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Growing Alabama’s Economy, One Small Business at a Time

ASBDC Statewide Presence

Growing Alabama’s Economy, One Small Business at a Time

ASBDC Core Services

• No‐Cost, Confidential, 
One‐on‐One Counseling and Training 
– Start Your Business

• Alabama’s Answers: Small Business Guide for Alabama

– Grow Your Business

– Finance Your Business

• Workshops
– Free or low‐cost

– Management, Marketing, Finance
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Growing Alabama’s Economy, One Small Business at a Time

• Alabama International Trade Center

– Export Market Research

– Trade Consulting & Training Program

• Export Readiness Assessment

– Trade Finance Programs

– Export Alabama Trade Alliance

– http://AITC.ua.edu 
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Growing Alabama’s Economy, One Small Business at a Time

AITC History

 Founded in 1979, by Dr. William R. Bennett; named 
in his honor by the UA Board of Trustees

 Export Achievement Award from
U.S. Department of Commerce

 National Model of Excellence in International Trade 
from SBA

 NASBITE International Advancing International 
Trade Award for the State of Alabama.

 Internship Program
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Growing Alabama’s Economy, One Small Business at a Time
7

Birmingham Business Alliance

AL Department of Commerce-
International Trade Division

Growing Alabama’s Economy, One Small Business at a Time

AITC Services

Working one‐on‐one with small businesses to help 
them sell in foreign markets:

– Export Research  

– Export Counseling & Training

– Export Financing

–Website Analysis and Globalization
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WEBSITE REVIEW & ANALYSIS AVAILABLE AT

http://asbdc.org/website-review/
https://aitc.ua.edu/website-internationalization/
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Session 5: Approaching the Market      
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Website Design 
for the Global Marketplace

Internationalization involves enabling the backend of a 
website to handle different languages, character sets, 
currencies, submit form data, site search capabilities, etc… 
and involves understanding what database and content 
management systems you are using to author, store and 
publish your site’s content.

Localization involves translating and localizing the front end 
of your website into different languages ensuring all content 
(text and graphics) is translated in an accurate and culturally 
correct manner
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Internet Users by Region
June 2016
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Asia and 
Europe have 
much greater 
undeveloped 
potential than 
the US

Quiz: Screen size?
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RESPONSIVE WEB DESIGN 
(RWD)

is a web design approach aimed at crafting sites to provide an optimal 
viewing experience—easy reading and navigation with a minimum of 
resizing, panning, and scrolling—across a wide range of devices (from 
desktop computer monitors to mobile phones).

Contact Us
Don’t use info@company.com

International Sales – Tony@company.com

Better yet…create a separate page for 
International Sales

Show your address as you would on 
envelope except…

No abbreviations - spell out your state
Include USA in your address

Provide direct dial phone numbers in 
addition to domestic toll-free number
Make a note that domestic toll-free 

number functions only within the U.S.
Use International Dial Code Format: 

+1(619)888-4567

Simple Enhancements
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Contact Us
Make it easy to ask for 
information
Links that auto-open email 
often won’t work

Best practice – both online 
form and email option

Carefully design forms for 
ordering or capturing data

Only ask for information you really need
Don’t include too many required fields
Ensure response within 48 hours

Simple Enhancements

International Formats and Standards

Hattori Hanzo Jozef N. Welch
C-207 1-19-25 Oude Gracht 621
Ikki-Machi 1381 X2 Weesp
Aizu-Wakatsu City The Netherlands
Fukushima 765
Japan

Address formats differ globally:
Free text for postal codes – at least 12 digits

• Some countries don’t use, many combine 
letters and numbers

Allow for longer lines

Allow for multiple last names & titles

Always include country and city field

Allow for any number of digits in phone numbers

Request that no abbreviations be used:

Simple Enhancements
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Spell out dates to avoid 
confusion 

U.S. convention is different 
than most other countries:

– 8/3/16 - Is this March or August?

– Use:  August 3, 2016

International Formats and Standards

Simple Enhancements

International Formats and Standards

Specify contact or service 
hours in both 12 and 24 hour

Spell out the time zone and 
consider adding a reference to 
Greenwich Mean Time 
(GMT), for example:

Office Hours 9:00am – 5:00pm CST
Customer Service 8:00am – 10:00pm CST

(8H00 - 22H00  GMT -6)

Simple Enhancements
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Mixed systems still exist:
Israel: TV’s and phones in inches.

