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No	two	countries	in	the	world	have	the	same	cultural	norms,	ethical	scales,	lifestyles,	and	so	on.	In	most	cases,	the	differences	may	be	spot	on	in	areas	such	as	the	languages	they	speak,	the	cultural	values	they	adopt,	and	the	behavior	patterns	they	display.	For	instance:	Language	Differences:	With	over	78%	of	the	English-only	speaking	population,
English	is	a	widely	spoken	language	in	America.	However,	only	6.6%	of	the	Chinese,	27%	of	the	Spanish,	and	30%	of	the	Japanese	population	can	speak	English.	Cultural	Differences:	For	example,	the	color	yellow	represents	the	positivity	in	The	United	States	and	the	United	Kingdom.	But	in	France,	the	yellow	color	reflects	jealousy,	weakness,	and
betrayal.	Enterprises	that	don’t	consider	these	differences	and	adopt	a	“one-size-fits-all”	approach	will	fail	to	make	a	mark	in	the	international	market.		How,	then,	do	you	create	an	offering	that	meets	the	expectations	and	needs	of	people	in	different	target	markets?	The	only	solution	to	this	question	is	the	implementation	of	a	localization	strategy.	A
localization	strategy	is	a	unique	approach	that	emphasizes	adapting	a	product	or	service	to	the	purchasing	habits,	cultures,	and	languages	of	the	local	people.		This	article	explores	the	top	eight	examples	of	how	brands	across	verticals	have	implemented	localization	strategies	to	successfully	localize	their	products	and	enhance	the	experiences	of	their
target	audiences.	Editor’s	Pick:	Top	8	Localization	Strategy	Examples	to	Visualize	Global	Growth	Several	companies,	including	Netflix,	Airbnb,	Coca-Cola,	Domino’s,	Samsung,	and	many	others	have	been	successfully	implementing	localization	strategies	for	the	past	few	years	to	gain	a	competitive	edge	and	expand	their	business.	Let’s	take	deep	dive
into	examples	of	localization	strategy	below:	1.	Netflix	Image	Source	Netflix	is	a	leading	video	streaming	service	provider	available	in	190	countries	worldwide.	The	localization	strategy	of	Netflix	has	been	highly	successful	because	it	considered	language	differences,	customer	preferences,	and	cultural	norms	of	people	while	adapting	existing	content
and	creating	new	content	for	new	target	markets.		Language	differences:	Since	the	start	of	its	international	expansion	in	2010,	Netflix	has	been	putting	tremendous	effort	into	offering	subtitles	and	dubs	for	foreign	customers.	Furthermore,	Netflix	has	ensured	that	the	user	interface	and	customer	support	are	available	in	the	local	language.	Customer
preferences:	Netflix	has	always	considered	customer	preferences	while	deciding	between	dubbing	and	subtitling.	For	instance,	it	always	prioritized	dubbed	content	for	countries	such	as	Japan,	Germany,	and	France	because	audiences	in	these	countries	prefer	dubbed	content	rather	than	subtitles.	Creating	original	content:	Netflix	took	its	localization
efforts	to	the	next	level	by	creating	original	content	that	reflects	local	cultures	in	countries	such	as	India,	Germany,	France,	Turkey,	Japan,	Sweden,	Spain,	and	so	on.	As	of	2020,	its	library	contains	1,767	active	Netflix	Originals,	of	which	45%	are	non-English	language	titles.	Read	more:	2.	World	Wildlife	Fund	for	Nature	(WWF)	Image	Source	WWF	is
the	finest	example	of	how	an	organization	can	adopt	localization	strategies	to	create	awareness	campaigns	in	various	geographical	markets.	Operating	to	protect	endangered	species	and	habitats,	WWF	is	effectively	using	its	website,	social	media,	case	study	reports,	news,	and	other	marketing	materials	to	generate	awareness	among	the	general
public.	The	two	main	aspects	of	the	localization	strategy	of	WWF	are:	Presenting	content	to	local	markets	in	their	native	language:	The	website	of	WWF	is	available	in	more	than	50	languages,	including		English,	Dutch,	French,	Portuguese,	Hindi,	Japanese,	Mandarin	Chinese,	and	so	on.	Serving	the	right	content	to	the	right	users:	The	regional
websites	of	WWF	present	information	on	relevant	local	issues	that	matter	most	to	the	local	readers.	As	of	writing	this	article,	the	U.S.	version	of	the	WWF	website	presents	news	features	on	The	Recovering	America’s	Wildlife	Act	and	Pebble	Mine	Closure.	But,	the	Spanish	version	has	a	news	article	on	fighting	against	factory	farming	of	pigs	and
demanding	the	approval	of	a	national	strategy	for	extensive	farming.	3.	Airbnb	Image	Source	Airbnb	is	the	perfect	example	of	how	an	organization	can	use	the	localization	strategy	to	gain	a	competitive	edge.	With	over	six	million	active	listings	across	220	countries	worldwide,	Airbnb	disrupted	the	hospitality	industry	by	personalizing	every	aspect	of
the	customer	experience.		For	Airbnb,	localization	is	not	just	about	translating	the	website	into	multiple	languages.	It	is	more	about	understanding	local	cultures	and	offering	services	that	are	relevant	to	guests	in	different	regions.	The	main	highlights	of	Airbnb’s	localization	strategy	are:	Multilingual:	Airbnb’s	website	and	mobile	application	are
available	in	over	60	languages.	User-generated	content:	The	user-generated	content,	including	the	user	reviews	and	listing	information,	is	also	translated	into	local	languages.	Local	travel	guides:	Immediately	after	a	guest	picks	the	destination,	Airbnb	provides	travel	guides	with	tips,	must-see	places,	and	events	in	a	language	the	guest	prefers.
Partnership	programs:	Airbnb	operates	country-specific	partnership	programs	to	meet	the	expectations	of	local	guests.	For	instance,	the	partnership	ecosystem	program	launched	by	Airbnb	in	Japan	has	helped	guests	find	quality	accommodations	easily	while	meeting	the	needs	of	hosting	partners.	4.	Domino’s	Image	Source	Domino’s	is	a	leading
multinational	pizza	restaurant	in	the	world.	Operating	in	over	58	countries,	Domino’s	is	effectively	implementing	the	localization	strategy	to	stay	afloat	in	the	intense	competition	from	players	such	as	KFC	and	Subway.	Understanding	the	cultural	and	religious	beliefs,	tastes,	and	preferences	of	people	in	local	markets	is	the	key	aspect	of	Domino’s
localization	strategy.	It	helped	Domino’s	come	up	with	localized	recipes	that	suit	the	local	tastes	and	customs.	India:	Domino’s	recognized	that	western	pizzas	will	not	appeal	to	Indian	customers.	To	meet	the	needs	of	Indians,	Domino’s	launched	pizza	choices	such	as	chicken	tikka	masala,	paneer	tikka,	Manchurian,	and	paneer	do	pyaza.	Malaysia:
Since	beef	and	pork	are	prohibited	in	Malaysia,	Domino’s	ensured	the	Malaysian	outlets	use	all	kinds	of	ingredients	except	for	pork,	beef,	and	non-halal	meat.	5.	Coca	Cola	Image	Source	Coca-Cola	is	one	of	the	largest	multinational	beverage	corporations	in	the	world.	Selling	products	in	over	200	countries,	Coca-Cola	knows	the	importance	of
translating	website	content	into	different	languages	and	localizing	its	marketing	campaigns.	Coca-Cola’s	website	is	available	in	more	than	40	languages.	You	can	see	Coca-Cola	translating	its	website	into	the	least	spoken	languages	such	as	Latvian	(1.5	million	native	speakers),	Lithuanian	(2.8	million),	Albanian	(6.5	million),	and	Greek	(13.5	million).
