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Drungėlaitė, I. Lokalizuotų Apple ir Microsoft tinklalapių analizė. Magistro baigiamasis 

projektas / vadovas prof. dr. Vilmantė Liubinienė; Kauno technologijos universitetas, Socialinių, 

humanitarinių mokslų ir menų fakultetas, Šiuolaikinių kalbų ir tarpkultūrinės komunikacijos katedra.  

Kaunas, 2015. 57 p. ir 58 p. priedų. 

 

 

SANTRAUKA 

 

Baigiamojo projekto pavadinimas – „Lokalizuotų Apple ir Microsoft tinklalapių analizė“. 

Projekto aktualumą atskleidžia įvairūs moksliniai darbai lokalizacijos ir tinklalapių lokalizavimo 

srityse. Esselink (2000), Schäler (2007), Ørsted (2008), Ryan, Anastasiou and Cleary (2009), Brügger 

(2010), Pym (2010), Jimenez-Crespo (2013) bei kiti mokslininkai plačiai aprašė lokalizaciją ir 

tinklalapių lokalizavimą. 

Magistro darbo naujumas – IT tinklalapių lokalizacija (lietuvinimas) dar nėra plačiai išnagrinėta, 

todėl šiame darbe pateikiami svarbūs veiksniai, į kuriuos lokalizuotojai turėtų atkreipti dėmesį. 

Projekto tikslas – išanalizuoti lokalizuotus Apple ir Microsoft tinklalapius. Iškelti šie uždaviniai: 

1. pateikti teorinę medžiagą, susijusią su lokalizacija ir tinklalapių lokalizavimu; 

2. sudaryti analizės schemą empirinei darbo daliai; 

3. išnagrinėti ir palyginti lietuviškąsias ir angliškąsias Apple ir Microsoft tinklalapių versijas. 

Darbo objektas – medžiaga surinkta iš dviejų IT tinklalapių (Apple ir Microsoft). 

Projekto metodai: 

1. aprašomosios analizės metodas; 

2. gretinamoji analizė; 

3. turinio analizė. 

Medžiaga empirinei projekto daliai surinkta iš IT tinklalapių: Apple ir Microsoft. Lietuviškosios 

šių tinklalapių versijos analizuojamos, siekiant palyginti kaip jos lokalizuotos. 

Tyrimo imtis – 495 ekranvaizdžiai: 289 atrinkti iš Apple tinklalapio bei 206 iš Microsoft 

tinklalapio. Tyrimui atrinkta medžiaga analizuojama pagal tris sluoksnius (medijos aplinka, tekstinė 

aplinka bei tekstualumas), kurie dar smulkiau skirstomi į aštuonis tinklalapių lokalizavimo proceso 

elementus: kultūrinis sluoksnis, socialinis ir komunikacinis sluoksnis, grafinio ir ikoninio vaizdavimo 

sluoksnis, semantinis sluoksnis, gramatinis sluoksnis, technologinės infrastruktūros sluoksnis, 

hipertekstas ir judančios iliustracijos (žr. analizės schemą p. 31). 

Gautos išvados: 

1. nors Apple ir Microsoft tinklalapiai yra IT tinklalapiai ir jie užima pirmas vietas 

pasauliniuose reitinguose, lokalizacija nėra stipriausia jų sritis; 



8 

 

2. geriausi lokalizavimo rezultatai pastebėti abiejų tinklalapių tekstinėje aplinkoje (20 atvejų 

iš 84 tirtų atvejų); didžiausias skaičius pavyzdžių, atspindinčių neteisingai atliktą 

lokalizavimo procesą rasta pirmajame sluoksnyje – medijų aplinkoje (230 atvejų iš 302 

tirtų atvejų); trečiasis lygmuo – tekstualumas (93 atvejai) – turi būti tobulinamas kaip ir 

medijų aplinka: iliustracijos turi būti lokalizuotos, taip pat turi būti pateikiamos visos 

aktyvios nuorodos;  

3. galima teigti, kad geriau lokalizuotas yra Microsoft tinklalapis bei daugiau tinkamai 

lokalizuotų atvejų rasta tekstinėje aplinkoje. 

Darbo struktūra – įvadas, teorinė ir empirinė dalys, išvados, šaltinių sąrašas, naudoti tinklalapiai 

bei priedai (įrašyti į CD). Įvade atskleidžiama tinklalapių lokalizavimo svarba bei aktualumas. Taip pat 

įvade pateikiamas tikslas, uždaviniai, objektas bei metodai. Teorinėje projekto dalyje pateikiama 

sisteminė literatūros analizė, kuri atskleidžia pagrindinius tirtos medžiagos bruožus bei tendencijas. 

Teorinės dalies pabaigoje pateikiama tyrimo schema. Empirinėje darbo dalyje aprašomas atliktas 

tyrimas ir pateikiami tyrimo rezultatai. Taip pat pateikiamos išvados. Lokalizuotų tinklalapių 

iliustracijos, kurios dėl vietos stokos nebuvo panaudotos darbe, pateikiamos prieduose.         
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Drungėlaitė, I. Localisation Analysis of Apple and Microsoft Websites. Master thesis / 

supervisor prof. dr Vilmantė Liubinienė; Kaunas University of Technology, Faculty of Social Sciences, 

Arts and Humanities, Department of Modern Languages and Intercultural Communication.  

Kaunas, 2015. 57 p. and 58 p. of appendices.  

 

 

SUMMARY 

 

The title of the master thesis is ‘Localisation Analysis of Apple and Microsoft Websites’.  

The relevance of this research can be seen from the variety of analysis which has been carried out 

in the field of localisation and website localisation. Esselink (2000), Schäler (2007), Ørsted (2008), 

Ryan, Anastasiou and Cleary (2009), Brügger (2010), Pym (2010), Jimenez-Crespo (2013) and other 

scientists and researchers have widely discussed localisation and website localisation in their works. 

The novelty of this thesis is that localisation (lithuaniasation) of IT websites has not been 

researched enough and this thesis will provide important factors which should be taken into 

consideration by the localisers. 

The aim of the present study is to analyse Apple and Microsoft websites localised into Lithuanian. 

In order to achieve the aim, the following objectives have been set: 

1. to overview the theoretical issues related to localisation in general and website localisation 

in particular; 

2. to compose the scheme which would fit to the empirical analysis of the localised websites; 

3. to analyse and compare Lithuanian and English versions of Apple and Microsoft websites. 

The object of this thesis is two localised IT websites (Apple and Microsoft). 

The research methods employed in this master thesis are as follows: 

1. the descriptive analytical method; 

2. the contrastive analysis; 

3. the content analysis. 

The material for the empirical part of this research is taken from IT websites: Apple 

(http://www.apple.com/ and http://www.apple.com/lt/) and Microsoft (http://www.microsoft.com/en-

us/default.aspx and http://www.microsoft.com/lt-lt/default.aspx). Lithuanian versions of these websites 

will be analysed in order to compare how these IT websites are localised into the Lithuanian language. 

The scope of the research is 495 screenshots: 289 cases are selected from the Apple website and 

206 cases from the Microsoft website. The selected screenshots have been classified according to 3 

major layers (the media environment, the textual environment, textuality) and eight elements of the 

website localisation: the cultural layer, the social and communicational layer, the graphic and 
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iconic representation layer, the semantic layer, the grammatical layer, the technological 

infrastructure layer, hypertext and moving illustrations (see scheme of analysis p. 31).  

After completion of the research, the following conclusions could be drawn: 

1. although Apple and Microsoft websites are IT websites and they occupy the first positions 

in global ratings, localisation is not the strongest area of these websites; 

2. the most successful localisation results are achieved in the textual environment level on 

both websites (20 cases out of 84 cases); the biggest amount of screenshots (230 cases out 

of 302 cases), illustrating  the inappropriately accomplished localisation has been detected 

in the media environment on both websites; the textuality level (93 cases) needs to be 

further improved as well as the media environment; 

3. it could be stated that the Microsoft website is localised better and the most successful 

localisation results are achieved in the textual environment level. The media 

environment and the textuality level still need to be further improved on both websites.  

