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ABSTRACT

Thischapter presents globalization aspects of electronic commerce, describesthe key
issuesin eachiarea, andthen analyzes approachesthat could be Used to addresstheseissues.
"Globalization™" isthemarketing and selling of aproduct outsideacompany’ shomecountry,
and the most effective way to do that on the Internet is via localization of Web content.
‘Localization’ is the process and product of customizing Web content so that it is most
understandable and usableto aperson residing in aparticul ar locale. That processinvolves
several aspectsincluding: Language, Culture, Laws/Regulations, Payment/Currency, Dates/
Units, and Logistics. In each of theseareasthereareanumber of both businessand technical
issues that are illustrated and analyzed in this chapter.

INTRODUCTION

This chapter presents globalization aspects of electronic commerce. According to
Computerworld: “ Globalizationisthemarketing and selling of aproduct outsideacompany’s
home country. To successfully do that on the Internet, acompany needsto localize — make
itsWeb sitelinguistically, culturally, and in all other ways accessible to customers outside
itshometerritory (Brandon, 2001). Theobjectivesof thischapter aretoidentify and describe
the key issuesin the globalization of electronic commerce and to present architectural and
other solutions available.

BACKGROUND

“Ever since the end of the Cold War, theworld has been rushing toward ever-higher
levelsof national convergence, with capital markets, businessregul ation, tradepolicies, and
thelikebecomingsimilar (Moschella, 1999). Theval ueof cross-border mergersgrew sixfold
from 1991 to 1998 from U.S. $85 billion to $558 billion. Theworld hasnot witnessed such a
dramatic changeinbusinesssincethelndustrial Revolution (Korper, 2000). M orethan 95%
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of world population lives outside of the U.S., and for most countries the majority of their
potential market for goodsand servicesisoutsideof their borders. Currently (11/2000) over
60% of the world’ s online population resides outside of the United States (IW, 2000):

United States 36.2% Japan 7.2% Germany 5.1%
United Kingdom4.8% China4.2% Canada4.0%
South Korea3.9% Italy 3.1% Brazil 2.8%
France2.4% Austraia2.2% Russial.8%
Tawanl.7% Netherlands1.4% Spainl1.3%

Today themajority of theFortunes 100’ sWeb sitesareavailableonly in English (Betts,
2000). In our rush to get on the WWW, we sometimesforget that WW isfor “World Wide’
(Giebel,1999). Wal-Mart (a$165 billion U.S. company) hasaglobal work forceof morethan
1millionand runsmorethan 10000f its3406 retail outletsoutsideof theU.S.; yetitsWebsite
(Wal-mart.com) isonly for Americans(Sawhney, 2000). Today’ saverageWeb sitegets30%
of itstraffic from foreign visitors, and only 1% of small and midsi ze American businesses
export overseas(Grossman, 2000).

KEY ISSUES

"Localization" (shortenedto L 12N inInternet terms) considersfiveglobal dimensions:
geographic, functional , regulatory , cultural , and econoemic (Bean,2000). Weshall examine
each of these somewhat overlapping and interrelated issuesin these groupings. Language,
Cultural, Legal, Payment/Currency, Dates/Units, L ogistics; and then discuss other general
business issues. Technical issues will aso be identified, before we present architectural
solutions and recommendations.

L-anguage

Currently (1/2001) the breakdown of Internet User languagesisroughly 50% English,
8% Japanese, 6% German, 6% Spani sh, 6% Chinese, 4% French, and 20% other. That means
if onedoesnot localizetheir Web sitesoon, he/shewill beignoring morethan half of theworld.
Accordingtol DC, by 2005 morethan 70% of theonebillion Web Usersaround theworld will
be non-English speakers (Wonnacott, 2001). For theimmediate future most of the Internet
community will still understand English, but overall English isthe native language of only
8% of theworld. Most Usersiin foreign countries prefer content in their own language; for
example, 75% of Usersin Chinaand K oreahavesuchapreference(Ferranti, 1999). Itwasfound
that visitors spend twiceaslong, and arethreetimes morelikely to buy fromasite presented
intheir nativelanguage (Schwartz, 2000).

Multiple languages are Used in many areas. Belgium has both French and Dutch. In
Switzerland, German, French, andItalianareUsed. Also, wehavetotakeintoaccount differing
dialectsthat are Used acrossvarious countries speaking aspecific language. One cannot use
“ClassicGerman” in Germany, Austria, or Belgium, sincethey all speakadifferent German.
The combination of language and dialect iscalled a“locale.”

When oneinstallsan operating system on his/hercomputer, they may specify alocale.
Then to view content that has been localized for another language, one has to have the
Internet browser properly equipped with-the correct scripts (characters and glyphs/sym-
bals). In some local s there may. be one spoken language but several writing systemsfor it,
such as in Japanese: The current versions of Netscape and Microsoft Internet Explorer
support most |anguages directly or viaa“download” of needed scripts. Y ou still may have
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