Coca-Cola	took	localization	to	the	next	level	with	its	Share	a	Coke	Campaign.	Under	this	campaign,	Coca-Cola	tried	to	give	a	personal	touch	to	the	label	on	the	coke	bottles.	Besides	printing	Coca-Cola’s	logo,	the	marketing	team	wrote	a	simple	phrase—“share	a	coke	with	George/John/Jake”.	Each	coke	bottle	has	a	different	name	on	its	label.	As	part	of
the	localization	strategy,	Coca-Cola	adapted	the	campaign	for	local	markets	such	as	Ireland,	China,	and	India.		Ireland:	In	Ireland,	it	ensured	the	coke	bottles	have	Irish	names	such	as	Aoife,	Cathal,	Gráinne,	Áine,	and	Eimear.	China:	Since	it	is	disrespectful	to	address	people	by	their	first	name	in	China,	Coca-Cola	used	terms	such	as	close	friend	and
classmate	instead	of	names.	India:	Coca-Cola	used	relationships	such	as	Mom,	Father,	Sister,	Brother,	and	Friend	instead	of	person	names	in	India.	Editor’s	Pick:	6.	Nintendo	Image	Source	Nintendo	is	a	Japanese	video	game	company	headquartered	in	Kyoto,	Japan.	The	main	challenge	for	video	game	companies	is	that	they	often	fail	to	deliver	the
experience	local	gamers	expect.	This	is	where	video	game	localization,	a	process	of	adapting	the	video	game	to	meet	the	expectations	of	local	customers,	comes	in.	Nintendo	puts	a	lot	of	effort	into	adapting	its	video	games	to	western	countries.	Unlike	other	companies,	Nintendo’s	localization	strategy	emphasizes	that	both	the	development	and
localization	of	video	games	will	happen	simultaneously.	Instead	of	localizing	the	completely	developed	product,	Nintendo	uses	a	unique	approach	where	localization	experts	will	actively	work	alongside	the	designers	and	developers	to	ensure	consistency	between	the	original	and	localized	versions	of	video	games.			7.	ASOS	Image	Source	ASOS	is	a
leading	e-commerce	website	that	sells	over	80	apparel	and	cosmetic	brands.	With	four	fulfillment	centers	in	the	United	Kingdom,	the	United	States,	and	Germany,	the	organization	is	shipping	products	to	approximately	196	countries.	Did	you	know	ASOS	and	annual	revenue	increased	from	£0.55	billion	in	2012	to	£3.93	billion	in	2022?	This	impressive
growth	is	attributed	to	the	successful	localization	strategy	adopted	by	ASOS	to	pursue	international	customers.	In	fact,	60%	of	ASOS	revenue	comes	from	international	markets.	The	key	aspects	of	the	ASOS	localization	strategy	are:	Translation	of	product	information	into	seven	major	languages,	including	German,	Italian,	Spanish,	Russian,	and
Chinese.	It	has	approximately	10	payment	methods.	It	accepts	over	19	currencies.	It	offers	unique	promotional	offers	for	each	geographical	location.	It	enables	users	to	set	their	region,	which	alters	their	language,	payment	methods,	and	offers.	8.	Samsung	Image	Source	Samsung	is	an	established	electronics	brand	around	the	world.	It	sells	a	range	of
products,	including	smartphones,	televisions,	home	appliances,	laptops,	and	other	electronic	accessories.	Samsung’s	success	is	attributed	to	its	ability	to	understand	the	local	appetites,	customs,	and	preferences.	Samsung	believes	that	understanding	local	cultures	is	paramount	to	meeting	local	needs	and	providing	seamless	experiences	to	global
audiences.	Therefore,	Samsung’s	localization	strategy	is	all	about	understanding	how	people	in	each	region	approach	the	technology	and	then	adapting	products	to	meet	their	expectations.	Let’s	look	at	how	Samsung	catered	to	the	local	needs	of	people	in	different	countries:	Africa:	Samsung	launched	a	SafeSurgeTV	in	African	countries	to	protect
against	frequent	power	surges	and	outages.	Korea:	Since	Koreans	have	Kimchi	along	with	every	meal,	Samsung	created	a	bespoke	refrigerator	to	keep	the	airflow	and	temperature	just	right	for	Kimchi.	Middle	East:	To	provide	relief	to	people	from	40+	degree	temperatures,	Samsung	created	air	conditioners	with	specially-built	compressors.	Let
OneSky	Take	Over	Your	Localization	Strategy	Localization	is	the	success	secret	for	many	large-scale	companies.	It	helps	businesses	provide	a	seamless	user	experience,	gain	a	competitive	edge,	and	increase	their	market	share.	OneSky	is	a	leading	localization	services	provider	that	can	translate	your	website,	mobile	app,	and	video	games	into	over	50
languages	across	70	countries	worldwide.	With	1000+	professional	translators	and	a	robust	translation	management	platform,	OneSky	can	help	you	create	an	appropriate	localization	strategy	for	your	business	and	take	your	internationalization	initiatives	to	the	next	level.	Want	to	learn	more	about	how	OneSky’s	translation	management	system
optimizes	your	localization	processes?	Sign	up	for	free	today!	Airbnb	is	an	online	marketplace	focused	on	short-term	homestays	and	experiences.	Founded	in	2007,	it	now	has	6	million	listings	globally	that	allow	guests	to	connect	with	communities	in	a	more	authentic	way.Airbnb	stays	true	to	its	brand	anywhere	in	the	world.	The	user	gets	the	same
experience	no	matter	the	language	and	destination	they	are	currently	on.	But	staying	consistent	with	branding	is	not	the	only	reason	for	its	success.The	company	has	a	strong	localization	strategy,	ensuring	a	personalized	user	experience	in	26	languages.	The	platform	also	considers	currencies,	local	credit	cards,	reviews,	and	listing	descriptions	in	the
local	language.Their	localization	team	did	a	deep	dive	into	understanding	all	of	their	audience.	They	work	with	local	photographers	and	content	providers	to	develop	authentic	content	for	all	their	markets.	Every	marketing	campaign	is	thus	created	together	with	the	locals.Source:	Airbnb2	Netflix:	content	tailored	for	a	specific	audienceNetflix	is	a
subscription	streaming	service	that	revolutionized	traditional	broadcast	television.	With	more	than	220	million	paying	users,	Netflix	is	today	the	world's	largest	video	streaming	service.A	big	reason	for	Netflix's	rapid	growth	and	global	success	is	its	localization	strategy.	Netflix	stays	relevant	to	a	global	audience	by	offering	its	viewers	tailored	content
based	on	geolocation.	Viewers	in	the	US	will	thus	see	different	content	than	viewers	in	Spain.Adapting	content	to	a	specific	culture	will	help	align	yourself	with	the	audience.	Therefore	Netflix	went	into	localization	all	in.	Based	on	cultural	preferences,	the	platform	will	suggest	everything	from	original	series	to	movies.	Netflix	analyzes	cultural
influences,	interests,	and	entertainment	trends	to	improve	the	user	experience	in	every	market.Source:	Netflix3	Coca-Cola:	Present	in	more	than	200	countries	around	the	globeCoca-Cola	is	a	famous	carbonated	soft	drink	manufactured	by	the	Coca-Cola	Company.	Introduced	in	1886	as	a	temperance	drink,	it	is	now	available	in	more	than	200
countries	around	the	globe.Their	website	has	been	visited	over	1.8	million	times,	and	there	is	a	good	reason	for	it.	Coca-Cola	hosts	its	website	on	a	country-specific	domain	in	every	country.	With	more	than	200	domains,	the	global	audience	has	no	trouble	finding	the	website.	When	you	visit	the	Coca-Cola	website	from	different	regions,	you	won't	only
notice	the	content	being	in	a	local	language.	You	will	see	that	the	whole	website	is	adjusted	to	the	local	audience,	including	the	design.	Let's	take	an	example.	When	you	visit	the	german	site,	you	will	see	the	company	supporting	the	LGBTQ	movement.	On	the	Italian	domain,	you	will	see	two	girls	eating	pizza,	and	on	the	Japanese	domain,	you	will	see
local	people	watching	fireworks.	Source:	Coca-Cola4	KFC:	Leveraging	local	flavors	worldwideKFC	(Kentucky	Fried	Chicken)	is	an	American	fast	food	restaurant	chain	headquartered	in	Louisville,	Kentucky.	Founded	in	1932,	it	has	served	fried	chicken	for	almost	100	years.	The	brand	is	not	only	really	good	at	deep	frying	chicken	but	also	has	an
