forward-
looking. For example, companies such Cisco, Sun, and Oracle have
demonstrated a growing support for multilingual blogs.
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Web Site Notes

Cisco expanded upon its mobile platform, now supporting four
language versions of Cisco.com optimized for handheld devices, with
more in the works for 2008. Here are three sites:

France

Nmm
cisco

bienvenue dans > Entrez
le human network

v Actualités
& Produits Germany

’ .
“~ Evénem

D Human | ‘el
2 Témoigi

28 Contact '; ﬂ ‘:
’Sélectio ;&:ﬁw

Site Mobile : China
©1992-200 tsi "l ©%068"°

Aide | Ment alua]n
[1] Human Network c1sco

T (2] Neue Produkte

[3] Technischer Support

[4] Suche

[5] Lésungen

[6] News und Events

[7] Kontakt

[8] Cisco Mobile weltweit
Mobile Ansicht | Standard

© 1992-2008 Cisco Syster| W o
Hilfe | Feedback | Nutzun :

© RRIXFAE © 1992-2008 BHER%E

BRRE | MR | BEEE | REEH

You can see the German site at
www.cisco.com/web/mobile/global/de.
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Cisco was one of the first large American companies to begin hosting
RSS feeds in languages other than English. RSS feeds now are
supported in Simplified Chinese, French, Russian, and German.
Podcasts are offered in French, Chinese, and German.

Video content is a growing part of Cisco’s Web precense in China
Shown here is the China video center:

NI
Cisco

BRAHE FRSHS a3 BAZH i 57Esh BIFREESER

D

I F G <H >

HarborLink Network
HARHIREAZEAWTRR

i %

HE LY LR B R T 3
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Last year, none of the Web sites in this category used a splash
global gateway. This year, EMC becomes the first to do so, shown
here:

EMC’

where information lives* Welcome to EMC Worldwide

Choose your region %51 Escoge tu region %% Choisissez votre région Bubepy csoii pervor Wahlen Sie ihre Region

The Americas Europe Middle East | Africa Asia Pacific

H
Regional Site

*EMC Corporaté Headquarters

Switzerland

[ Remember this choice

When users make a country selection, this preference is saved as a
cookie so users bypass this page on return visits. At the top of every

country page, the user has the ability to reset preferences, as shown
here:

g
A

» Contact Us » Partner » Resource Library > Custonm'#-’almef Login

Leadership & Innovation About EMC
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Xerox redesigned its Web site over the past year and, from a Web
globalization perspective, not for the better. In 2007, Xerox used a

simple gateway page that listed all country sites. In 2008, this page
was replaced with a pop-up window that we found cumbersome to

use.

- 2008
\
Xerox @,
| Office Products | Production Solutions | Document Outsourcing
Xerox Web
View a Iat of Woddede Cortacts
Xerox ¢,
&
Aaia and Faciic
STLaw Select a Country/Region
R o Please select your country or region so our site displays the most
relevant content for you.
'ﬁ’ Country/Region:
Honduras [Espafiol]
ma"r":“ o 2 Am Honduras (English]

Hong Kong

Iceland

India 11]
Indonesia [English]

Indonesia [Nederlands)

Iraq

Ireland (Eire)

Israel

We also noticed that the link to the German Web site was not
included in the pop-up menu, a major oversight. In addition, the
menu was not consistent in how it presented the languages
supported for each country.
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The Xerox site for Greece, shown below, illustrates the importance
of avoiding images that have embedded text. The main visual on this
page includes English text while much of the rest of the page
features text translated into Greek. Embedded text can often be
difficult to translate because it generally requires having access to
the source files, such as Photoshop, as well as people skilled in
using the software.

Xerox @,

I Document Outsourcing

Solid Ink technology gives
you the freedom to print
in color.

Mpoidvta UZitecné zdroje Texvikny urtootripién Bedrijfsontwikkeling
ExTummwTég ZTEPEGS PEAGVNG & Drivers MpopoAn 6Awv
DTOCVTIY POPIKE ZNTROTE TTEPISCOTEPES MpoRoAf Awv

/Tty pOPIK G- EX TUTTWTES
NoyiopiKd

EmiAoyr ava 6vopa TTpoidvTog

TTANPOPOPIES
Emxonvwvia podi pog

Avalitnon pe 6vopa
TPOIBVTOS

ExTuTrwrig What's New
Phaser™ 6180 Phaser 7760 Phaser 6130 Get colour!
Capture attention with our
ward winning products
o
. B3
Y XL ol . & |
= AcTTpbpaupol 9“‘"0 - s
£ Solid Ink
: - -

DwroaVvTIYPUPIKA

Cartridge-free and
nvironmentally friendly
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IBM, with its added support for Serbian, brought its language total to
34. IBM was one of the first business technology companies to
embrace the global design template, and years later, still does an
excellent job of supporting global consistency.

Seagate has done an excellent job of increasing its language
support over the past two years — currently supporting 14, with more
on the way in 2008. The company is also focused on filling out the
content of many localized sites, such as with Korean, Japanese, and
several European languages.
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Web Site Scores

Source: Byte Level Research

Overview

3M won this category for the second year in a row. Although 3M made
few changes to its global site other than adding localized content, none
of its closest competitors made significant improvements either.

Avon and Coca-Cola took the lead in languages this year with 35,
compared to 3M and Nestlé, both with 34.
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Web Site Notes

Companies that use splash global gateway pages include: 3M,
Haier, lams, Coca-Cola, and evian.

The lams gateway is shown below:

Welcome, Login | Join lams.com today

DOGS ¢ CATS + PRODUCTS ¢ SUPPORT «

MORE FOR YOU

Home >

Global Splash

@
®
7
3 lams is veterinarian recommended*
0
% : *in a recent veterinarian survey, among the leading brands they recommend
4 Select Country
- ProActive North America Europe/Middle East/Africa
Health Canada - English Belgié
Canada - Francais Belaigue
it % |2 'i United States Czech Republic
T TES| g = FOE Estados Unidos-Espafiol Danmark
Hel;);lpromc:te Deutschland
gns of Latin America Eire
Hef‘l;:ry" \clf:rléty‘ Brazil Espafa
Erance
AsialAustralia Hellas
Australia Italia
Korea Maagyarorszag
New Zealand Nederland
Japan Norge
Osterreic
Polska
Portugal
Russia
Schweiz
South Africa
Suisse
Suomi
Sverige
Turkiye
United Kingdom

None of the Web sites in this category use geolocation or language
negotiation.
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Black & Decker improved its global gateway over the past year, as
illustrated below:

2007

Customer Center | Projects | Parts | News | New Products Black & Decker improved its global gateway by
moving it to the upper right corner of the home

BMGK&DEGKEH page and using a globe icon next to the pull-down
’ e menu.

Looking ahead, we recommend replacing the pull-
down menu with a link to the global gateway page
(or overlay menu). Country names should also be
presented in the dominant local language.

2008
/4 BLACKS.DECKER AL SR

S Choose Country | 7|
Choose Country &
Africa

Argentina

Austria

cmh’ ﬁ Australia

Belgium

Brazil
Canada
Chile
,'E . China
F 4,  Czech Republic

' Denmark

o ﬂ) Germany
| Greece
France
Finland

s l‘ ; L] Hong Kong
| Choose Country /| )

' Hungary
— Ireland
' - Ital

Black & Decker Global

It's Time for One Battery to Do More... It's Time for the em from Black & Decker

New Products: l
Pawered Product Tours & Videos

Amway was very busy over the past year, adding 10 languages, the
largest increase for any company in this category.

Nestlé added six languages, followed by Coca-Cola, with four new
languages: Bulgarian, Estonian, Ukrainian, and Serbian.
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Purina’s global gateway, while nicely executed overall, includes one
very awkward typo (see Israel):

: Programs & Events : Our Compan

ESPURINA,

Your Pet, Our Passion.”

Products Dog Care Cat Care

International Sites &

Purina is committed to helping make pets’ lives better all over the world. To find
information about Purina in your area, select from the list below.

North America Europe Latin America
+ United States > + Humgary + Argentina
+ Canada > + Italy -
B + Poland >
Asia / Oceania / Africa £
+ EY + L0 ol
+ Australia + > + Co
+ > + + El

-
)

+ United Kingdom + Mexico

REMEMEER MY COUNTRY

The most popular language added by companies in this category
was Slovakian, with five companies adding it over the past year:
Black & Decker, Unilever, Amway, Whirlpool, and Heineken.

Both Nestlé and Amway added Spanish-language support for the
US market, joining Colgate, Coca-Cola, and lams.
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The Budweiser.com site, like most beer sites, requires Web users
to enter their date of birth before they may select a country or
language. However, if users must be redirected to country sites, they
will again be faced with a language gateway, forcing them to input
the same information twice. The ltalian language gateway is shown
below:

Inserisci la tua data di nascita e premi su ENTRA

I N

[ENTRA|

GET

macromedia
FLASH
PLAYER

Chinese manufacturer Haier now uses a map-oriented global
gateway, an improvement over last year.

w’ Haier

’B’cynsm 2X20008 MR ANEA

Haier-Cisco
Strategical

§ Cooperation and
Understanding
Memo...

© more

Asia | Europe | North America Oceania
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Web Site Scores

Source: Byte Level Research

Overview

This category includes a mix of software, hardware, and consumer
electronics manufacturers. And while most of these companies also
serve business customers, our focus for the purpose of analysis was on
how well these sites serve consumers around the world.

Philips leads this category largely because it offers better global
navigation than its two closest competitors: Microsoft and HP, which
tied for second place. Microsoft leads this category in number of
languages supported — with 41.
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Web Site Notes

Most companies in this category added languages over the past
year — with Adobe and Symantec adding more than 10 languages
each.

Adobe now supports 31 languages and has been innovative in its

support for language-specific blogs. The screen shot below is from
Adobe’s blog aggregator, which allows users to select blog content
according to language:

| Preferences | Reports | Weblogs | RSSFeeds | Submit Feed | Developers | Downloads | Ping MXNA 2.0 | Mobile | FAQ

Search (advanced)
Preferences '—
MXNA 2.0 aggregates feeds in the following languages. Select which languages you would like to read MXNA 2.0 news [@ @
" View All Posts
™ English
] Spanish Last Day
[ German Last Week
[ Chinese Last Month
[ Japanese Last Year
e All Time
(] French
] Korean ] )
O Russian :::zenscmzzta Player
"] Portuguese IR
[ Turkish
T:‘ Indonesian Buzzworld
= Lien ColdFusion
) Dreamweaver
(] Dutch Fireworks
"] Persian (Fa) Flash
[ Polish Flash Mobile
[ Danish Flash Platform
7] Hebrew Flex
(] Catalan LiveCycle
(7] Arabic Photoshop
] Hungarian Adobe MAX
Your locale determines how dates are formatted in MXNA 2.0. Pick your locale from the list below: AIR
| English (United States) v*ﬂ Adobe Feeds
Acrobat
L
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Adobe has also begun using asterisks to let users know when they
are clicking on links that will take them to English content, shown
here:

Adobe Spain

Empresa Descargas

POR USUARIO

Disefiadores”
Do:tsarrollac!o#;:sP
Educadores
Socios

POR RECURSO
Adobe Labs*®

Foros

Exchange*

Blogs*
REDEFINE THE EXTRAO

- : DESIGN AND DEVELOPY

Adobe uses an asterisk to denote links that will
take users back to English content, as shown in
the header above.

The asterisk is explained at the bottom of the
Web page, shown here:
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BlackBerry last year greeted users with a splash page that included
no language links. Users were required to select “individuals” or
“business” sections before getting to the language selector.

2007

*iz BlackBerry.

FOR INDIVIDUALS FOR BUSINESSES

N
L R~ —— — = <11 £ ,'J!,‘

»; q.f.xﬁi F.E!"-‘ — e

L3 S =
-1 :
: 3

UPDATED PRIVACY POLICY

2008

ey
oo A REBSE

! e 2
Satle 93&;:'}
ER . (e

-
W R- Worldwide » > “ For k}ysx{\_essr

ml For Individuals »
vertiackSarmy com

Fortunately, BlackBerry has since abandoned that approach and
made its global gateway prominent.
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Sony now uses geolocation — one of three companies in this
category to do so. The screen shot below shows our Firefox browser
using a proxy based in the Netherlands. Notice how the URL
www.sony.com brings us to a landing page that asks us if we want
the Netherlands Web site or the Sony.com site.

