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Chapter 1:   Introduction 

Why is this a Global Multilingual SEO book and not Global Multilingual 
Internet Marketing Book? 

Because globally more people are familiar with the term SEO than 
Internet Marketing, and this is the most important point of this book. You 
need to change your mindset and think like your global customers. 

 

Figure 1 shows that the term Global Internet Marketing is most popular in the USA, whereas 
the term Global SEO is more popular globally–especially in the UK and India.   

English for a Global Audience 
If your site is in English and you have not been able to translate it, then 
make sure your English can be understood by people who are not your 
typical customer close to home. 

Their English may be: 
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• Their native tongue, but they will not understand some of your 
expressions. 

• Their 2nd language, so make sure your text is not at too high a 
level. 

• Non-existent or very basic.  

English for a Wider Audience 

In order to have more people understand your English, keep things 
simple and unambiguous so more people can understand your website.  

This will also make machine translations work better. 

• Keep sentence structure and words as simple as possible. 

• Don’t use colloquialisms or big words like “colloquialisms”. Use the 
word “slang” instead of “colloquialisms” so more people will 
understand. 

• Do not use words with double meanings. 

• If different words are used in different regions and you only have 
one website, then consider using all terms. You can put one 
version in parentheses: e.g., diaper (nappy). 

• Avoid abbreviations and acronyms. 

In short, don’t use terms that are not understood globally. This can 
include humor, fads, company terms, etc. 

You can test your site’s level of English here: http://www.readability-
score.com/ 

In addition, there are things you can do to bypass the written language:  

Use graphics, screenshots, and photos whenever possible to make 
content independent of language. 
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Figure 2: It is difficult to know what is clickable on this site since the frequent text color 
changes do not indicate links. Writing “Click” helps somewhat, although it would be clearer it 
they added a hand icon near the text.  

But I am getting ahead of myself.  

I decided to write this book to offer practical advice based on years of 
experience in Global Internet Marketing. I hate reading books that have 
too much blah blah and fluff. It wastes my time. If you find any fluff, 
please let me know and I will consider taking it out in the next version. 
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Who Should Use This Book? 
If you work in Internet Marketing, have a website that you want to 
market or you want to increase sales or leads by increasing your market 
reach, then this book is for you.  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Chapter 2:   Should You Market Globally? 

I am not going to waste your time with statistics of how many Internet 
users there are in China or how the number of users is increasing in this 
or that country. 

That does not really matter.  

If you want to know those statistics you can refer to other Internet 
Marketing books or just Google it.  

How do you find out if there is a market for your 
product in other regions? 

Since this is a hands-on book, let us use an example. We will use a 
complicated example of marketing to China as that will allow us to cover 
more scenarios. If you want to test a market in a different region that has 
the same language, you can use many of the same principles, but you 
will not need to grapple with different languages and search engines. 

Let us say you developed an online system to teach English. You do not 
know if there is a market for this in China. Maybe people do not have 
enough money to pay for this. Maybe it is not yet culturally popular to 
study online. Maybe there are too many competitors, etc. 

First, find out which are the most popular search engines used in the 
target country.  

At the time of this writing, Google dominates almost everywhere. Three 
notable exceptions are China, Korea, and Russia. To get a more complete 
up-to-date picture, search for “search engines in China” on a search 
engine. 

In China, Baidu is the most popular search engine, with Google a 
significant but distant number two.  

  5
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Find out if there is competition 
Search your keywords in Baidu and Google to see if there is competition. 
Competition means that there is probably a market for your product. No 
competition means you may want to test the market before committing 
too many resources. 

There are a couple of ways to go about translating your keywords to see 
if there is competition: 

1. Go to Google Translate and insert your keywords. Sometimes we 
take the time to translate the Chinese back to English. This gives 
us an indication of how accurate the translation is. If there are no 
competitors, it could be because your translation was not 
accurate. 

2. The best way, of course, is to have a translator translate the 
keywords. Translating fees are usually by the word. Translating a 
list of keywords is, therefore, inexpensive. There are online 
services that can do this quickly for you. Make sure you explain to 
them that you do not want a literal translation. You want terms 
people use to search. 

3. If there is no competition it could be because your translation is 
too literal. This is always a danger with translators. Go back to the 
translator and tell them you think the translation is too literal and 
have them give you some more options. 

When you check for competitors you should especially look for ads. In 
many cases if there are no ads it may mean there is no serious 
competition. 

If you do have competition, take a look at who or what they are using for 
translating on their web site: Google or a human translator. Translate 
another page using Google Translate to see if they used a translator or 
not.  

You can then see what you are up against. You can also get ideas for 
what you should focus on. Maybe the competition is overlooking an 
important niche. 
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If your competitors used human translators, check their title tags and 
content for additional, similar keywords you can use. 

You can also try searching with the tilde sign (~) and Google will also 
search on related terms, for example: ~learn ~English ~online. See the 
screenshots below, and you will notice that in addition to “learn English”, 
Google also returns websites with the term “study English”. Use this trick 
to uncover additional keywords. 

 

Figure 3 and 4: The screenshot above shows a search for “learn English online”. Below is the 
same search with the tilde sign, which brings up results with the word “study” because Google 
considers it a similar word. 
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Using Google, local searches are more complicated. When you search it 
is best that Google thinks you are in the country where you are 
searching. Otherwise the results will not be the same. 

Even though Baidu is more important in China, I want to show you how 
to search locally in Google as China is just an example. In most countries 
Google dominates so you need to know how to do this. 

There are a few ways to do this: 

• Use an anonymizer service that replaces your IP with another one. 
On the side of the page Google will allow you to tell it where you 
are searching from. 

 
Figure 5: If you hide your IP address, Google will allow you to enter any location you want. You 
can then easily check Search Engine results for any location. 
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• Use a proxy server that is in the country you are searching in. 

• After you search, add &gl=cn at the end of the address so Google 
will think you want results from China .  

• For other countries replace the cn with the country code. A list of 
country codes can be found here: https://developers.google.com/
adwords/api/docs/appendix/geotargeting 

• You can also do this for cities, etc. You can find the codes online: 

• gr (region) 
Example: &gr=CA-QB or &gr=US-NY 

• gcs (city)  
Example: (Set gr to do this) &gr=NY-US&gcs=New York City 

• Instead of codes you can also add /ncr at the end of the string in 
the address bar after searching in a country-specific Google. For 
example, if you are not in India but want to see the search results 
as they appear there: 

• Search on Google.in/ncr 

• If you want to see the results as if you are in a specific city, 
click on search tools  ! search near – and write in the city 
name. 

Note: for best results you should not be signed in to your browser. If you 
sign in, Google will personalize the results for you. There is also an option 
to click on non personalized results on the top right in Chrome. Or you 
can just open a different browser--but make sure Google doesn’t sign 
you in automatically.  
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Figure 6: When you want to know the results from Google in a specific country it is best to add 
that country’s code at the end of the address bar. Or use one of the other options mentioned. 

What if there is no competition? 
If you determine there is no competition, it is a good idea to see if there 
is a market. First, find out if people are looking for your product or 
service. If, for example, you are selling “Online English lessons”, go to the 
Google AdWords Keyword Planner to see if anyone is searching for your 
product.   

You may also want to try the Google Global Market Finder: http://
translate.google.com/globalmarketfinder/index.html, which is optimized 
for global market research. However, at the time of this writing, you can 
only pick regions to search as opposed to individual countries.  

When using the Google AdWords Keyword Planner, make sure you use 
the exact match on the search and take the results with a grain of salt. 
Our experience shows the numbers can be way off. 

If you are in a market where Google is not dominant, such as China, then 
you need to extrapolate the results. If Google has 20% of the Chinese 
market, then multiply your results by 5.  

This is just a rule of thumb, as it depends what your product is. If you are 
in the MP3 download space, then Baidu will have almost all the traffic, 
and if you are in a geeky hi-tech field, Google’s share of the search will be 
much larger.  

In other words, this is not an exact science. 

A better way to determine if there is a demand for 
your product 
The best way to determine demand is to set up a Pay per Click (PPC) 
campaign in the search engines. This will give you fast accurate results. 
The downside is you will have to do a little work—but not too much. You 
will also have to pay some money to the search engines. 

 10
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Starting a PPC campaign on Google is easy, and you may already be 
doing it in your own country. Make sure to turn off all advertising on 3rd 
parties, and especially display advertising, so your data will be more 
accurate. 

If your target market is in a language other than your current campaign, 
you need to translate keywords and some ads to another language. 
Prioritize the keywords you think will have the most traffic. Use ‘phrase 
match’ and consider ‘broad match’ to help you discover additional 
keywords.  

This is especially important for languages you do not understand. You 
will be wasting some money, but it is for a good purpose. 

Wasting money 

If you have the resources, it is best if you put up a landing page in the 
language of your new PPC campaign.  

The PPC campaign is not a waste of money. It is research that is designed 
to give you information before you commit more resources. 

This test will let you know if there is a demand for your product since 
Google will let you know the number of ‘impressions’. Since Google does 
not show your ad all the time, run an ‘impression share’ report so you can 
extrapolate how many searches there actually are.  

You can also add an “Impression Share” column in the tables and analyze 
by keyword. 

After you let the campaign run a few days you will know how many 
people actually searched for your product. 