The structure of this research includes introduction, the body consisting of theoretical and 

empirical parts, conclusions, list of references, websites and appendices (see appendices in the CD). 

The introduction presents the aim, the objectives, the object and the methods of research. Theoretical 

part presents the review of relevant literature, reveals basic notions and points of the studied issue. The 

empirical part illustrates the previously discussed theoretical points. Finally, the conclusions are 

drawn. Illustrations from localised websites, which for the lack of space have not been included in the 

body of the text, are provided in appendices. 
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INTRODUCTION 

 

Language is the most important way of communication. It helps to communicate with the entire 

world. As Emerson stated – ‘Language is a city to the building of which every human being brought a 

stone’ (1992:330). Without language there would be no towns and cities, culture and religion, science 

and nature. Language is a foundation of everything and website localisation is a tool helping people to 

search for information in their own language. 

The growing number of active websites forces to translate and localise websites into as many 

languages as possible. Although there is need of localised websites, not all Lithuanian websites 

provide all information needed in our national language. 

The English language occupies the first place on the Internet, but websites in other languages 

(Russian, German, Japanese, etc.) become more and more popular. English is the lingua franca in the 

field of diplomacy, technology, science, etc. Therefore, English performs a communication function 

between people from different cultural backgrounds but the market is widening and it is essential to 

fulfil everyone’s needs. 

Selected for the research IT websites (Apple and Microsoft) are known worldwide as they provide 

the essential information about their products and services for the global market. The Apple brand was 

selected as the best global brand in 2013 and 2014. The Microsoft brand occupied the 5th position 

during the period of 2012-2014. 

The aim of the present study is to analyse Apple and Microsoft websites localised into Lithuanian. 

In order to achieve the aim, the following objectives have been set: 

1. to overview the theoretical issues related to localisation in general and website localisation 

in particular; 

2. to compose the scheme which would fit to the empirical analysis of the localised websites; 

3. to analyse and compare Lithuanian and English versions of Apple and Microsoft websites. 

The object of this thesis is two localised IT websites (Apple and Microsoft). 

The research methods employed in this master thesis are as follows: 

1. the descriptive analytical method; 

2. the contrastive analysis; 

3. the content analysis. 

Localisation and website localisation has been widely discussed by Esselink (2000), Schäler 

(2007), Ørsted (2008), Ryan, Anastasiou and Cleary (2009), Brügger (2010), Pym (2010), 

Jimenez-Crespo (2013) and other scientists and researchers. Localisation (lithuaniasation) of IT 

websites has not been widely discussed yet and this thesis will provide important factors which should 

be taken into consideration by the localisers.  
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The material for the empirical part of this research is taken from IT websites: Apple 

(http://www.apple.com/ and http://www.apple.com/lt/) and Microsoft (http://www.microsoft.com/en-

us/default.aspx and http://www.microsoft.com/lt-lt/default.aspx). Lithuanian versions of these websites 

will be analysed in order to compare how these IT websites are localised into the Lithuanian language. 

The scope of the research is 495 screenshots: 289 cases are selected from the Apple website and 

206 cases from the Microsoft website. The selected screenshots have been classified according to 3 

major layers (the media environment, the textual environment, textuality) and eight elements of the 

website localisation: the cultural layer, the social and communicational layer, the graphic and 

iconic representation layer, the semantic layer, the grammatical layer, the technological 

infrastructure layer, hypertext and moving illustrations (see scheme of analysis p. 31).  

The structure of this research includes introduction, the body consisting of theoretical and 

empirical parts, conclusions, list of references, websites and appendices (see Appendices in the CD). 

The introduction presents the importance and actuality of website localisation. The aim, the objectives, 

the object and the methods are also introduced in it. Theoretical part presents the review of relevant 

literature, reveals basic notions and points of the studied issue. The empirical part illustrates the 

previously discussed theoretical points. Finally, the conclusions are drawn. Illustrations from localised 

websites, which for the lack of space have not been included in the body of the text, are provided in 

appendices. 
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1. PROCEDURE OF WEBSITE LOCALISATION 

 

At first, the term localisation will be discussed and its concept will be introduced. The relation 

among globalisation, internationalisation, localisation and translation will be explained in the second 

subchapter. The process of website localisation and its challenges will be discussed in the third 

subchapter. This chapter will also provide layers of localisation and website elements which will be 

used in order to analyse localisation of Apple and Microsoft websites.  

 

1.1.  Concept of Localisation 

 

There is no one official definition of localisation because linguists and engineers emphasise 

different aspects of this process. Ryan, Anastasiou and Cleary (2009) provided such definition of 

localisation: ‘Localisation is the process of adapting products, services and associated documentation 

so that they are understandable, acceptable and functional in target locales’ (p. 15). Sandrini (2008) 

defined locale as ‘a set of parameters used to identify the user’s language, country and other 

preferences’ (p. 2). The locale may be different in accordance with a geographical area, e.g. the 

website may be localised to the EU market. It is not a language that matters, although it is an essential 

part of it. The locale includes the population of a specific age (computer games) or professional needs 

(medical programmes). 

Esselink (2000) claimed that the process of localisation can be dated back to the 1980s when 

globalisation opened and expanded the markets and producers were compelled to search for the new 

customers in oversea markets. Soon, the first Multilanguage vendors (MLVs) started their activity 

focusing with the projects into multiple languages. MLVs also offered engineering, printing, desktop 

publishing and support services. Later, other companies established, such as the INK network, the 

Berlitz’s translation division, the Localisation Research Centre, the Software Localisation Interest 

Group, etc.  

Dagienė, Grigas and Jevsikova (2010) stated that the first operating system was Lithuanised in 

1996 and it was OS/2. The process of Microsoft programmes localisation started in 2001. The 

operating system Linux is localised as well and the process of localisation is still taking place.  

There are several dimensions of adaptation: linguistic, cultural, legal, economic and technical. 

Linguistic adaptation is the translation of a product’s user interface and documentation, wizards or 

search engines. Culture issues such as graphics, icons, colours, address should be localised according 

to the target market. Scripts, programme codes are the part of technical adaptation in the sphere of 

localisation. 
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Localisation could be compared to audiovisual translation (Costales, 2009). This kind of 

translation uses more technical processes and sometimes several tasks should be made at the same 

time, like in the film industry. Translating a text from English to other language, it is important to 

make notice that the resulting text will be longer than the original text. The English language has many 

words with several meanings and it makes localiser’s work more complicated. Sometimes, when a 

single word or a specific phrase is translated without a context, it may be used in a wrong meaning and 

all information may become useless. 

According to Corte (2002), localisation has ‘to adapt a product in a particular locale so that the 

final user does not perceive that it has been created in another language under the umbrella of a 

different culture’ (p. 28). Localisation involves translation, transference of semiotic and non-textual 

elements, such as images, date formats, colours, etc. The company achieves users’ attention if there is 

a version in their native language.  

Localisation is very closely related to globalisation, internationalisation and translation, therefore, 

the next subchapter will introduce these three terms and their connection with the process of 

localisation. 

 

1.2.  Globalisation, Internationalisation, Localisation and Translation 

 

These four terms are called GILT (abbreviation of first letters of terms) which was suggested by 

LISA in 1998. Translation to this abbreviation was added later. All four components can be shortened: 

globalisation – G11n, internationalisation – I18n, localisation – L10n, translation – T9n. The number 

shows how many letters are between the first and the last letter of the term. 