%) Sony.com Geo-Filter NI - Mozilla Firefox
File Edit Wew History Bookmarks Tools Help

irl v v 1\4:“‘] \_/;_j _ http:ffwww, sony.comf
Proxy: | Netherlands Dot

Welcometo

Sony.com

coming from a location outsic

fat L van buiten o

Please choose one of the following:
Hios ean van de voigends opties:

Nederiand.

Or click here to choose from a complete list of global sites.
OFf kiik Rier om te kKiezen uit een voiiedige lijst van wereidwijde sites.

What's interesting is that Sony effectively equates the .com address
with the United States Web site. We believe that this approach is
inherently flawed and that Web sites from companies such as Volvo
and IBM (in which .us is used for US sites) represent the way of the
future.
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Bose and Creative also make use of geolocation.

Panasonic added language support for Indonesian over the past

year, as well as a site for Chile. It has also continued to expand the

use of its global design template to country sites, including
Singapore, Thailand, Malaysia, Indonesia, and India.

The Panasonic.com page now includes a global gateway link along

with a globe icon — a big improvement from early 2007.

Panasonic

Motorola added support for Viethamese. New and revised country

sites include Austria, China, Japan, Russia, and Switzerland.

Motorola also made good progress on improving global consistency

across its country Web sites.

In 2007, Kodak was the only Web site in this category to use
language negotiation. This year, McAfee also makes use of
language negotiation.

Apple has begun using a globe icon to improve navigation, though it

is not used on the main Apple site. The icon, shown here, is used in

the customer support section to help Web users navigate between

languages.

Mac OS X v10.5 Leopard o

A Security L ite

Installing Leopard

Getting ready, installation options, and more.

H Welcome to Leopard (PDF)

The official user's guide to the Leopard experience.

CR
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Sony demonstrates little in the way of global consistency. In

contrast, Nokia exhibits excellent global consistency.

Taiwan

Germany

ike.no.other
eF Start in den Friihling mit VAIO!
fsumer und Business Modellen sowla
t Sony VAIO|in den Frihling — —
)
sony Blylebesteten

sony style

Axtuolles

Hervomagende Bilder i [0

Cyber-shot
(onnecting Peopie = —
DOl Produle ~ Service und Soflees  Shop  Eriertaiement  Nokds Ot Nokia

Nok Nokia BB0O Arte
HIN AREREYE WEINNE SEMNRA
Arane AwsnEn 12 NREORNRON

Nokia Musik-Telefone

Samsung uses
bandwidth-intensive
audio-visual files even
for markets that don’t
have a high proportion
of broadband users,
such as Brazil, shown
here.

negdcio  suporte  expedence  noticlas sobre a sameung

imagine
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The HP site is globally consistent
and offers an impressive depth
of localized content. But its weak
spot continues to be global
navigation.

The site relies on a pull-down
menu in which country and
language names are not in the
local language. In addition, the
countries are sorted in a way that
is not user-friendly.

The Web Globalization Report Card 2008

Buy online or Call 800-BUY-MYHP | Customer

L] v United States-English [

A through B
Africa-English
Africa-French
Albania-Albanian
Argentina-Spanish
Australia-English
Austria-German
Azerbaijan-Azerbaijani
Belarus-Russian
Belgium-Dutch
Belgium-French
Bolivia-Spanish
Bosnia & Herzegovina-Bosnian
Brazil-Portuguese
Bulgaria-Bulgarian

C through D
Canada-English
Canada-French
Caribhean-English
Central America-Spanish
Chile-Spanish
China-Simplified Chinese
Colombia-Spanish
Croatia-Croatian
Cyprus-Greek
Czech Republic-Czech
Denmark-Danish

E through H
Ecuador-Spanish
Estonia-Estonian
Finland-Finnish
France-French
GCermany-Cerman
Creece-Creek
Hong Kong-English
Hong Kong-Traditional Chinese
Hungary-Hungarian

I through L
India-English
Indonesia-English
Ireland-English
Israel-Hebrew
Italy-Italian

s

12
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The strongest aspect of the Microsoft Web site continues to be its
the breadth of languages supported. Microsoft added support for
Indonesian over the past year. Like HP, global navigation continues
to be Microsoft’s weakness. Ironically, the Xbox Web site does very
well in terms of navigation and makes use of language negotiation.
And the Microsoft Live search engine makes good use of language
negotiation. Unfortunately, Microsoft.com does not use language
negotiation or geolocation, and its global gateway is challenging to
use:

Micresoft

Microsoft Worldwide

Microsoft Worldwide Home
Asla Web Sites

To visit the Web site of any Microsoft Worldwide Office, choose from the drd

Europe

Middle East and Africa (Go)

North & Central America Asia Pacific HQ

South America Australia

South Pacific PUTT

% Belgium (Dutch)
Belgium (French) you want contact information:
Bolivia E
4 & Co

Bosnia and Herzegovina —
Brazil
Bulgaria

Canada (English)
Canada (French)
Caribbean

Chile

China

Colombia

Costa Rica
Croatia

Czech Republic
Denmark
Dominican Republic
Ecuador

Egypt

El Salvador
Estonia

Europe

Finland

France

Germany

Creece

YT
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Lenovo added three more languages last year: Danish, Greek, and

Hungarian. The site has grown from 18 to 26 languages in just two

years. Its global gateway, shown below, has similarly evolved over

the years to support these added languages:

2006

Terms of use |

Privacy |

« Australia - HE - B

« Brasil -« Deutschland « Gl

« Canada - English - France « United Kingdom
- Canada - Frangais - Italia « United States

" Additional countries an'dwreigio;s'

»O

ESQ! as default choice

Contact

2008

Slhm.mbu this choice

+ Venezuela

Select a country/region

North America Asia / Pacific Europe
« Canada - English + Australia + Austria
« Canada - Frangais « Bangladesh « Belgium
« Mexico « China M + Bulgaria
+ United States « Hong Kong S.A.R + Croatia
of China - Czech Republic
Caribbean/Central * India - Denmark
Anu-:rlca « Indonesia . Estonia
- Costa Rica « Japan B#%
3 « Finland
+ Dominican Republic . Korea Cigivia
ns a « France
« El Salvador « Malaysia
« Germany
+ Guatemala + New Zealand
+ Greece
« Honduras « Pakistan
Nicaragua = DUnpArY
+ Nica 5 s
gz Philippines . Trelacd
. Singapore By
« Sri Lanka
South America . Talwan % * latvis
« Argentina pomided « Lithuania
§ + Thailand
+ Bolivia , 8
s Brazll « Vietnam
« Chile
+ Colombia
+ Ecuador
« Paraguay
« Peru
« Uruguay

+ Netherlands
+ Netherlands

« Norway

+ Poland

. Portugal

+ Romania

+ Russian Federation
« Serbia and

+ Slovakia

+ Slovenia

+ Spain

+ Sweden

« Switzerland -

+ Switzerland -

+ Turkey
+ United Kingdom

Y

, SENEE\ _a\S

~
-4

Middle East/Africa

+ Egypt

+ Israel

+ South Africa

+ United Arab
Emirates

Antilles

Montenegro

Deutsch

Frangais
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Web Site Scores

Source: Byte Level Research

Overview

Although the companies in this category are among the most global
companies in the world, their Web sites still leave much room for
improvement. Fortunately, we saw encouraging signs over the past
year.

UPS went from 13 languages in 2007 to 26 languages today — helping
the company take over the lead in this category from DHL.

DHL still leads in languages, with 39, followed by TNT, with 34. FedEx
and TNT also added languages over the past year.

The one glaring weak spot of all four sites is global navigation. For
companies that serve so many countries, we find it odd that none of
them currently make use of either geolocation or language negotiation.

122

© 2008 Byte Level Research LLC | www.bytelevel.com



The Web Globalization Report Card 2008

Web Site Notes

Both UPS and FedEx added support for Turkish over the past year.

DHL allows users across all locales to view the site in the local
language or in English. Providing English as an alternative language
in all markets is a smart approach, particularly since many DHL
customers may be English-speakers in other countries. However,
the language selector can be difficult to find in the middle right-side
of the Web page.

eShipping Epyoeia Tuimog

MAnpowopieg

b"' Npoiévra/
AV @BW=—  Ymnpeoitg
KeAwonpBate otnv DHL EAAGG
KoxAG ATTOysupx

Kaptépa oTn IXETIKEX HE TRV
DHL DHL

p Investor
QTSI o

b Site Map

» PuBpioelg
» BonBeia

» Emkovwvia

» SUPUETEXETE OTOV
AlYWVIOHO HOG

Avixveuan I

Mwooa P EN  GR

Greece |

KEPAIZTE GPS!

Koohwg npBare oTnv toTooeAida Tng
DHL

P Odnyoc Aepo@opTWTIKAG
P TeEhwvelaka Eyypago

» NAnpowopieg

P Emikowvwvia pe E-Mail

Zuvbualovrag ThY TTaYKOOHLe KaAuyn pe TN BabLd yvwon Twv
oayopwyv, N DHL aTroTEAEL TOV TTAYKOOULO NYETN OTLG UTTNPEDLEG eXpress
KOIL OTLG EVOEPLEG HETOUPOPEC PopTLwv. Elva eTTiong n No.1 eTalpeilo
oTLG BOAGOOLEG HETOHPOPEG YOPTLWY KoL cupPBoiaiwy logistics. H DHL
TIPOOWEPEL Ui TTARPN YKGUO UTTNPETLLOV TTPOCOPHOCHEVWY OTLG
QVAYKEG OG- OITTO TNV TAXUHETOPOP O EYYP @V LG TNV dLoxeipnon
oahuoidog avepodlaopol.

» NepLoooTepar

» H Néa DHL il

AvaTnTnon Twv ATTOCTOAWV

P Eukopieg Koplépag/@éoeLg
Epyaoiog ornv DHL

KAnon Atxvopta Online
MNpoypoppaTioTE THY
TTapoAaPn TWY BTTOOTOAMDY
oog e Thv DHL online!

a | » nepogTepa
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FedEx Portugal, shown below, mixes an English-language
promotional element in the middle of the translated site. Ideally,
promotional elements should also be localized for the market.

FedEx

Express

agina Inicial

English

Expedicao internacional |]Ser‘.‘i:osfFerramemas |

Contacte-nos | Mapa do site

Cento de Acolhimento

Identificagao do Utilizador @
(ID)

l

Palavra passe

Pretendo
| Expedir um volume/en ¥ |

Iniciar a sessao

3 Lembrar-me
Esqueceu-se da
identficacac/Palavra pass
Reqistar-se!

Novos Clientes

* Porqué Escolher a FedEx?
* Abrir uma Conta

* Registar-se para Expedir
Online

Acesso Rapido

« Como Expedir

« Importacao ou Exportacdo

« Caixa de Ferramentas do
Expedidor

« Evitar Problemas Alfandegarios

* Informacao acerca de
Sobretaxas de Combustivel
FedEx

Pagina Inicial Global | Informacao de Servico | Acerca da FedEx | Carreiras na FedEx | Escrever para a FedEx | Termos de Uso fedex.com | Politica de

Privacidade

Expedir “ Rastrear

" Gerir a minha conta || Ferramentas de alfandega

Discover Signature Proof of Delivery

on fedex.com

Learn more >>

Rastrear

Rastrear expedicées

Digite qualquer combinacao de
até30 numeros de rastreio (um
por linha)

Rastrear

Mais Informagoes

Global Trade Manager da
FedEx

O seu recurso abrangente
para assisténcia na expedicao
internacional.

FedEx Desportos

Acerca da FedEx
Encontrar os servicos que
temos para lhe oferecer ou

contacte o Servico de Apoio ao
Cliente para mais informacgoes.

Pagina Inicial Global FedEx

Ultimas Novidades
FedEx Express Melhora os Sites
da Internet por Pais fedex.com

FedEx Express Adquire Carga
Aérea na Hungria

Mais Novidades...
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Although FedEx, DHL, and UPS all use splash global gateways, the
gateways rely on excruciatingly long pull-down menus. These
companies would benefit tremendously by using geolocation to
improve the user experience.

