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  Creating digital content for international audiences  
involves more than just translation.
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Digital content is 
a powerful way to 

optimise your site for 
key terms, build brand 

advocacy and  
drive sales.
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/ Introduction
If you’re thinking about expanding internationally, your online presence is 
something you can’t afford to overlook.

According to Big Commerce, worldwide B2C ecommerce as a 
segment of the total retail market is growing by 30% a year, 
with worldwide B2C ecommerce revenue predicted to hit two 
trillion dollars in 2015.

The message is clear – the internet offers brands huge 
opportunities to reach new markets and increase sales.

But how do you stand out in an already crowded online 
world? From compelling onsite copy to blog posts, digital 
content is a powerful way to optimise your site for key terms, 
build brand advocacy and drive sales.

Creating content for global audiences, however, is far 
from simple. Getting it right involves taking complex 
cultural differences into account, as well as ensuring you 
have procedures in place to manage alternate language 
variations and deal with the non-English speaking 
customers it will attract.

https://www.bigcommerce.com/press/releases/bigcommerce-predicts-record-ecommerce-growth-2015/
http://www.k-international.com/


/ The Business World is Going Global
Just looking around you makes it clear that the business world has gone global. 
From your US-made Apple iPhone to your Swedish-made Ikea office furniture, the 
days when all of your possessions were made in England are over.

In the early 1950s, Peter Drucker 
was the first person to introduce 
the notion of ‘globalisation’, which 
essentially refers to the way in which 
technology, such as the internet, 
has allowed the world to become 
increasingly interconnected.

Throughout the 1980s, this 
interconnectivity made it possible for 
companies to operate internationally 
on a previously unseen scale. 
Globalisation shaped the economic 
landscape, creating global markets 
geared for standardised products 
– and there were huge rewards for 
companies that successfully infiltrated 
them.

However, at the beginning of the 21st 
century, there was a backlash against 
these standardised strategies and the 
perceived cultural imperialism they 
represented. 

Big brands realised that they were 
alienating overseas customers, and in 
response, they developed strategies 
that took cultural differences into 
account, such as Coca Cola’s “think 
local, act local” marketing strategy.

The message of this story is simple. 
Globalisation and the internet have 
dramatically lowered the barriers 
to entering new marketplaces. 
However, if you don’t communicate 

with customers in their voice 
and take cultural differences into 
account, you risk losing out to local 
competitors – and this is just as true 
when it comes to digital content.

Call us today 
+44 (0) 1908 557900

http://archive.fortune.com/magazines/fortune/fortune_archive/2004/01/12/357916/index.htm
http://archive.fortune.com/magazines/fortune/fortune_archive/2004/01/12/357916/index.htm
http://archive.fortune.com/magazines/fortune/fortune_archive/2004/01/12/357916/index.htm
https://hbr.org/1983/05/the-globalization-of-markets
https://hbr.org/1983/05/the-globalization-of-markets
http://www.unimib.it/upload/gestioneFiles/Symphonya/lasteng/f200020011/schuilingeng120002001.pdf
http://www.unimib.it/upload/gestioneFiles/Symphonya/lasteng/f200020011/schuilingeng120002001.pdf
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/  Is Your Business Ready for  
Online Expansion?

This is the first thing you need to consider before investing in a multi-lingual site. 
After all, there’s no point in taking this step if there’s no overseas interest in your 
products or services, or if you don’t have the infrastructure in place to deal with 
overseas customers.

Ask Yourself

Do stats and analytics indicate 
that your site is of interest to an 
overseas audience?

You might feel like a market would be 
interested in your products – but do 
you have concrete evidence? Ideally, 
you should carry out a market study, 
but this will require a lot of work.

Another option is to take a look at 
your Google Analytics reports and 
consider countries that deliver a 
significant percentage of traffic. If 
your English-language site is already 
attracting visitors from a foreign 
country, you could see a real return 
on investment if you translate your 
site for that audience.

Does your product travel well, or 
will it need adapting for different 
markets?

You also need to think realistically 
about how your product will fare 
within a market. For example, will 
potential customers want the product 
at the price you’re selling it at? Or, 
are there local competitors selling a 
similar product for a lot less?