LISA (1998) provided such a definition of globalisation:  ‘Globalisation addresses the business 

issues associated with taking a product global. In the globalisation of high-tech products this involves 

integrating localisation throughout a company, after proper internationalisation and product design, as 

well as marketing, sales, and support in the world market’ (p. 10). According to Biau Gil (2005), 

globalisation is a combination of internationalisation and localisation.  

According to Biau Gil (see Figure 1), the process of globalisation is divided into two major areas: 

localisation and internationalisation. Localisation is further divided into translation, testing and DTP. 

The abbreviation DTP stands for the ‘desktop publishing’. Austermühl (2003) provided a quote from 

the brochure of TRADOS: ‘The translator or a linguist is a language expert responsible for creation of 

the translation as such. He (or she) focuses mainly on the content (of the translation) and not so much 

on the technologies involved or on the translation process (as a whole)’ (Trados, ‘Trados 5’ 8)1.  It is 

not expected that the translator will be involved into the process of translation. Despite this fact, 

                                                 
1Online source: http://isg.urv.es/seminars/2003_localization_online/austermuehl.html. 

http://isg.urv.es/seminars/2003_localization_online/austermuehl.html
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translators buy the memory tool products of TRADOS in order to communicate with customers who 

think that the translator should not be involved into this process ‘as a whole’. Thereby, the illusion is 

created to the clients that the translation cost will be lower because the translation tool is used.  

 

 

 

 

 

 

 

 

 

 

Figure 1. J. R. Biau Gil’s Model of GILT (2005) 

 

Later, in 2009, Rosner surveyed practitioners in order to find out what is more important in 

localisation: technologies, people or processes. The findings indicated that the key factors are 

processes and people. Participants claimed that technologies are not necessary when there are the right 

processes and the right people involved. 

Cadieux and Esselink (2002) provided a definition of globalisation which differs from Biau Gil’s 

definition: Globalisation = Internationalisation + N x Localisation. This formula reveals that 

globalisation of the product is achieved by involving internationalisation and localisation into a given 

number of locales. 

The definition of internationalisation is provided by Ryan, Anastasiou and Cleary (2009): 

‘Internationalisation is the process of generalising a product or document so that it can handle multiple 

languages and cultural conventions without the need for re-design’ (p. 19). The product should be 

properly internationalised because it takes twice efforts and resources to internationalise it after 

localisation. Successful internationalisation requires participation of all design, development and 

management personnel. 

Sikes (2009) claimed that the process of internationalisation includes three basic tasks and 

numerous subtasks. The first task is to remove all cultural assumptions. The second one is to separate 

the business layer from the presentation layer. And the last one is to implement all global norms (for 

instance, accounting measurements and character sets, date and type formatting). ‘Presentation’ layer 

is what the user sees; ‘business logic’ layer is functional activity of the programme. Problems occur 

when all layers are not separated from one another. 

GLOBALISATION

INTERNATIO-
NALISATION

LOCALISATION

TESTING

TRANSLATION

DTP
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The definition of localisation was provided in the previous subchapter. Müller (2009) provided 

stages of the localisation process: 

 project setup: a plan of a project, mile stones, constraints, etc.; 

 translator training: translators should be familiar with the product, the target locale and their 

workflow; 

 terminology definition: a consistent and defined terminology will provide translation in a high 

quality;  

 user interface (UI) translation and test of UI translation: localisation is completed when all 

controls are translated and the system works without interferences; 

 documentation translation: while localising the user and UI documentation, the former 

documentation should be revised and every change requires a new testing of the UI 

translation; 

 review of documentation translation: documentation requires consistency, quality and 

usability to all localised versions of the product. 

Colina (2015) defined translation as ‘the process or the product of transforming a written text or 

texts from one human language to another which generally requires a significant degree of 

resemblance or correspondence with respect to the source text’ (p. 12). Translation is an integral part 

of localisation – at first text has to be translated and then localised to a specific user. 

 

Figure 2. Top Ten Languages on the Internet in February 20152 

 

Almost 7000 billion active websites have been identified in 2012 (Internet World Stats). As it can 

be seen, English occupies the first place on the Internet (see Figure 2), but websites in other languages 

such as Russian and German become more and more popular. It is evident that localisation is an 

                                                 
2 Online source: Web Technology Surveys (see: http://w3techs.com/technologies/overview/content_language/all). 
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important factor talking about websites. The English language is the lingua franca in the field of 

diplomacy, technology, science, trade, etc. Therefore, English performs a communication function 

between people from different cultural backgrounds. While the market is widening and more people 

are getting ‘online’, it is essential to fulfil everyone’s needs. Globalisation, internationalisation, 

localisation and translation are employed in order to maintain popularity of a website.  

Two IT websites (Apple and Microsoft) selected for the research incorporate globalisation, 

localisation, internationalisation and translation in order to satisfy customers’ needs and to provide 

access to their websites, products and services for as many people as possible. The Apple website 

increased its availability from 14 languages in 2004 to 32 languages in 20143. The Apple brand was 

selected as the best global brand4 in 2013 and 2014. In 2012 this brand was in the second place, while 

in 2011 it appeared in the 8th place. As it can be seen, the popularity of this brand is growing because 

of its global aims. The Microsoft brand occupied the 5th position during the period of 2012-2014. In 

2008-2011 it was in the 3rd place and for eight years (2000-2007) this company was keeping the 2nd 

position. Microsoft also occupies the 7th place among the Best Global Websites 20155. 

Localisation and translation is closely dependant on each other and this relation will be discussed 

in a greater detail further on. Different researchers provide different links from various points of view. 

Sandrini (2008) stated that ‘Website localisation is a function of the international marketing strategy’ 

(p. 4). The international company has to implement commitments to other country users. In order to be 

popular and to gain more benefit, the company has to become international.  

Esselink (2000) described localisation as follows: ‘Translation is only one of the activities in 

localisation. In addition to translation, a localisation project includes many other tasks such as project 

management, software engineering, testing (…)’ (p. 4). The conclusion can be made that translation is 

a part of localisation. 

Schäler (2010) claimed that development of localisation is achieved by people and organisations 

that understood importance of localisation and translation: ‘<…> localisation and translation are 

important not just for commercial, but also for social, cultural and political reasons; they can keep 

people out of prison, enhance their standards of living, improve their health and, in extreme cases, 

even save their lives’ (p. 213).  

Nauert (2007) argued that translation theories may be applied to localisation in cases when there is 

‘a wider definition of translation, which includes multimedia integration and hypertext, <…>’ (p. 5). A 

number of digital content is growing and hypertext appears more often. Consequently, translation may 

be included into localisation and be a part of this complicated process. 

                                                 
3 Online source: http://www.smartling.com/2015/01/07/the-web-globalization-revolution/.   
4 Online source: http://www.bestglobalbrands.com/2014/ranking/. 
5 Online source: http://www.globalbydesign.com/2015/02/10/2015-web-globalization-report/. 
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Schleiermacher (2004) indicated two strategies of translation: domestication and foreignisation. 

The strategy of domestication is when culture and values of the foreign text are provided in the target 

text. Foreignisation is simply a translation without localisation. Various researchers have different 

opinions about the relation between localisation and translation, therefore, it is difficult to determine 

the line between these two processes. Further, theoretical background of website localisation will be 

presented.   

 

1.3.  Website Localisation 

 

With the global spread of the Internet, we can work from any place in the world and be in a 

contact with clients from other continents. There are several problems: translator or localiser has to 

trust the client (he pays in time), everything is in a public domain and has to be secure. 

Jimenez-Crespo (2013) provided other scientists’ terms of website localisation: ‘e-localisation’, 

‘web-content localisation’, ‘website translation’ and ‘translation of web products’.  The author also 

provides the main types of localisation according to the economic impact: web localisation, videogame 

localisation, software localisation, small device localisation and multimedia localisation. 