We recommend that all four Web sites begin testing geolocation and
language negotiation to save Web users from having to click through
landing pages and pull-down menus, such as the one shown here.

Fed

Start by selecting your location

v Choose your location T {Go ]

US.A.

U.S.A. - Espanol
Afghanistan

Albania

Algeria 1
American Samoa
Andorra

Angola

Anquilla

Antigua

Argentina ‘
Armenia

Aruba

Australia

Austria

Azerbaijan

Bahamas

Bahrain rade mark laws under U.S. and
Bangladesh icy. All ights reserved.
Barbados

Barbuda

Belarus

Belgium

Belize

Benin

Bermuda

Bhutan

Bolivia

Bonaire
Bosnia-Herzegovina
Botswana

Brazil

British Virgin Islands
Brunei

Bulgaria

Burkina Faso

Burundi

Cambodia

Cameroon

Canada - English
Canada - Francais
Cape Verde

Cayman Islands

Central African Republic
Chad

Channel Islands

Chile

China

Colombia

Congo - Brazzaville
Congo, The Republic of
Cook Islands

Costa Rica

Croatia

Curacao

Cyprus

Czech Republic
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Web Site Scores

Source: Byte Level Research

Overview

NIVEA finished number one for the second year in a row and increased
its lead over the competition. The reason for this is NIVEA’s adoption of
an improved global gateway and an increase in the number of
languages supported — to 30.

This is the first year we reviewed Crocs, and it finished strong, with a
fairly consistent design across its localized sites and support for 10
languages.

While splash global gateway pages are becoming a common sight
across all industries, ironically, several fashion sites that once used
them now no longer do so. We suspect that this has less to do with the
efficacy of the gateway and more to do with the ever-changing nature of
the fashion industry.
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Web Site Notes

Lancéme used a splash global gateway in 2007, shown below, but
has since abandoned it. This is a shame, as there is no way for the
Web user to find a country Web site short of inputting the URL
directly, such as www.lancome.fr.

warldwide Wer by Laredme

EyBgle EEJES

IMVEBRWATION L

Argentina

Mexico

English Austria EXEEIRE China BEZFLZES
Frangais Belgique / Belgié Japan EEEEPSEE]
Genmark Singapore
Ceutschiand SRR Zouth Korea
+7H E£spaia EEETE “faiwan
LIAE Finland EXFRETIRE “Thailand
Canada Srance EXEREINGE
reland EXEENNNG
talia EERENIT TASYEL BORLD
LATIN AMETS frederland “fravel World &

Lnited Kingdom Exmaamms

Lancdme was not alone in abandoning the splash gateway.
Polo.com and Levi’s are also no longer using splash gateways.

However, Levi's does do a
good job of making its
global gateway easy to

find. In addition, Levi’s is

the only fashion Web site to

MEN | WOMEN | BOYS | SALE | JEANFINDER | COLLECTIONS | [ EMAIL

The latest on styles &

Welcome to Levi's® U.S. site

Change Location ¥, ,?'
y -
8.3

J

use language negotiation.

The sites that continue to

use splash gateway pages
are: NIVEA, Loréal, Chanel, Cartier, and Louis Vuitton.
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Both Cartier and Chanel prove that a splash global gateway can be
both functional and elegant.

Africa - Asia/Oceania + Europe -+ MiddleEast - NorthAmerica - Latin America

Fran
English
Deutsch
Espanol
Italiano

Pycckuin
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Web Site Scores

Source: Byte Level Research

Overview

American Express extends its leadership in the financial services
category for a fourth year in a row. The company’s support for 32
languages — the most of any Web site in this category — sets this Web
site apart. And American Express is not resting easy; it added support
for Serbian and Indonesian over the past year.

Meanwhile, Citibank gained ground by implementing a more consistent
global design and by improving its global navigation.

Most other sites in this category were relatively static over the past
year. Only E*TRADE, ING, Chubb, and Western Union added
languages.
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Web Site Notes

Citibank launched a new global gateway, shown
here. The location of the gateway, at the bottom
of the left column, is not ideal though it does
function well. As shown below, the gateway
expands to allow the user to select his or her
language, if it's available.

Select a Country

V'Y WY ¥

CSFB is the only financial services Web site to
use either a splash global gateway or language
negotiation.

E*TRADE is the only financial services site
studied that supports Arabic.

citi

Sign on to you

| Choose one

Apply for wa int

| Choose one

More from Citi =

New & Noteworthy

(@)}

Select a Country FQ

v v v v wvw
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Goldman Sachs uses “business card” sites for a number of
markets. Here is Taiwan:

WORLDWIDE LOGIN

Location

Notice how Goldman Sachs places the contact information
prominently in the middle of the page. While a localized site with a
depth of content is preferable, the business card approach can be an
effective first step.

E*TRADE and Western Union do a very good job of using globe
icons to highlight the global gateway. We strongly recommend the
use of such icons to improve global usability.

E &TR ADE figh Employee Stock Plans & international %“
FINANCIAL

WESTERN| |® Home | AboutUs | Investor Relations | ContactUs | elp

© D

MONEY TRANSFER  FIND AN AGENT TRACKING
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Web Site Scores

Source: Byte Level Research

Overview

This is the second year in a row that Starwood Hotels has been ranked
number one in its industry category. Although Starwood does not lead
in the number of languages it supports, it does lead in global navigation,
and it does a great job with global consistency. Best Western leads in
languages — with 19 — but does not offer effective global navigation.

The hotel industry is rather unique in the practice of Web
globalization because it generally takes a language-oriented
approach to localizing Web sites. That is, the “select country” global
gateway is more likely to say “select language.”

This is because the audience tends to use the Web sites based on
where they want to stay rather than where they live. So the notion of
being on your own country’s Web site is of less importance.
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Web Site Notes

Starwood Hotels added two languages over the past year: Italian
and Chinese (Simplified).

Best Western added support for Danish, Greek, and Chinese
(Simplified and Traditional).

InterContinental Hotels added Korean.

Radisson added Chinese (Simplified and Traditional).

InterContinental Hotels now uses geolocation to direct users to its
local Web sites. It is the only hotel to use geolocation.

Starwood Hotels and Accor both make use of language
negotiation. Since hotels generally take a language-oriented
approach to Web globalization, language negotiation is an excellent
way to seamlessly direct Web users to content in their language.

None of the hotel Web sites uses a splash global gateway.

Hilton is one of only a handful of the 225 Web sites studied that
offers a choice of American and British English. The British site was
well translated — from “theatre” to “organised” to “centre.”
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The best global gateways were the simplest — a pull-down menu in
the upper right corner that provided easy access to the available
languages.

Customer Service

signin |

Register |

HYALT,

RATES & RESERVATIONS

English
Deutsch
Espaiiol

HOTELS & RESORTS  SPECIALS & PACKAGES  MEETINGS & EVENTS GOLD PASSPORT.COM e

Portugués
MAKE A HOTEL RESERVATION PYCCKMiA 536K
Location

BEE
City, State, Country or Hotel Name = More Search Options =

Radisson

HOTELS & RESORTS

SignIn | My Account | Cust

Home Reservations Specials & Packages Destinations & Activities Groups & Meetings

Find Check- View/Change Award . i‘:;m'
Hotels In Reservation Stay x\{?;?\lnide Reservations: +1-888-201-1718 from within the US or Canada, or A

Francais
Espariol
Deutsch

=2
P
Italiano

We recommend positioning a globe or map icon next to the menu to

@
Hilton

Travel should take you places’

improve its usability.

Hilton does not give its pull-down menu the same
priority as its competitors, positioning the menu at
the bottom of the Web page.

Specials & Packages Reservatiol

Find a Hotel | Reward Stays
By: City | Airport | Address
City: Seard]
40
State/Province: Count|
Select USA
Check-In: Checl
Day $ Month : ‘ @ Day
Flexibl
Hotels:
Hilton Hotels

Guest Rooms
1-4

News & Updates

ﬁi Hilton Grand Vacations
Discover vacation ownership

AmericarAznglish

20 E o English (UK) .
Frangals
Deutsch

Espafiol
Japanese
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Carnival uses the same gateway that it used last year. We point it
out again because it exhibits two practices companies should avoid.
First, there are the flags positioned in a place that is commonly used
by Web sites for global navigation. It is likely that people will click on
the flags hoping to get where they need to go. Yet these flags are
used for decoration only.

N Carnival P AW L ST ...

e [language 1)

[ Country 3

Second, the gateway itself is presented as two pull-down menus.
The user must first select a language and then a country. This
approach is overly complex and possibly off-putting. For starters, if a
person does not speak English very well, they may not know which
menu to use first.
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And, as shown here, the gateway implies that the Portuguese
spoken in Brazil and Portugal are the same, which is not the case
and is often a sensitive issue in these two countries.

LLILIN VVATD O ENJUT TOUUK HULIDATY

rv Portugués a4

n Brasil k

Portugal

Best Western places language links in the reservation section, to
make it clear that Web users can make reservations in up to seven
languages.

Because Best Western has no
other global gateway on its Web ‘Vge t

stern

site, it creates the impression that

FIND A HOTEL L(E

these are the only languages

supported by Best Western, which Find a Hotel
isn’t the case. Best Western

City: |

actually supports 29 languages. (Selectstate  19) [Unitedstates 1)
Check-in: 212112008

While displaying languages in this i 2222006

fashion isn’t by itself a bad idea, it ALY More Search Options>

is important that Best Western b

also provide a global gateway.
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Web Site Scores

Source: Byte Level Research

Overview

Caterpillar comes out on top for an impressive third year in a row with a
perfect score in both global consistency and navigation.

There have been noticeable improvements in the Web sites of John
Deere, GE, and Steelcase, with John Deere ascending from 5" place in
2007 to second place this year.

The majority of the Web sites in this category now rely on global design
templates, with John Deere, Caterpillar, GE, and Steelcase scoring a
perfect 25 in this category.

In terms of languages, Siemens leads the category with support for 34
languages, followed by Steelcase, with 29 languages.
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Web Site Notes

To give you an idea of how far Caterpillar has come in improving its
global navigation, below are two screen shots of the Caterpillar
header.

2004

cATE H PI llAR@ Find A Dealer Site Map Contact Preferences
Search %
I X

HOME PRODUCTS INDUSTRIES SHOWCASE ABOUT CAT

2008

® United States / Canada [change] Find A Dealer Contact
CATERPILLAR o 1

HOME PRODUCTS SERVICES INDUSTRIES CAREERS ABOUT CAT

Notice the addition of the permanent global gateway link — a huge
improvement in global navigation — and one reflected across many
more Web sites these days.

Caterpillar has significantly increased its depth of content for China,
Russia, and India. The company also tweaked its global design to
give local sites additional room for local content and promotions.

Caterpillar offers RSS feeds in English and is in the process of
expanding these feeds across other languages.

The Web sites that use splash global gateway pages are Briggs &
Stratton, Caterpillar, and Honeywell.

Last year, only Caterpillar used geolocation to improve global
navigation. This year, Steelcase also uses geolocation.
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John Deere and GE made improvements to global navigation over
the past year. Both now use a map icon in the “sweet spot,” which
improves usability. Below is a “before” and “after” of the GE

gateway:
2006

future

GE Infrastructure hosts an exciting
exhibition of cutting-edge technologies
at GE's China Technology Center.

* Learn More

@

Home Products

GE

Flexibility For Investors
(optancs W) 5o = For Prospective Employees
Financial Services 0 » For Journalists
(=sma— " For Students
oo ; Share Your Imagination
I Motion

E's Global Rad Imagination . d N gond
GE Around the World Braskthrough project .

ass Kk

2008

imagination at work » SEARCH

home innovation products & services our company news

»
investor relations reers L 4§ ’.wm%ﬁ.‘uh_‘ >

A TRADITION OF INNOVATION | GENERAL ELECTRIC 1878 - 2008
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As shown below, John Deere improved upon its global gateway by
replacing the pull-down menu with a link to a gateway page.