amazing	localization	strategy.The	first	example	is	a	marketing	campaign	in	South	Africa,	where	KFC	introduced	limited	edition	buckets.	Buckets	featured	the	artwork	of	local	illustrator,	Karabo	Poppy.	This	encouraged	customers	to	take	photos	and	share	them	on	social	media.	The	brand	does	a	similar	marketing	campaign	in	the	US,	where	it	offers
limited-edition	buckets	with	Christmas-inspired	designs.The	following	example	is	localized	voiceover	and	custom	messaging	to	engage	with	different	cultures.	KFC	creates	different	multilingual	versions	of	the	same	Ad	and	shares	it	with	the	target	audience.	A	good	strategy	for	countries	that	use	multiple	languages.	The	last	example	is	"localizing"	the
flavors.	KFC	is	not	the	same	in	every	country.	KFCs	in	China	have	more	than	50	items	on	the	menu,	while	the	ones	in	the	US	have	only	30.	The	same	goes	for	the	taste.	The	chicken	in	China	doesn't	taste	the	same	as	the	one	in	the	USA.	Seasoning	the	food	to	local	preferences	attracts	more	customers	and	helps	consumers	align	with	the	brand.	Source:
KFC5	Spotify:	Why	image	localization	matters	Launched	in	2008,	Spotify	is	one	of	the	largest	music	streaming	service	providers,	with	over	433	monthly	active	users.	The	streaming	service	is	available	in	180+	countries	across	the	whole	world.Spotify	has	a	unique	approach	to	entering	new	markets	-	image	localization.	In	their	words,	the	goal	is	to
ensure	that	Spotify	looks	just	right,	no	matter	where	it	appears.	They	do	this	by	asking	themselves	the	following	questions:Who	are	their	listeners?Where	are	they?How	do	they	see	the	world?Localized	images	help	users	better	relate	to	the	content	and	feel	connected	to	the	app.	Next,	they	spend	a	lot	of	time	adapting	content	for	specific	audiences	to
help	them	find	the	preferable	music.	Spotify	is	famous	for	its	playlists.	Those	playlists	may	share	a	theme	in	many	markets,	yet	the	playlists	are	different.	The	playlist	"Songs	to	sing	in	a	car"	in	Norway	may	contain	different	songs	than	in	other	countries.Source:	Spotify6	Nintendo:	Creating	unique	gaming	experiencesNintendo	is	a	Japanese	video	game
company	responsible	for	producing	some	of	the	most	successful	consoles	in	the	video	game	industry.	Founded	in	1889,	Nintendo	develops	video	games	and	video	game	consoles.Coming	from	Japan,	the	Western	gaming	audience	was	not	happy	with	Nintendo's	video	game	translation	efforts	for	a	long	time.	Adjusting	the	video	game	to	the	western
culture	completely	distorted	the	gaming	experience.	Instead	of	tailoring	and	redesigning	the	game	to	the	local	audience,	Nintendo	is	re-creating	the	same	gaming	experience	for	everyone.Players	see	the	appeal	in	playing	the	original,	unaltered	version.	Nintendo	thus	developed	a	unique	localization	flow.	The	localization	happens	simultaneously	with
development	to	ensure	consistency	between	the	native	and	localized	version	of	the	game.	Source:	Nintendo7	Asos:	Growing	with	localizationAsos	is	a	British	online	fashion	retailer	primarily	aimed	at	young	adults.	Founded	in	2000	in	London,	the	website	sells	over	805	brands	and	ships	to	196	countries	globally.	Starting	as	a	small	online	retailer,	Asos
is	now	getting	ahead	of	many	established	retailers.	Localization	plays	a	crucial	role	in	their	rapid	growth.	60%	of	all	purchases	come	from	international	customers.	To	achieve	such	a	competitive	advantage,	Asos	doubled	down	on	its	localization	strategy.	Their	localization	team	translated	the	website	into	7	languages	and	added	19	currencies	to	the
web	store.	Based	on	your	geolocation,	the	website	also	self-selects	the	language	and	the	currency	based	on	local	standards.	The	retailer	does	not	stop	here	but	also	offers	unique	promotions	for	specific	markets.	Lastly,	Asos	works	with	a	large	network	of	international	carriers	making	shipping	easy	in	all	196	countries.Source:	Asos8	Tinder:	Find	a
partner	in	56	languagesTinder	is	an	online	dating	mobile	App	founded	in	2012.	From	registering	one	billion	daily	swipes	in	2014,	Tinder	recorded	more	than	65	billion	matches	worldwide	in	2021.	Today	Tinder	is	used	in	90	countries	in	56	languages.As	a	leading	online	dating	App,	Tinder	puts	localization	in	the	focus.	Tinder	successfully	implements
MT	technology	to	localize	the	content	and	reach	a	wider	audience.	How	does	it	work?MT	in	the	Tinder	App	serves	as	the	instant	message	translator.	This	means	that	two	people	can	chat	in	different	languages.	MT	will	automatically	translate	text	and	help	build	a	conversation	even	if	two	persons	don't	speak	each	other	language.Source:	Tinder9
Revolut:	Building	trust	with	localizationRevolut	is	a	British	Fintech	company	founded	in	2015	that	offers	banking	services.	Features	for	Revolut	users	are	commission-free	trading,	currency	exchange,	debit	cards,	and	Apple	Pay.Revolut	started	implementing	its	localization	strategy	early.	They	now	offer	their	service	in	30	languages	but	plan	to	add
even	more	in	the	future.	In	the	banking	sector,	building	trust	is	a	key	component	to	success.	Revolut	uses	localization	to	access	different	age	groups	that	are	not	proficient	in	English.	This	creates	clarity	which	leads	to	trust	and	more	users.	Source:	Revolut10	H&M:	Customizing	stores	around	the	globeH&M	(	H	&	M	Hennes	&	Mauritz	AB)	is	a
multinational	clothing	company	founded	in	1947	in	Sweden.	The	fast	fashion	clothing	retailer	today	operates	in	75	markets	with	almost	5000	stores.	H&M’s	strategy	is	about	getting	closer	and	more	convenient	for	its	customers.	Their	localization	and	marketing	strategy	is	fully	based	on	data.	The	company	analyzes	local	trends	to	customize	inventory
at	the	individual	store	location.	A	big	contributor	to	making	this	strategy	possible	is	the	loyalty	card.	By	analyzing	consumer	behavior	through	a	loyalty	card	they	understand	their	audience	better.	Therefore	the	company	has	achieved	better	control	over	supply	and	demand.Source:	H&MConclusionAs	you	can	see	from	the	10	examples	in	this	article,
localization	strategy	can	be	a	crucial	component	for	successful	business	growth.	Therefore	the	biggest	and	most	established	businesses	are	all	heavily	investing	in	it.	Localizing	your	marketing	efforts	and	products	will	help	the	global	audience	feel	more	connected	and	aligned	with	your	brand.	Knowing	that	70%	of	global	consumers	browse	websites
only	in	their	local	language	is	another	indicator	of	localization	importance.	When	it	comes	to	attracting	global	customers,	Linguana	can	help	you	localize	your	website	with	a	few	simple	clicks.	With	the	help	of	MT	technology,	it	allows	you	to	translate	your	page	into	multiple	languages	without	the	assistance	of	human	translators.	Every	translation	is
SEO	optimized	and	helps	you	get	discovered	in	every	new	market	you	want	to	enter.	Sign	up	for	early	access	and	experience	the	power	of	Linguana.Frequently	asked	questionsShould	I	translate	all	elements	of	my	brand?You	should	not	translate	all	elements	of	your	brand	to	ensure	a	consistent	brand	in	every	market.	Logo,	color	pallets,	font	types,
and	such	elements	should	remain	the	same.	What	are	the	benefits	of	marketing	localization?Marketing	localization	helps	you	ensure	that	you	tailor	your	offerings	to	the	local	market	culturally	and	linguistically.	What	are	the	brands	with	outstanding	localization	strategies?Brands	with	outstanding	localization	strategies	are	Coca-Cola,	Spotify,	Nivea,
H&M,	KFC,	Apple,	Airbnb,	Netflix...	Thanks	for	subscribing,	you	won't	regret	it!	International	expansion	is	a	great	opportunity	for	businesses	to	increase	their	brand	footprint	and	add	new	revenue	streams.	However,	companies	can’t	simply	translate	their	content	from	one	language	to	another	and	expect	to	reach	new	customers	in	different	countries.