Bartušauskaitė and Utka (2006) claimed that the main advantage of localisation tools is translation 

of textual of graphic information using translation memory and without damaging integrity of the 

programme. These tools identify textual elements protecting their software part. Menu, buttons, 

mistake errors, manuals may be localised by using localisation tools. 

Images, logos, tables, date format, calendar, time, addresses, numbers, currency and other 

multimedia features should be localised as well as the text. It is a very rear case if the term has 

one-to-one concordance with the localised term. It would be an ideal case if the project of localisation 

was accomplished by a bilingual speaker who would have an understanding of the source and target 

cultures. Foreign scripts may need more or less space on website depending on the target language. 

Our culture influences our actions, words, believes and worldviews. 

A website includes textual units in its name, descriptions and keywords, menu and hyperlinks, 

images, audiovisual files and sound files, graphics. Some code changes may affect the functionality 

and appearance of a website. Usually an initial version of a website has got one central language and 

further on it is translated into other languages. It is called one-to-many production (Pym, 2010). 

Schewe (2001) divided websites into monolingual (written in the native language), bilingual 

(written in the native language but there are links to website in other language) and multilingual 

(written in the native language but there are links to websites in several languages) websites. Websites 

may not change their content and format in order to reveal their reliability and stability. Content should 

be provided clearly and the main aim is that the user would understand all information provided on the 
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website. The content should be effective and attract the user in order he or she would visit the website 

more time than other websites. The text has a communicative purpose and it can be achieved with 

‘visual, textual, aural, typographic or interactive means’ (p. 50).  

As Brügger (2010) claimed, three elements compose analysis of the website: 

 its media environment; 

 its textual environment; 

 its textuality or textual elements. 

The media environment of the website is the Internet which frames the textual environment and 

textual elements that compose the website. The most important components of the media 

environment are directly connected computers that can recognise each other and communicate by a 

system of addresses and the same language. In order to use the website, it has to be embedded in the 

textual environment that as well frames all three elements. Textual elements which are written 

characters (e.g. a body text), still images (a photograph, an illustration), moving images 

(advertisement) and sounds (music, a video). 

Website systems can identify the user’s location using cookies, IP number, text files, etc. This data 

is saved till the user visits the website one more time. Although the majority of users are polyglot, the 

translation and localisation is needed because the user wants to read in his/her native language. 

Nielsen’s (1999) research has revealed that ‘reading from a computer screen is about 25% slower 

than reading from the paper’ (p. 101). His ‘eyetracking study’6 (2006) suggests that users do not read 

all information provided on the website. They scan the page in an F-shaped pattern. Different kind of 

website is read differently. All important information should be stated in the first two paragraphs 

because users do not read everything word-by-word.  

As Hofstede (2005) stated: ‘culture, in terms of web localisation, refers to how people from a 

specific location view and react to images and messages in relation to their own patterns of acting, 

feeling and thinking, all of them often ingrained in people by late childhood’ (p. 20). Often companies 

do not consider a cultural element while creating a website. 

After the website is localised it is important to continuously update information on that website. In 

other cases, there will be a small chance that the user will use the website as a reliable source. The 

message to the target market can be misleading if cultural and linguistic differences as jargon, 

gestures, images, sounds, colour sense, colloquialisms, etc., had been translated but not localised. 

Jeney (2007) provided three types of website audience:  

 primary audience; 

 supervisory audience; 

                                                 
6 Online source: http://www.nngroup.com/articles/f-shaped-pattern-reading-web-content/. 
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 peripheral audience. 

Users of the website are primary audience, while the supervisory audience is the organiser of the 

website or the translation agency that is responsible for the localisation process. The third group of 

audience is the users who might not have been targeted but they still may visit the website. 

Davidavičienė and Tolvaišas (2011) provided quality elements of websites which are ‘a clear 

navigation and information arrangement on the website, content of information, real-time help, safety, 

design and simplicity of search’ (p.15). There are cases when not all menus are localised and it is not 

accidental because it is useful for the non-specialist users. Reuse of previous translated texts helps to 

make the process of localisation easier and faster because localisation is common to new versions of 

products.  

Maroto and Bortoli (2001) declared that features listed below are the most important while 

localising the website and they should be taken under consideration: hard-coded text, hard-coded fonts, 

foreign characters, cultural issues and symbols, double-byte enablement, locale-specific content, 

consistency, leveraging text, text embedded in graphics, video or animations, text embedded in scripts, 

sort order and quality assurance. Dagienė, Grigas and Jevsikova (2010) provided the main parts of 

locales: language and country, character coding and classification, formats, calendar and time zone, 

measurement units and page formats.  

Maroto and Bortoli (2001) defined three key terms in the field of website localisation: localisation, 

internationalisation and transcreation. Since localisation and internationalisation terms have been 

discussed in the previous subchapters, only transcreation has not been introduced yet. According to the 

authors (2001), transcreation is: ‘the process of culturally and linguistically adapting 

marketing-oriented messages (as opposed to technical content) to the requirements of another market’ 

(p. 4). The message has to be rewritten or recreated but not translated. The process of transcreation 

requires more creativity than translation. 

Lockwood (2000) distinguished three types of making a global website: 

1) the monarchist approach; 

2) the anarchist approach; 

3) the federalist approach. 

The monarchist approach means that the entire website is translated. Usually this approach is 

adapted by websites in bilingual territories or international organisations. The second approach does 

not involve translation because the content is local. Only the federalist approach includes localisation 

in order to use website in different countries. It is no difference which approach is adapted, the most 

important factor is to integrate translation and localisation in the difficult process of website 

globalisation. 
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Singh and Pereira (2005) divided localisation into five degrees: ‘standardised’ (website is not 

localised), ‘semi-localised’ (website provides information on several countries), ‘localised’ (the major 

part of content is localised, but the original functionalities are not modified), ‘highly localised’ (the 

entire website is localised and cultural adaptations are added to each country) and ‘culturally 

customised’ (a new website immerses into the website of the target language).  

At first (see Figure 3), it is necessary to analyse users’ needs, their opinion about previous 

versions (if any), what price could users pay for the product, what are content requirements, what 

technical features should be used, what parts of the product need to be translated, what changes should 

be applied. The next step is to make flexible and translatable design of the product. The third stage is 

to develop the product according to specifications of the global design. The product testing ensures no 

errors in the localised product. After these stages the product localisation can begin. The localised 

product is tested again in order to eliminate all errors. The last stage of the process – information and 

feedback on the localised product should be collected and used on the global product development 

cycle. 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Global Product Development Cycle7 

 

Van der Meer (2002) claimed that website localisation is a ‘specialised service that has emerged in 

recent years (since 1999). It is basically a packaging of translation services with technical services that 

ensure the proper functioning of the translated sites’ (p. 10). The main differences between website 

localisation and software localisation (Sandrini, 2008:9) are: 

 ‘update frequency’: websites are constantly changing and it is difficult to localise them. New 

versions of software are localised during the localisation project; 

                                                 
7 Source: The Localisation Industry Primer, 2003:15. 
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 ‘translation expertise’: websites contain different types of text requiring different translation 

strategies. Websites translation and localisation requires more specialised knowledge than 

software localisation; 

 ‘the relationship between the localiser and the customer’: since websites are constantly 

changing, the communication with the localiser has to be on-going. The software localisation 

includes a project-orientated communication and it ends when the project is done.  

Sandrini also stated that all information on the website may be divided into: 

 static information (e.g. biographies, manuals, texts from books, etc.); 

 dynamic information (e.g. the content of an email account, date and time, stock exchange rates, 

etc.); 

 semi-dynamic information (e.g. people at a company, bibliographies, price lists, etc.). 

Not all information is equally important for localisation. The decision what should be localised 

and what not, may depend on which level the website will be localised – on global, regional or local. 