What about testing in Baidu? 

For many product categories it is a good idea to set up a test PPC 
campaign in the dominant search engine of that product or county. 

  11
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However, it can be complicated as you are probably most familiar with 
Google, and AdWords has the most user-friendly interface.  

In the case of Baidu, you have to overcome bureaucratic hurdles such as: 

• Translating various documents into Chinese at your expense 
using approved translators. 

• Tackling the approval process. They have to look at your site and 
decide if they want to allow you to advertise.  

• Payment that is not by credit card. 

The whole process can take weeks or longer. I am not saying not to do it, 
but you will have to wait longer for results. 

Did I mention that it is best to have a Chinese speaker to correspond 
with the people at Baidu?  

If you have a regional office in China, this can expedite matters. 

For a quick check, it is best to start with Google. If there is no traffic due 
to the nature of what you are selling, then you will have to test in Baidu. 

Products that people don’t search for 

If your product or service is a new, innovative solution type, then there 
will obviously not be any searches on it, as no one would know what to 
search on. In that case there are some options:  

• If there is a similar product, you could research the searches on 
that product; For example, if you want to sell a type of food that 
people could eat instead of pizza, then you could research pizza 
(assuming pizza is popular) 

• If your new product is not similar to anything else, you could try a 
display campaign in Google AdWords. A display campaign puts 
your ads on websites with which Google has partnered. They are 
triggered through various means that you decide. You can also try 
banner ads on appropriate sites to gauge interest 
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Should I go ahead and market my product? 

You now know how many people search for your product. You can use 
this information to make a more educated decision on whether to spend 
more resources on your campaign. 

Marketing your website to other language 
speakers 

Prepare for correspondence in different languages. If no one in your 
office speaks the target language, make sure you have someone you can 
email correspondence to for a good translation. 

Email correspondence is important as people may send you ideas on 
how to improve your website.  

  13
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Chapter 3:   Should You Translate the Entire 
Website? 

If you decide to go ahead and market your product or service to a new 
region, then the next step is to decide whether you want to translate 
your website.  

Advantages of translating:  

• You will get more organic search traffic in this language. 

• Your website will be more user-friendly to people speaking this 
language. 

If you do want to translate your site, there are a few options: 

• You can just translate a landing page with no links to other pages. 
For some products this may work. 

• Start with a translated landing page and add additional pages 
later. You can test this by putting up the landing page in a foreign 
language with a menu on it. The links can temporarily go to your 
English website. (I am using English as a shortcut since most 
websites are in English, but your website may be in any other 
language.) 

• If you just have a landing page with links to other pages, you 
should wait until a significant amount of traffic has landed. You 
can then judge which pages are the most popular and translate 
these pages. You could skip this step and only translate the most 
popular pages from your English site, but you would not know if 
cultural differences caused people to prefer different pages to 
review. 

• If you do not want to wait for an analysis, you can translate just 
the main pages on the website right away. Then, analyze which 
are your most popular pages—especially which pages increase 
conversions.  

• You may think that it is best to translate the whole site. In some 
cases that is the best thing to do; however, bear in mind your 
maintenance costs. 

 14
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What about missing information? 

In different cultures different things are important. You may have 
covered the bases in your original language, but the Chinese may need 
different information to convince them to convert.  

To find out what information might be important, you can set up 
feedback forms and perform usability studies with your target group. A 
quick and easy method is to check the internal site search keywords in 
the new language. Use this data to determine whether you are missing 
important information on your website. 

How should I translate the website? 
I hope that I do not have to tell you not to use a machine translation 
such as Google Translate. Machines can give you an idea of what a web 
page is about, but they are not good enough for translating.  

I would not be surprised if Google’s algorithm filtered out pages that use 
its translation tool. These pages would not provide a good user 
experience. 

The best option is to use a native speaker living in the target country 
with experience in translation and SEO copywriting. Make sure the 
translator is familiar with the subject—especially if it is technical or 
medical.  

Depending on the product or service, you may also need to consider 
local regulations. For example, for medical devices and medicines, the 
USA FDA is very strict about what you can say in the USA. Each country 
has its own regulations. Make sure your translator knows everything he 
or she needs to know about these policies. 

The most important thing the translator needs to know is how to 
integrate the keywords into the text. The best translation can be a 
disaster if it does not integrate keywords that people use when they 
search on the search engines. 
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Translating keywords 
Each page should focus on 2-3 keywords that are on the same subject. 
This way the search engine will know what the page is about. Make sure 
the keywords are the popular ones that people search on, not the word 
that is closest to the translation. Of course, the text still needs to be 
readable.  

You also need to take local customs, mindsets, etc. into account. This is 
why it is best if the translator is a native speaker AND is from the target 
area. 

Make sure your translator knows all this information and that you do not 
want a translation. You want a LOCALIZATION.  

Skype and telephones are great for communicating with your translator, 
but physical presence is best. 

If you can bring the translator into your office, it is easy for them to 
continually ask questions. 

As soon as you get a loyal local customer, ask them (use incentives) to go 
over the site and get tips on how to improve. Consider running a contest 
to get some crowd sourcing feedback.  

Check competitors’ sites, especially if the company looks like they know 
what they are doing and they are located in your target area. This will 
give you information of what keywords to use. 

How does the search engine know what language 
you are writing in? 
Search engines can usually figure out your language. Best practice is to have 
only one language on the page. However, this is sometimes impossible.  

For example, Japanese frequently search in Japanese with English mixed 
in. In this case, you want to match their search inquires with the mixed 
keyword phrase on your page. If it is just a few words, it should not be a 
problem. 

 16



Global, Multilingual SEO Including SEM, PPC, SMO and Usability

 

 

 

 

Also, make sure the footers and machine readable menu items are in the 
language of the page. If you cannot or do not want to translate the 
menu, consider using a menu that is graphic so the search engine bots 
cannot read it. Make sure that the bots do have a way to spider the site, 
though. Any alt tags should also be in the correct language. 

Avoid side by side translations. If you must have them, then put one 
language in a graphical format (e.g., jpg) so the search engines cannot 
read it. Or, you can use other technology such as iframes. 

One widespread problem is user generated content. You can have a blog 
in German although comments from users may be in different 
languages. If you find the search engines are getting confused, then use 
one of the solutions mentioned above. 

Another way of letting the search engines know what language you are 
using is to add a code at the top. More information here: http://
www.w3schools.com/tags/ref_language_codes.asp. However, be aware 
that on Google’s site they explain that they do not use these codes: 
“Google uses only the visible content of your page to determine its 
language. We don’t use any code-level language information such as 
lang attributes.” 

The other problem with using language codes is that webmasters can 
inadvertently copy pages with language codes and by not paying 
attention, end up with pages with the wrong language codes. Perhaps 
this is why Google says they do not use this code. 

Best practice is to design your site properly so it is clear which language is on 
which page. This will also give the best user experience. 

Language specific URLs 
Once you decide to translate your website, you may want it to have its 
own domain name. I will talk more about that later. For now we are 
focusing on the language aspect. 

  17
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You can buy domain names using the character set of the language the 
site is in. For example, if you are targeting Israel you can buy a domain 
name in Hebrew: 

  

You can also do a mixture by just putting subfolders and individual page 
URLs in Hebrew even if the domain name is in English. 

The advantage of native language URLs is that it is easier for your target 
audience to read them. Anything you can do to make things easier for 
them will give you an advantage in the market place. 

One mistake we see often is people forgetting to translate their title, 
Meta and alt tags. They should all be in the language of the page. Keep 
the language consistent to make things easy for search engine bots. 

Many people outside of the USA like to use hyphens between words in 
their URLs, which is probably to make it more readable for non-native 
English speakers. 

Helping people find the right language without 
confusing the search engines 

Many times people will not land on the correct language page. This 
could be because of numerous reasons: 

• They are following a link from a referral site. 

• They type in your top level URL without the country suffix and are 
redirected to the .com site. 

• Your PPC campaign link is not taking people to the correct 
landing page. 

• The search engines make a mistake and put them on the wrong 
page. 

• They may have searched in English in order to get more search 
results even though that is not their mother tongue. They will be 
happy to find that the page is translated into their language. 

 18
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Best practice is to have a drop down menu with languages that cross links 
every page. This way, if a Chinese speaker lands on an interior page in 
English and he or she clicks on the Chinese language, the same page in 
Chinese appears and the user does not have to navigate from the home 
page. 

If your menu is text that is readable by search engines and the text is in 
the specific language, as it should be (e.g., in Japanese characters to 
denote Japanese on the English language page), then you may have a 
problem. It is unlikely, but it may confuse the search engine as to what 
the language the page is. This is because the page is in English but there 
are some Japanese characters also (in the menu). Therefore, it is best to 
use a menu system where the text is not readable by search engines. 

• Do not forget that if all the sites are on one URL, you should 
provide a pathway for the search engine to reach all the 
languages. You can link with a graphic or from a crawlable site 
map for example 

• You can submit a site map to Webmaster Tools as an alternative, 
but this won’t work for every search engine. You also have to 
make sure the site map is always up to date 

For users, it is important to make clear where the language dropdown 
menu is. 