2007

Please Select Your Country
Global Citizenship Report USA / Canada )
206
JOHNDEERE  cwmesime Nothing Runs Like A Deeré

» Parts

» Dealer Locator

» Equipment Quickfind

» Special Offers

» Credit - USA » Credit - Canada

; ,(.‘qxu"x' &

3 - -
€ v

bAboutmfaamplwy Company Highlights

» Careers + Detre & Company Announces Global Citizenship Report

G + New Call Before You Dig Kumber

+ Investor Information John Deere Becomes Natonal Partner in Launch of vivess Cenjec
» Global Citizenship National 811 Number » Newsroom

» John Deere Attractions « Deere & Company Joins U 5. Climate Action Partnership; |» Speeches

Company Brings Added Perspective On Renewable
Energy To Group

« New Web Site Aids Growers' Precision Farming Decisions

Copyright @ 1996-2007 Deere & Company. About Our Site | Site Search | Contact Us | Privacy | Legal
All Rights Reserved

2008

GROWING o 2

_ W Worldwide Sites
@ JOHN DEERE AL ReporT F¥ %
il otk Nothing Runs Like A Deere

» Parts
» Dealer Locator

» Products & Equipment Quickfind
» Special Offers

» Credit - USA

» Credit - Canada
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GE removed flags from its global gateway, as shown below. The use

of flags for navigation is generally not the best idea due to cultural

and political sensitivities; for example, Web users in China generally

do not approve of the use of the Taiwan flag.

2007

'% magination ot work

SR

Country/Regional Directory

2

Avaitatle Languages

Available Languages

nca
— %
Aste
o . e I
o e b T
) e [ sigae
@ B w2
& =i
= -
Auntraia
[ E St
Europe
= =R -

products & services our company news investor relations carcers % 4% worldwide

Worldwide

Sort by; Alphabel | Region

AF
Aygeria
Angola
Argentna
Austraka
Austria
Bahran
Beigum
Brazi
Canada
Chio
China
Colombia

Czech Republc

Denmark

GE Is bringing solutions

to our customers in more than
100 countries and territories.
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Dow Corning uses one of the better globe icons we have seen.

Log In | Profie/Preferences | Customer Support | Contact Us

DOW CORNING ¢ v
I  vehelpyou e —
[ invent the future. ;

Products Technical Library Solutions Premier Services About Dow Corning

Site Search Search

Country/kang

Country Selection

Briggs & Stratton and Caterpillar are the only two companies to
offer Spanish sites for the US market.

Steelcase was one of the most-improved Web sites over the past
year. The site added an impressive 23 languages, though the
majority of new languages support only one-page “business card”
sites. Steelcase also uses a global design template across all
localized sites. Steelcase now needs to focus on filling out these
local sites with content.

—

pr how to buy our company
Biosciences
Higher Education
U.S. & Canada Governments
State & Local Governments
Healthcare
Professional Services
BoAGreenGlant.com
Buildings Magazine - Cubicle Friend or Foe Financial Times
Today's culture often loathes and’ mocks the office cuibicle. Finanéial Times; reports;om products:that never say.die.
Cirizens
Order Now... Preparing for the Perfect Launch
Click here to order from a select offering of Steelcase products. In this Harvard Business Review first-person article, Steelcase CEO Jim
Hackett counsels business leaders on how to avoid product launch failures.
100 Best
Steelcase Design Partnerships... Turnstone Furniture
include Brayton International, Designtex, Details, Metro, PolyVision Get smart design and good value for your office space!
Steelcase Corporation and Vecta.

LearnLab™ Environments

What is Cradle to Cradle Thinking? Wired Blogs-Leap Chairs
Cradle-to-Cradle thinking has already made a significant impact on the way ~ WWired bloggers agree that Leap is a sweet seat!

DT = . products are being designed and developed.
A New Learning Curve Greenbuild 2007

need just )

e?

one Virtual

visit the Real

Steelcase :

Stora Reality...
Steelcase Store WorkIt. A Steelcase

Blog

© 1996-2008 Steelcase Inc. the global leader in the office furniture industry  Privacy Policy | Legal Notice
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Web Site Scores

Source: Byte Level Research

Overview

This is a broad category, including a diverse range of publishing and
media companies. The BBC came out on top, for a third year in a row,
with support for 39 languages.

LexisNexis is in the midst of a global redesign that is already showing
progress. Its new global design and global navigation helped the site
improve its score significantly, pushing it to second place.
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Web Site Notes

CNN and Disney both use geolocation to direct users based outside
of the US to their international Web sites.

While the BBC News is the clear leader in language support, it does
not provide the most ideal global gateway. Only a small selection of
available languages are presented on the home page.

EE h O Ifn e () UK version |® International version | About the versions
_ News Monday 04 February 2008, 21:18 GMT 21:18 UK

Civilians pour out of the Chad capital,
as the UN Security Council urges

' Search member states to help the
ng for: government.
+ Tough choices for France
| «Q&A: Chad rebellion
* Witness tells of Chad turmoil
hew

Watch/Listen to BEC News Other top stories
.»J | About News Feeds + US rivals in frantic campaigning
+ Call for Kenyan truth commission

News in 33 languages

urope, Middle Live - Africa Cup of Nations F b
Sclence/Nature, % fe
PYCCKMIA 32
+ Hamilton saddened by abuse MUNDO TIENG VIET
Watch/Listen to BBC Sport BRASIL SOMALI
"J | About Sport Feeds More languages

Harry Potter continues to add languages, up from 10 in 2006 to 24
this year. It added three languages in 2007: Polish, Turkish, and
Chinese (Traditional).
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Disney launched a new design this year. Unfortunately, global
navigation and consistency was not addressed in the redesign. The
link to the global gateway, shown below, is buried near the bottom of
the home page.

EWP'PIXAR
/AL L. é ENTERTAGHARAGTERWORID

LANDING JUNE 27

IDISNECON

Make Us YourHomepage | Switchto Disney Online Lite
Disney.com Guest Services/Help | Site Map
Privacy Policy/Y our C alifomia Privacy Rights | Tems of Use | Intemet Safety
Intemational Sites | Comorate Info | Legal Notices | More Disney Sites | Disney Rewards® Visa® Card
© Disney. All nghts reserved.

Fortunately, Disney also makes use of geolocation to enhance
navigation. Shown below is the screen that users outside of the US
see if they input www.disney.com.

Thanks for your interest in Disney.com!

If you wish to see a site more tailored to your region,
visit Disneyinternational.com.

Visit Disney.com Visit Disney
International.com
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LexisNexis greatly improved its global gateway, replacing flags with
a map that links to a gateway page. This new Web design is the
beginning of global redesign that will support greater global
consistency and user-friendly navigation across all languages.
Geolocation will also be supported later in 2008.

2007

m LexisNexis: Home | Contact | Sitemap | Customer service Search [N ¢+ = 3¢
2008

@kLexisNexisx United States o s is | &l

pport Product Sign On ~

Find Solutions
by Work Setting

Law Firms

Corporate & Professional

Gro W|th Conflde_c{g.

E!med business goals by improving productivity with solutions
. tailored to your workflow

Risk & Information Analytics
Academic

Government
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Web Site Scores

Source: Byte Level Research

Overview

These companies were very busy increasing languages over the past
year, with nine companies adding an average of 3.6 languages each.

Merck came out on top for the third year in a row, supporting 27
languages, the most of any company in this category. Sanofi-Aventis is
fast-approaching Merck in languages, adding six in 2007, for a total of
26. Pfizer added seven languages last year, giving it a total of 25.

Boston Scientific dropped out of second place due to a poor global
redesign, replaced by Wyeth.

Web Site Notes

Pfizer added language support for French (Canada), Portuguese
(Portugal), Polish, Hungarian, Greek, Thai, and Indonesian.
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Sanofi-Aventis added Greek, Korean, Chinese (Simplified and
Traditional), Thai, and Indonesia.

Bayer was also busy in 2007, adding Portuguese (Portugal),
Ukrainian, Croatian, Hungarian, and Slovak.

am<py

M/l'—‘tg” dAaxT -
In general, the sites in this category did a BA{-:,-»' b dy el

poor job with global navigation. The Bayer _

gateway, shown here, is squeezed in

between other pull-down menus, which
makes it difficult to find. Bayer Webs

“

If that isn’t challenging enough, Bayer also il L

Themes

“r

offers a global gateway page that includes
Climate Program -

yet more pull-down menus: Annual Report Podcast

Financial News Conference

T UNEP Foundations
Websites Worldwide
Are you looking for one of Bayer's websites worldwide? Our five categories or the free-text search function
will help you. Important prescribing
infarmatinn far healthrare
Note: all the categories are linked so you will get at least one hit for any query. This does not apply to

the free-text search function

Region Topic & field of activity

All (9) : All 27) :
Country Product websites

All (56) : All (60) :

Organization
All (8)

<

Search
Search term refresh

401 Website(s) found

Only one Web site in this category uses a splash global gateway:
Siemens Medical.

148

© 2008 Byte Level Research LLC | www.bytelevel.com




The Web Globalization Report Card 2008

Boston Scientific redesigned its Web site over the past year and, in
doing so, made global navigation worse. As shown here, the current
version offers the user just two choices: the US and “International.”
The international site is in English and offers no links that we could
find to the localized Web sites. It could be that Boston Scientific is in
the process of a global redesign. Nevertheless, it is unusual to see a
company actually remove the links to its localized Web sites.

2008
BOStOH E= United States v  AboutUs Newsroom Iy
SCleIlllﬁC United States
Delivering what’s next. Lr*emau@

Boston :
SCICHU ﬁC 7 Select A Reglon .

Delivering what's next. —

PATIENT EDUCATION MEDICAL PROFESSIONALS

For patients and thei fambes For health care professionals.

Get the facts about
Drug-Eluting Stents

Resource Center Main Page »
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Medtronic uses Unicode as the encoding of its pull-down global
gateway menu. The nice thing about this approach is that the

languages can all be displayed in their
native script. Keep in mind, however,
that users must have the necessary
fonts on their computers to view all
these scripts.

This is generally not a problem with the
intended audience but can be an issue
with people outside the target markets,
namely the US.

1~ P 1 —

L3 Tl

v Medtroni|. Worldwide

International Products
Contact Us Worldwide
Australia

Belgium

Brasil

[ (China)

Ceska Republika
Danmark
Deutschland

Espana {Spain)
Europe

France

India

(Israel) Snen

Italia

B4 (Japan)

5t (South Korea)
Magyarorszag (Hungary)
Meéxico

(Middle East) awd 5,4
Nederland

Norge

Polska (Poland)
Portugal

Osterreich

POCCWKA (Russia)
Schweiz

Slovenska Republika
South Africa

Suomi

Sverige

Taiwan

Turkiye

United Kingdom
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Web Site Scores

Source: Byte Level Research

Overview

The European Union Web site, with support for 23 languages, leads
this category for the second year in a row. However, Voice of America
News, a new entrant this year, finished strong, with support for 48
languages, including Hindi, Tamil, Pashto, Persian, Urdu, Lao, and
Khmer.

Interestingly, all sites but the EU take a language-oriented approach to
Web site architecture. Given this approach, it would make great sense
for the sites to begin using language negotiation to improve usability,
yet none of the sites have done so yet.
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Web Site Notes

Both the World Bank and OCLC use a globe icons to improve
global navigation. Here is the World Bank header:

Espafiol * Francais = Pycckuii » < » A » »

The World Bank Sl Al

IBRD & IDA: Working for a World Free of Poverty

FEATURE

OCLC, a new entrant this year, does a good job of managing user
expectations. Note how some of the links feature an “inglés” suffix to
let the user know what language awaits.

English Portug Acer CLC Noticias y Eventos Membresia Contactos Apoyo Mapa

®ocLc

América Latina

Las bibliotecas del mundo, conectadas.

OCLC mundial
= Selecclone su pals o reglén

= Contactos para su region

Membresia

= Consejo de Miembros de OCLC

Comunidad

= Instituclones participantes (Inglés)

profesional e Investigacion

= Nombre a un = Mejore sus s Obtenga = \ea la agenda de

miembro
excepclonal del
personal de OCLC
para el premlo Star
Award. (Inglés)

= Ahora disponible:

Sharing, Privacy and

Trust in Our
Networked World

explora los espacios

sociales en linea y

el papel de las
biblistecas. (Inglés)

colecclones con
eContent.