Asking for feedback on social media 
or carrying out local focus groups can 
be good ways to gauge how well a 
product will be received.

Can you maintain good customer 
service for overseas customers?

According to the Harvard Business 
Review, customers who had the 
best past experiences spend 140% 
more, compared to those who had 
the poorest past experiences – so it’s 
clear that maintaining good customer 
service should be of paramount 
importance when you’re expanding 
overseas.

You should offer the same standard 
of customer service to foreign 
language customers as you would 
to English-speaking customers. For 
example, will they be able to speak to 
a customer service representative as 
quickly and easily as someone in the 
UK?

https://hbr.org/2014/08/the-value-of-customer-experience-quantified
https://hbr.org/2014/08/the-value-of-customer-experience-quantified


K International offer infrastructure 
consultancy and telephone 
interpreting services to help you 
maintain customer service standards, 
no matter where your customers are 
based.

Do you have the infrastructure to 
deal with overseas business?

A multi-lingual site will attract multi-
lingual customers and you need to 
have the infrastructure in place to 
deal with this. This involves things like 
being able to respond to customer 
phone or email queries in their 
language, offering reliable overseas 
delivery, or even having a local 
address in the country where you 
intend to operate.

A gradual ecommerce roll-out, or 
testing online sales before you invest 
in a physical presence in the country, 
can be a good way to test the water. 
For example, we’ve seen some of 
our bigger clients partner with other 
companies, before going it alone.

Do you have the financial resources 
to expand your business?

The biggest risk to businesses 
expanding internationally is financial. 
Investing in a multi-lingual site also 
means investing in the infrastructure 
to deal with overseas customers – 
and this will be expensive.

You should always take advice from 
your own accountants and attorneys. 
Your local Chamber of Commerce 
or trade body may also have grants 
available for exporting your products.

Taking the time to consider these 
issues, will help you to avoid 
problems further down the line.

A multi-lingual site will attract multi-lingual 
customers and you need to have the 
infrastructure in place to deal with this.

http://telephone-interpreting.com/
http://telephone-interpreting.com/
http://www.britishchambers.org.uk/find-your-chamber/


/  What to Consider Before Investing  
in Multi-Lingual Content

As previously mentioned, digital content is a great way to optimise your site for 
key terms, build brand advocacy, drive sales and reach customers who may not 
otherwise discover your products and services.

However, producing content that will resonate with different international 
audiences requires much more thought than just running your content through 
Google Translate.

There’s more information on our blog
www.k-international.com/blog

Ask Yourself

Do you understand the cultural 
barriers within which you and your 
business operate?

A content strategy that works well 
in the UK could have a completely 
different impact elsewhere, possibly 
even causing offence. For example, in 
traditional Japanese culture, sarcasm 
doesn’t exist (at least, not in the way 
we understand it) – so your witty, 
sarcastic blog post could leave a 
Japanese audience stumped! An in-
depth understanding of local culture, 
assumptions and biases is essential.

Do you have procedures and 
developers in place to manage the 
alternate language variations?

If you’re planning to regularly update 
your site with multi-lingual content, 
having the correct procedures in 
place, as well as a developer who can 
manage the process, will keep things 
running smoothly and avoid any SEO 
pitfalls. 

Do you understand regional laws?

Digital content is, essentially, a form 
of advertising. So it’s important to 
understand regional laws relating to 
advertising and sales tactics and how 
they could affect the content you 
produce.

For example, in some parts of the 
world, advertising related to certain 
types of products (a common 
example is pharmaceutical products) 
is subject to approval by various 
governing bodies.

Sales promotions tactics, such as 
contests and premium offers, are also 
often regulated.

Do you require complete site 
translation?

Depending on your business, you 
may not require complete website 
translation. In some circumstances, 
translated microsites and landing 
pages can be implemented to serve 
foreign language regions, enabling 
you to keep costs down, while still 
targeting foreign markets.

Do you need specialist support?