In order to make a good localised website, the texts and visual symbols should be corrected or 

simplified. It will make the process of localisation easier. 

Jevsikova (2009) divided localisation into two parts: adaptation to the target locale, translation and 

adaptation of the user interface. The second part is much more problematic because of frequent 

updates, huge amount of text and lack of context of user interface strings. The primary translation of 

these texts will be corrected and improved during the process of localisation. Internationalisation errors 

are common during this process; however, due to the continuous development and new versions, these 

problems are left for later versions. The process of localisation should be prepared for the beginning of 

the project and it cannot be added later because additional problems may arise, especially in later 

versions of the product.  

Brooks (2000) provided how Microsoft localises its products according to three levels: 

 enabled products – users can use their native language and scripts, but the user interface and 

documentation are provided in a different language; 

 localised products – the user interface and documentation are localised, but language-specific 

tools are not available in native users’ language; 

 adapted products – all content, linguistic tools and functions are adapted for the target market. 

The consumer surveys8 have revealed that increasing number of people goes online for personal 

Internet usage via their tablets, mobile phones and smartphones (see Figure 4). Users usually check 

their email, use search engines, visit social networks, listen to music, check news and weather, use 

                                                 
8 Online source: https://www.consumerbarometer.com/en/insights/?countryCode=LT, 

https://www.consumerbarometer.com/en/insights/?countryCode=UK. 

https://www.consumerbarometer.com/en/insights/?countryCode=LT
https://www.consumerbarometer.com/en/insights/?countryCode=UK
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online banking and look up maps and directions. It is important that this information would be 

provided in their native language.  

 

 

 

 

 

 

 

 

 

 

Figure 4. Devices People Use for Online Activities 

 

The value of revenues from software and website localisation increases rapidly and it has resulted 

in increased amount of material to be translated and localised, therefore, translators and localisers have 

to work faster and still maintaining a high quality of the product. Companies want to release the 

product with the possibility to choose between as many languages as possible. This practise is called 

simultaneous shipment or ‘simship’ (Cheng, 2000:6). The product should include the latest 

information, therefore, the load of work for translators and localisers increases as they are to ensure 

that the product would be renewed and the up-to-date information would be provided in all languages. 

Ryan, Anastasiou and Cleary (2009) stated that authoring is the process of making the digital 

content usable and translatable. Help authors, technical writers and web designers usually generate 

digital documentation. Authors may use dictionaries, glossaries, terminology bases, such tools as 

Adobe Frameworker, Adobe Dreamweaver, Microsoft Word, etc. in order to check the linguistic 

quality and to improve the consistency of the content. 

The second stage is enabling – digital content is prepared at a technical level in order it could 

handle multiple languages. This process is important because such errors as clipped text, poor layout, 

not displaying characters, not correctly working keyboards and so on can appear and cause many 

problems to the user. Digital content is enabled at the technical level by web developers, software 

engineers or internationalisation professionals. They use internationalisation tools or content 

development tools. 

The last phase is testing – in order to translate digital content into different languages the 

linguistic, cosmetic and functional quality is tested. Technical editor or writer checks the linguistic 

quality by proof-reading, consistency checking, checking of cultural conventions (e.g. date, time, 
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measurements, etc.), length of words and sentences. A desktop publishing specialist, technical author, 

software engineer or help author is testing the cosmetic quality (is the content aesthetical and visually 

consistent). They ensure that there would be a room for expanded text after translation, a possibility to 

write all digital characters of the source language. Functionality errors left in the digital content will be 

left in each localised version. Test engineers check the operability hyperlinks and search boxes, as well 

as make virus scanning, test compiling and testing software applications functionality. 

Esselink9 (2000) claimed that a quality assessment in localisation involves a triple process: 

linguistic testing, cosmetic testing and functionality testing. Linguistic testing provides that all textual 

segments (including the text in graphics, presentation, animations, etc.) would be rendered adequately. 

The cosmetic testing ensures that all textual segments or interface texts are displayed correctly. The 

functional testing includes the proper coding which may result in functionality problems. All these 

three processes are performed by different evaluators.  

O‘Hagan (2005) provided the model of Translation-mediated Communication (TMC) which 

‘encompass any interlingual exchange enabled by the assistance of a translator or an interpreter. For 

example, a translation of foreign literature, a subtitled foreign film and a meeting assisted by an 

interpreter can all be regarded as TMC’ (p. 13). The author explained this TMC model as a 

communication model: ‘<…> the Sender of the Message in the Source Language (SL) and its Receiver 

in the Target Language (TL) communicating via Translator (either translator or interpreter) who 

converts the Message from SL to TL’ (p. 13). The Internet and websites allow sending and getting all 

the information needed.  

The Sender publishes the website and the Receiver may act upon the received information. After 

the Receiver’s feedback (after action(s) made by the Receiver), the Sender updates the website and this 

cycle is repeated. Entire Internet content is stored, processed and transmitted by computers. The 

Receiver’s environment (e.g. browsers, operating systems, etc.), readability and aesthetics of the 

content should be taken into consideration by a localiser. Interactivity, user-friendly website, the 

Receiver may get only partially localised website, non-textual components also have to be localised, 

not all information is read by the Receiver, content has to be adapted in order to use it in mobile 

phones, tablets. All these afore mentioned features should be considered and the right processes of 

localisation should be adapted. Cultural aspects are very important in order to attract the user to visit a 

particular website. They represent national identity and cannot be forgotten during the process of 

localisation. 

Geisler (2005) claimed that national symbols are tools which help to form and maintain national 

identity of the country, preserve past and represent the power of the country. National symbols are key 

values because they have a specific meaning for members of the country. However, there are no exact 

                                                 
9 Online source: http://www.translatortips.net/tranfreearchive/tf12-localization-three.html. 
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criteria which establish what national symbols are. Geisler quotes Smith (1991) and his typology of 

national symbols: ‘flags, anthems, parades, coinage, capital cities, oaths, folk costumes, museums of 

folklore, war memorials, ceremonies of remembrance for the national dead, passports, frontiers, <…> 

popular heroes and heroines, fairy tales, forms of etiquette, styles of architecture, arts and crafts, 

modes of town planning, legal procedures, educational practises and military codes…’ (p. 20). This 

typology could be expanded by literature, music, the cinema, flora and fauna, and everyone could add 

something what would be important.  

Symbols help to identify websites as versions of a specific country, company or product. A flag of 

the United Kingdom next to change location (Apple: ‘Choose your country or region’; Microsoft: ‘This 

site in other countries/regions’) shows that this website belongs to Britain. The user may assume that 

the product is made in that country or region although it is only localised to a particular locale but is 

not created there. Yunker (2003) stated that the aim of localisation should be to show that a company 

understands users’ needs. In order to achieve this aim not only national symbols should be used 

because these symbols are controversial and it is difficult to predict which meaning will the user get 

from a particular symbol or image.  

Schäler (2007) defined ‘the shallow level’ of localisation which is detected in the graphical user 

interface (GUI): 

 colour; 

 sensitive illustrations and images; 

 hand signals; 

 symbols; 

 sounds; 

 history; 

 product names and acronyms. 

In the West culture red colour is the symbol of anger, danger, white colour indicates a pure state, 

black colour represents sadness, darkness. The symbolic meaning of the colour differs in various 

countries and cultures. For example, members of Asian countries associate white colour with 

mourning and black with happiness. 

The national flag is used in order to identify the origin of the product. The OK sign used in many 

Western countries represents a sexual gesture in others. Often used symbols as symbols of disk, 

printer, save, etc. do not cause problems while more specific signs may cause some 

misunderstandings. For example, some users from other countries do not associate the yellow school 

bus with education as in the US and Lithuania. 