UK: Speed in MPH, Fuel in Litres, Beer & Milk in 
Pints, Wine in ml, Body weight in Stones & pounds
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COUNTRIES NOT ON THE 
METRIC SYSTEM

“The metric system is the tool of the devil," Abe 
Simpson said. "My car gets 40 rods to the 
hogshead and that’s the way I likes it!”

International Formats and Standards

 Include metric weights 
and measures, as well 
as U.S. conventions

 Make sure any 
calculation routines 
use either inputs and 
produce correct results

 If you sell products 
with plugs and wires, 
specify voltage, 
megahertz, cycles, and 
plug types

Simple Enhancements
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Pricing

Can be complicated
– Vary by market / ability to pay?

Formatting: Which symbol? Before/after?

Psychological or Charm Pricing   0.99
– Does that work in your target market?

– Is it legal in your target market?

Taxes
– Can you display the price without taxes?

Pop Quiz

Fastest growing language on the web?
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Growth in many other languages is booming

Translating Your SiteTranslating Your Site

Is English Enough?

59%

78%
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Better not to translate than to 

do it poorly
– English still language of intl. 

business…for now

Not a simple process to 

comprehensively translate a 

website

Number 1 Recommendation
Engage professionals that employ native speakers 

of the target language!!!

Translating Your Site

Website Globalization

Can Impact website design – Text expansion/shrinkage

Translated English 30-40% larger in some European languages, 30-
50% smaller in Asian languages

The word “speed” in 
German = 
Geschwindigkeit

The word “speed”in Chinese = 

Translating Your Site

Translating Your Website

속도 ความเรว็ ылдамдык מהירות سرعة
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“¿Cuánto?” means “How much?”

Avoid Machine Translators

In Spanish, “Cómo” means 
“How.”
In Spanish, “Mucho” means 
“Much.”
“¿Cómo mucho?” does not mean

“How much?” ---

BUT……

Translating Your Site

It means, “I eat a lot.”

https://translate.google.com/manager/website

Translating Your Site

http://www.microsofttranslator.com/widget/

Turned 10 years old this year!
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Word Lens App
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Skype Translator

MACHINE TRANSLATION
There is no SEO benefit; The search engines can’t see the 
translated content and will miss any keywords.

Poor presentation to your customer.  Do you trust what has 
been translated?  How do you know?
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• The Swedish furniture giant IKEA was creating furniture names

"FARTFULL" became the name for one of their new desks

• Pepsico advertised Pepsi in Taiwan with the ad "Come Alive With Pepsi“

Translated into Chinese as "Pepsi brings your ancestors back from the 
dead“

• Managers at an American company were marketing a cooking oil in Latin 
America

They were startled when they discovered that the brand name translated 
into Spanish as "Jackass Oil"

Translation  Mishaps

Translating Your Site

Search Engine Usage in Europe
Proactive Promotion

Google

Bing

YANDEX RU

Yahoo!

Other
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Search Engine Usage in Russia
Proactive Promotion

Google

Yandex

Search MailRU

Rambler

Bing

THAILAND
Google: 97%
Yahoo: 2%
Bing: 1%

TAIWAN
Yahoo 65%
Google 34%
Others 1%

NEW ZEALAND
Google: 89%
Yahoo: 7%
Bing:  2%

AUSTRALIA
Google: 87%
Yahoo: 6%
Bing:  5%

JAPAN
Yahoo 49%
Google 49%
Others 2%

INDIA
Google: 89%
Yahoo: 8%
Bing: 2%

CHINA
Baidu: 71%

360 Search: 13%
Sogou: 12%

SOUTH KOREA
Naver: 73%
Daum: 18%
Google: 3%
Nate: 2%

HONG KONG
Yahoo 73%
Google 25%
Baidu 2%
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Global Share
Google: 54%
Baidu: 31%
Bing: 10%

Apple added 
Baidu as the default 
iPhone search engine 

in China
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Browser Usage by Country

Consider translated introduction page if 
comprehensive site translation not an option

Content is the #1 factor in rankings
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Google Main Google Spain
Localization

#10 in Argentina

#1 in Brazil #10 in Mexico

#3 in China
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Country Code Top Level Domains (ccTLD)

 Country-specific domain names
– www.yourcompany.fr (France)

– Review regulations prior to buying!