= Doce bases de datos

nuevas en OCLC
FirstSearch. (Inglés)

entrenamiento en
los serviclos de
OCLC. (Inglés)

« Unase a OCLC en

|as futuras
conferencias y
reuniones. (Inglés)

trabajo en curso de
Programas e
Investigacion.
(Inglés)

= Brian Lavole co-

presidira un panel
sobre la
preservaclon digital
(Inglés)

Herramientas
del bibliotecario

= Normas y Foermatos Bibliograficos
= Titulos de publicaciones periédicas de FirstSearch

= Mas herramientas

Recursos para

= Escuelas de Biblloteconomia y clencias de |a Infarmacion (Inglés)

= Soclos (Inglés)

=« Carreras
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The European Union gateway is unique in its use of two-digit
language codes for navigation, shown here:

Mopran Ha EBponenckusa cbio3

[cs] Portal Evropské unie
Internetportalen til EU

Das Portal der Europaischen Union
Euroopa Liidu portaal

H Siktuakn wOAn Tng Evpwiraikig ‘Evwong
Gateway to the European Union

El portal de la Unién Europea

E] Le portail de I'Union européenne
Tairseach an Aontais Eorpaigh

Il portale dell'Unione europea

E Eiropas Savienibas portals

E Europos Sajungos portalas

[hu] Az Eurépai Unié portélja

@ Il-portal ta’ I-Unjoni Ewropea

@ De portaalsite van de Europese Unie
[p1] Portal Unii Europejskiej

IE O portal da Unido Europeia
Portalul Uniunii Europene

[sk] Portal Eurépskej tnie

@ Portal Evropske unije

e p ionin p

[sv] EU:s webbportal

We have only seen a handful of Web sites use the two-digit
language codes for navigation, and it remains to be seen if this
device will spread to more sites. We doubt it, simply because two-
digit codes are in Latin characters only, which doesn’t translate well
to parts of the world that don’t use Latin characters.

It's also worth noting that the European Union now uses the new .eu
domain, at www.europa.eu.
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Web Site Scores

Source: Byte Level Research

Overview

Deloitte emerges on top for a fifth year in a row as it continues to add
languages and country Web sites. In addition, Deloitte continues to
innovate locally with support for local news feeds and podcasts across
a number of countries.

PricewaterhouseCoopers did not add any languages in 2007 but still
leads Deloitte (barely) with support for 34 languages. Deloitte is on
track to support 34 languages later this year when it launches Azeri
language support on its Azerbaijan Web site.
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Web Site Notes

Most Web sites make good use of global templates. In regards to
global navigation, none of the sites use splash global gateways.

Only Deloitte makes use of geolocation to improve navigation.

Deloitte offers a wide range of local RSS feeds, shown here:

RSS News Feeds

Deloitte delivered to your desktop
RSS (Really Simple Syndication) is an easy way for you to be automatically updated on feat(

Select a feed from the list below and copy the url into your RSS reader. Single click subscripf]

readers. Additional feeds to member firm audio content can be found on our Podcasts page.
[ Sort feeds by: 2 (G_i\‘
All feeds
J Deloitte Global \
\J Deloitte Australia £y Deloitte Netherlands (in Dutch)
y C Brazil (in Portuguese) ) Deloitte Peru (in Spanish)
| Deloitte Canada English | French \y Delc (in Polish)
J Deloitte Chile (in Spanish) .| Deloitte Romania Enalish | Ror
JJ Deloitte Colombia (in Spanish) .| Deloitte Russia English | Russian
yJ Deloitte Costa Rica (in Spanish) \y Deloitte Spain (in Spanish)
\J Deloitte Ecuador (in Spanish) J Deloitte Sweden (in Swedish)
: J Deloitte Germany (in German) \J Deloitte Turkey English | Turkish
\J Deloitte Guatemala (in Spanish) By Deloitt
\ nchmari JJ Deloitte Uruguay (in Spanish)
J Deloitte IAS Pl \y Delc
\y Deloitte Ireland £ Deloitte Venez i (in Spanish)

JJ Deloitte Hungary English | Hungarian

Deloitte is a highly decentralized company, yet you would never
know it by looking at the many country sites. Over the years, Deloitte
has implemented a global design template that the member firms
support, filling out with their own content.
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And it's on the local level where things get exciting. Shown below is
a Web page from the Deloitte UK Web site promoting a popular
annual report on the European football clubs.

Notice how Deloitte does a great job of integrating a podcast and
mobile delivery option. In addition, Web users can download the
report by completing a Web form — an excellent way of generating
leads.

Access
highlights
using your
phone.

Podcast to promote
the report.

Login Register Site Selector s Search

Deloitte.

Deloitte Football Money League 2008
Gate receipts

Deloitte
[ ——
Bl » L

Football Money

League

J Text FOOTBALL to 82088 from your mobile
i Access the top 20 dubs via your mobile phone

Weicome to the Deloitte Football Money League 2008 (register to download your report), This is the eleventh year of the publication, profiling the largest clubs in the world's most popular
sport. The Deloitte Football Money League is the most contemporary and reliable analysis of clubs’ relative financial performance and is released less than nine months after the end of last
season, as soon as all the clubs’ revenue figures are available to us. For the purposes of this publication, we look at the best publicly available measure of financial comparison: turnover from day
to day football business operations.

This year Real Madrid retains its place at the top of the Money League, the club’s third season at the top, while Manchester United , whose turnover leapt by 33% retake second place, Barcelona
consolidate their strong performance in recent seasons and compiete the top three

Arsenal’s move to the Emirates Stadium has transformed their revenues and they rise four places into the top five for the first time, joining United and Chelsea. This is the first time that any
country has had three clubs in the Money League top five

To download a free copy of the report, please click here 'Football Money League 2008

Read our related press release \

N\

Download the report by
completing a Web form.

Deloitte uses icons to
differentiate between the four Delivery options

ways the user can choose to z T :
have content delivered: Q

iTunes, Email, Mobile, and
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RSS feeds.

Speaking of iTunes, below are the podcasts developed by Deloitte
Canada which are available on the iTunes store for free. Podcasts
are available in English mostly, with a few French podcasts as well.

Deloitte.
Canada

Insights

Release Date..|: fion
12/20/07 uffolo, Deloitte's Technology, Media & Telecommun ...
12/10/07 Dick Cooper and Brant Sangster examine the dilemma faci...
10/24/07 Valerie Chort and Pat Concessi examine how increasing a...
9/17/07 Bob Low and Dave Stewart discuss why companies need to...
8/30/07 In this Deloitte Canada Insights podcast, Raymond Pineda ...
6/15/07 Paul Macmillan, Deloitte's public sector leader in Canada, ...
5/22/07 Andrew W. Dunn and Brent Houlden, co-leaders of Deloitt...
4/20/07 A l'ere d'une plus grande transparence et des attentes acc...
4 0/0 glgitte’: eris i

Deloitt aler hort discy i

(R Ame, 3
Venture capital in Canada: An industry in crisis Deloitte & Touc...
Developing the oil sands: Exploring the producers' dile... Deloitte & Touc...
Addressing climate change: Strategies for sustainability Deloitte & Touc...
Intellectual property theft: Not if, but when Deloitte & Touc...
Driving busi perf e: Bridging and te... Deloitte & Touc...
Provinces in transition: Exploring the challenges facing... Deloitte & Touc...
Income trusts: Facing the new realities and getting on ... Deloitte & Touc...
La responsabilité d'entreprise : de la stratégie a une cit... Deloitte & Touc...
e ibili Q Deloitte & To

D NGO WA WN L
POCOOCO00OO
PoooRCRRe

Qrpora ponsibility om

The important lesson here is that successful local content is not
limited any longer to text translated at headquarters. Increasingly,
companies are letting their office create local content across all
types of media.
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sing the depth of localized

content, though it did not add any languages in 2007, nor did it

improve on its global navigation.

PricewaterhouseCoopers Brazil,

shown below, is nicely localized,

with contact information easy to find. We recommend replacing the

pull-down global gateway with a link to a global gateway Web page.

Carreir;

PRICEWATERHOUSE(COPERS

Brasil

Chegar ao topo fica um pouco mais f;
quando se conhece o caminho.

» Publicagoes

» Servigos

Demonstragoes Financeiras
e Sinopse Legislativa

Guia 2007/2008*

ana PwC | Sala de Imprensa | PwC Portal | Quem somos | Fale Conosco

[ Pais rerritorio 1L i I
Global
Afghanistan s
Africa Cadigo de Conduta

Albania
Algeria
Angola
Antigua
Argentina
Aruba
Australia
Austria
Azerbaijan
Bahamas
Bahrain
Barbados
Belgium
Benin
Bermuda
Bolivia
Bosnia & Herzegovina
Botswana
Brazil
Bulgaria

orma de fazer

» N
ne

Alumni PwC Brasil
» Acesse o site

Novidades

» Alte

Jones Day also increased its depth of localized content, primarily in

the news section.

Jones Day and McKinsey have d
sites while the rest of the Web site
approach to Web architecture.

eveloped language-oriented Web
s take a country-oriented

Bearing Point added three languages in 2007: Finnish, Swedish,

and Czech. The company also offers news and podcast RSS feeds

in English but currently in no other

languages.

Ernst & Young added four languages in 2007: Ukrainian, Icelandic,

Korean, and Chinese (Traditional).
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CapGemini added a localized Web site for Romania.

change

@ Capgemini — —

Search. .. [co |

CONSULTING . TECHNOLOGY. 0UTSOURCING

CINE CEVA MODUL NOSTRU DOMENII CARIERA

SUNTEM OFERIM DE LUCRU DESERVITE

QUICKLINKS:
» Contact

Together. Free your energies

[ CARIERA ‘ | DOMENII | [ COMUNICATE DE PRESA

Capgemini cautd colaboratori care Fiecare industrie are propriile ei R

sa deschidd drumuri noi. Pentru cerinte si provocari. Prioritatile in

a-si asigura expansiunea continud industria sanatatii sunt total

in Romania, reprezentanta diferite de cele din telecomunicatii in media anilor 2004-2007,

Capgemini din Bucuresti si companii care produc bunuri de Capgemini se situeaz3 in ,Black
= recruteaza studenti in ani consum infruntd probleme Ronk gf Otiteaiircing® pe lociil

KPMG added two languages in 2007: Chinese (Traditional) and
Thai.

KPMG continues to use a poor global gateway, shown below. The
name “Site Selector” is not intuitive to non-English speakers. At a
minimum, we recommend adding a globe icon next to the link.

=E‘:’“ kBAAE:

LIS ' International
About KPMG Press Office Careers
SEARCH SITE MAP HELP CONTACT US

X
Select a Local Site
MG (KPMG International /4] _Go |
Pl
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Rental Cars

Web Site Scores

Source: Byte Level Research

Overview

Hertz finished on top for the second year in a row, and added two more
languages — Portuguese (Portugal) and Chinese (Simplified). The other
two sites remained static.

None of the Web sites does a particularly good job of supporting global
navigation. Although Hertz positions its global gateway in the correct
location, the gateway relies on a two-part pull-down menu that is
cumbersome to use.

tes and Reservations b

Special Offers b JOin Hertz #1 CIUb®

tions, Cars, and More » It's Free & Makes Renting Faster
#1Club b

The user must first select a country and then a language before being
taken to the Web site. The trouble with this approach is that the user
may select the country and not know that there are other languages
supported (English is displayed by default).
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Web Site Scores

Source: Byte Level Research

Overview

We define this industry segment to include those companies that have
a physical presence in the countries they do business in. This
eliminates a company such as Amazon, and it greatly narrows the
selection of global Web sites, as most “bricks and mortar” retailers have
been slow to expand into new markets. For bricks and mortar
retailers, the world is not quite as flat as it is for their virtual
competitors.

IKEA continues to dominate this category, emerging on top for a fifth
year. But IKEA also did little to improve its global sites over the past
year, while companies such as McDonald’s and Build-A-Bear have
continued to add languages and locales. In fact, McDonald’s passed
IKEA this year in number of languages supported — with 26.
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Web Site Notes

Three out of the eight Web sites reviewed now use splash global
gateways: IKEA, McDonald’s, and Tiffany.

Tiffany uses one of the most elegant splash global gateways we
have seen:

TIFFANY & CO.

Welcome to Tiffany & Co.
Please choose your country.

