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Common Sense Advisory

©® Founded 2002, based in Lowell, Massachusetts
— Focus: online and offline operations that drive business globalization,
internationalization, translation, localization
©® Syndicated Market Research
— Over 50 research reports published to date
— 10 new reports scheduled for 2007
— Qualitative and quantitative data techniques

©® Consulting
— People: Organizational design
— Process: Optimization and best practices
— Technology: Evaluation and selection
©® Training
—  Customer Centric Selling®
— Mastering Web Globalization
— Trends in Translation Technology For more information, click here.
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Supply

©® Most web pages served today are in English

® Most web servers are based in English-speaking
countries

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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Top 25 countries
by number of hosts

@ United States
W Japan

O Germany

O Netherlands
W Australia

O Brazil

[ United Kingdom
O Korea, South
W Taiwan

W Canada

0O Mexico

O Sweden

W Belgium

W Spain

W Switzerland
W Denmark

@ Austria

O Russia
mN=\%

O Finland

O Argentina

O India

O Norway

O Turkey

W Czech Republic
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67% in English-speaking countries
as of June 2007 (CIA World Fact Book)
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Country # of hosts

United States 195,139,000
Japan 28,322,000
Germany 11,859,000
Netherlands 8,363,000
Australia 7,773,000
Brazil 6,508,000
United Kingdom 6,065,000
Korea, South 5,434,000
Taiwan 4,320,000
Canada 3,934,000
Mexico 3,427,000
Sweden 2,958,000
Belgium 2,871,000
Spain 2,521,000
Switzerland 2,443,000
Denmark 2,416,000
Austria 2,062,000
Russia 1,980,000
Italy 1,731,000
Finland 1,634,000
Argentina 1,612,000
India 1,543,000
Norway 1,364,000
Turkey 1,313,000
Czech Republic 1,267,000




Top 25 languages by web page volume

@ English 57.4%
B German 8.7%
0 French 2 90
1 Russian 2 50y
Hl Japanese 2 504
@ Chinese 2 504
W Spanish 2.5%
[ Italian 2.2%
H Korean 1.9%
W Dutch 1.9%
[ Portuguese 1.0%
0 Other 14.0%

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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English-speakers as a percentage

of total online population has

fallen to ~30%.

Source: Common Sense Advisory 2007




Demand

|
©® Most web users are outside English-speaking countries
©® Most web users speak languages other than English

©® Most of the available market (GDP) Is outside
English-speaking countries

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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World GDP by country

@ USA 26% USS$ trillions
m Japan 8% USA $ 13,770
0 Gemary 6% Japan $ 4,302
b0 Crira 6% Germany $ 3,081
; ;nce ::;Z China $ 3,051
m ltaly 1% UK $ 2661
O Spain 3% France $ 2401
m Canada 2% Italy $ 1,994
m Brazil 2% Spain $ 1,359
o R,§sia 2% Canada $ 1,266
: :\/n:ezco z:;z Brazil $ 1,178
m Australia 2% Russia $ 1,167
B South Korea 2% India $ 984
mAIOhers  24% Mexico $ 897
Australia $ 822
South Korea | $ 788

Just 15 countries create 75% of

World GDP
as of June 2007 (CIA World Fact Book)

Source: “Can’t Read, Won't Buy,” Common Sense Advisory, Inc.
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The 10 Mega Languages Online

@ English 29.3% 19.2%06
m Chinese 15.3%
O Spanish 8.5%
0O Japanese 1.4%
m Gemen 5.1% 2.7%
@ French 3.7%

29.3%
2.04

m Potuguese 4.0% 2./

0O Korean 2.9% 4.004

m ltalian 2.71%

m Arabic 2.0% 3.7 15.3%
0 All Gthers 19.2% 5,194

1.4%

Just Ten Mega-languages Represent
80% of Total Online Population

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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Today’s theme

DI ]
Business Localization vs. One Size Fits All

The choice: Adapt your selling proposition or make
everyone read English

The reality: Most people prefer buying in their own
language
The “duh” factor: People won't buy what they can’t
understand
Companies need hard data to justify spending real
money on translation

Data from 2006 survey of 2,430 consumers in 8
non-Anglophone countries

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.