Creating digital content for an 
international audience is a big 
undertaking, with many complex 
considerations. K International can 
offer specialist support and advice on 
legal, cultural and procedural issues.

http://www.k-international.com/blog/translating-websites/
http://www.smashingmagazine.com/2014/12/03/how-to-conduct-website-localization/
http://www.smashingmagazine.com/2014/12/03/how-to-conduct-website-localization/
http://www.smashingmagazine.com/2014/12/03/how-to-conduct-website-localization/




ESSENTIAL INGREDIENTS FOR  
A SUCCESSFUL MULTI-LINGUAL 
CONTENT STRATEGY



/  Great Content Speaks in the  
Language of its Audience

Website Translation and Localisation

You’d be surprised how often we 
get asked “can’t I just use Google 
Translate?” The answer is: of course 
you can, but the shortcut you’ve taken 
will be painfully obvious.

Google’s a smart company and 
Google Translate is a smart tool, but 
that’s all it is – a tool. It can’t take 
into account your target audiences’ 
culture and it can’t re-interpret the 
nuances of what you’ve written, so 
that the original message is faithfully 
conveyed.

Remember the example of sarcasm 
not existing in Japan? Put a blog 
post containing sarcasm into Google 
Translate, and what comes out will 
seem odd to a Japanese audience.

This is where specialist translation 
agencies, such as K International, 
come in. Our expert translators are 
all native speakers, with an indepth 
knowledge of the local culture and 
legal regulations. This means that 
they can break your message down, 

understand the external influences 
in the target region, apply relevant 
legislation and put it back together 
again – a complex process that tools 
can’t perform in isolation.

Google’s a smart company and Google 
Translate is a smart tool, but that’s all it is  
– a tool. 

http://www.k-international.com/blog/google-translate/
http://www.k-international.com/blog/google-translate/


Consistently generating engaging  
multi-lingual content is necessary to retain 
visitors – so allowing it to stagnate will undo 
all of your good work.

Translation is just one 
part of the process

Branding is one of the most important 
aspects of any business. In simple 
terms, your brand is your promise to 
customers, telling them what they can 
expect from you and your services, as 
well as differentiating you from your 
competitors.

Therefore, a successful multi-
lingual site is about more than just 
translating the content in line with the 
target audiences’ culture – your brand 
values need to be faithfully recreated 
in every sentence.

This involves carefully considering 
factors such as tone and imagery, 
something that an experienced 
translator will be trained to do.

A translation agency will also work 
with your CMS and test the content 
in-situ, in order to guarantee full 
functionality and maintain accuracy 
after it has been processed by your 
developers.

Thinking long-term is another 
important part of the process. 
Consistently generating engaging 
multi-lingual content is necessary 
to retain visitors – so allowing it to 
stagnate will undo all of your good 
work.

Consider whether you can commit 
to adopting the same approach for 
all updates to your foreign language 
content. In order to maintain high 
standards, it’s possible for your CMS 
to automatically tell your translators 
what’s changed, when and why, as 
well as if it needs translating.

Multi-Lingual SEO

When you’re creating any digital 
content, search engine optimisation 
is something you can’t afford to 
overlook. It essentially involves 
optimising the site, so that it appears 
higher up in your target audience’s 
search results – and this makes it 
easier for them to find it.

There are a number of recommended 
SEO actions for multi-lingual content:

Determine URL structure and 
where site variants will be hosted

For example, where “xx” is the country 
code, do you want www.domain.
xx, xx.domain.com or www.domain.
com/xx? We usually recommend the 
latter, and that you physically host 
each variant of the site in the country 
you’re trying to attract visitors from.



Build links from local domains

Link-building plays an important part 
in improving rankings, as it informs 
the search engines that your site is of 
value to others. The higher the quality 
of the site that links to you (usually 
in terms of its Domain Authority), 
the more valuable their vote of 
confidence is.

However, bear in mind that many SEO 
experts believe that links will start to 
count for less in the future, with other 
factors, such as the quality of content, 
becoming equally as important.

Monitor local keywords

All great content speaks in the 
language of the audience it’s written 
for – and this is essentially what 
keyword optimisation achieves. 

Keyword analysis tools offer an 
insight into the language your target 
audience are using to find content, 
and using similar language will 
help them to find your site, as well 
as making the content itself more 
resonant.

