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The Internet has never been 

more global than it is today. 
 

Right now, there are more than 1.2 billion 

Internet users around the world. Most of 

these people speak a language other than 

English and most live outside of the United 

States. 

Companies are investing heavily to reach 

these Web users, with country-specific Web 

sites and translated content ï a process 

known as Web globalization. From eBayôs 

new Web site for Thailand to Starbucks 

Brazil, companies across all industries are 

rapidly expanding their geographic reach on 

the Web. 

But as this universe of multilingual content 

expands, so to do the odds of Web users 

getting lost within it. 

You cannot control how people arrive at 

your Web site, so you need to do all you 

can to ensure that, once theyôve arrived, 

they easily find where they need to go. 

Geolocation can help. 
 

Geolocation is the process of automatically 

identifying a Web userôs physical location 

without that user having to provide 

any information, such as a ZIP code. 

Geolocation works on all Web browsers, 

requires no plug-ins or cookies, and is 

already used by many of the worldôs most 

successful Web sites. 

This white paper, sponsored by Neustar IP 

Intelligence a leading provider of IP 

geolocation data and services, illustrates 

how companies are using geolocation to 

greatly improve the user experience across 

languages and borders ï resulting in 

increased click- throughs and conversions. 
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The best way to learn how geolocation 

works is to see it in action. Odds are, 

you already have, perhaps when you last 

searched on Google. 

Google uses geolocation not only for global 

navigation and search, but to provide users 

with locally relevant advertising ï what they 

called Sponsored Links. To demonstrate, 

I recently visited Google and entered the 

search term ñcar repairò as shown here: 

Highlighted in red are Sponsored Links for 

San Diego car repair shops. If I had entered 

ñdentistò as a search query I would have 

been presented with ads for dentists based 

in San Diego. 

How did Google know I live in San Diego? 

Geolocation is how. 
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The foundation for geolocation is the 

Internet protocol (IP) address ï a numeric 

string assigned to every device attached 

to the Internet. When you surf the Web, 

your computer sends out this IP address to 

every Web site you visit. 

IP addresses are not like mailing addresses. 

That is, most are not fixed to a specific 

geographic location. And knowing that a 

particular ISP is based in a particular city 

is no guarantee that youôll know where 

its customers are located. Thatôs where 

geolocation service providers fit in. 

Geolocation service providers build massive 

databases that link each IP address to a 

specific location. Because the IP system is 

in a constant state of flux, many providers 

update their databases on a daily or weekly 

basis. Some geolocation vendors report a 

5-10% change in IP addresses locations 

each week. 

Geolocation can provide much more than a 

geographic location. Many geolocation 

providers supply up to 30 data fields for 

each IP address that can help to further 

determine if users really are where they say 

they are. These may include: 

Å  Country, region, state, city, ZIP code,   

area code 

Å  Latitude/longitude 

Å Time zone 

Å  Designated Market Area (DMA) a US   

media market 

Å  Network connection type and speed   

(i.e. dial-up or Broadband; slow 

or fast) 

Å  Domain name and type  

(i.e. .com or .edu) 
 

Equipped with this information, you may 

respond to the Web user with a wide 

range of localized content. For example, 

if you have an ecommerce site, you could 

present prices in Euros instead of dollars. 

You may also presents products that are 

most relevant to the userôs location (urban 

vs. rural) and season (summer vs. winter). 

Knowing whether or not a Web user is 

connecting via broadband allows you to 

decide between serving bandwidth- 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
intensive video or static visuals. And you 

may prohibit someone from seeing or 

buying a product that is illegal to distribute 

in his or her country. 

You may also infer the personôs language 

from an IP address, which is not without 

risk. To increase the odds of success, you 

should also configure your Web server to 

detect the language preference of that Web 

userôs browser. Therefore, if you know the 

person is based in France and his or her 

browser is set to request French content, 

the odds are good that the person speaks 

French. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Ensuring geolocation quality 
 

Not every IP address accurately represents 

the location of the Web user. For example, 

some multinational companies route 

Internet traffic from their many international 

offices through a few IP addresses, which 

may create the impression that some 

Internet users are in, say, the US when they 

are actually based in France. Or, if someone 

is using a dial-up connection from Canada 

back to their ISP provider in the US, it will 

appear like they are in the US. There are 

also proxy services that allow Web users to 

cloak their identities online. 

However, a few geolocation providers have 

introduced technology that can look past 

these proxy servers to access the userôs 

true location. 

In addition, some providers can now locate, 

down to a city-block level, people 

connecting to the Internet via cell phones or 

public Wi-Fi networks. This is accomplished 
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through cell tower and WiFi access point 

triangulation. Even the ever-dwindling AOL 

users, which used to be difficult to locate, 

can now be located. 

Limitations aside, most geolocation 

providers claim 99% accuracy at the 

country level and 95% or higher at the 

US state level. Still, itôs important when 

selecting a provider that you verify these 

claims, preferably through a third-party 

auditor. No geolocation providers can be 

consistently accurate to the ZIP 

code level. 

