
Your how-to guide

Implementing
a multilingual

strategy



If you’re looking to maximise 
your online presence in other 
languages or in new geographic 
locations, then multilingual 
Search Engine Optimisation 
(SEO) is imperative to start. 
Capita Translation and 
Interpreting (Capita TI) offers 
a number of SEO services that 
can be used individually or as 
part of a package, and should 
be an integral part of website 
localisation.

With people four times more 
likely to buy in their own 
language, translating your SEO 
efforts to increase your web 
traffic makes perfect sense.

2

Keyword 
translation  

and research
P4

Metadata 
optimisation

P6

International 
brand checks

P9

Social media
P7

Link building
P8

Search engine 
ranking

P9

Introduction



SEO
Search Engine Optimisation is the process of improving your 
website’s visibility to help you appear as close to the top of a 
search engine’s results as possible. It’s a fact of life that the 
higher up the search engine rankings you appear; the more 
potential customers are likely to visit your website. 

SEO is all about figuring out how search engines work, what 
people are searching for, the actual search terms they type 
into search engines (known as keywords) and which search 
engines are preferred by your target audience. 

Optimising a website to make it ‘search engine friendly’ may 
involve editing web content and coding, improving design, 
finding specific keywords, online promotion, improving your 
backlink profile, using the right CMS, optimising inbound 
links, multilingual blogging…the list goes on. 

Let’s explore some of the best ways to do this in order to 
reach your customers overseas…

The basics
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Keywords can be handled in two 
different ways when it comes to 
multilingual websites: keyword 
translation or keyword research. The 
aim of each approach is to identify the 
highest searched and most rewarding 
keywords that your website should 
contain so that you can improve your 
website rankings in search engines such 
as Yahoo!, Google, Bing and Yandex.

In order to get a really cost effective 
and high converting website, it is 
essential that the same process which 
was carried out to obtain your English 
keywords is also used to choose the 
target language equivalent keywords. 
This is why it is important that a 
native linguist conducts the research, 
using the local country version of 
Google Keyword Research. Yandex for 
instance is the search engine of choice 
for Russia, so ensuring keywords are 
optimised for this platform will offer 
the best results.

Keyword translation and research
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Keyword Translation Keyword Research

Definition
Taking your existing English keyword 
list and translating this into a foreign 
language.

Using specialist, native language 
speakers who can research which 
keywords are used in each specific 
country.

When to  
use it

When you are at the top level of your 
keywords as they are fairly generic and 
therefore “translate” into different 
languages quite well.

When looking at more specific long-tail 
keywords (which is usually the case). 

Example
If you were selling “jeans” into France, 
the keyword “jeans” would translate 
quite easily in a literal sense.

If you were bidding for the keyword 
“drainpipe jeans” - when translated 
literally into French this may not have 
the desired result.

Pros and 
cons

There is a risk that you could waste 
money on words that don’t convert. 
Using straight translations of your 
English keywords will not always be 
specific enough so are less likely to rank 
highly in search engines.

An experienced, native SEO linguist 
can review your keywords, to make 
sure they will be effective as quality 
keywords in all of your target markets.



Metadata optimisation

Metadata optimisation ensures that 
your web page metadata, including 
the page title, a 150 character page 
description and alternative image text 
are all optimised using the keywords 
identified during the keyword research 
process.

Search engines view titles, headings 
and other key components of a 
page when considering how to rank 
it. Search engines treat words and 
phrases that appear in these areas as 
being important when determining 
the context of a page. Therefore, it 
is important to make sure that the 
target keyword phrases are used in 
titles and headings wherever possible. 

Copy should be designed so that every 
significant paragraph has a clear, 
keyword rich paragraph heading and 
is therefore able to not only guide the 
reader through the page, but also the 
search engine. 

It is also essential to make sure that 
you provide all equivalent text for 
an image (alt text) in your target 
languages too. Picking strong, 
localised keywords here is essential, 
and is another string to your bow in 
terms of search engine rankings and 
discoverability.
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Social media should already be an integral part of your existing 
SEO strategy, so why not ensure that you have a multilingual 
social media strategy in place too? LinkedIn and Twitter have a 
huge number of followers around the globe, but of course not all 
of these followers are English speakers.