Optimising for Google isn’t 
enough

When it comes to multi-lingual SEO, 
bear in mind that the most popular 
search engines may differ to those 
in the UK. For example, in Russia a 
popular search engine is Yandex, 
while in China there’s Baidu.

Make sure your content is mobile-
friendly

Mobile search is growing. According 
to Hubspot, in certain parts of the 
world, mobile queries are now 
surpassing desktop. Plus, Google 
recently introduced their mobile-
friendly algorithm (also known as 
“mobilegeddon”!), which could mean 
that your site’s rankings will suffer if it 
isn’t mobilefriendly.

While the benefits of translating and 
localising your site outweigh the risks, 
there’s no denying that it’s a complex 
and costly process that can have far-
reaching consequences, if it’s done 
badly. Before you go translation-crazy, 
always make sure you speak to a 
professional, who can advise you on 
your options.

When you’re creating any digital content, 
search engine optimisation is something  
you can’t afford to overlook.

http://blog.hubspot.com/marketing/mobile-website-search-optimization-tips
http://blog.hubspot.com/marketing/mobile-website-search-optimization-tips
http://searchengineland.com/library/google/google-mobile-friendly-update
http://searchengineland.com/library/google/google-mobile-friendly-update




/  Recreating Your Message  
for Different Demographics

Website Transcreation

Although there are some 
similarities,localisation and 
transcreation are distinct processes. 
Transcreation takes the idea behind 
your English-language content and 
re-creates the message to meet the 
specific needs or desires of the target 
audience.

The key word here is recreates. The 
process involves a greater degree 
of creativity than translation and 
localisation, and it will often be 
necessary to go back to the original 

brief, or even completely redesign 
the campaign to target a different 
demographic.

Transcreation is often consumed 
by advertising and marketing 
professionals, with the translation 
industry providing local language 
knowledge, in-country management, 
translation memories and workflow 
technologies.

We’ve utilised this process for 
everything from taglines to 

copywriting – and while it can often 
take several days to transcreate a 
couple of words, the benefit in terms 
of the cultural resonance of content is 
priceless.

Transcreation takes the idea behind your 
English-language content and re-creates 
the message to meet the specific needs or 
desires of the target audience.



/  Creating Content that Works 
Across Borders

So, once you’re ready to take the plunge, how do you actually go about creating 
content that will resonate with different cultures?

Depending on the size of your 
business, you may not have the 
resources to create targeted content 
for each of your international 
audiences. In this case, you’ll need to 
create content that has multi-cultural 
appeal – a tricky prospect, but it can 
be done.

You Should:

Get content professionally 
translated by local subject matter 
experts

By this point, this should go without 
saying. There’s no substitute for local 
knowledge and, even within a country, 
there can be regional differences 
in language and cultural norms. An 
expert translator will be able to advise

you on things like local colloquialisms 
and humour, as well as steering you 
away from any potential pitfalls.

Understand your audience and 
what topics or imagery may not 
work

When you’re creating content for 
a multicultural audience, the little 
details matter. Imagery, colours, 
holidays, religions, sports and 
superstitions all have the ability to 
alienate your audience.

For example, in China white is 
associated with death, so western 
wedding imagery may fail, while 
football is played differently in 
America, Europe and Australia.

Make sure you have an in-depth 
understanding of your audiences 
and the kinds of topics that won’t 
resonate with them all. If you have 
the resources, carrying out detailed 
cultural profiling is recommended.

Create content with global appeal

To a certain extent, this can be 
achieved by following the two points 
above. However, you also need to 
choose a topic or angle for your 
content that people across the world 
will care about.

For example, ‘The Vocal Ranges 
of the World’s Greatest Singers’, 
an interactive resource which 
compares the vocal ranges of 
today’s top artists with those from 

http://contentmarketinginstitute.com/2014/02/prepare-content-marketing-global-audience/
http://contentmarketinginstitute.com/2014/02/prepare-content-marketing-global-audience/
http://www.concerthotels.com/worlds-greatest-vocal-ranges
http://www.concerthotels.com/worlds-greatest-vocal-ranges


the past, had huge success across 
the web. Why? Because music is an 
internationally popular topic and the 
singers featured are internationally 
recognisable

Consider whether international 
publishers will be interested in the 
story

A major factor in determining whether 
a piece of content is internationally 
successful, is whether international 
publishers are likely to pick it up – and 
they should do, if you’ve followed 
the above points and have ensured 
it’s something their audience will be 
interested in.