If you write the word Languages as the default in the dropdown, it 
should ideally be written in the language of the user. Unfortunately, you 
do not know the language that your user knows so it is a good idea to 
have a flag icon next to the language menu so people will know where 
the language menu is.  

Avoid making the mistakes that LinkedIn did. They had an automatic 
trigger to change the default language and then made it very difficult to 
change back to the desired language. 
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Figure 7: I was checking something out in Japanese on Linkedin and this apparently tripped a 
user-friendly option that made Japanese my default language. I had no idea how to get the 
English back since I am not fluent in Japanese. Luckily I have a Japanese speaker in my office 
and she showed me where the language drop down menu was. Unfortunately, my browser 
cut off the language I wanted—English. I had to open LinkedIn in another browser in order to 
access the English site. 

Using flags to denote language in the menu 
This works well with Japanese and Hebrew as there is only one country 
that uses each of these languages. However, for Arabic, Spanish, Chinese 
and many other languages this does not work well. Using the flag of 
Egypt for Arabic can be confusing to users because the intent is to 
represent Arabic—not Egypt. And while not everyone recognizes flag 
symbols, everyone would know how to read the name of a language 
they are fluent in. 

Best practice is to write out the name of the language. Make sure you write 
the name of the language in that language so people can understand. 

If you write Chinese in English, not all Chinese speakers will know what 
that is and, in any case, it takes more cognitive effort on the part of the 
user—something you always want to avoid. 

Like everything else, there are always exceptions. Let’s say your website 
has only two versions. One is in USA English for Americans and the other 
is in UK English for the British. In this case, flags can work. 

Automatic redirects to the appropriate language 

Automatic redirects are problematic: 

• The automatic redirect is usually done by IP address. However, 
many countries have tourists, foreign workers, immigrants, etc. 
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whose first language is not the one associated with this area. 
They will be redirected to an inappropriate language, and it may 
be difficult for them to get to the correct language 

• If you have an automatic redirect you should check your analytics 
to see if this is the best solution for your website. See if people try 
to get to another language after you automatically put them on 
what you thought was the correct language website 

• Redirects may prevent search engine bots from accessing all 
pages of the site 

• If not implemented properly, search engines sometimes think 
redirects are cloaking. A rating penalty may result 

• A solution is to use a cookie to send people to the correct site 
based on where they left the site the first time. Search engine 
bots are not affected by the cookie. Therefore, it is unlikely that a 
search engine would lower your rankings with this method. 
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Chapter 4:   Signaling Target Country to Search 
Engines 

Website architecture: folder vs. domain vs. 
subdomain 
If your website is targeting different regions, there are advantages to 
having a separate Country Code Top Level Domain (ccTLD) for each 
country: 

www.website.co.uk for the UK 

www.website.cn for China 

www.website.de for Germany 

etc. 

The reasons to buy the country code top level domain (ccTLD) are: 

• It gives a clear signal to the search engines what country the 
website is targeting.  

• It gives a clear signal to the user that you are serving his or her 
country. The user can be confident that when she reaches the 
checkout page, she will not get a notice that shipping to her 
location is unavailable. 

Unfortunately, it is not always possible to buy separate domain names 
for each country for the following reasons: 

• Some countries do not let everyone buy a domain name. In 
Australia, for example, you need to be a registered company or 
business to buy a company domain name.  

• It entails extra maintenance costs. If you have 30 different domain 
names, the web hosting and maintenance costs can be 
significant, especially if each site is localized. 

• It fragments your site so the link strength is reduced. 
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Should you buy separate Country Code Top Level Domains? 

If you decide to use only one domain for your website, you should still 
buy the ccTLDs for different countries. This is important: 

• To prevent competitors or cyber squatters from buying these 
domain names. If you decide to use them in the future, it will cost 
much more money to buy them from someone who bought the 
domain before you 

• To redirect traffic to your main site. Some people may type your 
website address with their country code TLD in their browser. 
They may not realize that your website is not on their country 
TLD. If you own the domain you can easily redirect them to your 
main site 

Buying ccTLDs can be expensive as some countries charge much more 
than what a .com domain costs. Prioritize and buy the domains that are 
most important to your company.   

You may not be able to buy the ccTLDs that you would like since some 
countries require a local business address. 

Best practice is to make sure the ccTLDS in countries that are important to 
your company are available before you decide on a URL for your company. 

Separate folder system 
This system looks like this: 

www.website.com/uk for the UK 

www.website.com/cn for China 

www.website.com/de for Germany 

This system is the easiest to maintain.  

In Google Webmaster Tools you can tell Google which folder is for which 
country. The downside is that it is harder to separate the sites, and this 
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impacts your analytics. There are methods to separate the folders, but it 
is more difficult.  

Remember that Google Webmaster Tools only works with Google. Bing 
Webmaster tools also has an option to indicate where the target 
audience is. You can even set this on the page level. If you are doing 
business in countries where other search engines are not important this 
can be a good solution.  The disadvantage is that if you add new pages 
or sections you need to remember to set the location in Webmaster 
tools.  

Additional signals for the search engines and people searching are 
adding addresses and phone numbers with country codes to the 
website. You can use structured code to help the search engines 
understand your address. More information can be found here: http://
schema.org/PostalAddress 

Subdomains 

This system looks like this: 

uk.website.com for the UK 

cn.website.com for China 

de.website.com for Germany 

This system has the advantage of being able to very easily analyze each 
language separately using your web analytics tool. You also have 
flexibility with web hosting. You can host all together or separately. 
However, your link strength will be less since each subdomain is almost 
like a separate domain as far as linking is concerned.  

This system is a little more complicated to set up than the folder system. 

One disadvantage of this system is when advertising using Google 
AdWords. AdWords allows you to add keywords into your display URL 
when creating an ad. The limit is 35 characters. The longer your website 
URL is—the fewer characters are left for your keywords. For example: 
website.de leaves more space for keywords than de.website.com.  
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In AdWords it is possible to use the main TLD: website.com without 
the .de however that would not signal to your users that you are local. 

Hybrid solutions 

If you have a small number of important countries, you could put these 
on separate domain names and put the less important sites in 
subfolders. 

This way you limit your maintenance costs and get all the advantages of 
ccTLDs for your important markets. The link power for the weaker 
markets are all grouped together. You will still have to work on separate 
linking for the important sites that are on their own URLs. 

There are also some people who keep everything in subfolders. 
However, they use the country domain name and redirect to the 
appropriate subfolder. For example: yourcompany.jp will be redirected to 
yourcompany.com/jp. 

This may make things clearer for the search engines, although it 
depends on the search engine and can change with time. 

The disadvantage of hybrid solutions is that they may have a 
disconcerting effect on users who get redirected since sometimes the 
URL changes. 

Using query parameters to communicate location 
and language to search engines 
Using query parameters to indicate location and language is not 
recommended. But, if you are going to go this route, make sure you use 
standard nomenclature as in the example: www.yoursite.com/
default.aspx?mkt=en-us  
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Chapter 5:    Additional Factors to Consider with 
Geolocation  

The influence of links 

Another signal of your target audience to the search engines is the 
location of the links that are pointing to your site. For example, if you 
have a website with the URL: www.website.co.uk and many of the links 
are from Australia, the search engines will have more of a tendency to 
show your site in the Australian SERPS (search engine results page). This 
is especially important if you have a general ccTLD such as .com, .eu, org, 
etc. 

Duplicate content 
Many people worry about duplicate content on their different country 
domain names. There is no need to worry as the search engines are 
aware of this problem.  

Make sure the site architecture is clear. If you have your Spanish content 
on your .co.uk URL as well as on an uk.website.com subdomain, then you 
do have a problem because you have the same content twice marked 
for UK people. 

Even though your UK and USA content is in English, best practice is to localize 
each group of pages. On the UK site, use UK spelling (e.g., colour instead of 
color), currency and idioms. 

If you fail to do this you may not be penalized by the search engines. 
However, your site will not be fully optimized. 

The special case of the .com TLD  

Although .com is associated with the USA, there are many non-USA 
websites on .com URLs. Therefore, the search engines do not know what 
the intent of the website owner is when he hosts his content on a .com 
TLD.  
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In this case, the search engines rely on other signals. 

Language   

If the site is in Spanish, it is not clear if the target audience is Latin 
American countries, or the USA, or possibly Spain, which has a different 
dialect than Latin American Spanish. In this case, language would not be 
a definitive signal for geolocation. It would, however, narrow down the 
options.  

If the website is in Japanese, then, it is clear that the site is targeted at 
Japan. There are exceptions, as the links to the website could indicate 
that the website is meant for Japanese speakers in Brazil, for example. 

Server location  

If the site is in Spanish and the server is in the USA, it would be a signal 
that the target audience is in the USA. However, there are plenty of sites 
hosted in the USA for economic reasons. If the site is located in Ecuador, 
it could be a strong signal that Ecuador is the target audience.   

As you can see, the server location is a weak signal. There is, however, an 
advantage in using a server that is in the target country—it may speed 
up the website’s load time.  

Keep in mind that if you buy hosting from a UK company, for example, it 
does not mean their server is in the UK. It could be anywhere.  

If you want to host in a particular country in order to signal to the search 
engines that you are targeting that country or in order to increase the 
upload speed of the site, then make sure you check with the hosting 
company as to where the servers are actually located. 