About the Survey

2,430 respondents in 8
non-Anglophone countries:

® Brazil, China (PRC), France,
Germany, Japan, Russia,
Spain, Turkey

©® Sample included participants

with little or no English
(41.2%) and with some
proficiency in English
(58.8%)

Results validate qualitative

surveys on European
markets

Japan China (PRC)

127 million 1.3 billion

Japanese Chinese

GDP US$4.0T GDP US$1.5T
: . :

Turkey
70 million

Russia
143 mill
Russian

GDP US$1.6T

Turkish
GDP US$572B

ian

Germany

82 million
German
L GDP US$2.5T

: [ France
Brazil 61 million
188 million French
Portuguese . GDP US$1.8T
GDP US$1.5T

Spain

61 million
Spanish
GDP US$1.0T

English Competence
Ameng Qnline Buyers

I No English
B A Litile
M Fairly Good

0 Good

Fluent



People prefer visiting and buying
from mother-language websites

People from non-Anglophone countries visit English-
language websites monthly or more frequently:
67.4% of total sample visit frequently vs. 45% of those with no/little
English
Survey participants spend more time at websites in their
own language than at English-language ones:

72.1% of total sample spend most or all of their time at local-
language sites

But the number goes up to 89.1% for those with no/little English

Time spent at websites converts into sales:

From the data, statistical tests show a strong correlation between the
amount of time someone spends on local-language websites and
whether s/he buys from that site

Source: “Can’t Read, Won't Buy,” Common Sense Advisory, Inc.
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“Foreign” visits to Anglophone sites

“How often do you visit sites where the content is mainly English?’

Monthly

All fhe time: E
Freguently
e— -
| —

infrequently

Mever

Waorldwide Response (2,430}

Lass frequant
of ngver 328%

[deriMy or more
B frecuent visth | 87.4%

English Confidence
L Hone orlitle 41.2%

 Proficient  68.8%

T —

Pergent

| I I T
10 P 30 40

I
]

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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More time spent at in-language sites

iAestly on English-language

Equal amount o time

Edons by wn o lapuaos

&hyays on own language

COMMON SENSE ADVISORY

,_[ “How would you compare time spent on sites in English vs. your language?”

£ e—

Worldwide Response (2,420]
Host

X ﬁm"ﬂ' 10.4%

M eqaitime 7.0%

Most in own
AL language 72.%

English Confidence
B Mone or litle 41.2%

. Profigient  68.3%

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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In-language sites get the buyers

[ “How often do you buy from English-language sites?" J

Worldwide Response (2,430)

Rarely or never
B from English ~ 74.5%

Most or some
I from English ~ 25.5%

Most of my online purchases

Some of my online purchases

| rarely buy from English websites

English Confidence
| never buy from English websites 2 None or little

| Proficient

70

Percent

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.

COMMON SENSE ADVISORY I|INC




Percent

60 —

50 —

40 —

30 =

20 —

10 =

‘| am more likely to purchase products with information in my own language.”

7

\.
Worldwide Response (2,430)
I Agree  72.4%
B Disagree 27.6%
English Confidence
L None or little 41.2%
| Proficient 58.8%
disagree disagree agree agree
strongly strongly

All other things
neing equal:
consumers prefer
ouying in their
anguage
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Services (financial and travel): 80%

Variance by product type:
Importance of language in the buying decision
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Personal care and household products: 60%
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Commodities and consumables: 60%

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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Service buyers demand own language

Language is a more important factor with different
purchase categories:

Services including travel: 79.6% say communication in their own language
IS important, with number rising to 85.1% for those with no/low English

Expensive goods: 68.8% want own language, 78.7% for no/low English

Food, personal care, household: 58.4% want own language, 66.7% for
no/low

Commodities, low-cost goods: 59.3% want own language, 71% for no/low

Travel/entertainment and financial services rank highest in
preference for local-language communications:

Financial services: 85.3%

Travel & entertainment: 74.0%
Over half the respondents said they are willing to pay
more for products in their own language

Source: “Can’t Read, Won't Buy,” Common Sense Advisory, Inc.
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Porformance

Language Compatence

Enter
The site rgverts The silg is

Lan g U ag o ta keS io English too quiskly 00 low 1 load.