A specific sound after a mistake which is used in Western cultures would be considered as a sign 

of embarrassment in the Japanese market. Every culture and nation differently interprets historical 
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events, therefore, historical items should be provided with a deeper consideration. The author claimed 

that product names and acronyms cannot be carried over into different languages (e.g. NATO is 

NATO in German but it is OTAN in Spanish). 

According to Jimenez-Crespo (2013), translators usually get hypertexts in a non-linear model and 

these texts differ from texts which the end user receives. Hypertexts are interactive and require active 

participation of the user. Hypertexts may be enlarged by adding new pages and content, they are 

updated more often and can be reached by more readers than the printed text. Two features of 

hypertexts may cause problems for translators and localisers – ‘the openness of the hypertext and its 

dynamic nature’ (p. 65). Hypertexts include a number of multimedia elements (audio, icons, 

animation, graphic, website advertising, etc.).  

Jimenez-Crespo provided four types of hyperlinks: ‘internal’, ‘external’, ‘intranodal’ and 

‘implicit’. Internal hyperlinks direct the user to a page related to the hypertext while external links 

provides a page outside the website. In cases when the page is too long, the intranodal link is provided 

and it connects two pages into one. Implicit links are related to the global cohesion of the hypertext 

(e.g. website indexes or website maps). 

Hofstede (2002) provided the classification of ‘deep localisation levels’: power distance, 

individualism, masculinity, uncertainty avoidance and long-term orientation. The first layer indicates 

equality or inequality among members of the society. Images of individuals and flags on the website 

indicate power distance. 

Individualism indicates in which way the society gets more achievements – working individually 

or collectively. A high level of individualism shows that individual rights are essential in the society 

and a low raking society has close ties among members. Images of individuals or group illustrations 

help to identify the ranking of individualism. 

The third level – masculinity – indicates the level of discrimination between genders. This level 

may be identified when on the website gender is addressed indiscriminately or addressed separately, 

women are shown as modest and caring, men as ambitious and assertive or vice versa. 

Uncertainty avoidance indicates tolerance for ambiguity and uncertainty within society. A high 

level of uncertainty avoidance on the website indicates focus on rigid rules, formality, punctuality, 

tradition and religion. 

Long-term orientation shows what the society thinks about traditions and values. A low long-term 

orientation indicates that changes in the society are common. It is difficult to analyse this level on 

websites because usually long-term orientation is not common on websites and it is not an easy task to 

translate and localise this type of content.  

The biggest attention is directed to the areas providing return on investment. The process of 

localisation may be applied to the ‘predictable, stable, corporate content’ (p. 4). Nowadays, a digital 
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content is made from updates, users’ forums and blogs, etc. The modernised localisation technologies 

must be employed in order to provide access to this digital content. 

Localisation is the process when the product is adapted according to linguistic requirements and 

the target locale. The age-group, personal preferences, expectations are the most important criteria 

when the product is localised to personal requirements. As Genabith (2009) stated, ‘the person is the 

ultimate locale’ (p. 5). He/she (the target user) influences the process of localisation and aims which 

requirements should be the most important during localisation. The most common challenges which 

localisers met are discussed further.  

Ørsted (2008:5) provided the most common localisation bugs: 

 over-localisation – the string should not be translated; 

 buffer limitation – the translation should not be longer than a given amount of characters; 

 illegal characters – some characters may not be allowed in the string; 

 dependency – two resources have been translated as one; 

 backward compatibility – backward compatibility could be lost by changing a string from one 

version to another; 

 uniqueness – each string has to have a unique name; 

 placeholder over-localised – some strings may have the placeholder which cannot be 

changed; 

 required string decoration – strings may have characters in the beginning or end of the string 

and it cannot be localised or changed. 

Jevsikova (2009) provided the main localisers’ problems: separated words without a context, the 

context is obtained while searching for the particular text in the programme, a part of texts may occur 

only when errors occur and problems with fusional languages (e.g. the correct selection of the part of 

speech).  

Ryan, Anastasiou and Cleary (2009) provided other four challenges of localisation and digital 

content: volume, cost, time and quality. The product has to be localised into many languages because 

there is a significant increase in number of users who want to use that product in their native language. 

Furthermore, every product has a particular number of words, lines or strings, files or languages. 

Usually the product maintains thousands or even millions words and this volume makes the process of 

localisation harder. 

Technologies are employed in order to make the process of localisation easier, but they require 

investments install and maintain. The cost also depends upon the type of content, the scope of the 

product or project, type of a specific file. Time is very important factor because the product may 

become unprofessional if it is not released on the date announced. Instant localisation of online 
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communication (e.g. emails, blogs, forums) requires the same quality as a not real-time product. 

Unfortunately, his kind of quality is not always achieved. 

Localisers and translators’ work is not imagined without linguistic aspects which include 

terminology of computer and the Internet. Importance of terminology in localisers’ work will be 

discussed further.  

Localisers have to be very careful while using terminology in their projects because incorrect 

terms can make a text non-coherent. Lenker, Anastasiou and Buckley (2010) stated that localisers have 

to: 

 analyse internal company terms, product names; review earlier glossaries, style guides and to 

identify the essential terminology; 

 establish a process of reviewing, approving and deploying a new terminology and provide 

access to the term base to marketing communicators, internal authors, translators and external 

vendors; 

 provide an equivalent for terms within each target market.   

The beginning of computer terms was in 1960 when the first calculation council was established. 

More and more calculation offices and station began their work and thousands of different calculating 

machines have been employed. New names were necessary for new technologies. 

First steps in the development of the computer terminology were made when the 

‘Russian-Lithuanian-English Dictionary of Calculating Technique Terms’ (Lith. Rusų-lietuvių-anglų 

kalbų skaičiavimo technikos terminų žodynas)  appeared in 1970  (Kaulakienė and Valiūkėnas, 1996). 

Žalkauskas (2005) claimed that dictionaries of Lithuanian computer terminology published at the last 

decade of the twentieth century do not include modern computer terms. 

Terms may have a broader or a narrower meaning in a different context 

(Grinev-Griniewicz, 2011). Many terms are polysemic and it causes difficulties because it is not clear 

which meaning should be used in a particular field, e.g. mouse or virus. Considering form 

requirements for terms, they should be short, exact, motivated, and without variants. Pragmatic 

requirements mentioned by Grinev-Griniewicz (2011:47) are establishedness (the term should be 

approved and universally used), international form (this form should be used in the international 

communication) and euphoniousness (the term should not have unpleasant connotations).  

David Crystal (2002) claimed that the computer language consists of the language of short 

messages, virtual worlds, the Internet websites, technical slang and the Internet chat groups. It 

combines all kinds of media in one place – the Internet. New forms of language are merged on the 

Internet. According to Rumšienė (2004), the unique vocabulary is created by using omission, 

neologisms, abbreviations and other means of word formation. 



29 

 

Two surveys have been carried out by SDL (Hurst10, 2009) in order to identify the importance of 

terminology creating the global content. One survey represented translators’ view on terminology and 

the other survey was given to companies such as Panasonic, Siemens, Disney, etc. results have 

revealed that terminology is a main component in the process of localisation but translators, localisers 

and companies use it ineffectively. 

Chroust (2007) provided the pyramid of localisation consisting from 7 layers (see Figure 5). 

According to Chroust, ‘higher levels usually rely on lower-levels of localisation’ (p. 3). Each layer 

supplements each other and all together they make a coherent website.  

 

 

 

 

 

 

 

 

 

 

Figure 5. Layers of Localisation according to Chroust (2007:3) 

 

The technological infrastructure layer is the basis for localisation. The user is able to see these 

technical and organisational provisions. The product is prepared for localisation at this layer. This 

layer includes the locale which defines the proper date, currency, time, etc. 

The grammatical layer is concerned with grammatical features which differ from the literary 

language grammar. In order to avoid ambiguity and confusion the standardised text should be 

preferred. 