Links  

If the website has 90% of its links from other sites in Ecuador, this would 
be a strong signal that this is where the target audience is. 
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If you have a .com site and are targeting specific countries, make sure 
you have good quality links coming from other sites associated with this 
country. The websites linking to yours should have either  

• A ccTLD from this country  

• Or several quality backlinks from websites in this target country. 

You can also use Google’s Webmaster Tools to associate the website with 
a region, but this would not help with other search engines. 

By the way, the same principles apply to other TLDs that are not 
associated with a specific country: .org, .net, .asia, .eu, etc. 
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Chapter 6:   Selected Language/ Country 
Scenarios 

Some languages are spoken in only one country, some are spoken in 
many, and some have many dialects. Instead of talking abstractly, we will 
now go through some important scenarios so you understand the 
different aspects that need to be taken into consideration when 
choosing which URLs and languages to use. 

Multiple languages/ multiple countries 

Chinese 

Chinese has two main languages: simplified and traditional. Simplified is 
used in mainland China. Traditional Chinese is used in Hong Kong and 
Taiwan. There are many Chinese communities outside of these two areas 
including Singapore, Malaysia, and Indonesia. 

Simplified Chinese is a subset of traditional Chinese. This means that 
people who know traditional Chinese can also understand simplified 
Chinese, but the other way around is much more difficult. So if you only 
have resources for one site and want to reach the most people, then use 
simplified Chinese. 

For video and audio, keep in mind that there are many verbal dialects. So 
if you are targeting a specific region in China, use the dialect that is used 
there. 

In mainland China the Internet is heavily censored, although there is a 
general trend towards more freedom. There is software that renders 
frequently censored terms into graphics so that text searches will not 
find them. This makes it more difficult to censor. 

Due to the censorship and the great firewall, it is best to host your site in 
mainland China if mainland China is your target population. Otherwise, 
your site may render slower for people located in China.  
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When I ordered plane tickets for internal flights in China, I used the 
online chat to ask questions. I was not in China at the time, and I had to 
wait a few seconds before typing in each word. I realized that this must 
be due to the censorship system. My workaround was to write my 
message on Notepad and then copy and send it on the online chat. 

If you decide to host in Hong Kong instead of mainland China, you 
should check access to the site from inside China frequently to make 
sure it is not blocked. 

It is important to remember that China is a huge country and you may 
want to limit ads to certain regions. Shanghai has an average income 
comparable to many western cities. However, many regions in China are 
much poorer.  

Portuguese 

Brazilian Portuguese has been influenced by other languages, 
significantly more than the Portuguese in Portugal. This is due to the 
fascinating mixture of people in Brazil.  

So if your website is a local business in Brazil you definitely want to get a 
Brazilian translator, especially if your subject matter includes new 
gadgets that are likely to be more influenced by foreign languages.  

If you want to target all Portuguese and Spanish speakers and you only 
have resources for one language, then go with Spanish. It is easier for 
Portuguese speakers to deal with Spanish than the other way around. 

Spanish 

A Spanish site will have to take several issues into consideration: 

Which dialect to use. Each Spanish-speaking country uses a slightly 
different version of the language. There are also significant differences in 
the grammar between the many Spanish dialects. If you are targeting 
only one country, you need to make sure you use the proper dialect. 
However, if you want to localize your site to target a few countries, you 
either have to compromise with one website—targeting the country 
with the biggest market—or develop several localized websites 
targeting each country and respective dialect. 
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Which top level domain (TLD) to use. Each country has its own TLD: 
Spain =.es, Argentina = .ar, Costa Rica = .cr, Ecuador = .ec, Mexico = .mx 
and so on. If you target many countries, you can either compromise with 
one web site or develop many sites. If you pick a TLD for Argentina, you 
will have an advantage there, but you will have a disadvantage in 
Mexico. 

Strategies:   

• If one of the countries dominates, then you may want to get the 
TLD from that country. 

• If no country dominates you can:  

• Use a neutral TLD such as .com 

• Pick one of the countries you are operating in. Things to 
consider include attitudes between the two countries and 
where you think the most potential is 

• Each company has to evaluate their target markets and 
decide on the best strategy 

Arabic 
Arabic websites also have to contend with the decision of which TLD to 
use since there are many countries where Arabic is the main language. 
There are many spoken dialects of Arabic so any audio or video has to 
take this into account.  

However, there is only one main written Arabic that also has a verbal 
counterpart. So if there are limited resources, a .com TLD can be written 
in the main Arabic: Modern Standard Arabic. 

One language, one country 

Japanese 

In the case of Japan SEO, there is only one language and one TLD. This 
situation makes things much easier, but before you jump to the 
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conclusion that SEO in Japan is an easy task, consider this: There are 3 
different Japanese alphabets. 

Kanji consists of over 8,000 characters imported from China. Each 
character is a word. Kanji is used to represent nouns, adjectives, verbs, 
abstract concepts, and names.  

Hiragana is a set of 46 characters representing the phonetic sounds of 
the Japanese language. Hiragana is used to represent native Japanese 
words. Often, these characters are added above or below Kanji to 
indicate how the Kanji should be pronounced. In this case, Hiragana is 
known as “Furigana” – phonetics of the Kanji. 

Katakana is also a set of 46 characters used to represent the same 
phonetic sounds as Hiragana. So what is the difference? Katakana is used 
to represent foreign words most of the time, whereas Hiragana is used 
for the native Japanese words. Katakana is also sometimes used for 
emphasis. 

Japanese sentences typically consist of Kanji and Hiragana with Katakana 
sometimes mixed in. One more thing you need to know is that some 
words are written in English. For example, VoIP could be written in 
English or Katakana. Oh, and one more thing—some words can be 
combinations of more that one script. 

How does this affect Japanese SEO?  
It affects the keywords. Since some words may be written in each of the 
different alphabets, it is important that the text and Meta tags are 
optimized for all options. Let’s look at the keyword Tokyo: the proper 
form is written in Kanji 東京; however, it may also be written in Hiragana 
とうきょうand Katakana トウキョウ.  

The key to Japanese SEO is to determine what percentage of the time a 
word will be written in each script. You can then decide which form to 
emphasize and if it is worthwhile to optimize for additional forms. 
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Figure 8: After typing 東京 (Tokyo) in the search bar at www.google.co.jp, we can see that 
Wikipedia has the traditional Kanji in yellow and the Hiragana in green. 

In many cases you will want to target the spellings that are used the 
most by searchers. However, if there is a lot of competition from stronger 
websites you may want to target the alphabets that have less traffic and 
less competition. 

It is important that Japanese SEO marketers recognize Japan’s cultural 
attributes. Merely translating is not enough. Here is an example of a story 
I heard on the radio.  

An investment banker from the United States was sent to Japan to 
manage a branch that was not doing so well. After closely reviewing the 
situation, he told his Japanese assistant manager that two employees 
had to be let go from a department of four. Out of these four people, 
two were great workers and two were not. When the investment banker 
came back from his meeting, he asked the assistant manager which two 
men he let go. To his surprise, he fired the two great employees. When 
asked why, the Japanese assistant said that the two men he fired would 
have no trouble finding another job, but nobody else would hire the 
incompetents, so he kept them. 

Different cultures mean you have to be careful how you translate in 
order not to offend your potential customers. 

Hebrew 

One language and one country is what it seems on the surface. 
However, it is a little more complicated than that. Most people read 
Hebrew in Israel, but there are smaller populations that only know 
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Arabic, Russian or English. If you have a multilingual site, you should get 
some links from inside Israel to the Russian, English and Arabic sites so 
that search engines know you are targeting Israel too. 

This kind of scenario is becoming more prominent as populations move 
across borders. 

If you are managing a PPC campaign, you have to develop a strategy for 
each language. You may want to target Hebrew globally if your service is 
relevant to Hebrew speakers outside of Israel. Remember to geo-target 
Russian, English and Arabic only locally. 

One country, many languages 

Switzerland 
There are 3 main languages in Switzerland, so if this is the only country 
you are targeting it is easy to decide what to do. Use Switzerland’s ccTLD 
and put up versions in English, French and German. Each one should 
have its own folder or subdomain. Put the most important language for 
you on the root and the other two in separate subdomains or folders. I 
prefer folders so the link power to the website is not split up. 

Other examples of one country, many languages 

Belgium: French and Flemish 

United States: English and Spanish 

Canada: English and French 

Ukraine: Ukrainian and Russian 

Hong Kong: Chinese (traditional) and English 

More information here: List_of_languages_by_number_of_native_speakers 
(http://en.wikipedia.org/wiki/) 

Bear in mind that you are more interested in readers than speakers. 
Specifically, you are interested in the number of people with Internet 
access. And most specifically—the people who are potential consumers. 
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For example, if one of the languages is used by lower income domestic 
workers in your target countries and you have a product for IT managers, 
you do not need to translate into that language. 

Starting local, growing globally 

In many cases a company can start locally, say in Norway, and have the 
domain name yourcompany.no. At some point the company may decide 
to expand and market overseas. Adding English to the existing site in a 
separate folder would not be recommended.  

In this case it would be best to buy the domain of the country you plan 
to target. For example: if the UK is the target market for 
yourcompany.com, then put your content on the URL: 
yourcompany.co.uk. If you plan to target many English speaking 
countries, the yourcompany.com URL is best. 