Brands	must	embrace	localization	to	resonate	authentically	with	diverse	audiences.	Beyond	speaking	the	local	language,	this	also	means	thinking	like	a	local	brand—considering	the	new	target	market’s	customs,	values,	and	habits.	This	article	will	explore	the	difference	between	translation	and	localization,	highlight	what	a	brand	localization	strategy
entails,	and	examine	real-world	examples	of	companies	that	implemented	localization	strategies	to	succeed	in	international	markets.	What	is	a	business	localization	strategy?	A	business	localization	strategy	develops	unique	content,	products,	and	services	to	meet	local	market	expectations.	It’s	a	customer-centric	approach	to	global	expansion	that
goes	beyond	translation,	ensuring	every	part	of	the	brand	feels	relevant	and	trustworthy	in	new	regions.	Rather	than	relying	on	a	“copy-paste”	approach,	localization	demands	attention	to	detail.	This	means	adjusting	copy,	visual	design,	payment	systems,	customer	support	channels,	and	product	features	to	meet	the	target	audience’s	preferences.	A
comprehensive	localization	strategy	involves	the	following	elements:	Linguistic	adaptation:	Translation,	transcription,	transcreation	Cultural	adaptation:	Symbols,	colors,	humor,	etiquette	Technical	localization:	Date	formats,	currencies,	legal	requirements	Operational	localization:	Support	systems,	shipping,	payments	Internationalization	is	a	key
strategy	used	by	global	brands	that	can	help	streamline	localization.	Internationalization	describes	the	process	of	preparing	content,	products,	or	software	to	be	easily	adapted	to	various	languages,	cultures,	and	regions	during	the	localization	process.	Localization	vs.	translation:	What’s	the	difference?	Localization	and	translation	are	often	used
interchangeably,	but	they	represent	distinct	concepts.	Translation	converts	text	between	languages.	Localization	adapts	the	entire	experience	to	suit	a	new	audience.		Translation	ensures	international	audiences	understand	the	content,	whereas	localization	services	make	the	entire	user	journey	feel	natural.	This	may	include	adjusting	layouts,	visuals,
and	tone	of	voice	to	suit	cultural	expectations.	For	instance,	a	website	translated	from	English	to	Spanish	might	communicate	the	same	basic	information.	However,	the	translation	will	fall	flat	if	the	imagery,	humor,	or	UI	elements	are	unfamiliar	to	the	target	audience.	Localization	also	addresses	region-specific	trends	regarding	consumer	behavior
and	channel	preferences.	For	example,	SMS	is	a	popular	messaging	platform	in	the	US,	but	Indian	audiences	overwhelmingly	use	WhatsApp.	7	successful	localization	strategy	examples	These	real-world	success	stories	come	from	companies	that	have	embraced	localization	to	achieve	global	growth.	Their	successes	demonstrate	how	a	smart
localization	strategy	can	enhance	the	user	experience	and	drive	measurable	business	results.	Canva	Canva	is	an	online	design	and	publishing	platform	used	by	millions	worldwide.	First	launched	in	Australia,	the	company	recognized	that	catering	to	non-English-speaking	users	required	more	than	just	a	user	interface	translation.	With	Smartling’s
localization	services,	Canva	localized	content	for	130	languages	across	numerous	regions.	Their	onboarding	flows,	design	tutorials,	and	email	campaigns	were	tailored	to	align	with	local	norms	and	user	expectations.	By	meeting	users	on	their	own	linguistic	and	cultural	terms,	Canva	significantly	expanded	its	international	presence	while	improving
user	satisfaction	and	retention.	The	results	are	clear:	Canva’s	user	base	has	expanded	to	over	220	million	users	worldwide.	Key	takeaways:	Partnering	with	a	robust	localization	platform	accelerates	global	scaling.	Cultural	context	matters	as	much	as	language.	Native	UI	design	and	educational	content	drive	adoption	in	target	markets.			Netflix	After
15	years	of	international	operations,	Netflix	has	become	a	master	of	localization.	The	company	adapts	content	for	audiences	in	over	190	countries,	offering	subtitles	and	dubbing	in	dozens	of	languages.	For	Netflix,	localization	goes	well	beyond	language	use;	the	streaming	giant	tailors	the	entire	user	experience.	Netflix’s	regional	libraries,	interfaces,
and	watch	recommendations	reflect	local	market	conditions,	and	its	marketing	campaigns	include	cultural	adjustments	and	collaborations	with	local	influencers.	Netflix	also	commissions	original	content	for	global	markets,	working	with	local	filmmakers	and	cultural	consultants	to	craft	scripts	and	visuals	that	are	relatable	to	regional	audiences.	Its
success	with	shows	like	“Money	Heist”	in	Spain	and	“Alice	in	Borderland”	in	Japan	highlight	how	local-first	content	can	achieve	global	appeal.	Key	takeaways:	Local	partnerships	build	authentic	engagement.	UI/UX	should	reflect	regional	user	patterns.	Translation	alone	isn’t	enough;	storytelling	must	resonate	culturally.	Nintendo	Nintendo	is	a
Japanese	organization	with	massive	international	appeal	that	excels	at	adapting	video	games	to	different	cultural	contexts.	The	result?	Deep	emotional	connections	with	players,	less	support	friction,	and	higher	international	sales.	Not	only	does	Nintendo	translate	marketing	materials	and	in-game	dialogue	for	international	audiences,	but	it	also
adjusts	gameplay	elements	to	meet	expectations	in	target	markets.	In	the	popular	“Animal	Crossing”	series,	for	example,	certain	items	and	holiday	events	are	adapted	or	replaced	to	reflect	regional	traditions.	Nintendo’s	business	operations	are	also	informed	by	global	considerations.	For	instance,	the	company	recently	partnered	with	Chinese	gaming
giant	Tencent	to	navigate	local	regulations	and	distribute	their	latest	home	console	in	China’s	growing	video	game	market.	Nintendo	also	times	game	releases	with	consideration	for	regional	holidays	and	school	calendars,	demonstrating	an	understanding	of	local	user	behavior	and	buying	cycles.	Key	takeaways:	Successful	localization	may	involve
reimagining	the	product.	Product	elements	and	release	timing	should	reflect	the	local	context.	Deep	knowledge	of	regional	cultures	builds	lasting	brand	affinity.	Airbnb	As	a	business	aimed	at	travelers,	Airbnb	has	plenty	to	think	about	when	it	comes	to	localization.	The	company	has	massively	disrupted	the	hospitality	industry	by	delivering	a
personalized	customer	experience.		From	listing	information	to	user	reviews,	Airbnb’s	web	and	app	content	is	localized	for	dozens	of	languages	and	locales.	The	company	provides	localized	travel	guides	and	event	info	in	guests’	preferred	languages,	reflecting	an	understanding	of	local	cultures	and	preferences.	Airbnb	also	adapts	marketing
campaigns	and	website	operations	for	different	regions.	In	China,	for	example,	the	company	allows	sign-ups	via	popular	platforms	like	Weibo	or	WeChat.	Airbnb	supports	a	wide	range	of	currencies	and	payment	methods	to	give	travelers	a	convenient	booking	experience.	By	building	a	service	that	feels	intuitive	and	trustworthy	to	users	around	the
world,	Airbnb	increased	host	adoption,	improved	guest	satisfaction,	and	reinforced	its	global	brand	credibility.	Key	takeaways:	Trust-building	begins	with	language	adaptation.	Localization	must	consider	operational	factors	as	well	as	content.	Cultural	sensitivity	and	customer	service	improve	retention.	Coca-Cola	Coca-Cola	is	among	the	largest
multinational	brands	and	owes	much	of	its	worldwide	success	to	localization.	Although	its	classic	colors,	contoured	bottle,	and	joyful	tone	are	consistent,	Coca-Cola	tweaks	the	details	for	each	local	market.	For	example,	the	company’s	famous	“Share	a	Coke”	campaign	prints	common	first	names	on	labels	to	foster	recognition	and	connection	with
consumers.	The	names	are	localized	for	each	region,	featuring	names	like	Aoife	and	Emer	in	Ireland.	In	China,	where	addressing	others	by	their	first	name	can	be	disrespectful,	Coca-Cola	uses	popular	nicknames	and	playful	terms	like	“bestie”	and	“classmate.”	Coca-Cola’s	localization	even	extends	to	product	offerings.	The	beverage	giant	offers
mango-based	sodas	in	India	and	green	tea	variants	in	Japan.	It	also	runs	region-specific	campaigns	that	feature	local	celebrities	and	colloquialisms,	maintaining	the	brand’s	relevance	across	diverse	demographics.	This	commitment	to	cultural	nuance	enhances	consumer	connection	and	reinforces	Coca-Cola’s	reputation	as	a	brand	that	truly	belongs
everywhere.	Key	takeaways:	Local	branding	strengthens	global	recognition.	Cultural	adaptation	keeps	legacy	brands	fresh.	Local	influencers,	offerings,	and	packaging	enhance	market	penetration.	World	Wildlife	Fund	(WWF)	The	WWF	is	a	global	nonprofit	focused	on	nature	conservation	and	wildlife	protection.	Its	mission	is	relevant	worldwide,
meaning	its	messaging	must	appeal	to	culturally	diverse	supporters.	The	WWF’s	website	is	available	in	over	50	languages	and	features	targeted	content	for	local	markets.	The	organization	localizes	campaigns	to	highlight	animals,	stories,	and	issues	that	matter	most	to	local	readers.	The	fund	also	partners	with	on-the-ground	organizations	for	regional
outreach	efforts.	For	example,	the	WWF’s	annual	Earth	Hour	achieves	massive	global	participation	rates	thanks	to	localized	themes	and	toolkits.	Across	Africa,	campaigns	focused	on	water	conservation,	wetlands	restoration,	and	waste	management.	In	Ecuador,	the	National	Football	Federation	asked	fans	to	reduce	plastic	waste	at	stadiums,	with
prominent	players	joining	the	cause.		This	strategic	approach	to	cultural	localization	helps	the	organization	build	more	impactful	relationships	and	engage	with	diverse	global	audiences.	Key	takeaways:	Localization	is	critical	for	nonprofits	and	corporations	alike.	Native-language	communication	helps	build	trust.	Regional	partnerships	enhance
cultural	relevance	and	drive	action.	ASOS	ASOS,	a	UK-based	apparel	and	cosmetics	vendor,	generates	over	60%	of	its	revenue	from	international	markets.	That’s	no	accident;	it’s	the	result	of	a	strong	localization	strategy.	ASOS	has	localized	its	websites	with	region-specific	language,	pricing,	and	recommendations.	Everything	from	product	names	to
sizing	guides	and	style	filters	matches	local	expectations.	The	retailer’s	efforts	also	extend	to	marketing,	where	region-specific	holiday	sales	and	partnerships	with	local	influencers	display	an	authentic	investment	in	global	audiences.	ASOS	supports	many	payment	methods	and	currencies	to	better	serve	regional	preferences.	Even	shipping	and
returns	are	optimized	via	partnerships	with	local	logistics	operators.	This	thoughtful	approach	creates	seamless	shopping	experiences,	boosting	sales	and	reinforcing	brand	loyalty.	Key	takeaways:	A	localized	online	marketplace	should	match	the	tone	of	its	target	audience.	Offerings	should	conform	to	local	consumer	preferences	and	tastes.