According to Chroust, the semantic layer reveals abbreviations, expressiveness of languages and 

the use of the technical language. 

The graphic and iconic representation layer includes all images, videos, graphical 

representations and their symbolic meanings, taboos, colour codes, body language, etc. 

The business conventions and practises layer comprises all cultural differences causing friction, 

misunderstanding and alienation. Leadership approach, organisational structure, navigation in 

websites, dates and deadlines, performance measures are the main differences. 

                                                 
10 Online source: http://www.infomanagementcenter.com/enewsletter/2009/200902/second.htm. 
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The social and communicational layer is concerned with addressing and greeting the user, 

answering the user, communication styles, social classes, social position – age, social position – 

gender, acceptable overtime.  

Taboos, metaphorisms, puns, jargon, humour are features of the cultural layer. 

Chroust claims that the last three layers (the business conventions and practises layer, the social 

and communicational layer and the cultural layer) are associated with cultural aspects. 

Chroust excludes several reasons for the need of cultural adaptation: international cooperation, 

more sophisticated applications, increased non-verbal interaction, user expectations and buyers’ 

market. The global production and fast development of technologies requires localisation of the 

products. An increasing number of users which are not interested, willing or able to speak in a foreign 

language expect user friendly communication in their mother tongue. The absence of localisation or 

cases of inappropriate localisation may cause the decrease of potential buyers and/or users. The 

human-computer interface eliminates factors of body language and intonation but increases the need 

for cultural localisation of the software. 

The next chapter will provide a combined scheme of analysis for researching the elements of the 

website localisation procedure and both IT websites will be analysed and compared in order to 

determine which website and which website level achieved the most successful localisation results.  
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2. LOCALISATION ANALYSIS OF APPLE AND MICROSOFT 

WEBSITES 

 

After the thorough analysis of localisation theories and the overview of the current research 

carried out by different authors on the subject, the scheme of analysis for researching the elements of 

the website localisation procedure has been designed (see Figure 6). This scheme is based on the ideas 

by Chroust and Brügger and will be used for the empirical analysis of the quality of localisation of two 

IT websites (Apple and Microsoft). 

 

Figure 6. Elements of Website Localisation Procedure 

 

2.1. Methodological consideration 

 

The research methods employed in this master thesis are as follows: 

1. the descriptive analytical method; 

2. the contrastive analysis; 

3. the content analysis. 

The descriptive analysis is a method used to depict the data and analyse it in order to describe the 

main aspects of information. The contrastive analysis is comparison of two or more comparable units 

(products, systems, languages, websites, etc.). This analysis will be used in order to detect the main 

localisation flaws, contrasting English and Lithuanian versions of the afore mentioned websites. The 

content analysis is a tool used to determine the amount and the frequency of usage of certain words, 

images or any kind of visual symbols within texts or sets of texts. Texts may be understood as a book, 

a chapter, speeches, formal or informal conversations, websites, media environments, etc. Researchers 

quantify and analyse meanings and relations of such concepts and make inferences about the message 

in these texts. 
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The general scheme was created in order to investigate localisation of two IT websites and to 

detect which website and which website level achieved the most successful localisation results. This 

scheme includes layers of Chroust’s pyramid (except the business conventions and practices layer) 

and Brügger’s elements of the localisation analysis. English and Lithuanian versions of Apple and 

Microsoft websites will be analysed and compared in order to detect the main advantages and 

disadvantages of IT websites localisation. 

The material for the empirical part of this research is taken from IT websites: Apple 

(http://www.apple.com/ and http://www.apple.com/lt/) and Microsoft (http://www.microsoft.com/en-

us/default.aspx and http://www.microsoft.com/lt-lt/default.aspx). Lithuanian versions of these websites 

will be analysed in order to compare how these IT websites are localised into the Lithuanian language. 

The scope of the research is 495 screenshots: 289 cases are selected from the Apple website and 

206 cases from the Microsoft website. The selected screenshots have been classified according to 3 

major layers (the media environment, the textual environment, textuality) and eight elements of the 

website localisation: cultural layer, social and communicational layer, graphic and iconic 

representation layer, semantic layer, grammatical layer, technological infrastructure layer, 

hypertext and moving illustrations (see scheme of analysis p. 31).  

The following part of the thesis will mainly focus on examination of two localised IT websites 

(Apple and Microsoft). Regarding the fact that websites are constantly changing, the localisation 

analysis of three website levels will be carried out. The first level is the media environment that will 

be analysed in the next subchapter.  

 

2.2. Media Environment 

 

The media environment includes three layers: the cultural layer, the social and 

communicational layer and the graphic and iconic representation layer. These three layers are 

closely related because they reveal cultural and social elements in the society using a particular 

language style, graphic elements, videos, etc. 184 cases from the Apple website and 118 cases from the 

Microsoft website have been selected for analysis in the media environment. This subchapter will 

analyse Apple and Microsoft websites according to these tree layers of the media environment.  

Starting analysis from the cultural layer it might be observed that the British society has four 

features characteristic to their culture which may be recognised on Apple and Microsoft websites: 

individuality, privacy, equality and informality. Illustrations of one or two people cycling or 

rollerblading are presented and it reveals that people like showing their individuality but there are 

many illustrations where people like to communicate and spend time with other people in a group (see 

Figure 7). British are a multicultural society and this mixture of ethnic groups and cultures is 
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represented in illustrations and images on these two websites. An informal language (short sentences, a 

big font, colourful letters), colourful moving images on the Apple website indicate the informal 

communication pattern characteristic to the British society. 

 

 

 

 

 

 

 

 

Figure 7. Illustration of People in Informal Environment from the Lithuanian Version of the Apple 

Website 

 

On the contrary, the Lithuanian society is mostly homogenous, there is no mixture of different 

ethnic groups, therefore the images depicting people of various races are not so understandable as to 

the people in the British society. Women occupy more and more working positions in a sphere of 

economy and industry but there is a high level of masculinity. Less importance is given to the 

individual in the working environment, group work is more common. The usage of the third-person 

plural verbs is more common on websites although the Apple website uses the second-person singular 

verbs. 26 cases from the Apple website and 14 cases from the Microsoft website have been selected for 

analysis in the cultural layer. Other illustrations of the cultural layer see Appendix 1. Further, the 

social and communication layer of Apple and Microsoft websites will be analysed in detail.  

The social and communicational layer according to Chroust represents addressing and greeting 

as well as answering the user, communication styles, social classes and social positions in the 

community. As analysis of the cultural layer has revealed, English and Lithuanian versions of Apple 

websites are orientated towards the young users. We may draw this conclusion based on dominating 

images of the young people, simple language and colourful pictures. The Lithuanian website uses the 

second-person singular verbs (dalinkis, pasikviesk, pradėk, etc.) and pronouns (tau, tave, tavo, etc.). 

This strategy creates an illusion of friendliness and informality. 

Both English and Lithuanian versions of the Microsoft website emphasise work and 

communication because illustrations depict people in a working environment. The third-person plural 

verbs are used in order to address the user on the Lithuanian website (gaukite, laikykite, naudokite, 

etc.). The Lithuanian version of the Microsoft website makes communication more formal and discreet 
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by using the third-person plural verbs while Apple makes it informal by using the second-person 

singular verbs.  

Illustrations of the products are more common to both websites but there are images depicting 

people. These images show the communication in a group or with each other (see Figure 8). Men and 

women of different racial and age groups are equally represented on Apple and Microsoft websites. 

The same images are transferred to the Lithuanian versions of these websites. There are no pictures 

which would be adapted to our cultural background. Illustrations of children are also provided in these 

websites. 