One globe, one language 

Many companies want to sell around the world with a website in one 
language: English. There are languages with more speakers; however, 
English has the advantage in that Internet users with the most buying 
power are probably people who can read English. 

Since many of these users are not native English speakers and others 
know a slightly different version it is best to: 

• Use visuals whenever possible to make things clear. Photos, 
illustrations, animations, and videos are all good options. 

• On videos, add captions as many may have trouble with your 
accent. 

• Use language that is very basic: 

• Keep sentences short 

• Keep sentences simple 
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• Use simple vocabulary 

• Avoid words that can be interpreted more than one way  

There is even a language called Simplified English. On the Internet you 
can find all the rules that are used to keep the language simple.  

You may not have the time or resources to translate your website now. If 
you have people on staff who know other languages, you can add a 
message to your website. The message would say that people can call, 
email, or engage in a Live Chat in whatever additional languages you can 
work with.  

A .com or other general ccTLD such as .org or .net would be best for this 
kind of site. If your target audience is on one continent, you can use .eu 
or .asia. 

One language, many websites 

Some global companies want localized websites completely in English. 
This can be the case for high tech companies where the search terms are 
almost always searched for in English. Many times there is no similar 
term in other languages. Translating the site into many languages would 
be best, however, it may not be cost effective since the target group can 
get by in English. 

The company still localizes due to one or more of the following issues: 

• To localize currency in the shopping cart. 

• To comply with local laws. 

• They may have different prices in different countries. 

• The shipping policy may be different. For example, many times 
there is free shipping in the USA or whatever country the 
headquarters are located in, but there is a charge for shipping to 
other countries. 

There are several ways to design the site architecture: 

1. All the websites are located on one URL within separate folders—
which means that many times there is duplicate content, and it is 
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difficult to indicate to the search engines which folder is for which 
country. There is no local ccTLD, and there is no local language used.  

Also, links from other websites are diluted to different pages. People may 
not realize they are linking to the French site since it is so similar to the 
UK site. So the linking may confuse the search engines as to which page 
to show for which country. 

In this case it may be better to have one site. You can then have ‘drop 
downs’ for currencies and notes for different laws if this applies (consult 
your lawyer). Ranking in the different countries is accomplished by links 
from sites in that region. This is what you would have to do with the 
folder system anyway.  

2. You can also put each site on a different ccTLD, one that is appropriate 
to that country. If you have enough resources to maintain each website, 
this will help you rank in that country in the search engines. However, 
the links will still be spread among your websites so there may not be a 
ranking advantage, and people still may go to and link to the wrong site 
since they are so similar. 

3. A hybrid solution may be best in some situations. Major markets or 
websites that need to be separated for legal or compliance issues could 
be on separate TLDs. The other sites could be combined into one 
website. 
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Chapter 7:   Additional Language Issues 

Many companies and especially hi-tech companies have products that 
are known by their acronym. In this case you may have to use the English 
acronym even though the webpage is in a different language. In some 
cases the local language may have an equivalent, in which case you 
need to use this keyword option also. 

Many acronyms are also names of rock groups or other organizations. If 
this is the case, your PPC campaign may be wasting a lot of money. You 
may think that people will not click on your ad because it has nothing to 
do with the band. Our experience shows that you cannot count on that.  

In order to reduce the number of people that click on your ad who are 
not interested in your product: 

• Do not use the automatic keyword insertion option in your ads. 
This option inserts the keyword that people use to search in the 
ad. Since you want your ad to filter out low quality searchers, you 
do not want to match what everyone is searching 

• Use language that is clear in order to filter out irrelevant searchers 

• Test lowering bids so you don’t have a high position. This will help 
filter out non-relevant traffic 

• In some cases your filtering will be so successful that the 
AdWords system will take you off the front page because your 
click through rate is low. Add all relevent negative keywords to 
increase the click through rate. If this is not enough you will either 
have to increase your bid, or reconfigure your ads to increase the 
CTR even though more irrelevant people will come to your 
website 

• If the rock band (or other irrelevant competitor to your acronym) 
is popular in only one region, then isolate that country in a 
separate campaign 

• This way you can control the budget so you do not waste too 
much money on these keywords 

• The lower click through rate will not affect the other countries 
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• Another strategy is to use the acronym with other modifying 
keywords. This will eliminate a lot of the irrelevant traffic and 
increase the CTR. However, you will be giving up on all the one-
word traffic which may be important 

  

Figure 9: In China, many people use the English acronym “mp4” along with Chinese words 
such as “download”. 
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Figure 10: In Japan, English is more prevalent than in China, maybe because there are more 
people without Japanese keyboards. 

Acronyms and SEO  
If you are competing against popular rock and roll bands, you may find it 
challenging to be on the first page. On the other hand, since your 
acronym has a different meaning than the rock group Google may place 
your website on the front page since the search is ambiguous.  

If not, add modifier keywords to your acronym. This way you will have a 
better chance of getting traffic for some of the keywords. 

Non-Latin alphabet domain names and URLs 

Is it best to use Hebrew / Arabic / Chinese or Latin characters in the URL? 
Here is an example of a URL with Hebrew and English mixed in as shown 
in a Google results page. It is nice that the URL keyword is bolded just 
like in English. 

!  
Figure 11: Google bolds keywords in the URL regardless of their character set. Therefore using 
the local characters is an advantage. 
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Using non-Latin characters in URLs for Google Ads also works. Although 
it is not perfect as you can see the question mark which should be a 
forward slash in the ad below. 

!  
Figure 12: In this case, Google rendered a forward slash as a question mark in the URL. 
Nevertheless it is an advantage to have the URL in the local language. 

Other options for localizing URLs include transliterating the word. In this 
case you would write how the word sounds in its native language using 
Latin letters. However, the word will not bold up in the SERPs or ads 
because people do not use this method to search. People rarely search 
using transliterated keywords. 

In most cases, I recommend using the local language in the URL. This 
gives the person more of an idea what is on the page and results in 
bolded words in the SERPs.  

You can also buy domain names in non-Latin alphabet languages, like 
Hebrew and Chinese. This is more user-friendly than using English. 
However, if you are a brand name you have to think about this as it can 
dilute your brand strength. 

When you may not want to use the TLD of your 
target country 
In some rare cases you may not want to use the ccTLD of your target 
country. For example, if you sell expensive French champagne in the UK. 
Your customers may prefer French champagne websites in order to buy 
closer to the source.  

The disadvantage of using a French ccTLD is that the search engines will 
think your site is targeting France. To overcome this, get links from UK 
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websites. And for Google you can also tell them you are targeting the UK 
in Google Webmaster Tools. 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Chapter 8:   Localization Issues Not Related to 
Language 

When localizing a site there are many considerations to consider. Most 
are related to legal and usability issues. 

Legal considerations 
Although it is beyond the scope of this book to get into legal 
considerations, I want to mention some areas where you have to 
proceed with caution. You may want to consult a lawyer who is familiar 
with the laws of the relevant countries.  

Different countries have different laws. Issues that affect Internet 
marketing include: 

• Advertising claims 

• Return policies 

• Sweepstakes 

• How prices are presented. For example, some countries may 
require that taxes be included in the price 

You cannot control who comes to your website or which version they 
come to. Therefore you may be required to add notices. For example, if 
you have websites in the USA and in other countries, the FDA in the USA 
may require that you add a notice on non USA sites.  If your site has a 
ccTLD of a particular country, then you may be more exposed to those 
local laws and regulations. 

Shipping or allowing digital files to be downloaded in a particular 
country may also increase your exposure.  
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Medical devices and medicine 
Medical devices and medicine can have additional website regulations 
that other products do not require. In the USA, the FDA is active in 
controlling what expressions you can use on your website. You may 
need one website for the world and one for the USA. Otherwise, you will 
have to use the same restrictive language for everyone.  

If your site is in English, there are many options. A good strategy is to: 

• Use the .com for the world. Since the .com is not country specific, 
it is a good choice for a website targeting the world 

• Put the USA site on a subdirectory: usa.yourcompany.com. Other 
options are to use a folder or a .org or other general TLD. 
However, this may be more confusing to the user, and you have 
to check that your solution meets regulatory requirements 

Currency 

If you have local sites, you probably use the local currency on the 
website. If you have only one website and one shopping cart: 

• It is best to add an option to choose local currency 

• If you cannot do that an easier solution is to link to a currency 
convertor 

If your website is organized by language and not by country, then 
consider offering currency choices for people who speak a particular 
language. For example, a website in Spanish can include currencies used 
in Spain, Mexico, and other Central and South American countries.  

Measurements 
Different countries use different measurement systems. Most countries 
use the metric system. However, if you want to sell to the USA, you need 
to consider their system of measurement: pounds, feet, quart, etc. And if 
you are a USA company, do not forget to consider the metric system.  

Additional measurements that change in different locations: 
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• Clothes and shoes 

• Temperature 

• Rating system for adult content, e.g., for movies 

Dates 

Most countries use day/month/year. In the USA it is month/day/year. 

In many instances a mistake cannot be caught by proofreading software 
since 3/1/2031 and 1/3/2031 are both legitimate dates. Therefore, you 
must be extra careful in displaying and asking for dates to be input by 
your users. One solution is to spell out the name of the month to avoid 
confusion. 