 Benefits
– Could help with customer engagement

– Good business practice if you’re 
targeting that specific country

– Protects your brand

Localization

Localization
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How should you handle your domain structure?

 Ideal:  Separate site for each target 
country, using ccTLD
– Website localization:  www.google.cn

(China)

 Also good:  Subfolders for each 
country/language
– Most common approach:  

www.cisco.com/de

 Also an option:  Subdomains for each 
country
– http://france.yourcompany.com

– Not as SEO friendly as other two 
options

A SPIDER’S EYE VIEW OF THE PAGE

http://www.webmaster-toolkit.com/
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Keywords

<H> Heading tags

Titles

Page Descriptions

Links

ALT Image text

Be careful with dropdowns
Why isn’t Japan translated?

Best practice

Translating Your Site
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Locale Detection

Geo-IP Identification

Accept Language Header
– Defines the user’s preference

– Could be the operating system language

Locale Switching
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Politics!

Canada, Taiwan, Spain, Mexico, Palestine, Catalan, etc

Where are your inquiries coming from?

Web-tracking 
software lets 

you see

If you don’t 
already have 
web tracking 

software, 
get it!

Localizatio
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Internationalization:

Design of [product] that allows for easier 
localization

Localization:
adaptation of [product] to meet the language, 
cultural and other requirements of a specific 

locale.

Locale ≅ Language

Locale ≠ Language
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Stock Photos?



34

Design Theme / Color

Cultural significance
– Green= Nature, Blue= Calm/Stable, Red= Emotion

– Same elsewhere?

Payment Mechanisms

Credit Cards
Not common in all countries

Need to be cautious of chargebacks

Person-to-Person transfers
PayPal, Google Checkout, WesternUnion

Great option, but may limit sales volume

PayPal = $10,000 per transaction

Traditional approaches
Wire transfer, letter of credit, etc.



35

A buyer may file a chargeback 
with his/her card issuer based on 
credit card association regulations 
and timeframes. 

Chargebacks

A chargeback, also known as a 
reversal, occurs when a buyer asks a 

credit card company to reverse a 
transaction that has already cleared.

1.  A buyer’s credit card 
number is stolen and used 
fraudulently. 

Chargebacks
Two common reasons for reversals or chargebacks

2.  A buyer makes a purchase, 
but believes that the seller 

failed to fulfill their side of the 
agreement. 

(For example, they didn’t ship the 
item, shipped a different item, or it 

arrived damaged.)
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Chargebacks

All sellers who accept credit 
card payments run the risk of 
being liable for charge-backs. 

Chargebacks are among the 
unfortunate costs of doing 

business. Many sellers factor 
this cost into their business 

risk model.

Taxes and Duties
For the most part, international sales 

not subject to destination country 
taxation

European countries still charge VAT

Need to explore on a country-by-country 
basis

Duties vary worldwide
Avoid selling products ‘duty paid’

Can find duty information at 
http://dataweb.usitc.gov/scripts/tariff_current.asp

http://export.customsinfo.com/
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High Level Recommendations

 Have a SEARCH function and a site 
index near the top of the first page

 If you have multiple languages, make 
obvious near top of page

 Have as much critical information at top 
of page as possible to limit scrolling 
down

 Make sure graphics are necessary 
to marketing the company and its 
products

Search Issues
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Potential Search Issues

Users in a specific region aren’t shown a 
URL tailored to them when one exists.

Search results might display two similar 
results from your domain (confusing users)

Search engines might not be aware of the 
language variations on the website.
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Setting Expectations

Before you translate:

Are you committed to 
– developing an experience tailored to users of a different language?  

(tailored to a market and local culture?)

– Creating, reviewing, and maintaining newly written content for 
different users of your site?
(Translation is just the first step.  How do you maintain?)