There is teg mueh

you On Iy SO far animatien or graghics.
B
Langua‘ge IS key’ bUt nOt the Usabil ity Financial Issues
only key in a successful sale: The site requests Shipping costa/duty
ieo much persenal eosls fo my country
— Performance information. ara too high,
— There are lengthy The puichase area
Language competence o cortuning oy Tha parelase.
ili agreements, transactions: to
— Usability ? kit
. . . Fungiicng,
— Financial issues infermaicn design, The site did net aceept
and ﬁﬁt’lgﬂﬂﬂﬂ my gradlt eard,
For non-Anglophones: are unclear
_ _ or inoemplete.
~ Site speed, quality, and A— S —,
language cause them to No-or-Low English Proficient in English
abandon sites 1. Speed 1. Speed
. . 2. Multiple reasons: 2. Too much info required
For those with English il A 3. Multiple reasons
.. . uch ti ui . ;
proficiency: +Lengihy agreemenis bt
. * Shipping costs « Shipping costs
- Once In the Sales funnel, 3. No transaction support 4. No local credit card accepted
- : otical i 4. Multipl : e |
financial and logistical issues it - 5. Too much animation/graphics
can ﬂUSh them OUt accepted 6. Reverts to English
* Too much animation/
graphics
A A N A
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Parzant

\

Local language becomes more important over the life of a product
: 1 The research
shows:
After the sale

L / _
" " It's not just about
.,. the sale. Post-sales
Interactions In
| - language are even

| : more important.
20 - 20 - }
10 = i ; 10 = !
’ 'ﬂWliElr?i: dsagree  ggree agree ’ disegres  disagree  agree agras

&l
{or owner's manual is in my own language.’

*| am more likely lo purchase the same brand again

will only purchase sometning if the user guide
if the after-sales care is in my own language.’

English Confidence
L Mona or Little
. Profiglent

s Worldwide
5 Responge (2,420)

| B sgree  45.5%
, II B Disagies 54.5%

. Worldwide
I, Response (2,430)

| B agree 747%

B Disagree 25.3% Source: Can't Read, Won't Buy

Common Sense Advisory, 2006




Conclusions: o
Language and localization matter

|
® Language draws prospects into the sales funnel

©® More information in their language keeps them browsing

® Properly localized forms, transactions, and logistics increase
the likelihood of conversion

® Discretionary purchases — such as financial services —
demand the highest level of language and localized
transactional support

Discretionary Beneficial Mecessary

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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Globalization by the numbers

©® Growth In the volume of world merchandise trade
and GDP, 1996-06

12

D GDP
®Merchandise exports

10

Average export
growth 1996-06

1996 97 98 99 oo ’—DL 02 03 04 05 2006

= Suuice. Ldil L Kedu, VoIl L buy, CUImnuorl Sense /-\dvisory, Inc.
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Bibliography of cited research

D |
Can't Read, Won't Buy: Why Language Matters on Global Websites

Global Content Management Technology

Translation Management Technology

Translation Management Technology Scorecards

Design Practices for Global Gateways

Real World Enterprise

Localization Maturity Model

Beyond Global Websites

Business Without Borders: A Strategic Guide to Global Marketing

— These reports (and book) are available as part of a membership with
Common Sense Advisory. Call +1.978.275.0500 for details.

Source: “Can’'t Read, Won't Buy,” Common Sense Advisory, Inc.
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Thank you.

|
Ben Sargent

ben@commonsenseadvisory.com
+1.978.275.0500 x 1003

WWW.commonsenseadvisory.com/research/reports.php
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