Streamlined	payment	and	logistics	encourage	trust	and	repeat	purchases.	Optimize	your	localization	strategy	with	Smartling	Entering	a	new	global	market?	The	right	localization	partner	can	make	all	the	difference.	Smartling	offers	a	complete	suite	of	AI-powered	translation	and	localization	services	to	help	organizations	adapt	content	efficiently	and
effectively	across	all	channels.	With	Smartling’s	proprietary	technology	and	expert	translator	network,	businesses	can:	Improve	time-to-market	for	international	campaigns	Reduce	manual	translation	errors	Create	personalized,	culturally	relevant	content	at	scale	Support	omnichannel	consistency	across	web,	mobile,	support,	and	product	Leverage
analytics	to	continuously	optimize	localization	performance	Leading	global	brands	use	Smartling	to	automate	and	streamline	their	localization	workflows,	accelerating	global	growth	with	cost-efficient	translations.	Ready	to	take	your	localization	efforts	to	the	next	level?	Download	a	copy	of	our	free	eBook,	“AI-Powered	Localization:	Achieving	Quality,
Cost,	and	Speed	Objectives,”	to	learn	how	artificial	intelligence	can	supercharge	your	global	content	strategy.	Airbnb	is	an	online	marketplace	focused	on	short-term	homestays	and	experiences.	Founded	in	2007,	it	now	has	6	million	listings	globally	that	allow	guests	to	connect	with	communities	in	a	more	authentic	way.Airbnb	stays	true	to	its	brand
anywhere	in	the	world.	The	user	gets	the	same	experience	no	matter	the	language	and	destination	they	are	currently	on.	But	staying	consistent	with	branding	is	not	the	only	reason	for	its	success.The	company	has	a	strong	localization	strategy,	ensuring	a	personalized	user	experience	in	26	languages.	The	platform	also	considers	currencies,	local
credit	cards,	reviews,	and	listing	descriptions	in	the	local	language.Their	localization	team	did	a	deep	dive	into	understanding	all	of	their	audience.	They	work	with	local	photographers	and	content	providers	to	develop	authentic	content	for	all	their	markets.	Every	marketing	campaign	is	thus	created	together	with	the	locals.Source:	Airbnb2	Netflix:
content	tailored	for	a	specific	audienceNetflix	is	a	subscription	streaming	service	that	revolutionized	traditional	broadcast	television.	With	more	than	220	million	paying	users,	Netflix	is	today	the	world's	largest	video	streaming	service.A	big	reason	for	Netflix's	rapid	growth	and	global	success	is	its	localization	strategy.	Netflix	stays	relevant	to	a
global	audience	by	offering	its	viewers	tailored	content	based	on	geolocation.	Viewers	in	the	US	will	thus	see	different	content	than	viewers	in	Spain.Adapting	content	to	a	specific	culture	will	help	align	yourself	with	the	audience.	Therefore	Netflix	went	into	localization	all	in.	Based	on	cultural	preferences,	the	platform	will	suggest	everything	from
original	series	to	movies.	Netflix	analyzes	cultural	influences,	interests,	and	entertainment	trends	to	improve	the	user	experience	in	every	market.Source:	Netflix3	Coca-Cola:	Present	in	more	than	200	countries	around	the	globeCoca-Cola	is	a	famous	carbonated	soft	drink	manufactured	by	the	Coca-Cola	Company.	Introduced	in	1886	as	a	temperance
drink,	it	is	now	available	in	more	than	200	countries	around	the	globe.Their	website	has	been	visited	over	1.8	million	times,	and	there	is	a	good	reason	for	it.	Coca-Cola	hosts	its	website	on	a	country-specific	domain	in	every	country.	With	more	than	200	domains,	the	global	audience	has	no	trouble	finding	the	website.	When	you	visit	the	Coca-Cola
website	from	different	regions,	you	won't	only	notice	the	content	being	in	a	local	language.	You	will	see	that	the	whole	website	is	adjusted	to	the	local	audience,	including	the	design.	Let's	take	an	example.	When	you	visit	the	german	site,	you	will	see	the	company	supporting	the	LGBTQ	movement.	On	the	Italian	domain,	you	will	see	two	girls	eating
pizza,	and	on	the	Japanese	domain,	you	will	see	local	people	watching	fireworks.	Source:	Coca-Cola4	KFC:	Leveraging	local	flavors	worldwideKFC	(Kentucky	Fried	Chicken)	is	an	American	fast	food	restaurant	chain	headquartered	in	Louisville,	Kentucky.	Founded	in	1932,	it	has	served	fried	chicken	for	almost	100	years.	The	brand	is	not	only	really
good	at	deep	frying	chicken	but	also	has	an	amazing	localization	strategy.The	first	example	is	a	marketing	campaign	in	South	Africa,	where	KFC	introduced	limited	edition	buckets.	Buckets	featured	the	artwork	of	local	illustrator,	Karabo	Poppy.	This	encouraged	customers	to	take	photos	and	share	them	on	social	media.	The	brand	does	a	similar
marketing	campaign	in	the	US,	where	it	offers	limited-edition	buckets	with	Christmas-inspired	designs.The	following	example	is	localized	voiceover	and	custom	messaging	to	engage	with	different	cultures.	KFC	creates	different	multilingual	versions	of	the	same	Ad	and	shares	it	with	the	target	audience.	A	good	strategy	for	countries	that	use	multiple
languages.	The	last	example	is	"localizing"	the	flavors.	KFC	is	not	the	same	in	every	country.	KFCs	in	China	have	more	than	50	items	on	the	menu,	while	the	ones	in	the	US	have	only	30.	The	same	goes	for	the	taste.	The	chicken	in	China	doesn't	taste	the	same	as	the	one	in	the	USA.	Seasoning	the	food	to	local	preferences	attracts	more	customers	and
helps	consumers	align	with	the	brand.	Source:	KFC5	Spotify:	Why	image	localization	matters	Launched	in	2008,	Spotify	is	one	of	the	largest	music	streaming	service	providers,	with	over	433	monthly	active	users.	The	streaming	service	is	available	in	180+	countries	across	the	whole	world.Spotify	has	a	unique	approach	to	entering	new	markets	-
image	localization.	In	their	words,	the	goal	is	to	ensure	that	Spotify	looks	just	right,	no	matter	where	it	appears.	They	do	this	by	asking	themselves	the	following	questions:Who	are	their	listeners?Where	are	they?How	do	they	see	the	world?Localized	images	help	users	better	relate	to	the	content	and	feel	connected	to	the	app.	Next,	they	spend	a	lot	of
time	adapting	content	for	specific	audiences	to	help	them	find	the	preferable	music.	Spotify	is	famous	for	its	playlists.	Those	playlists	may	share	a	theme	in	many	markets,	yet	the	playlists	are	different.	The	playlist	"Songs	to	sing	in	a	car"	in	Norway	may	contain	different	songs	than	in	other	countries.Source:	Spotify6	Nintendo:	Creating	unique	gaming
experiencesNintendo	is	a	Japanese	video	game	company	responsible	for	producing	some	of	the	most	successful	consoles	in	the	video	game	industry.	Founded	in	1889,	Nintendo	develops	video	games	and	video	game	consoles.Coming	from	Japan,	the	Western	gaming	audience	was	not	happy	with	Nintendo's	video	game	translation	efforts	for	a	long
time.	Adjusting	the	video	game	to	the	western	culture	completely	distorted	the	gaming	experience.	Instead	of	tailoring	and	redesigning	the	game	to	the	local	audience,	Nintendo	is	re-creating	the	same	gaming	experience	for	everyone.Players	see	the	appeal	in	playing	the	original,	unaltered	version.	Nintendo	thus	developed	a	unique	localization	flow.