For example, ‘The Vocal Ranges 
of the World’s Greatest Singers’ 
produced a story about Axl Rose, 
an internationally recognised artist, 
having the best vocal range of all 
time. This story is interesting to 
music fans all over the world and 
consequently was picked up by 
international media from America’s 
CBS to Austria’s Seitenblicke 
Magazine.

While this example is a piece of 
interactive content, the same 
principles can be applied to 
everything from blog posts to news 
stories.

When you’re creating content for a 
multicultural audience, the little details 
matter. Imagery, colours, holidays, religions, 
sports and superstitions all have the ability 
to alienate your audience.

http://wncx.cbslocal.com/2014/05/29/axl-rose-responds-to-being-named-the-worlds-greatest-singer/
http://wncx.cbslocal.com/2014/05/29/axl-rose-responds-to-being-named-the-worlds-greatest-singer/
http://www.neu.seitenblicke.at/top-stories/axl-rose-der-beste-saenger-aller-zeiten
http://www.neu.seitenblicke.at/top-stories/axl-rose-der-beste-saenger-aller-zeiten


/  Making Multi-Lingual Content 
Accessible

Aside from the topic of your content, there are a number of other factors you need 
to consider to ensure that it doesn’t alienate any of your audiences.

Visit our dedicated website localisation page 
to see how we can deliver results for you
www.k-international.com/website-localisation

Make sure the layout is in line with 
cultural codes

In western cultures, people will 
usually scan a website in an F-shaped 
pattern, from left to right. However, 
in Arabic and Hebrew cultures, 
people read right to left – and your 
localisation will need to address this. 
If you simply place the translated 
content in the same layout, it won’t be 
in line with their cultural codes.

In this case, the in-situ testing that 
a translation agency can offer will 
be important to determine that 
everything works as it should do. This 
will also ensure that the translated 
content will fit the layout, as every 
language has a set of characters that 
will occupy a different amount of 
space.

Choose colour and imagery 
carefully

Colour and imagery have vastly 
different connotations in different 
cultures – remember the example of 
white being associated with death and 
mourning in China? This is also the 

case in Japan and parts of Africa, while 
in the western world, it’s associated 
with purity.

You also need to be careful when it 
comes to imagery and symbolism, 
such as in logos and graphics. For 
example, an image of a beef burger 
would be fine in America, but could 
cause offense in India, where the cow 
is sacred.

Make sure the page will load 
properly

If you’re targeting an international 
audience, you should use a Content 
Delivery Network, which is a collection 
of servers around the world. This 
means that the site isn’t being served 
from just one location, improving 
loading times.

Depending on the size of your 
business, you may also need to use 
local URLs.

Don’t get lost in translation – creating 
multilingual digital content that will 
resonate with your international 
audiences is about more than relying 

on free machine translation tools.

From establishing the infrastructure 
to deal with overseas customers, 
to ensuring that it’s in line with 
local cultural norms, there’s a lot 
to consider. If you do it well, it can 
improve brand awareness, drive sales 
and increase revenue. If you do it 
badly, it can damage your brand and 
be costly to reverse.

Overall, the benefits outweigh the 
risks, but it’s important that you seek 
professional advice before taking the 
plunge.

Here at K International, we can advise 
you on every aspect of the digital 
translation process.

For more information, visit our 
services page or get in touch directly.

http://www.k-international.com/translation/website-localisation/
http://www.smashingmagazine.com/2014/12/03/how-to-conduct-website-localization/
http://www.smashingmagazine.com/2014/12/03/how-to-conduct-website-localization/
http://mashable.com/2010/11/01/international-marketing-online/
http://www.k-international.com/translation/website-localisation/
http://www.k-international.com/translation/website-localisation/
http://www.k-international.com/contact-us/


Don’t get lost in translation – creating 
multilingual digital content that will resonate 
with your international audiences is 
about more than relying on free machine 
translation tools.
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