Google uses this solution on Google Analytics. When you specify a date 
range you must spell out the first 3 letters of the month. You can also 
click on a calendar which also solves this problem. 
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Chapter 9:   Interacting with Your Global 
Customers 

Local websites 

Many people feel more comfortable going through the local version of 
your website—the language may easier, the prices are in local currency, 
etc.  

However, there are many people who will prefer to go to your main site 
in the country where your local headquarters are. Why is this? 

They feel the main site will have one or more of the following 
advantages: 

• Be more up-to-date 

• Have more information 

• Have better support 

• Have better prices 

Therefore, you should make sure the main website is user-friendly to 
non-native English speakers. Consider using simple English and visuals 
whenever possible.  

One caveat about using simple English: there may be reasons not to 
follow this advice. In many cases using simple English may impact the 
message and tone you want to use. To use an example: if your website is 
for a copywriter, using sophisticated language may be more important 
than increasing understanding with simpler English. Each website owner 
will have to weigh what is most important. 

On the Contact Us page include contact information to local offices 
even though they are also located on the local website. 

Communicating time 

There are many issues regarding time with websites that target multiple 
time zones: 
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• Communicating hours when a potential customer can speak with 
someone. If possible, it is best to give hours that your business is 
open to answer phone calls in the local person’s time zone 

• Let’s say your business is in Greece, but you also target Australia 
and the USA. You could put up a table with the name of the 
country and hours the business is open in their local time zone. 
You could also add a column for “Rest of World” which gives the 
time in GMT (Greenwich Mean Time) 

• Do not forget that different countries change daylight savings 
time on different dates 

Impact of multiple time zones on your business 

Once you start selling in different time zones, your communication with 
customers and potential customers becomes more complicated.  

Live Chat can be very effective in increasing conversions. However, if you 
do not have anyone to participate in the chat during the hours your 
website has visitors, it will not do much good.  

There are Virtual Live Chat solutions available. With this solution you do 
not need a live operator to answer questions. Instead, you preprogram 
the virtual operator with answers to frequently asked questions. 

Test adding more hours for interacting with potential 
customers 
You may not have the resources to keep your Live Chat open more hours 
than your standard business hours. In this case you can check your 
analytics package to see which hours you have the most traffic and/or 
conversions.  

Do a test with someone keeping Live Chat open more hours and see if it 
increases conversions. It may justify the extra cost.  
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Do the same test with your telephone. It may be worthwhile to have it 
staffed more hours as well. If it is not justifiable, you can also test having 
a call center take messages and answer standard questions. 

Pay per click 

If your business needs Live Chat or a person on the telephone to close a 
deal, you may want to limit showing your ads to the times when 
someone is available. 

Google, for example, will let you limit ads to any time period you like. 
Let’s say you are in the UK and are targeting India. You can consider 
limiting the showing of your ads to the morning hours. That way you can 
operate Live Chat and phones in the afternoon and evening hours in the 
UK. 

If yours is the type of business where the call or Live Chat does not 
happen when the person sees the ad, then this strategy would not work 
for you. 

Holidays 

If you have multiple websites that target different locations, you may 
want to offer specials and discounts to tie in with local holidays. 

If you target many regions from one site, you can target foreign holidays. 
However, you may end up with holidays too frequently. You can limit the 
holiday message to show to only those within an IP range with a coupon 
code on it. This way, people outside of the region will not feel they are 
missing out on something.  

Or, you can just advertise the special on other sites with a coupon code 
to avoid a problem of discrimination between website users. 

Language support for inquires 

If you have translated your site into one or more languages, do not 
forget that you may get inquires in these languages. If you do not have 
in-house staff that can handle the languages, you can consider 
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outsourcing to someone who can translate the emails for you. This is a 
good solution for high cost items that justify the cost and bother.  

For low cost items you could use a machine translation. A translation 
mistake would be low risk and using human translators for every enquiry 
would not be justified. In many cases using machine translation may also 
not be justified and you may decide only to interact with enquiries in the 
language you know.   

Auto responder with FAQs – not perfect but sometimes good 
enough 
If the time is not justifiable for answering emails, add an auto responder 
for the return email. The return email can easily be translated into the 
important languages. Have it include answers to your frequently asked 
questions. That may take care of the majority of your inquiries. 

Make sure that on the form you have a country and/or language 
mandatory field so your auto responder knows what language to use on 
the email. 

Contact us form and addresses  
On your Contact Us page you should provide all offices, addresses, and 
contact information, in addition to the form. This is better than having 
only a generic form that is routed to the proper office. 

Many people prefer dealing with a local representative that speaks their 
language. A generic contact form does not reassure them that someone 
will contact them who speaks their language. 

If you do not have more than one office you can test adding virtual 
offices. This can help the website visitor feel more comfortable 
contacting you. Add a unique email address for each location.  

Make sure the form will work for everybody. There are different 
conventions for sending addresses and names, so make sure your form 
accommodates all possibilities.  
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Global friendly forms are reviewed later on in the book. 

Mobile telephones 

What kind of mobile phones is your target market using? 
Different countries have vastly different percentages of people on 
mobile phone. Also, different countries use different types of handsets 
and smart phones. Japan, for example, uses iPhones to a great extent, 
whereas Korea favors Korean manufacturers. 

When researching this issue, make sure you research handset Internet 
use—not buying patterns. You may find that iPhone users surf the web 
more than other handset users. And therefore the iPhone will be more 
important than you would think if you just relied on mobile phone sales 
figures. 

The best way to research this is to analyze the statistics of your own 
website. Mobile use varies greatly depending on the type of website. 

In Africa, a higher percentage of people surf the web with cell phones 
that are not smartphones. Therefore, you need to consider using a WAP 
website. 

In the USA, most mobile surfers are using smartphones so you need to 
target them with a mobile version of your site or use a website that 
configures itself to the device used (responsive sites). 

Global mobile websites 
If you have 10 local websites and you want to have websites optimized 
for mobile, you will end up with 20 websites to maintain. The advantage 
of this is that the usability is better if you have a dedicated mobile site.  
However if it is too much maintenance for your company, then consider 
using responsive sites. They adapt automatically to the user device. This 
will save you the development of 10 more sites. Responsive sites only 
work with smartphones. Smaller handsets need a WAP website. 

In some cases responsive sites are not a good option due to technical 
constraints or if the conversion rate is very low. In this case additional 
strategies include: 
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• Only develop mobile sites where the sales will be the highest 

• Develop only an English language mobile website. Give people 
who access the website in other languages a choice of using your 
localized regular site on their mobile or accessing the mobile site. 
You can add an “English mobile” button on the foreign language 
sites. 

Usability 
On mobile phones, people are always looking for shortcuts to type in 
less. When they search they will tend to use shorter keyword phrases. 
Make sure your translator knows this when they are translating for a 
mobile site. They should use shorter keyword phrases.  

Searchers may also try and avoid typing in hyphens, underscores, 
numbers and other symbols since this takes extra steps. So for example, 
you may want to avoid having a hyphen in your URL as this will make it 
more difficult for mobile users. 

If you already have a non-mobile site you can use your analytics package 
to see what keywords people are using when they are on their mobile 
phones. Use this information to guide you when building the mobile 
website.  

Although Google is now withholding this information for organic search, 
you can still check other searches such as people arriving through Bing 
or AdWords PPC campaigns. 

When building a PPC campaign for mobile, keep in mind that the short 
tail keywords will be relatively more important than on regular 
campaigns. Again, this is because people prefer to type less on cell 
phones since the more words, the more effort required. 

Clickable phone numbers 
Remember to make sure your phone numbers are clickable so make sure 
your local office’s phone number is prominent on the website. If the 
phone number is in a graphic format make sure it is: 
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• Formatted so  when mobile phone users click it the phone will 
dial the number 

• It is obvious to the user that the phone number is clickable 

If you do not have a local office, you can add the country prefix and that 
will be clickable on mobile phones. However, some formats are not 
clickable—you have to be careful with spaces, separators, and the first 
zero. Androids and iPhone have different ways of interpreting numbers 
so be sure to check your phone links on both platforms. The best 
solution is to use the hyperlink standard for phone numbers.  

Look on the web for an up-to-date website that has examples of how to 
do this. 

To understand all of the issues and options go to this page: http://
hjacob.com/blog/2009/07/making-a-phone-number-clickable-for-iphone-
users/. 

There are also html codes you can use for making phone numbers 
clickable. This may be more foolproof, and it allows you to turn any text 
or graphic into a dialing link. However, unless you do some fancy coding, 
these links will show up on PCs where it will not work when it is clicked 
on by the mouse. This is a minor problem because most people do not 
click on phone numbers on their PCs. 

Shipping destinations, costs, and time 

Where do you ship? 
When someone arrives at your site, they need to know if you ship to 
their location and accept their payment options. It is not a good 
experience for people to spend time shopping on your site and then 
find out right before checkout that you do not ship to their location or 
that you do not accept the way they can pay you.  