The	localization	happens	simultaneously	with	development	to	ensure	consistency	between	the	native	and	localized	version	of	the	game.	Source:	Nintendo7	Asos:	Growing	with	localizationAsos	is	a	British	online	fashion	retailer	primarily	aimed	at	young	adults.	Founded	in	2000	in	London,	the	website	sells	over	805	brands	and	ships	to	196	countries
globally.	Starting	as	a	small	online	retailer,	Asos	is	now	getting	ahead	of	many	established	retailers.	Localization	plays	a	crucial	role	in	their	rapid	growth.	60%	of	all	purchases	come	from	international	customers.	To	achieve	such	a	competitive	advantage,	Asos	doubled	down	on	its	localization	strategy.	Their	localization	team	translated	the	website
into	7	languages	and	added	19	currencies	to	the	web	store.	Based	on	your	geolocation,	the	website	also	self-selects	the	language	and	the	currency	based	on	local	standards.	The	retailer	does	not	stop	here	but	also	offers	unique	promotions	for	specific	markets.	Lastly,	Asos	works	with	a	large	network	of	international	carriers	making	shipping	easy	in	all
196	countries.Source:	Asos8	Tinder:	Find	a	partner	in	56	languagesTinder	is	an	online	dating	mobile	App	founded	in	2012.	From	registering	one	billion	daily	swipes	in	2014,	Tinder	recorded	more	than	65	billion	matches	worldwide	in	2021.	Today	Tinder	is	used	in	90	countries	in	56	languages.As	a	leading	online	dating	App,	Tinder	puts	localization	in
the	focus.	Tinder	successfully	implements	MT	technology	to	localize	the	content	and	reach	a	wider	audience.	How	does	it	work?MT	in	the	Tinder	App	serves	as	the	instant	message	translator.	This	means	that	two	people	can	chat	in	different	languages.	MT	will	automatically	translate	text	and	help	build	a	conversation	even	if	two	persons	don't	speak
each	other	language.Source:	Tinder9	Revolut:	Building	trust	with	localizationRevolut	is	a	British	Fintech	company	founded	in	2015	that	offers	banking	services.	Features	for	Revolut	users	are	commission-free	trading,	currency	exchange,	debit	cards,	and	Apple	Pay.Revolut	started	implementing	its	localization	strategy	early.	They	now	offer	their
service	in	30	languages	but	plan	to	add	even	more	in	the	future.	In	the	banking	sector,	building	trust	is	a	key	component	to	success.	Revolut	uses	localization	to	access	different	age	groups	that	are	not	proficient	in	English.	This	creates	clarity	which	leads	to	trust	and	more	users.	Source:	Revolut10	H&M:	Customizing	stores	around	the	globeH&M	(	H
&	M	Hennes	&	Mauritz	AB)	is	a	multinational	clothing	company	founded	in	1947	in	Sweden.	The	fast	fashion	clothing	retailer	today	operates	in	75	markets	with	almost	5000	stores.	H&M’s	strategy	is	about	getting	closer	and	more	convenient	for	its	customers.	Their	localization	and	marketing	strategy	is	fully	based	on	data.	The	company	analyzes
local	trends	to	customize	inventory	at	the	individual	store	location.	A	big	contributor	to	making	this	strategy	possible	is	the	loyalty	card.	By	analyzing	consumer	behavior	through	a	loyalty	card	they	understand	their	audience	better.	Therefore	the	company	has	achieved	better	control	over	supply	and	demand.Source:	H&MConclusionAs	you	can	see
from	the	10	examples	in	this	article,	localization	strategy	can	be	a	crucial	component	for	successful	business	growth.	Therefore	the	biggest	and	most	established	businesses	are	all	heavily	investing	in	it.	Localizing	your	marketing	efforts	and	products	will	help	the	global	audience	feel	more	connected	and	aligned	with	your	brand.	Knowing	that	70%	of
global	consumers	browse	websites	only	in	their	local	language	is	another	indicator	of	localization	importance.	When	it	comes	to	attracting	global	customers,	Linguana	can	help	you	localize	your	website	with	a	few	simple	clicks.	With	the	help	of	MT	technology,	it	allows	you	to	translate	your	page	into	multiple	languages	without	the	assistance	of	human
translators.	Every	translation	is	SEO	optimized	and	helps	you	get	discovered	in	every	new	market	you	want	to	enter.	Sign	up	for	early	access	and	experience	the	power	of	Linguana.Frequently	asked	questionsShould	I	translate	all	elements	of	my	brand?You	should	not	translate	all	elements	of	your	brand	to	ensure	a	consistent	brand	in	every	market.
Logo,	color	pallets,	font	types,	and	such	elements	should	remain	the	same.	What	are	the	benefits	of	marketing	localization?Marketing	localization	helps	you	ensure	that	you	tailor	your	offerings	to	the	local	market	culturally	and	linguistically.	What	are	the	brands	with	outstanding	localization	strategies?Brands	with	outstanding	localization	strategies
are	Coca-Cola,	Spotify,	Nivea,	H&M,	KFC,	Apple,	Airbnb,	Netflix...	When	e-commerce	giant	Amazon	launched	in	Sweden,	locals	noticed	a	cacophony	of	errors.	Amazon’s	flubs	ranged	from	vulgar	English-to-Swedish	translation	errors	and	currency	mistakes	to	marketing	materials	that	used	Argentina’s	flag	instead	of	Sweden’s.Though	it	proved	to	be	a
blip	for	the	company,	Amazon	could	have	avoided	international	embarrassment	by	paying	closer	attention	to	its	brand	localization	strategy.Brand	localization	is	a	company’s	approach	to	adapting	to	a	foreign	market’s	local	culture,	customs,	preferences,	values,	and	language.Nailing	brand	localization	is	crucial	because	it	increases	customer	trust	and
drives	more	revenue	in	foreign	markets.	A	CSA	Research	survey	of	8,700	customers	across	29	countries	found	76	percent	of	online	shoppers	want	to	buy	products	marketed	in	their	language.	Fully	40	percent	won’t	buy	from	a	foreign	language	website.A	successful	brand	localization	process	goes	beyond	language,	though.	Like	the	localization
examples	we	highlight	below,	your	strategy	should	incorporate	imagery,	design,	messaging,	idioms,	and	more	to	fit	your	brand	to	the	look	and	feel	expected	by	the	local	market.	This	approach	leads	to	deeper	customer	trust,	higher	revenues,	and	greater	customer	retention	for	your	brand.1.	Starbucks	blended	in	with	Japanese	neighborhoodsThe	once-
small	Seattle	coffeehouse	is	now	a	global	brand	with	32,000	stores	in	80	countries.	As	part	of	its	internationalization	strategy,	Starbucks	has	to	think	about	how	to	rename	the	sizes	and	names	of	its	drinks,	of	course.	However,	the	designers	at	Starbucks	also	know	that	architecture	is	its	own	kind	of	language,	too.How	they	localizedWhen	Starbucks
opened	in	Japan,	the	company	hired	local	designers	to	honor	the	low-slung	roofs	and	Shinto	influence	of	the	country’s	architecture.	Some	of	their	stores	include	features	like	gardens	full	of	water	features	and	stone	sculptures.	Others	weave	thousands	of	sticks	together	to	form	patterns	that	call	back	to	the	design	of	local	temples.The	lessonPutting
local,	thoughtful	touches	into	store	design	takes	more	time	and	money	than	plopping	down	a	mass-produced,	modular	building.	Making	people	feel	at	home	when	you	first	arrive	in	their	town	is	vital.	It’s	about	making	the	right	impression	when	you	launch,	not	scrambling	to	fit	in	later.	That	goes	for	every	brand,	whether	that	storefront	is	digital	or
physical.	Take	design	cues	from	the	local	environment	to	make	your	company	feel	like	part	of	the	neighborhood.2.	Netflix	invested	locally	to	export	globallyNetflix	isn’t	just	trying	to	push	the	latest	episode	of	“The	Watcher”	on	its	foreign	audiences.	Foreign	titles	comprise	nearly	half	of	the	Netflix	library.	Surprise	megahits	like	Money	Heist	(Spain),
Squid	Games	(South	Korea),	and	Lupin	(French)	show	the	benefit	of	investing	deeply	in	localization.How	they	localizedNetflix	brought	Hollywood	money	to	small	foreign	film	production	companies.	Locals	produced,	directed,	acted	in,	and	watched	these	movies	and	TV	shows.	That	way,	Netflix	gauged	what	worked	locally	before	considering	whether	it
would	translate	globally.	Each	local	show	that	finds	success	on	an	international	stage	primes	Netflix’s	global	audience	to	be	more	receptive	to	the	next	show	from	a	different	country.	In	that	way,	every	one	of	Netflix’s	foreign	markets	now	acts	like	a	laboratory	for	creating	the	next	original	hit	on	a	global	scale.The	lessonBreak	free	of	the	mindset	that
your	original	market	must	be	the	source	of	the	next	big	idea.	Instead,	think	of	each	market	expansion	as	a	two-way	street	for	innovation.3.	Nestlé	embraced	local	flavorTaste	is	part	genetic,	part	cultural.	For	example,	your	definition	of	spicy	is	likely	different	if	you	grew	up	in	Bangkok	instead	of	Indianapolis.	Nestlé	is	one	of	many	food	brands	that	has
taken	the	cultural	differences	in	taste	to	its	logical	conclusion	by	selling	certain	flavors	to	specific	international	markets.How	they	localizedNestlé’s	KitKat	bars	are	popular	in	Japanese	culture	as	gifts	and	souvenirs.	The	flavors	you’ll	find	in	a	local	shop	can	range	from	wasabi	to	rice	wine.	In	all,	the	company	has	released	dozens	of	flavors	you	can	only
find	on	the	streets	of	Japan.The	lessonUnique	offerings	that	cater	to	your	audience’s	preferences	are	a	winning	strategy	for	gaining	local	acceptance	of	your	brand	in	a	new	market.	Market	research	like	surveys,	interview	panels,	and	hiring	local	experts	can	help	you	understand	those	preferences	before	you	try	to	sell	the	wrong	kind	of	product	and