Localising the messages in these platforms will not only make 
you stand out from the crowd, but they will also attract a whole 
new audience base, and most importantly drive these new 
audiences to your website. 

Social media
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Link building is one of the more widely 
recognised elements of SEO that must 
be built up and maintained for top Search 
Engine Results success. If you are planning 
to localise your website, link building into 
different languages is just as important as 
link building in the native language.

Companies who blog regularly generate 
67% more leads than those who don’t. 
Having blogs in various languages will 
maximise your web presence and drive 
more traffic to your website via natural 
link building. A reputable language service 
provider will be able to translate or even 
create localised blog copy on your behalf. 
This localised copy should be full of 
relevant keywords discovered during the 
research phase, and should link to as many 
other internal web pages as possible. 

Link building

Post Editing of Machine Translation 
(PEMT) is ideal for translating blogs 
and articles that you plan to submit to 
other websites for the sole purpose of 
creating in-bound links. These articles 
are written with search engines in 
mind, not the reader, so a top quality 
translation is not always essential to 
boost rankings.

If you require customised blogs & 
articles that are highly targeted to 
other locales; transcreation (creative 
translation) is the ideal option.

You could take this one step further 
by translating your Pay Per Click (PPC) 
adverts to ensure you drive as much 
traffic as possible from other language 
sources to your website.
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It is also essential to undertake 
research in a specific region, country 
or language that you hope to 
increase your presence in, to provide 
information on the positioning of the 
brand within the new market place. 
Research should highlight any key 
cultural differences and confusion that 
your brand could potentially cause, to 
help avoid expensive (and potentially 
embarrassing) rebranding further down 
the line.  
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International brand checks

OOPS!
The popular American 
“Got Milk?” campaign 
was mistranslated in 
Mexico as “Are you 
lactating?” 

Offensive? Yes!

In addition to checking your content 
is correct, you should also analyse 
and assess your site for cultural 
awareness. By performing checks on 
design, use of colour and layout of 
the website, you can be sure that it 
is culturally appropriate. An analysis 
and assessment of imagery is also an 
integral part of these checks, as there’s 
nothing worse than having images 
on your website that could alienate 
the target market or cause legislative 
offence in the country in which you are 
aiming to create a presence.



Google delivers completely different 
search results for the same keywords 
in the local versions of the search 
engine. If you want to reach these 
customers, you need to make sure 
that each appropriate search engine 
finds your website relevant to that 
particular country.

If you want to get listed in search 
results for a particular country, 
there are five things that you have 
to do:

Search engine ranking
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Get a country specific domain 
name with the right top  

level domain

If you want to get high rankings on 
Google.co.uk then you should have 
a .co.uk domain name - it’s much 
easier to get listed if your website 
uses the a top level domain. The 
same applies to other countries, so 
ensure you use .fr or .de if you are 
operating in France of Germany for 
instance.

Get an IP address that is located 
in the target country

If you cannot get a domain name 
with the right top level domain 
then try to get an IP address that 
is located in the targeted country. 
If the IP address of your web 
server is located in Italy then the 
search engine will use this as an 
indicator that you’re targeting the 
Italian market.
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Implementing these 
5 suggestions will 
considerably increase 
your chances of being 
listed in search engine 
results for a particular 
country.

Show Google that your website is 
located in the target country

If you target the French market, 
show your full postal address in 
the footer of your website if that 
address is located in France. Also 
include that address on the “About 
us” page of your site. That will make 
it easier to assign your website to 
that country.

Create country specific web  
page content

Do your keyword research and 
ensure that you use the right words 
on your localised web pages. For 
example, write “aubergine” instead 
of “eggplant” and “biscuit” instead 
of “cookie” if you are a US based 
company and want to be listed on 
Google.co.uk.

Update your content regularly

New content on a web site shows 
search engines that the web site 
is up to date, maintained and 
reviewed with the intention to 
make it better. Search engines 
build trends of when they find 
content within a website; so if you 
update your website regularly, 
your pages will more than likely 
be found faster and included in 
the index quicker. 
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