– Supporting customers  that primarily engage your site in a different 
language?
(Phone support, time zone, understand local issues)

English as a Second 
Language?

Country-based language variations of the 
same language
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HREFLANG

 <link rel=“alternate” hreflang=“en” 
href=“http://example.com” />

 Implemented in 2011
 Helps search engines understand how the site if 

configured
 Just a signal, not a directive
 Can be added in the on-page markup (as above),  can be 

added to the Header
 Multiple language can be specified in the Sitemap

– This helps search engines find the new pages
 May not be treated the same by all search engines

Geographic Target Setting in 
Webmaster Tools

Webmaster tools in Google requires you to 
set a language if you intend to target more 
than one country
– Targeting can’t be used for a generic language

– If you don’t specify the language, you can’t target.

– For example, if you want to target Portuguese users in 
Brazil and in Portugal, but only have a ‘pt’ page 
specific, Google Webmaster Tools won’t be able to 
help.

– Without pt-PT and pt-BR, you’ll limit your audience.
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Best Practices

 Display a banner at the top, suggesting a page in a 
different language.

 Keep a consistent structure between languages

 Establish links to your foreign language content
– Use legitimate practices to accomplish this

– Referrals, reviews, etc

 Check your pagespeed!

 Ability to change language

Localization

 Page Titles
– Add city/state/region/country name

 Meta Data
– Descriptions, Titles, etc

 NAP: 
– Name, Address, Phone number
– Phone is most important
– Footer, header, contact page.  Every page.  Consistent.

 Content
 Links

– Blogs, Directories, media, businesses, civic organizations
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Online Security & Compliance

External: extraction / malicious

 Internal: privacy breach / inadvertent
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E-Commerce Basics

 Privacy (Encryption)
– Personal details, account information, virus protection

 Non-Repudiation
– Buyers and sellers follow through on the transaction

 Integrity
– Information that is shared will not be altered

 Authentication
– Buyer and seller must be legitimate

– Not a robot box, credit card PIN
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Cyber Workbook
 Follows NIST CSF

Cyber Security Framework

– Identify
– Protect
– Detect
– Respond
– Recover

 DFARS Compliance
– NIST SP 800-171
– Protecting Controlled 

Unclassified 
Information in 
Nonfederal Systems 
and Organizations 

Facebook: International Tools

The benefit of using Facebook’s platform to look for 
international opportunities is the incredible amount of data 
it provides. These four solutions deliver extremely valuable 
insight into new locations, which can be your neighboring 
city or one that is on the other side of the globe.
 Dynamic Language Optimization – Even if you are a 

polyglot, it will take you a long time to translate your 
campaign into different languages. With this language 
optimization feature, Facebook says it will match the 
right language, to the right person, at the right time. And 
best of all it will optimize the performance based on 
your campaign objective and total budget.



45

Facebook: International Tools

 Multi-country Look-Alike Audiences – Without ever having 
to step into another country, this feature will find customers like 
you currently have in any combination of countries or regions.

 Multi-city Targeting – If you are looking to target multiple 
cities, your small business can now target cities based on 
population size without adding cities individually or doing 
research.

 Facebook IQ Cross-Border Insights Finder – What if you are 
looking for a new location, but don’t know where to go? The 
Insights Finder will help advertisers discover untapped markets 
using comparative data based on past campaign performance 
across different channels, including Facebook, Instagram and 
Audience Network.

Facebook: International Tools

Facebook Cross-Border Program
 Facebook introduced Cross-Border Solutions last year with the goal of 

helping businesses grow internationally no matter where they are. 
Using features such as Lookalike Audiences, businesses are able to 
reach customers in new cities, states and countries that are just like 
their existing ones.

 Facebook says there are more than 1.2 billion people on Facebook are 
connected to a small business in another country. “As more people 
around the world come online, businesses have an opportunity to 
connect with new customers, many of whom live in different cities, 
regions or countries.”

 Facebook has developed a Blueprint eLearning course titled Expand 
across Borders with Facebook to help navigate the waters. 

 https://fb.me/blueprint-xbm
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Contact Us

Alabama International Trade Center
– http://AITC.ua.edu

– Tel: 800-747-2482

– AITC@ua.edu