put	yourself	on	the	wrong	foot	with	your	target	audience.4.	Nike	crafted	a	culturally	specific	product	lineSometimes	localization	transcends	political	boundaries.	Such	was	the	case	for	Nike	when	it	decided	to	take	a	bite	out	of	the	$69	billion	Islamic	clothing	market	with	its	Nike	Pro	Hijab.How	they	localizedNike	turned	to	female	Muslim	athletes	in
Malaysia,	Indonesia,	United	Arab	Emirates	and	more	to	learn	how	to	make	a	more	breathable,	lightweight,	high-performance	hijab	for	Muslim	athletes.	Sports	hijabs	aren’t	new,	but	Nike	was	the	first	global	brand	to	embrace	the	unique	needs	of	this	particular	audience	with	a	massive	marketing	campaign.Just	two	years	after	its	release,	the	Pro	Hijab
could	be	found	on	lists	of	desirable	women’s	clothing	alongside	brands	like	Gucci	and	Prada.The	lessonYour	brand	localization	strategy	should	have	room	to	apply	across	cultures	and	locations.	Each	target	audience	you	pursue	has	different	interests	and	needs,	so	you	need	a	way	to	organize	and	disseminate	your	messages	that	feels	personal	and
authentic	to	each	of	your	customers	based	on	how	they	relate	to	your	brand.5.	Spotify	localizes	playlist	thumbnailsSpotify’s	designers	spend	as	much	time	thinking	about	localizing	the	images	you	see	when	you	open	their	app	as	they	think	about	localizing	the	tunes	you	hear.That’s	because	how	the	music	is	presented	strongly	influences	how	listeners
perceive	the	brand.How	they	localizedDepending	on	where	you	live,	the	thumbnails	for	Spotify’s	prebuilt	playlists	can	have	different	cultural	references,	backgrounds,	and	models.	For	example,	a	running	playlist	might	feature	a	Dutch	man	striding	along	a	canal	if	you	log	in	from	the	Netherlands.	Meanwhile,	a	French	listener	might	be	shown	a	woman
jogging	along	Avenue	des	Champs-Elysées	with	the	Eiffel	Tower	rising	behind	her.The	lessonYour	customers	want	to	see	themselves	in	your	brand.	You	can	reflect	their	values	by	making	an	effort	to	use	local	models	and	local	locations	in	your	marketing	materials.	That	mindfulness	should	also	extend	to	design	elements	like	iconography,	patterns,	and
colors,	which	can	have	particular	meanings	and	connotations	depending	on	the	culture.6.	Takeaway.com	adapted	its	brand	name	for	each	countryTakeaway.com	is	a	European	food	delivery	app	with	brands	in	11	countries.	Their	market	research	led	them	to	create	variations	in	color,	brand	name,	and	messaging	for	each	location.How	they	localizedThe
term	takeaway	—	buying	a	meal	at	a	restaurant	to	be	eaten	somewhere	else,	like	home	—	doesn’t	mean	anything	in	Dutch.	That’s	why	Takeaway.com	changed	its	name	to	Thuisbezorgd	(roughly:	home	delivery)	in	the	Netherlands.	The	company	also	shifted	its	orange	color	slightly	to	more	closely	match	the	orange	used	by	the	Dutch	royal	family.The
lessonSometimes,	your	branding	isn’t	as	important	as	being	clearly	understood.	Your	brand	name	might	need	adjusting	so	customers	in	a	new	market	understand	your	service.	Likewise,	making	your	colors	match	something	meaningful	in	the	local	market	can	help	raise	trust	and	endear	you	to	new	customers	in	a	foreign	market.A	brand	without
borders	needs	a	brand	management	tool	that	scalesAs	your	brand	goes	global,	it	pays	to	continue	thinking	local.	That	doesn’t	mean	letting	go	of	the	brand	values	and	social	mission	that	drive	your	company.	Instead,	it	means	considering	alternate	visuals	and	different	wording	to	tell	the	same	story	in	a	way	that	resonates	with	a	new	audience.The
more	markets	your	company	expands	into,	the	more	complicated	that	task	gets.	Frontify	offers	brands	a	better	way	to	organize	all	their	assets	in	one	secure,	searchable,	centralized	location.	To	see	how	you	can	better	govern	your	brand,	download	our	report	below.	There	are	many	companies	that	use	a	localization	strategy.	Why?	Because	localization
is	one	of	the	most	profitable	strategies	you	can	use	to	grow	your	business	fast.	However,	not	every	business	can	implement	localization	right	away	because	it	requires	a	big	budget.	Yet,	its	ROI	is	superior	to	any	other	strategy	out	there.	It	even	outperforms	email	marketing.	That’s	the	reason	you	should	implement	this	strategy	once	you	have	all	the
required	resources	to	use	it.	Especially	if	you	sell	info	products.	As	we’ll	see	in	the	examples	below,	some	companies	or	business	owners	that	sell	info	products	are	starting	to	get	incredible	results	with	localization.	Now,	before	we	get	into	the	companies	that	use	a	localization	strategy…	What’s	a	localization	strategy?	Localization	is	the	process	of
adapting	your	brand	to	a	new	market.	With	this,	we	aren’t	saying	that	localization	it’s	just	about	translating	your	assets.	Localization	goes	beyond	that.	Instead	of	just	translating	your	content,	localization	makes	your	brand	feel	native	through	professional	voice-over,	high-quality	translation,	accepting	local	currencies,	adapting	expressions,	and	so	on.
And	the	main	advantage	of	localization	is	that	it	can	put	your	brand	in	front	of	more	people…	Expanding	your	ideal	audience.	However,	in	order	to	achieve	global	success,	you	need	to	craft	a	great	localization	strategy.	We’re	going	to	show	you	some	examples	of	companies	that	used	localization	strategies.	9	Companies	that	use	localization	strategies
Let’s	start	with	the	nine	companies	that	use	localization	strategies.	1.	Netflix	If	you	live	in	a	country	other	than	the	USA,	you	might	not	know	that	Netflix	started	as	a	streaming	service	in	2010	only	available	in	the	USA.	And	right	now	there’s	Netflix	even	in	Japan.	How	did	its	localization	strategy	begin?	First	of	all,	Netflix	took	baby	steps.	Instead	of
trying	to	go	global	immediately,	it	started	offering	its	streaming	services	in	Canada.	Canada	is	a	country	with	a	culture	similar	to	the	USA.	That	way,	it	wasn’t	difficult	for	Netflix	to	adapt	into	that	market.	This	gave	it	the	opportunity	to	experiment	and	to	see	what	was	working	and	what	wasn’t.	Errors	that	showed	up	and	they	fixed	them.	Starting	in	a
country	like	Japan,	for	example,	would’ve	been	more	complex	because	of	the	cultural	differences,	which	wouldn’t	allow	Netflix	to	track	its	errors.	Once	Netflix	became	a	success	in	Canada,	the	expansion	progress	continued.	Also,	Netflix	understood	the	importance	of	language.	Creating	high-quality	subtitles	with	native	expressions	is	important,	but
many	people	prefer	to	listen	to	movies	and	series	in	their	language.	For	example,	in	countries	like	Germany	61%	of	people	want	dubbing	over	subtitling.	So,	every	time	a	big	movie	or	series	was	introduced,	it	included	dubbing	in	many	languages.	However,	what	really	made	Netflix	a	global	success	was	its	native	original	content.	Money	heist,	for
example,	is	a	Spanish	series	that	became	famous	in	Spain	and	Latin	America.	People	loved	it.	Another	example	is	Squid	Games.	Squid	Games	is	a	Korean	production	that	turned	into	a	worldwide	phenomenon	the	same	day	of	release.	Thanks	to	its	original	content,	Netflix	grew	rapidly	and	became	the	king	of	streaming	services,	even	though	today	it
isn’t	anymore.	2.	Coca-cola	Penetrating	the	Chinese	market	isn’t	easy.	Culture	on	the	other	side	of	the	world	is	quite	different	than	on	this	side.	That’s	why	when	Coca-cola	tried	to	enter	China,	one	of	the	first	things	it	made	was	to	recognize	the	wants	and	needs	of	that	culture.	Coca-cola	designed	products	aimed	at	the	Chinese	folk.	Aside	of	its	more
iconic	products	like	Coca-cola,	Sprite	or	Fanta,	Coca-cola	also	supported	local	brands	such	as	Qoo,	Sensation	and	Tiayundi.	Those	local	brands	aren’t	sodas	at	all.	They	are	tea	drinks	and	juice	drinks.	Then…	Why	is	Coca-cola	supporting	them?	Because	in	recent	years,	the	demand	for	healthy	beverages	had	increased	in	China,	and	Coca-cola	adapted	to
this	situation.	But	we	need	to	admit	that	even	if	you	adapt	your	brand	so	it	meets	the	cultural	preferences,	that	alone	isn’t	enough	to	sell.	You	need	marketing.	Coca-cola	created	marketing	campaigns	customized	to	the	local	areas.	Here’s	the	thing:	There	are	many	locations	in	China,	each	one	with	a	different	demographic.	So,	Coca-cola	needed	to
create	diverse	marketing	campaigns	in	order	to	make	Coca-cola	one	of	the	biggest	brands	in	the	country.	Today,	Coca-cola	has	become	one	of	the	biggest	companies	in	China.	Image	courtesy	from:	H_Ko	–	stock.adobe.com	3.	Apple	You	might	know	one	of	the	most	iconic	ads	from	Apple:	The	one	comparing	Mac	to	the	common	PC.	It	consisted	of	a
nerdy-looking	guy	representing	the	PC’s	and	next	to	him	was	a	cool,	relaxed	and	more	stylish	guy	representing	Mac.	The	message?	Mac	is	different.	However,	this	ad	would’ve	been	a	total	disaster	in	Japan.	In	Japanese	culture,	discrediting	your	competitors	is	seen	as	disrespectful	and	insulting.	So,	instead	of	using	the	same	Ad,	Apple	made	a	similar
Ad	adapted	to	Japanese	culture.	The	new	Ad	featured	2	guys	again,	but	this	time	Apple	focused	more	on	the	idea	that	PC’s	are	for	office	work	and	that	Mac’s	are	for	personal	use.	It	didn’t	discredit	the	competition.	It	only	highlighted	the	difference	between	them.	Thanks	to	that	Ad,	Mac	took	over	the	Japanese	market	and	became	a	huge	success.	4.