"= \‘ncé:”

Wal-Mart exited Germany and, as a result, also shut down its
German Web site. It was the only site in this category to support
fewer languages in 2008 than in 2007.
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McDonald’s added two languages: Romanian and Slovenian.

Starbucks added one language in 2007: French (Canada).

Starbucks also modified its global gateway, though not for the
better. Up until 2007, Starbucks simply used a pop-up menu that
was sized to be as large as the list of countries. Now, the pop-up
menu is a fixed size, requiring the user to scroll down the list.

STARBUCKS.COM STARBUCKS.COM

site map . nutrition . international . customer service . search . your aq

M O 7 Starbucks Int...ational Sitel*

3

> Australia at home

» Austria/Osterreich
» Brazil
» Canada

» France

» Germany/Deutschiand

» Greece
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Web Site Ranking by Industry

Source: Byte Level Research

Overview

Texas Instruments finished at the top for the second year in a row,
although Intel and Renesas finished close behind.

Intel leads this category in languages, with support for 21. Yet Texas
Instruments stayed out in front by continuing to add languages (3 in
early 2008) as well as RSS feeds and local-language customer support.

Meanwhile, Renesas leads in depth of localized content, proving that
you don’t need to support a large number of languages to do well in
overall scoring.

Should Intel improve upon its global navigation in 2008, we might see a
different leader a year from now.
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Web Site Notes

Two new companies were added to this category this year: NVIDIA
and NXP Semiconductors. NVIDIA finished very strongly overall,
with support for 12 languages and a highly consistent global design.

The NVIDIA gateway is well positioned in the upper right corner.
However, we noticed the use of three-letter abbreviations for each
country. This is something we've never seen before and do not
recommend. Instead, we recommend translating the country names

for relevant markets.

<ANVIDIA.

World Leader in Visual Computing Technologies - Argentina

- Brazil
CHL - Chile
CHN - China
CLM - Colombia
FRA - France
DEU - Germany
IND - India
ITA - Italy
JPN - Japan
KOR - Korea
MEX - Mexico
POL - Poland
RUS - Russia

PhySX ) ! SGP - Singapore

ESP - Spain

Now Available in Green L i Y

VEN - Venezuela

DOWNLOAD DRIVERS PRODUCTS TECHNOLOGIES

Freescale added Hebrew, joining Intel as the only two sites in this

category to support this language.

Renesas adds Russian to its language portfolio in 2008. It also
increased the depth of its Chinese content and offers RSS feeds in
both English and Japanese.
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Renesas is the only company in this sector to use a splash global
gateway, something the other sites could benefit from using.

iR %Hhx 30 BEE
RENESAS
Everywhere you imagine.
#1 Supplier of Microcontrollers Worldwide
Pl e PRI Renesas Technology, atthe
For the Automotive, Mobile, Digital Consumer, Industrial and forefront of today’s ubiquitous
PC/AV markets, R s nsive line of MCU networking age
MPU-based semic

CHOOSE SALES LOCATION

© GLOBAL SITE

Because semiconductor companies are highly focused on appealing
to Asian technology executives, the links to the Asian sites are often
made more prominent, as shown below.

COMPANY | PRODUCTS | INVESTORS | PRESS | DOWNLOADS & SUPPORT | CAREERS oot

[ Broadcom Quick Links :]

HAZ =01 X REPY

Connecting :.
everything=

@ 8 HFx| AME k¥ | Xk

Global Site L

Americas :SAS PRODUCTS
Europe >u imagine.

Japan H &

Singapore

Hong Kong
Shanghai -E %
Taipei %k
Seoul Al &
Other Asian
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Texas Instruments added sites for
Poland, Hungary, and the Czech
Republic. In 2007, Tl added significant
content to its Japanese site. It also
added RSS feeds for Chinese
(Simplified) and Japanese. Here is a
screen shot of the Chinese feeds
(www.ti.com.cn/footer_rss).

Wi TEXAS INSTRUMENTS

PR OOHA  eRIERR
it > E# > %£F RSS
*TF RSS
RSS 7| RSS i | R

R0l P

RSS #iid
ZEiEE RSS ALY LUF Tl.com A%A. %% RSS i
H SR
H H “ H ¢ D BFIE SRR f
Tl is also rolling out “click-to-chat 8
customer support for its Russian site. B ka5 st
B o
One thing we particularly liked about i
TI's Russian site is its contact phone 8 #xssusRENan
B RFIF AR
number, prominently displayed. 8 supiesami
{"’ TexAs INSTRUMENTS Technology for Innovators™ » Apyrue wnnosayum T1
NPUNOXeHUs Bce | | noppepxka Bce | oBpasusl / rae KynuTe Bee nouck no Tl.com  sce Buak noucka
»A :’:z\:SL:‘:‘rjty'l.u::L:M,::wu:«*w:n'zuun » AucTpubioTopE )
» » UeHbl U Hanuune nagennin
’ W » i
: TeXHu4eckas noaaepxxa ! T BIX W m:’::::;L[:jjr

» Ter

Texnuuyeckan NoAAepHKa Ha » Ungo
s3bIKE
opslme UHKEHeps! TI

0C a
(1 mecsu (]

Intel added support for Chinese (Traditional).

Intel is the only company to offer Spanish content specifically for the

US market.
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The Intel global gateway starts off strongly but does not finish well.
As illustrated below, Intel makes excellent use of a map icon to bring
Web users to a global gateway page. Unfortunately, the global

gateway page suffers from a few too many pull-down menus.

Intel.com f‘f Worldwide

Products

About Intel

Technology & Research

Intel Worldwide

Global Web sites and contact information

Visit the Intel Homepage
for

Find Intel's office
addresses, phone and fax
numbers for

Specific infor ion by |

Products

Support

Where to Buy

Jobs at Inte!

Press Room

Intel® Education Initiative

Business/Enterprise

Personal Computing

Networking and
Communications

Hardware Design

Software Network

Reseller Center

Intel uses a map icon to
link to its global gateway.

The icon is very effective
in communicating its
purpose across all
languages.

However, after clicking on
the map icon, users are
taken to a global gateway
page that is not user
friendly if you do not
speak the default
language of that Web
page.

Instead of a pull-down
menu, we recommend
using a landing page that
displays links to all
country Web sites,
grouped by region.

FEER T RHREH

(lntel)

REFREIR
SMASESRRERL
GARNRER 6 e
BRUEREHTASL. a0 3]
ENARTH
BRRESNEREEINRGERS
o EY T e
%9 A 20 <
N T Py 3
ST ey 3]
SRESH AR e 7]
LU e =
W/ 28 e |
wA/ A BREATE 3
L LS 2 YR 5
CUL " EyeT 5|
SnsmY R 0 =
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AMD, like Intel, uses a map icon at the top of the page, which links
to a global gateway page:

AMDa worlgwide € | contact

Smarter Choice

But the global gateway page is much better than Intel’'s gateway
page. There are no pull-down menus. The countries are organized
regionally, and the languages are translated.

AMD{1 N

Smarter Choice

Processors ATI Products Embedded Solutions Support & Drivers Abou

AMD Worldwide

North America Europe, Middle East Asia Pacific

& Africa

Enalish South Asia - Enalish

Latin America

Espanol -
el Hong Kona - Enalish
In addition, when a -
AMD Worldwide
language is selected, a
ind .00 Cookie Confirmation
POp-up window appears N¢ & Rappellez-vous de mon choix RE==t
that asks |f the user Lors de ma prochaine visite du site amd.com,
E_n‘ F‘ii(igez _mpi directement sur le site régional que
wants this target site to | "
be the default site upon ‘ L x|
Es|
return visits. It’s a nice by _
Polski
touch. Pveck Rt
Tark
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We came across a pop-up survey on a Spanish-language Intel Web
site. The survey, unfortunately for Spanish-speaking Web users, was
in English. Effective Web localization is measured by attention to
details such as these.

Intel.com €' g%  En el mundo Acerca de Intel Sala de prensa Contactenos

(lntel)w .
el Asistenciay descargas = Ddnde co
Take a minute and tell us what you think!

Upon completion of your Intel visit click on this icon | § ‘ \at
the bottom right corner of the website and help us improve

SEGU Rl Intel.com.
Will you participate in this research?

Presentamos la r
el doble de deser Legal Information Privacy Policy

Yes No
\ ot ot /

(intel' Disfrute de una duracion ([nte|> Funciones de seguridad y

superior de la bateriay de la administracion en hardware

Centring 'Maxima libertad que ofrecen Centring  Para los equipos portatiles
Ow los equipos portatiles personales. > P profesionales. >

|

Another detail worth highlighting is a pop-up error message we
received when completing a form on the Spanish-language NVIDIA
site. The pop-up message is in English.

@ANVIDIA

World Leader in Visual Computing Technologies

CONTROLADORES PRODUCTOS TECNOLOGIA LA COMPANIA NOTICIAS Y EVENTOS

Aylademe a Escoger
y Comparar Tarjetas Graficas NVIDIA

¢Qué desea hacer en su PC doméstico? ¢Cual es su presupuesto?

1 Aplicaciones de computacion domésticas, cotidianas (tales 0O $0-%99

como Vista, fotos, videos estandar y juegos). (:) $100 - $199
Reproduccion y edicion de video.
Reproduccion y edicion de video
HD DVD).

Disfrutar los mas modernos juega - —N http://la.nvidia.com
DirectX 10. la ultima generacion ¢ \ Please answer at least one question.

Preguntas Avanzadas ‘ Recomendar

oo
e 4
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Web Site Scores

Source: Byte Level Research

Overview

A new category this year, social networking includes Web sites that
didn’t even exist a few years ago. But even though these are new sites,
they demonstrate impressive global attributes, such as global
consistency, the use of geolocation and language negotiation, and
largely text-based architectures.

XING emerged on top due to very impressive global navigation, global
consistency, and support for 16 languages.

Web Site Notes

Every site in this category scored a perfect 25 on global navigation.
These sites were designed from the beginning to be globally
consistent yet locally flexible.

Both XING and MySpace use geolocation.

XING, Last.fm, and Orkut use language negotiation.
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Only XING uses both geolocation and language negotiation. These
backend technologies, combined with the global gateway shown
below, make XING one of the best examples of global navigation on
the Internet today.

Guided Tour | Contact | Help | Aboutus | Jobs | Mobile | Language W4l [~
, English \IED,
XI N G Search |Name, company  Deytsch !
Espanol
- mpo== =)
e e Haliano
Portugués
Nederlands
Svenska

Suomi
XING powers relation 77
= 3=

€ Unique People Search

» Find deals, employees, colleagues Rosiness prafassiond
No two people are mo

: s=o|
and JObS theory into practice an PyCCKMiA
» Find decision makers fast TENONCNOLEMEmOe: |
e
Open doors to thousands of T;:;:r
companies g
3 Alrgachs o af YING?D

Facebook relied on more than 1,500 volunteer Web users to help it
translate its interface into Spanish. Shown below is the settings page
that users must use to change their language preference. We found
this setting difficult to find.

Profile edit Friends v Networks v Inbox v

[ Settings f Networks I Notifications ‘ Mobile

Search ~ .
Applications edit Language
@ Photos Set your primary language in order to browse Facebook in the language of your choice.
n Croups = .

: Primary Language: S@R%UH
Events Espanol 7
™ orman Word of Let your friends know Fatepook s available in other languages.

the Day Invite your friends to join Facebook now.

The Web user must understand English to even navigate these
settings. In the future, Facebook must make this process easier for
someone who does not speak English.
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MySpace has been aggressively localizing its Web site, but its
navigation needs improvement. Shown here, the link to the global
gateway is buried at the bottom of the Web page.

About | FAQ | Terms | Privacy | Safety Tips | Contact MySpace | Advertise | MySpace International | MySpace Latino

L3

©2003-2008 MySpace.com. All Rights Reserved.

The gateway page, shown here, looks very similar to the gateway
pages used by Yahoo! and AOL. This page is generally well done,
though the country names should be translated appropriately.

If you save this choice in your Account Settings, it will automatically be applied each time you log-in. Click HERE to log-in, then click on
"Account Settings"”.