You may think that it is not important because they are not a potential 
customer anyway. However, if your shipping policy is not clear, people 
who are in locations to where you do ship will not know that you ship to 
them and may not want to spend time on your website finding out.  
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Here are a few ways you can tell people you ship to their location: 

• Set up a clear notice that you do not ship to their region if their IP 
is from a location to which you do not ship. Make sure this is not 
implemented as a pop up, which is blocked by some browsers. 
Also, if you are running AdWords campaigns, your pop up may be 
against their terms of service if people land on a page with a 
popup 

• You can flip the orientation. Instead of saying where you do not 
ship—based on the IP you can add a message: We ship to your 
location or we ship internationally 

  

Figure 13: This message is perfect. It lets you know that shipping is not available to the 
country your IP address is in. You still have the option of continuing to buy in case the 
geolocation is not correct. They even have a link to the countries they ship to so you can find 
out if you can send items as presents to others.  

Shipping time and cost 

When you expand globally, shipping time and cost may become 
significant. It all depends on what you are selling and the competition. If 
you are selling expensive diamond rings, the shipping cost is 
insignificant. Time is also less significant as an express delivery would not 
add significantly to the total cost.  
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With many items, however, shipping cost and time added can be a 
significant factor. If you are offering free shipping in Europe, you may not 
be able to absorb the cost when shipping to the USA or Australia. Make 
sure your ads and website inform your users if there are different 
shipping policies for different regions. 

You may have a situation where you pay for a lot of traffic through your 
ads, but you have a low conversion rate because people drop off when 
they see the shipping cost and time schedule. In this case you may want 
to include in your ads “Shipped from the USA (or whatever country you 
are shipping from)”. This will let people in Australia know that if they 
need something in a hurry, they may want to try a business located in 
Australia.  

This could save you money on your ad campaign. It may also be helpful 
in filtering out people who need small quantities. They may realize 
before clicking on the ad that it is not worthwhile to buy from a distant 
location since extra shipping costs offset a cheaper price. 

Shopping cart 

Shipping 

As stated before, best practice is to let the user know if you ship to their 
location as soon as they come to the website. However, some people 
may miss this information so it should be repeated when they check 
their shopping cart. 

If you have local distributors or other outlets where people can get your 
product, then link to them or provide this information. 

Payment Methods 

Make sure your payment options are appropriate for your target regions. 
A search on the search engines will give you information on what 
payment options are popular in which countries. In China the most 
popular payment options used locally are not easily available to non-
Chinese companies, so this is a challenge. 
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One of our clients had a Spanish website with a very low conversion rate. 
When we investigated this, it turned out to be because their payment 
options were not the norm for people in Spain.  

Ideally, your payment currency should reflect the area where your buyers 
are located.  

In some cases you may ship to another country but not accept a credit 
card that does not have a local address. For example, many USA 
companies will ship abroad but do not accept credit cards without a 
USA address. Other companies may accept some foreign credit cards but 
not others.  

This should be clearly stated as soon as possible to prevent people from 
wasting their time. It could be with the ‘countries shipped to’ information 
as soon as someone comes to the site, and it should also be at the 
beginning of the checkout process. 

Some people may be willing to ship locally even though they are 
abroad. Let them know they can use their foreign credit card if they are 
willing to ship to a location you ship to.  

Character sets 
Even though your form may be in English, people may type using accent 
marks for addresses and names. Make sure your form can handle this. 

Addresses and phone numbers 
Make sure your forms do not confuse people who are not from where 
you are. Everyone in the USA lives in a state, but some people abroad do 
not. If this is a required field, make sure the “not applicable” option is 
easily found. 

Avoid using words that are not internationally recognized or explain 
what they mean if there is no one word that everyone understands. 
Postal code can be explained as ZIP code for Americans.  
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Be careful with error messages. In many cases, the error message may 
not be exact enough and the reader may not be a native English 
speaker. Make sure your fields can handle different kinds of addresses 
and other information.  

One option is to have different forms for different regions to comply with 
the different formats used. Or, use forms that are forgiving so different 
kinds of postal codes, accent marks, and addresses can be entered.  

Consider using messages that do not prevent the sending of the form. 
For example, if someone fills in their phone number and it has an extra 
number, you can give the message: “You may have an extra number in 
your telephone field. Please check.” In this case the person will still be 
able to submit the form. It could be that in their country: 

• They add an extra space between numbers 

• Their phone numbers have an extra number 

• They added a + as this is acceptable before international numbers 

 
Figure 14: This error message on an Internet website form is very clear on what format is 
acceptable. The only problem is that the format is not applicable to many non-USA phone 
number formats. In this case the only way to send in the form is to put a fictional telephone 
number in the field, defeating the purpose of asking for this information. 

Where you cannot be forgiving, make sure the error codes are very clear 
and explain to the user exactly what the error is.  
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Censorship 

Many countries censor websites. In addition, many individuals and 
companies have various filters on to limit what people can see or read. If 
your website is censored, make adjustments so you can bypass the 
censor. 

Censorship by country 
China has the most well-known censorship policy and this is discussed 
in more depth in Section 6.1. Many Middle Eastern countries also have 
censorship policies.  

These policies can change significantly with political change. The best 
way to see current policies is to search “Internet censorship by country”. 

When I search “Internet censorship by country” I cannot access the 
resultant websites since I am writing this section at home. I found that it 
is difficult to write a book in the office due to all the distractions. At 
home we have a filtering service to protect our children and it will not 
allow access to these websites, which brings me to the next type of 
censorship.  

Censorship in the home and company 
Many homes and companies censor websites with inappropriate 
content as well as to increase productivity in the workplace. A global 
Internet marketing strategy may need to check relevant statistics in the 
regions in which its company is operating to see if this is a factor that has 
to be dealt with.  

For example: many USA companies block YouTube videos. If you have 
important videos and are in a B2B business, you may want to host videos 
on a different website. 

Your website may be censored even if your content is not sensitive. For 
example, our home filtering service blocks my access to some bedding 
websites even though there isn’t any content that would warrant this. 
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Uncovering problems 
Make sure to compare website performance for different countries. It is 
natural for each country to have different conversion rates. However, if 
there is a country with a particularly low conversion rate, this should be 
investigated.  

Check each stage of the checkout process to see where the drop is 
different. Then, analyze the step where the drop off rate is the most 
different in order to uncover the problem.  

Also use a Live Chat solution to get feedback from users. You may need 
someone who speaks the language of the problem country to use the 
Live Chat.  

If you do not have someone who speaks the language, you can add 
feedback software and then have the messages translated. From our 
experience, Live Chat solutions provide better feedback since more 
people use it, and it is interactive.  

Usability testing with people in your target countries is also a great way 
to uncover problems and increase the conversion rate.  

Asking for a phone number in the first stage of your shopping cart is a 
good idea. That way you can contact your initial customers for feedback 
and to straighten out unforeseen problems if they do not complete the 
purchase.  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Chapter 10:   Search Engines with Most Traffic by 
Country 

Google dominates search  in most countries. However, there are 
significant exceptions: 

• China: Baidu is dominant, but Google still has significant traffic 

• Russia: Yandex is dominant, but Google has significant traffic 

• South Korea: Naver is dominant, Google has much less traffic 

• Japan: Yahoo and Google are about even as of this writing. Yahoo 
is powered by Google 

• Check Republic.  Seznam is the most widely used search engine  
here. 

Organic search optimizations as well as PPC campaigns usually need to 
include these search engines when targeting the above countries. In 
Japan, both the Google and Yahoo interfaces have English options. 

For the other search engines, you will probably need the help of a native 
language speaker to navigate the PPC interface. 

You can use Chrome to have the pages translated on the fly, however 
there are two problems: 

• The translation is not always helpful 

• There is text that are rendered as images and therefore cannot be 
translated by machines 

If you have a limited budget in China for example, then consider using 
only Google PPC. The interface can be in your language, it will be easier 
to use and since you have a small budget you won’t use up Google’s 
inventory. 
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Chapter 11:   Organic Search 

For most regions, Google is the dominant player. The main tactics will be 
the same in each location: 

• Make sure the keywords people search on are included in the 
content and title tags of your pages 

• Get high quality links to your site  

• It is best to get links from the regions that you are targeting 

• Make sure social media signals to your website are strong. This is 
becoming more important when using Google. The other search 
engines will probably also incorporate these signals 

Google algorithm updates are usually made first in the USA and then 
rolled out to other markets. However, the rollouts are getting faster as 
time goes on.   
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Chapter 12:    Research and Competitive Spying 

Checking your location when searching 

Google shows different results depending on where you are located and 
which Google version you use. Results from Google.com are not the 
same as Google.co.uk. 

Results from Google.com when you are located in the USA are different 
from Google.com when you are in a different country.  

The ads are also different in each situation. To see the proper ads on 
Google use their preview tool (https://adwords.google.com/d/AdPreview/). 
Make sure to choose the correct location and version of Google. 

In order to see the proper organic results, see Section 2.2 for the full 
explanation with illustrations. Here is the short version: 

• Make sure you are using the Google version for this country. 

• Use an anonymizer to hide your IP and pick the location on the 
side bar on the Google results page; or  

• Add the country and/or city code at the end of the string in the 
address bar after the search. 

You can also check positions and traffic in Google Webmaster Tools. Just 
make sure you pick the country before looking at results. 
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Figure 15: In Google Webmaster Tools make sure you pick the country you want to 
investigate. 