Mindvalley	Mindvalley	is	the	#1	brand	when	we	talk	about	personal	development	in	the	digital	education	space.	If	you	are	into	personal	development,	you	probably	know	who	Mindvalley	is	and	the	impact	it	has.	However,	Mindvalley	had	one	problem…	After	experiencing	explosive	growth	in	the	last	years,	sales	started	to	stagnate.	That’s	normal.
When	you	have	a	very	successful	business,	it’s	common	that	sales	slow	down	because	you’ve	already	reached	your	potential	market.	This	is	the	reason	why	Mindvalley	began	its	localization	process,	and	we	were	the	ones	in	charge	of	this	huge	project.	First	of	all	we	localized	one	of	its	courses	called	“Superbrain”.	With	the	help	of	professional
translators,	video	editors,	voice	actors	and	graphic	designers,	we	created	a	localized	product	with…	Native	expressions.	The	same	message	and	learnings	as	the	original	course	but	understandable	across	the	Spanish	folk.	Then,	we	created	new	marketing	assets	taking	into	account	the	wants	and	needs	of	the	new	target	audience.	At	the	end,	we	built
an	entire	funnel	aimed	at	the	Spanish	people.	The	result	was	1	million	dollars	in	sales	after	a	couple	of	months.	After	that,	Mindvalley	began	to	scale	its	localization	strategy	and	we	helped	them	sell	more	courses	in	more	languages.	Image	courtesy	from:	aperturesound	–	stock.adobe.com	5.	Kentucky	Fried	Chicken	Kentucky	Fried	Chicken,	also	known
as	KFC,	is	a	business	that	took	localization	to	the	next	level.	Instead	of	just	establishing	new	restaurants	like	the	ones	that	were	in	the	USA	around	the	world,	KFC	understood	that	to	become	a	global	success	it	needed	to	adapt	to	the	gastronomy	of	each	country.	That’s	the	reason	why	you’ll	find	different	menus	depending	on	the	KFC	establishment
you	go	to.	For	example,	in	the	Philippines	you	can	order	a	double	down	dog	(a	hotdog	with	chicken	instead	of	bread),	while	you	can	buy	a	tiramisu	at	KFC	in	France.	By	adapting	the	menu	to	each	country,	KFC	became	very	popular	in	every	market	it	entered.	People	loved	the	meals.	And	soon	KFC	was	one	of	the	most	loved	brands	at	a	local	level.
Image	courtesy	from:	monticellllo	–	stock.adobe.com	6.	Slack	Slack	is	a	tool	widely	employed	by	enterprises	all	over	the	world.	And	to	satisfy	its	customers,	Slack	always	has	a	deep	respect	for	every	culture	in	which	it	is	available.	In	Japanese,	for	example,	it’s	common	to	act	respectfully	with	your	colleagues	but	not	exceedingly.	If	you’re	overly	polite,
you	might	seem	weird.	For	example,	in	Slack	there’s	a	default	message	that	reads	like	““Good	job!	Looking	at	the	scenery	is	good	for	your	fatigued	eyes”,	in	Japanese.	This	is	respectful	but	not	as	much	to	be	perceived	as	overly	polite.	And	like	that	message,	there	are	more	localized	messages	that	take	into	account	the	cultural	differences.	7.	Eben
Pagan	&	James	Mel	James	Mel	is	the	host	of	one	of	the	biggest	coaching	events	in	the	world:	Coach	Expo.	During	5	days,	the	most	recognized	coaches	in	the	industry	share	their	knowledge	to	help	more	coaches.	The	objective?	To	sell	Virtual	Coach,	a	certification	made	by	Eben	Pagan	that	teaches	people	how	to	become	in-demand	coaches	with	lots	of
premium	clients.	Well,	in	2022	James	and	Eben	decided	to	take	this	live	event	to	a	new	language.	That’s	when	we	got	in	touch	with	them.	To	make	this	event	a	success	in	the	Spanish-speaking	market,	we	hired	professional	interpreters.	That	way	Spanish-speaking	people	could	listen	to	the	event	in	their	original	language.	That	was	important.	And	as
we	did	with	Mindvalley,	we	prepared	localized	marketing	assets	to	promote	both	the	event	and	the	certification.	The	live	event	was	a	huge	success…	But	we	needed	to	sell	Virtual	Coach.	To	achieve	that,	we	localized	the	course	and	offered	exclusive	bonuses	in	Spanish	trying	to	appeal	to	the	Spanish-speaking	people.	And	it	worked.	8.	Marni	Marni,
also	known	as	The	Wing	Girl,	is	a	coach	focused	on	relationships	with	a	YouTube	channel	that	currently	has	more	than	900K	subscribers.	However,	like	Mindvalley,	she	wanted	to	grow	faster	and	was	already	reaching	a	stagnation	point.	So	we	helped	her	build	a	new	YouTube	channel	in	another	language.	All	we	did	was	to	take	her	original	videos,	dub
and	subtitle	them,	and	started	to	publish	them	on	a	fresh-new	channel.	No	Ads.	We	wanted	to	grow	that	channel	organically.	We	did	some	research	on	the	most	popular	keywords	in	Spanish	and	optimized	every	video	for	them.	In	the	beginning	we	didn’t	see	a	lot	of	results.	The	videos	didn’t	get	tons	of	views.	However,	as	time	continued,	YouTube’s



algorithm	started	to	favor	us	and	we	gained	more	exposure.	After	3	months	the	channel	surpassed	the	100	K	subscribers	mark	and	one	of	the	videos	reached	2,8	M	views.	That	gave	Marni	a	lot	of	organic	sales	without	having	to	invest	in	advertising.	9.	Airbnb	If	you	want	to	find	a	department	on	which	you	can	spend	your	vacations,	Airbnb	is	the	place.
However,	for	the	Olympics	of	Brazil	2016	there	was	one	problem…	Airbnb	hasn’t	been	accepting	Brazil’s	currency,	only	U.S.	dollars	which	was	narrowly	22%	of	the	payment	method	in	that	country.	The	Olympics	was	a	great	opportunity	since	people	from	all	over	the	world	would	come	to	the	event.	So…	What	did	they	do?	Airbnb	started	to	accept
payments	with	local	banks	and	local	credit	cards.	This	shows	us	that	localization	goes	beyond	language,	and	that	you	have	to	take	into	account	more	things	than	just	audio	and	text.	You	could	become	one	of	these	companies	that	use	localization	strategies	Would	you	like	to	achieve	global	success	as	the	companies	listed	above?	We	can	help	you.	If	you
want	to	sell	your	digital	course	all	over	the	world,	or	localize	videos	as	we	did	with	Marni,	we	have	everything	you	need:	Translators	Proofreaders	Graphic	designers	Marketers	Video	editors	Voice-over	actors	All	under	a	single	roof.	We’ll	localize	your	products	so	they	feel	native	and	sell	them	across	different	countries.	Just	schedule	your	free	30-
minute	call	on	the	link	below.	Schedule	My	Free	Strategic	Call	We’ll	help	your	business	expand	and	increase	your	customers	exponentially.