Americas Europe Asia Pacific
Brazil Austria Denmark Australia
Canada Finland France India
Canada (Francais) Germany Ireland Japan
Latin America (Espanol) Italy Netherlands New Zealand
Mexico Norway Spain
United States Sweden Switzerland (Deutsch)
United States (Latino) Switzerland (Francais) Switzerland (Italiano)

UK

Note: MySpace is a worldwide community. Your choice will not prevent you from making friends and viewing content from users in other
countries.

Norway e # Finland
UK & » Sweden
Ireland o ® Denmark
Canada o Netherlands & ® Germany
Canada (Frangais) . France o 7 Austiia
o D aod Switzerand (Deutsch | Francais | Italiano)
® United States Pag ¢ Italy .
. United States (Latino)
Mexico o
» India
® Brazil
Latin America (Espafiol)
* Australia

* New Zealand
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Orkut, a Google property, leads this category with support for 16
languages, including Portuguese (Brazil), Telugu, and Bengali.
Although this networking service was developed by a Turkish
software developer (shown below) for a US-based company, it is
now the number one social networking service in Brazil.

Inicio Pagina de recados Amigos Comunidades

Orkut Buyukkokten

recagos fotos videos fas

100.000+ [@& 12 2 ¢ 14

||| profissional pessoal
B

aniversario: 6 fevereiro
interesses no orkut: amigos, compar

gquem sou eu: My goal of life ig

Orkut Buyukkokten (defining "wild"

masculine anything.

Mountain View

> 33 3 3 0 33N
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Web Site Scores

Source: Byte Level Research
Overview
Adidas emerged on top for a third year in a row, although Reebok

surpassed Adidas with 17 languages.

The changes to these sites over the past year have been minor. New
Balance has made modest improvements in global consistency over the
past year and Nike made a slight improvement to global navigation,
though it still has a ways to go.

Web Site Notes

Four Web sites now use splash global gateways: Nike, New
Balance, Patagonia, and Reebok.

Adidas is the only company in this category to use geolocation.
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Although Patagonia creates the impression that it supports a
number of localized Web sites through its global gateway, the site
only supports two languages other than English: French and

Japanese.
i. Welcome. Please choose your country.
Eselect country Y iv|
select country o
United States
Belgié
Danmark
Deutschland s

Espana

EMado

France

Ireland
| Italia

o BB
% _ Létzebuerg
., Nederland
2 13 Osterreich
- Portugal s
\\ Suomi ?
‘ "y Sverige
Q : United Kingdom I
s

< -

It is important to make it clear to Web users before they select a
country site exactly what language or languages are supported by
that site. In the case of Patagonia, the country names are translated,
creating the impression that the local Web sites are as well.

Adidas added two languages in 2007: French (Canada) and Polish.

Reebok also added two languages over the past year: Russian and
Hungarian.

Nike and Columbia each added one language: Czech.
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Columbia is the only site in this category to use language
negotiation. However, Columbia has much room for improvement in
localization. For example, the Japan site, shown here, has about as

much English-language content as Japanese content:

AVIAVALT ANTHIVER A0340H300 HAOTULIAL PCERADVO-F MWREILO0-F

» 08.01.10 TOPICS {47
Sakiori / Sakiori ID Shoes £
L )=

Chadwick
EERWL

)08313’ ‘OPI S " INEUTRALy F 1 AH/
T L) EEMLELL

» 07.12.28 TOPICS "ON SNOW X-Mountain
Series; FEMLFLI

ON SNOW

X-Mountain Series

] » SHOP LIST
B 2E0INVETY sy TEHETEET,

g o
TVCF in US ‘ ? United States Korea Other intemational wabsites
-

» Other Brands Link

SOREL aomtrail.
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Nike launched a language-
oriented gateway in 2007.
This gateway presents a
list of languages. When the
user selects a language, a Mars

list of relevant countries

TRKCE

appears. This gateway is pycomi
BAE

better than the previous
Nike gateway — which

presented brands ahead of
languages.

Recently, Nike applied this device to its country Web sites. If a user
selects the country flag to change locales, the following overlay
appears:

PORTUGUS
CESKY

TRKCE

PYCCKUI

This is a nice improvement, though we still believe that Nike will
eventually adopt a country-oriented gateway over the current
language-oriented gateway.
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Web Site Scores

Source: Byte Level Research

Microsoft Nintendo Sony

www.xbox.com www.wii.com www.playstation.com

@ B0/

Overview

This is a small but globally competitive category, representing the three
major players in video game consoles: Sony, Nintendo, and Microsoft.
These three companies are doing battle through dedicated brand Web
sites, which we reviewed.

Xbox was the leader in this category in 2007 and leads again this year,
although Playstation caught up in regards to languages supported.
Nintendo did not add any languages over the past year and, as a result,
was surpassed by Playstation in total score.
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Web Site Notes

Xbox was busy in 2007, adding six new languages, including
Norwegian, Czech, Danish, Hungarian, Slovakian, and Brazilian
Portuguese. This gave Xbox a total of 22 languages. The Xbox
gateway, shown here, includes translated country names as well as
a globe icon at the top of the Web page.

United States

@ XBOX »

Xbox 360 Games Accessories

Set Default Country or Region

Select the default country or region you would like to see each tin
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Playstation also saw in increase in languages, from 14 in 2007 to
22 today, brining it in line with the Xbox site. Languages added
include Spanish (Spain), Brazilian Portuguese, Icelandic, Polish,
Croatian, Hungarian, and Greek.

Although Playstation caught up to Xbox in languages, its global
gateway was not improved, and the site still suffers from a serious
lack of design consistency between regional and country sites. Lack
of consistency will present problems should Playstation want to
promote a new game to all local sites and find that it must reformat
the visuals to fit the various designs; it also causes problems for
providing a consistent user experience for visitors who may surf (or
get lost) between sites.

Nintendo and Playstation both use splash global gateway pages.

Neither Playstation nor Wii use cookies to save the user’s locale
preference so that the gateway page is bypassed on returns visits.

Xbox uses content negotiation to serve localized content. It detects
the language preference of the user’s browser and serves up that
content, if it is available.

It's interesting to note that while Playstation and Xbox offer largely
country-specific Web sites, Wii offers more language-oriented Web
sites. This correlates with the fact that Wii offers the fewest number
of localized sites.
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Xbox offers country and language-specific user forums, shown
below. We have found that user forums can be an excellent way to

boost local-language content and with minimal investment.

= Xbox Brasll

(=]

B

Xbox Brasil (1 Megtekintés)

Fale sobre qualquer assunto relacionado ao poderoso
videogame da Microsoft. Aqui € o lugar para encontrar seus
amigos e trocar informacgoes gerais sobre o console.

Analises

Jogou algum game interessante e deseja compartilhar essa
informagao com o0s seus amigos? Escreva uma analise sobre
0s seus jogos de Xbox favoritos.

Kit Oficial Xbox 360 p...
- Rodrigo Brito
Ma, 10:01 du.

892 10 016

Re: Bioshock x Dirt x ...
- tonyguns03 33 162
Tegnap, 12:20 de.

= Xbox India

India General Discussion
Whether you want to talk it up, get help from fellow Indians,

Gears of War PC.

r[t»_; Organize Matches, Competitions or just wanna find a new - Spartan 1 117 66 1342
friend, this is the place to be. Ma, 2:32 du.
Alférumok Xbox India

- Xbox LIVE India Re: Xbox360 owners and...

= Want to discuss about the Ultimate Online Gaming Arena? - FourteenMars 34 207
This is your place. Ma, 6:47 du.
Friends Forum for India %

] Use the Friends Forum to find people who are on Xbox LIVE flel’tdl(’)o“B]S\” 6 40
at the same times as you, who match your skill level and 01-29-2008 5:49 du.
who love the games you love.
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Web Site Scores

Source: Byte Level Research

Overview

This category includes companies that may not compete directly with
one another but that live and die by the Internet — from search engines
to hotel booking services.

Google continues to dominate this category, and for good reason. Even
if you ignore Google’s search engine, which is translated into 117
languages, and focus on another Google application, you will still find a
significant investment in Web globalization. For example, Gmail
supports more than 40 languages, which by itself is more languages
than you’ll find on most Fortune 500 Web sites.

As Google has expanded its offerings, global navigation has become
more of an issue, one that cost the Web site a few points, though not
enough to unseat it from its top ranking.
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Web Site Notes

Google supports an impressive number of languages, not just within
its search interface but also by its Web applications. This chart
shows the level of language support across eight properties:
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Google utilizes a tiered Web globalization strategy, in which some
properties receive greater localization attention than others.

Google still has much room for improvement. As shown below, its
navigation schemes vary quite a bit between properties.

iGoogle

Adsense

YouTube

Web [mages

Maps News Shopping

Gmail

iGoogle priersnces

General

Language

Location

—1Open links in a n¢

Content

Home

Add a tab

German l

French
Spanish
Italian
Japanese
Chinese
Danish
Dutch
Finnish
Korean
Norwegian
Portuguese
Swedish
Portuguese (Brazil)

>
Chinese (Simplified)
Chinese (Traditional) fneq
Arabic P
Bulgarian es
Czech
Greek ther
Hindi
Hungarian to of
Indonesian
Icelandic P
Hebrew gh
Latvian
Lithuanian ptod
Polish al b
Russian
Romanian tte 4
Slovak
Slovenian @]
Serbian o Nd
Ukrainian iast
Turkish
Catalan
Croatian
Vietnamese sic
Urdu et
Filipino
Estonian

AT —————

Chinese (simplified) — 1 (¢4
Chinese (traditional) — X (W)
Danish — Dansk

Dutch — Nederlands

English (Australia) — English (Australia)
English (UK) — English (UK)

Finnish — suomi

French — Francais

Cerman — Deutsch

Hebrew — nvay

Italian — Rtaliano

Japanese — B

Korean — #3104

Norwegian — Norsk

Polish — polski

Portuguese (Brazil) — Portugués (Brasil)
Portuguese (Portugal) — Portugués (Portugal)
Russian — Pycckuin

Spanish — Espanol

Swedish — Svenska

Turkish — Turkge

Arabic — L

Bulgarian — Gwnrapckm

Catalan — Catala

Chinese (simplified) — X (B4
Chinese (traditional) — X (%#)
Croatian — Hrvatski

Czech — Ceitina

Danish — Dansk

Dutch — Nederlands

English (Australia) — English (Australia)
English (UK) — English (UK)

English (US)
Estonian — Eesti keel
Finnish — suomi

French — Frangais
German — Deutsch
Greek — EAMAnvixa
Hebrew — nmay

Hindi — fi=ft

Hungarian — magyar
Icelandic — islenska
Indonesian — Bahasa Indonesia
Italian — Italiano
Japanese — H&H
Korean — 2Hal0f

Latvian — Latvie$u valoda

istory

Help

LogIn | Site: @

Deutschland
Australia

Canada
United Kingdom

) lreland

New Zealand

YouTube is the first Google property that we are aware of that uses
a globe icon for navigation. We think the icon is a great idea and
hopefully we’ll see it applied to other properties. Ultimately, Google
will need a global navigation strategy that Web users can rely upon
to be consistent across all properties.
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The major development in this category is the strong debut of one of
the Web sites added this year: Netvibes. Netvibes has taken a page
from Google’s playbook and launched impressive support for more
than 50 language interfaces, relying almost entirely on volunteers.

Geolocation has become a very important element of global
navigation for companies in this category, with the following 11
companies currently using it:

* Amazon

* Ask

* eFax

* Expedia

* Google

* Hotels.com
* Monster

* Netvibes

* PayPal

* Skype

* Yahoo!

Five Web sites in this category now use language negotiation to
aid in global navigation:

* Flickr
* Google

* Netvibes

Salesforce.com

Netvibes has joined Google in using both geolocation and language
negotiation. Netvibes allows users to override these language and
locale settings manually.
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Shown here is the settings window in a browser set with a German
language preference. Notice how Deutsch is checked by default.

x
Profil Sprache der Oberflache
Allgemeine Einstellungen Sprache auswahlen
Lokale Inhalte Afrikaans Aragonés £
Spr. we" (beta) w4 Benapyckas
Brnrapeku 22272
Themen
Brezhoneg Bosanski
Hintergrunde
Catala-Valencia Corsu
Sicherungskopie Cesky Cymraeg
Dansk Deutsch
EAANVLKS English
Esperanto Espariol (Argentina)
Espariol (Chile) Espaniol (Espana)
Espariol (México) Eesti Y
Ubersetzungsinformationen
| Deutsch: 100%
Wenn Sie uns bei der Erstellung lokalisierter Inhalte fir Netvibes helfen wollen, konnen Sie
unserem Ubersetzungssystem beitreten.
Fertig
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Users can also modify their location. Netvibes correctly guesses that
the Web browser is based in the US. This setting may also be

modified.