Accent marks 
Many languages have accent marks; yet, when searching many people 
are too lazy to type them. You might think that Google knows this and 
will produce identical results whether or not a person adds in the accent 
marks. 

However, on a search for “Saint-Germain-des-Prés” we found this is not 
true. So there may be a slight advantage to writing the way people 
search.  

An additional point to consider is that people may think the website is 
not professional if you omit the accent marks and this may reflect badly 
on your web site.  

Do searches on keyword phrases that have accents and you will see all 
the creative ways people work in both versions of the keyword.   
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Chapter 13:   Pay Per Click (PPC) 

Translating ads 

When working with translators you have to remember that in many 
instances they are not familiar with the character limit concept. Our 
experience shows that even if you explain carefully what the limit is, the 
translations frequently come back over limit. To overcome this problem I 
send them an Excel sheet that counts the characters for them 
automatically. You can download this worksheet at:  

https://docs.wixstatic.com/ugd/
1b63af_bacbedc3add84e8ab0fc0e467e91f470.xlsx  

There is also an online character counter here: https://www.aims.co.il/
google-ad-counter 

Is it best to use Hebrew / Arabic / Chinese or Latin characters 
in the URL?  

The screen shot below is an example of a URL with Hebrew and English 
mixed in, as shown in a Google results page. It is nice that the URL 
keyword is bolded just like in English. 

  

Using URLs in Google Ads works, as you can see below.  
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Other options include transliterating the word—write how the word 
sounds in its native language using Latin letters. However, the word will 
not appear in bold in the SERPs or ads because people do not use this 
method to search. This is because they would get much poorer results (if 
at all) from the search engines. 

In most cases it is best to use the local language in the URL. This gives 
the user more of an idea what is on the page and results appear in bold 
in the SERPs.  

TLDs in non-Latin characters 
You can also buy domain names in non-Latin alphabet languages such 
as Hebrew and Chinese. This is more user-friendly than using English. 
However, if you are a brand name you have to consider this carefully as it 
can dilute your brand strength. 

Should you create a separate campaign for each 
language or country? 

It is not possible usually to create separate campaigns for each target 
country due to the increase in maintenance costs. Therefore, it is 
important to implement a strategy to group different regions. 

In general, it is best to have as few campaigns as possible in order to 
reduce maintenance costs. On the campaign level you control time, cost, 
and language. However, there are many reasons for separating 
campaigns: 

Different ROI 
There are some countries where you find the ROI is less than in other 
countries. In our experience this can sometimes happen in China and 
India where there are many Internet users who surf but do not buy as 
much as other segments. 

Therefore, if we are targeting these countries we usually start off with a 
separate campaign. Otherwise they can sometimes finish off your daily 
budget before your ads show in the west. Besides having big 
populations they also see your ads first due to their time zone. 
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For some clients we have different countries grouped together by ROI: 

• Best Countries 

• Average Countries 

• Worst Countries 

This way we can make sure that the best countries get the budget they 
need, and we know to spend more time optimizing that campaign. 

This can save management time as there are only three campaigns. 

Bidding  
In different regions there can be vastly different costs due to 
competition on bids. If you have many regions grouped together, it is 
hard to know if you are in the proper position. AdWords can show you 
that you are in position 4. However, this could mean that in Japan and 
Russia you are in position 3 and in the UK you are on the second page in 
a low position.  

Google AdWords does have a report that will break out positions by 
location. The default shows position by city, but you can adjust to show 
by country. You can specify if you want to see statistics: 

• By location of users – just pick “User locations”.  

• If you want to include both user location and geographic 
keywords in their search, then pick “Geographic”. 

If you see that you need more control over certain countries, you will 
have to move these countries into a separate campaign. 

Google Analytics can also show AdWords traffic by location, but you will 
need to use segments or custom reports to see much of the important 
statistics. If you have your campaign divided by location, it will make 
things easier to analyze. 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Figure 16: Google AdWords can show you statistics by user’s location. 

Grouping regions  
If you are using day parting or if time of day is an important factor, then 
you need to separate campaigns by time zone. However, if you have 
additional criteria such as ROI, mentioned above, you will need even 
more campaigns. Make sure time of day is really important before you 
use this criterion as a reason to add more campaigns. 

By language 

If your global campaign has multiple languages, you can group 
campaigns by language. If you group by ROI and put multiple languages 
in each campaign, you will have higher maintenance costs because each 
language may be in multiple campaigns.  

If you do have multiple languages in one campaign, make sure this is 
noted in the search engine PPC setup.  

Estimate the importance of each group before deciding on your 
campaign architecture. This will save you a lot of time in the long run. It 
is very easy to set up multiple campaigns. However, the maintenance is 
both time and resource intensive.  

The exception is for campaigns that need very little maintenance. For 
example, if you have no competitors for your keywords and things 
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change very rarely. In this case you can consider more campaigns than 
usual. 

Determining ROI 

Google AdWords is limited in using different currencies. So if you are 
checking ROI, make sure that currency differences are not skewing your 
results. You may find, if you are not careful, that you come to the wrong 
conclusions. 

Telephone numbers on PPC ads  
If you have phone numbers in your ads or are using the Google 
telephone extension, make sure the phone numbers reflect the regions 
they are showing in. If there are hours where the telephone is not 
answered use: 

• A call service or  

• An answering machine.  

• The phone number extension  in Google Adwords to set the 
phone numbers to display during specific hours of the day.  If you 
use this approach, you will have to set up a different campaign for 
each time zone your ads appear 
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Chapter 14:   Content Management Systems 

For multilingual websites you should make sure your CMS is search 
engine friendly just like standard websites. Make sure the system can 
handle all the characters you need: 

• Double byte characters, such as Chinese, Japanese and Korean 

• Right to left characters, such as Hebrew and Arabic 

You have to especially check that it can handle these characters in the 
URL as well as the tags. 
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Chapter 15:   Product or Service Compatibility/
Legality and Other Issues  

Products 

Electric voltage 

One common problem is the different voltage in different countries. 
Many electrical products are compatible with both 110 and 220 volts. Let 
the user know this right away—otherwise he may leave the website.  

Telephones, cell phones, televisions and DVDs  
Telephones, cell phones, televisions and DVDs can also have 
compatibility issues.  

Legal  

Let your visitors know if you know of any legal problems. This is 
especially true for: 

• Agricultural products 

• Medical devices 

• Medicines 

If some of your products cannot be shipped to certain locations due to 
legal problems, let users know. 

Taxes 
Information on taxes should be stated clearly. Although it may not be 
realistic to provide all information—such as import taxes to different 
countries—you should provide as much useful information as you can. 

For example, USA websites should let users abroad know they do not 
have to pay USA state sales taxes. Some regions have laws that require 
that certain taxes or extra costs be included in the price while others do 
not.  
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Aesthetics 
I doubt that website designers will put too much effort into tailoring 
their different websites to different regions. Here are a couple of things 
to consider. 

Aesthetics are personal; however, different regions have different biases. 
You can see this very clearly in these charts that Dupont published 
showing color preference by country for cars: http://www2.dupont.com/
Media_Center/en_US/color_popularity/.  

If you have different regional websites you may want to differentiate 
them by color, based on regional preferences. 

A usability study can also reveal any aesthetics problems you may have 
for a particular region. 
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Chapter 16:   End Note 

I wrote this book in order to give you practical help on how to expand 
your website reach to the global market. While no book can cover 
everything, I hope that you now have a better understanding of the 
different issues and that this book will help you reach your goals. 

I would appreciate any feedback you may have—positive or negative. 
Contact me at info@AIMS.co.il. Please write “Global SEO Feedback” in the 
subject line.  
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About the Author 

My B.Sc. degree is from the University of Michigan in Ann Arbor. My Masters is 
from the Technion - Israel Institute of Technology.  

I started designing web sites in 1995. Since I am the owner and CEO of a 
marketing communications firm I was interested in SEO early on, even though 
our clients did not ask for this. We did it for fun.  

In 1998 one of my favorite clients came by to the office. To quote from memory, 
he said, “by the way, we are getting a lot of leads through our website.” That is 
when I realized there was value in SEO and decided to change the company 
focus.  

This same client also told us that there is a great, new search engine that we 
should try with a funny name: Google. 

I started with Google’s AdWords as soon as it came out. I was one of the first to 
pass their professional test and they sent me a hat, a pen and a notebook for my 
troubles.  

I also added conversion optimization to our services. Many years ago, I wrote my 
Master’s thesis in the Architecture at the Technion, about how people actually 
used brick and mortar buildings as opposed to what the architect intended. It is 
ironic that I am now doing the same thing for virtual sites. Life is funny. 

My main interest is Global Internet Marketing. Israel is a very small market, so 
many companies have to consider the global market from the beginning. Even 
most of our Internet marketing company’s clients are not located in Israel. And 
those who are—target the global market. Our central location makes it easy to 
communicate with companies in the West and in the East. 

Language is a real barrier and I am interested in how to solve this problem 
efficiently. I sometimes blog about it at: aims.co.il/blog. 

If you have read this far, you may be interested in more personal details: I am 
married with 6 children. I play squash, bike and spend time in the exercise room 
lifting weights and running while I watch TV. 

I would love to hear feedback regarding the book. You can email me at 
info@aims.co.il.  
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