How to Implement Geolocation 
 

Geolocation is integrated into a companyôs 

Web site through simple APIs or web 

scripts that allow the companyôs Web server 

to query the geolocation database before 

responding to the Web user with content. 

Once the Web server knows where the user 

is located, simple ñif thenò business rules 

may then be followed. For example ñifò the 

Web user is in France, ñthenò serve him the 

French Web site, or take him to the main 

.com site, but serve content that has been 

translated into French. 

You may also have business rules to protect 

from ñcard-not-presentò transaction fraud; 

if the Web user is based in a country with 

high rates of fraud, you may block IP 

addresses from that country from accessing 

the online store. For example ñif from 

Nigeria,ò then block credit card transaction, 

and serve ñdo not allowò Web page. You 

also can compare the IP address location 

to the billing address location to look for 

mis-matches. 

Who Uses Geolocation 
 

Based on my research, more than 12% of 

large multinational companies are currently 

using geolocation to improve global 

navigation ï which is a 200% increase 

over a year before. Geolocation is rapidly 

becoming a mainstream application for 

companies across all major industries. 

Below is a selected list of companies,  I have 

identified, that use geolocation to improve 

global navigation: 

Å  Adidas 

Å  Amazon 

Å Bose 

Å  Google 

Å  Hertz 

Å Hotels.com 

Å InterContinental Hotels 

Å NIVEA 

Å  PayPal 

Å Samsung 

Å Skype 

Å Yahoo! 
 

Now that you know what geolocation is and 

who uses it, letôs look at why geolocation is 

so valuable to global navigation. 
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Companies such as FedEx, Google, and 

Toyota now support more than a hundred 

local sites. Given this many countries, 

a pull-down menu is not a user-friendly 

solution, particularly for people who live in 

countries at the bottom of the menu, such 

as the UK or Venezuela.  

The key issue here is the drop-off or 

abandonment rate for people coming to 

your site, not seeing their language, and 

then leaving the site to shop somewhere 

else. Some statistics show that when local 

language is not presented the drop-off 

rate can be as high as 50-70% of visitors. 

Depending on the cost of items you sell 

on your website each percent point of 

abandonment could represent tens of 

thousands to millions of dollars per month 

in revenue. 

To make matters worse, companies 

sometimes bump countries to the top of 

the list, in this case, the US. This too is an 

imperfect solution, as it shows favoritism 

to one country over others, never the best 

approach for a company hoping to succeed 

across all countries. 

Other Web sites rely on maps to allow users 

to self-select their home countries. 

 
 
 
 
 
 
 
 
 
 
 
 

While a map is an improvement, it too is not 

a perfect solution as it may require users to 

make multiple clicks to drill down to their 

specific countries. 

 
20 Languages: The New 

Baseline 
 

To reach 90% of the worldôs 1.2 billion 

Internet users, companies must support 

20 or more languages, and an increasing 

number of companies are doing just that. 

Based on The 2008 Web Globalization 

Report Card, the average number of 

languages supported was 20, up from 18 

last year and 15 the year prior. Companies 

such as Cisco, Microsoft, and 3M now 

support more than 30 languages. 

As more people who do not speak English 

as their native language arrive at your global 

home page, global navigation becomes 

even more challenging. Will they know how 

to find the global gateway? 

And, if so, will they understand it? Many 

companies often make the mistake of 

displaying country names in English, rather 

than the native language, such as using 

Germany, instead of Deutschland. 

The .com dilemma 
 

Most multinationals are finding that more 

than half of the visitors to their global (.com) 

home pages are based outside of their 

home markets. 

One company, a large US software 

company, reported recently that 70% of the 

visitors to its .com site were international. 

Unfortunately, this company also noticed 

that many of these international Web users 

were not able to find the country sites that 

had been developed for them. They were 

getting lost, resulting not only in missed 

opportunities - but lost revenues. 

This trend has led to a dilemma many IT 

and marketing executives are now facing: 

How do you create a .com Web page that 

appeals to Americans while simultaneously 

redirecting all other visitors (many of whom 

do not speak English) to local Web sites? 

Thatôs where geolocation fits in, as a sort of 

global ñair traffic control,ò ensuring that 

everyone gets where they need to go. 

Everyone sees the content most relevant to 

them. 
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To ensure that Web users around the world 

find the content that has been localized 

for them, itôs vital that companies develop 

effective global navigation strategies. 

The first thing to remember is that there is 

no ñsilver bulletò approach to global 

navigation. Thatôs because there is no one 

way that Web users will arrive at your Web 

site. Shown here are three paths a Web 

user may take to your site, each requiring a 

different approach. 

The first approach is the most direct, but 

requires that companies register country 

code domains, such as ñdeò for Germany or 

ñbrò for Brazil. 

 

 