Profil

Allgemeine Einstellungen
Lok% Inhalte
Sprachen

Themen

Hintergrunde

Sicherungskopie

Lokale Inhalte

Nordamerika
Kanada
Kanada
Mexiko
usa J

Helfen Sie uns, die personliche Netvibes-Startseite fur Ihr Land oder Thre Region zu erstellen.
Wenn Sie die Vorauswahl fur Ihr Land anlegen oder verbessern mochten, kontaktieren Sie uns
bitte.

Fertig
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PayPal added Poland to its portfolio, bringing the number of
localized sites to 14. More important, the Web site now supports a
range of currencies to support transactions between 100 countries.
PayPal last year added a language pull-down menu that supports
four languages for the US market. Also notice on the screen shot
below is a pull-down menu of countries supported by PayPal
detailing exactly what services are supported within each country.

SianUp | Login | Help | Security Center Search

PayPal [0S, Engiish =]

PayPal Offerings Worldwide

Use PayPal to send and receive money worldwide. With over 100 million Increase your sales
accounts worldwide and growing, we help you securely, easily and quickly % Sell Overseas with PayPal
pay and get paid locally and across borders. Learn more

Select a country or region to find out about PayPal’s offerings:

E=d [ Chile ]
Send: Send funds without sharing your financial information.
Receive: Receive funds quickly from anyone with an email address

in the 190 countries and regions that accept PayPal.

What PayPal users are saying...

Withdraw: Withdraw funds from your PayPal account:
"PayPal cuts my accounting work by
e To your credit, debit, or prepaid card. 0% and-leaves me moratmety
concentrate on what matters most in
* To your US bank account.

my business."
* Via a check.

-Mark Yoong, Singapore

eFax offers an interesting take on the globe icon, shown below:

» PRODUCTS » DOWNLOADS » TV/RADIO » CONTACT » SUPPORT » LOGIN Order by Phone: 1(800) 958-2983

eFax also makes good use of both geolocation and language
negotiation.
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Yahoo has a revised gateway, shown here. Unfortunately, Yahoo
does not make use of geolocation or language negotiation.

2007

Ty Ty g o B Search
mw! Welcome, yunkerjohn
&(Sign Out, My Account) Help
International Yahoo!
Americas Asia Pacific Europe
Argentina us. Asla Korea Austria Netherlands
Brazil U.S.in Chinese Australia & NZ Malaysia Catalan Norway
Canada Y! Québec China Philippines Denmark Russia
Mexico Y! Telemundo Hong Kong Singapore Finland Spain
India Taiwan France Sweden
Indonesia Thailand Germany Switzerland
Japan Vietnam Greece UK & Ireland
ltaly
o Finland
Norway Sweden
UK & Treland o : ;.__,, o Russia
-
Y1 Quibeo- St s Cansda®s switzertand « L G oAsia
| Spaine  *Italy 5 X
U.S. in Chinese . 7 4 3 sGigece R "-‘hu-
Y1 Telemundo Taiw
Menicos India o HongKongs e
Thailand o * M
Malaysiae
Singapore s r
» Brazil
S Argentinn » Australia & NZ

2008
YAHOO! INTERNATIONAL smi] e——

Use the map above or the country names below to go 1o the respective Yahoo! home page.

Americas Europe Asia Pacific
Argentina Yahoo.com Austria Netherlands Asia Malaysia
Brazil Y! Québec Catalan Norway Australia New Zealand
Canada Y! Telemundo Denmark Russia China Philippines
Mexico Finland Spain Hong Kong Singapore

France Sweden India Talwan

Germany Switzerland Indonesia Thailand

Italy United Kingdom Japan Vietnam

Korea
B
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AOL uses a gateway page that borrows from Yahoo!, shown here:

Europe

Asia Pacific Americas
Austria Germany Spain Belgium Italy UK Japan India Argentina Canada AOL in Spanish US
France Netherlands Sweden Switzerland Poland Australia Mexico Puerto Rico AOL in Chinese

Just Launched: AOL.com en Espanol AOL favorites like E-Mail, Search, Entertainment and News in Spanish

around the world.

AOL Belgium AOL Sweden

AOL Canada AOL UK AOL Poland
AOL Netherlands For Germany
AOL in Chinese A‘POLL%;':“C?V For Austria
AOL US = AOL in English AOL Spain AOL ltaly
AOL in Spanish P AOL Japan
AOL Switzerland
AOL Nakeo AOL Puerto Rico AOL India
AOL Australia
AOL Argentina

Try AIM Express, or view a list of access numbers for AOL service

AOL has been very busy over the past year, doubling the number of
languages it supports — from 7 to 14. AOL also now uses a

consistent global design template and supports two languages within
India.
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Yahoo has also been busy adding languages. it now supports 31
languages, including seven languages used within India and
Pakistan: Hindi, Tamil, Telugu, Gujarati, Kannada, Malayalam,
Punjabi, and Urdu. Notice the language links under the search
window:

Get Yahoo! Toolbar

Make Yahoo! your home page IEALICT 1vest in Market Pius, Fortuna Pius & Profit Pius

YAHOO’ Web | Images | Directory | News | Jobs | Answers | Airfares
INDIA =~ Search: |

| Web Search |
Popular searches - Anna Varsity Results | Tri-Series | Sanjay-Manyata | Travel India
\) 1}
My Yahoo! | _ My Mail | L | 2 | 588 | wvad | 333 | eemdge | Jeots | st | “hange Screen width: [0
€3 Answers In The News Infotainment | Finance Check your mail status: Sign In  Free mail: Sign Up
& Cricket * Flight ends, Amit Kumar brought back to Delhi

#3m Dainik Jagran
a Directions
5 Farechase
@ Finance
@ Games
ﬂ Groups
& Jobs

ﬁl Movies
Iy My Yahoo!
T News

@ Our City
1l svone

3’Mobi|e

[ "
- Australia's fear of India in CB series justified: Sehwag &ﬁ"a" | @ Messenger

» BSP eyeing Madhya Pradesh with Mayawati rally

* Raj resurfaces: Hits out at PM, Ganguly fans

* Bill Gates deletes his Facebook account

= It's now or never for nuclear deal: Mulford

* Hearts, candies and a whole lot of love

+» Dramatic weather change makes Mumbai shiver

Thousands of new profiles EVERYDAY!

» More News | Top Stories | Photos

Featured Movies Sports | Spotlight

B An action thriller!

‘Race’ is a story of two brothers — one
of them plays to win, while the other
pla 0 defea » See photos

Wikipedia is the only Web site in this category that uses a splash
global gateway page.

eBay added Thai and Turkish over the Meet our Family
past year; the Web site now supports oy
15 languages. It also modestly
improved its global gateway, shown

Other eBay Companies

here.
Half.com Rent.com
Kijiji Shopping.com
MicroPlace Skype
PayPal StubHub
Salesforce.com reduced the number P oo StumblaLpon
of localized Web sites it supported in Global Sites
2006 but then spent last year adding (Chossesie—— ) ()

localized sites once again — to a total of

ten.
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Skype changed its global gateway over the past year. Instead of
using a rather complex gateway that was comprised of two pull-
down menus, it now uses a permanent gateway located at the
bottom of every Web page. While the positioning is not ideal, nor is

the use of the pull-down menu, the fact that users can access it on

any Web page is a step forward.

2007

\~‘:\ DO Home Download
Choose your language and currency

Your language is currently set to English Intl

|English In &

(===

Your currency Is currently set to American dollar

IAmencan dollar |

In 2007, the global
gateway was a separate
Web page.

In 2008, the gateway
was integrated into all
Web pages, albeit poorly
positioned at the bottom
of the page.

Call phones Shop Share Help

2008

Use Skype Business Shop

gl Lo T e
International (English)
United States (English)

- Ad

United Kingdom (English)
Cestina (Cesky)

Danmark (Dansk)
Deutschland (Deutsch)
Eesti (Eesti)

Espana (Espanol)

Suomi (Suomi)

France (Frangais)
Magyarorszag (Magyar)
Italia (ltaliano)

B (BFEH)
(ShL)ATa)UFSEL)IATA)0 45
Nederlands (Nederlands)
Norge (Norsk)

b
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Monster added a global gateway to its .com site. For several years,
Monster has not provided any easy way for visitors to the .com site
to navigate to the other country Web sites.

The Monster Network (oL ER R LLIH Choose a country location

= Austria

P Bahrain
For Job Seekers For Employers About Our Site 4D Belgium

N it
Job Search Employer Hiring Login Terms of Use (*) Canada
Company Research (Beta) Search Resumes Privacy Statement @ china

Career Advice Post a Job Contact Us W Czech Republic

Scholarship Search Recrulting & Hiring Resources Site Map % Denmark

Online Degrees Site Feedback Partner with Monster
International Jobs Help Monster Store

Monster en Espafol What's New Monster Employment Index

This gateway could be better positioned at the top of the Web page,
but it is a solid step in the right direction.
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Globalization Terminology

Domain Name A unique alphanumeric text string that identifies a
particular computer or domain (such as “amazon.com”). The domain
name consists of two parts: the top-level domain (.com) and second-
level domain (amazon). With regard to Web globalization, the top level
domain is often a country code domain, such as “.mx” for Mexico or “.fr’
for France.

Geolocation Geolocation is the process of identifying an Internet user's
geographic location without that user having to input any data. The Web
server looks at the Web user’s IP address and then consults a directory
to identify the location of the IP address. It is not a perfect solution,
particularly for identifying where AOL users are based, but it is
successful enough to be used by more and more companies.

Globalization Globalization refers to the process of adapting a
business and its products to a new audience, typically one that is in a
different country. “Web globalization” refers to the process of adapting
a Web site for new markets; the process of Web globalization includes
both internationalization and localization.

Locale A combination of language and region or country, such as
French/Canada or English/UK. A number of attributes are often
associated with a locale, such as number format, time and date
formats, measurements, and currency.
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Language Negotiation Also known as content negotiation, it is the
process of detecting a Web user’s language preference and then
responding with Web content in that language, if it is available. Web
browsers send the language preference automatically, and may be
overridden manually by the Web user. If the Web site does not have
content in the user’s language, the Web server may be configured to
send a second language, such as English.

Localization Localization, shortened to L10N, is the process of
adapting products, software, or Web sites for a specific locale. The
process typically includes linguistic translation and technical and
cultural modifications and adaptations. The more planning done at the
internationalization stage, the easier the localization stage will be.

Machine translation (MT) The process of translating from one human
language into another using software. The term originates from the
days when computers were called machines. The most popular MT
applications are Babel Fish (world.altavista.com) and Google Translate
(translate.google.com).

Splash page An extra “first” or “front” page of a Web site, usually
containing a “click-through” logo or message, announcing that you have
arrived. Splash pages are increasingly being used for global gateways.
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A Whole New Way of Looking at
the World

Country Codes of the World
_ Tu - = =
ca . " -~
.uk ndesi o :
fr £ a o s
: e km bdmm .
X G o9 .th;m
.co ‘ B ug e =
bi - Pl id .

Za
ar

Every country has its own two-letter code, such as .de for Germany and
.cn for China. But not all codes are so obvious, such as .lk for Sri Lanka
or .za for South Africa.

That's where this map comes in handy.

The Byte Level Map of the WWW includes all 245 county codes
currently in use, covering all United Nations countries. Each two-digit
code is aligned over the country it represents. And each world region is
color coded with the legend below for quick and easy reference.

For more information, visit: www.bytelevel.com/map/ccTLD.

198

© 2008 Byte Level Research LLC | www.bytelevel.com



The Web Globalization Report Card 2008

Copyright © 2008 Byte Level Research LLC

All rights reserved.

“Think Outside the Country” and “Global by Design” are registered
trademarks of Byte Level Research LLC.

No material contained this report may be reproduced in whole
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