 

 

 

 

 

 

Figure 8. Illustration of Communicating People from the Lithuanian Version of the Apple Website 

 

Apple websites (both English and Lithuanian versions) are orientated to young users: illustrations 

of young people are provided, language is simple and sentences are short, the design of the products is 

emphasised, many colourful images are provided on every site, the second-person singular verbs are 

used on the Lithuanian website (prisijunk, stebėk, sužinok, etc.). The Lithuanian version of the website 

provides verbs in a masculine form (žaisdamas, atlikdamas, įjungęs, etc.). This manner is not formal 

and it creates an illusion that the addressee and the addresser know each other. 

Both Microsoft websites are orientated to work and communication: illustrations of people are 

taken in a working environment, more images with the products than the people, simple language and 

short sentences, the third-person plural verbs are used on the Lithuanian website (apsilankykite, 

pasirinkite, peržiūrėkite, etc.). One case of the third-person singular verb (atrask) has been indicated 

on this website (see Figure 9) and 27 cases of the second-person plural verb (see Appendix 2). 

 

 

 

 

 

Figure 9. Illustration of Homepage from the Lithuanian Version of the Microsoft Website11 

                                                 
11 The materials retrieved 25-01-2015. 
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During the period of the current analysis, this website (as well as the Apple website) has been 

changing a lot and now the website does not encourage discovering the products. Now the main 

products are recommended (see the figure below) but there are left some mistakes in their names. 

Internet Explorer should be written in Lithuanian quotation marks and OneDrive should not be written 

in the bold style. The consistency of fonts and Lithuanian punctuation should be maintained. 38 cases 

from the Apple website and 27 cases from the Microsoft website have been selected for analysis in the 

social and communicational layer. Other illustrations of this layer see Appendix 2. 

 

 

 

 

 

 

 

 

Figure 10. Illustration of Rekomenduojame from the Lithuanian Version of the Microsoft Website12 

 

These two websites are commercial websites which means that there will be no or little metaphors, 

humour or jargon. Vivid and bright colours are used on Apple and Microsoft websites and dark colours 

are avoided. Lithuanian versions of these websites maintained the same colour patterns as provided in 

the original versions. The graphic and iconic representation layer and the cultural layer are closely 

related because all icons, images, colours and graphics represent the target culture. Further analysis of 

the graphic and iconic representation layer will be presented.  

The style of English and Lithuanian websites of Apple are very similar: the menu is written in 

white letters on the grey background, the name of the product or the main idea is written in black while 

the text below is provided in grey, the Buy Now or Įsigyti button is blue with white letters. Actually, all 

websites of other countries are created in the same pattern. The homepage screenshots of the Apple 

website in other countries see Appendix 8. 

Apple provides its website to the regions of Africa, Middle East and India (30 countries), Asia 

Pacific (15 countries), Europe (37 countries), Latin America and the Caribbean (39 countries) and the 

United States, Canada and Puerto Rico (5 countries). The symbol of a flag is presented next to the 

country name, which is written in its national language. Different language versions are provided for 

countries with more than one national language. For example, users in Latin America and the 

                                                 
12 The materials retrieved 25-01-2015. 
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Caribbean may choose between Spanish and English languages. A flag of a chosen country is settled 

on the bottom centre of the website. 

The most common colour of the background is white. The Apple website is very colourful and 

animated. More visual information is provided in illustrations and little text is left. Therefore, the 

images, animations, videos and text should be localised in order to convey all necessary information. 

Unfortunately, the majority of images on the Apple website is not localised to the Lithuanian market. 

The text next to the illustration is translated but the illustration itself is not changed in 90 cases. The 

example of illustration with the text translated into Lithuanian is provided in Figure 11. 

 

 

 

 

 

 

 

Figure 11. Illustration of Translated and Incorporated Text into the Image (the Apple Website) 

  

In some cases images are replaced by other images but it does not mean that they are localised. 

For example, the image of iCloud presents Origami Treasures in the English version of the Apple 

website while iCloud on the Lithuanian website provides the Flights of Fancy text written in English 

(see Figure 12). The text in the Lithuanian version is not useful to the user because it provides 

information in other language.  

 

 

 

 

 

 

 

 

 

Figure 12. Illustration of iCloud in English and Lithuanian Versions of the Apple Website 

 

Apple presents the new product – the Apple Watch (see Figure 13), a smart watch which is not 

available in Lithuania. Therefore, information about this watch is not provided in the Lithuanian 



37 

 

version of the Apple website. This means that the Lithuanian version did not provide unnecessary 

information about the product which is not on sale.  

 

 

 

 

 

 

Figure 13. Illustration of Apple Watch from the English Version of the Apple Website 

 

Analysis of the Lithuanian version of the Apple website has revealed that more attention has to be 

paid for localisation of this website because images present the important information about the 

product.  

English and Lithuanian versions of the Microsoft website are also very similar: the text is written 

in bigger letters on the white or colourful background, the blue colour is the dominant colour, the text 

on dark blue buttons is written in white. Microsoft websites in other languages are provided in the 

same pattern. Microsoft provides its website into 96 countries and regions. The homepage screenshots 

of the Microsoft website in other countries see Appendix 8.  

In comparison with the Apple website, flags of these countries are not presented close to each 

country but the title is written in its national language. Different language versions are provided for 

countries with more than one national language. For instance, users in Canada may choose between 

English and French languages. A language of the website is written on the bottom left of the website. 

When the country is selected, a globe is provided next to that language. 

An excellent example of the localised text in the image is provided in Figure 14. The text 

presented as an example is changed and localised. Although not all text can be seen, it is clear that it is 

describing the climate of some particular country (it is not clearly stated that it is Lithuania).  

 

 

 

 

 

 

Figure 14. Illustration with the Incorporated Text from English and Lithuanian Versions of the 

Microsoft Website 
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The Lithuanian version of the Microsoft paid more attention to localisation of illustrations 

provided on the website. The good localisation example is when the name and surname is changed into 

the Lithuanian name and surname. For instance, Dona Mercer became Stasė Mankienė and her photo 

has been changed (see Appendix 3). One case when the text in the illustration is written in Latvian, in 

French and in Italian has been detected (see Figure 15). Probably the text has been copied from other 

version of the website.  

 

 

 

 

 

 

 
 

 

Figure 15. Illustration with the Text Written in Latvian, French and Italian from the Lithuanian 

Version of the Microsoft Website 

 

Although Windows is localised, some images of this product are not localised on the Lithuanian 

website – the image of the Start window has got English programmes and the English text on display 

(see Appendix 3). The fields of Outlook and Store are localised to the Lithuanian market. 30 cases of 

illustrations within the Lithuanian text (see Figure 16) about the product (e.g. Windows) have been 

identified. The most common case is when the text outside the illustrations is translated but the text 

within the images is left the same – 35 cases have been detected. In 24 cases illustrations have been 

changed into other images from the same website. In 18 cases the text outside the image is written in 

Lithuanian while the text inside the image is left in English. This is the inappropriate localisation of the 

illustration. All illustrations of these cases are provided in Appendix 3. 

 

 

 

 

 

 

 

Figure 16. Illustration of Office from English and Lithuanian Versions of the Microsoft Website 
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 Microsoft presents a new feature for Windows Phone 8.1, Microsoft Band and Windows 

10-Cortana that is an intelligent personal assistant (see Figure 17). This programme is not available in 

the Lithuanian market, therefore, the Lithuanian Microsoft website does not provide information 

related to this intelligent assistant.  

 

 

 

 

 

 

 

 

Figure 17. Illustration of Cortana from the English Version of the Microsoft Website 

 

The Microsoft website provides many videos about its production. 5 videos are left in the 

Lithuanian version but they have Lithuanian subtitles (see Figure 18) and the text on the screen is 

translated. 2 videos provide English subtitles in the Lithuanian version of the website (see Appendix 

3). Subtitles may be shut off by selecting Closed Captioning or pressing the CC sign. The language in 

the subtitles is correct, commas are added to the names of the products, the third-person plural verbs 

are used.  

 

 

 

 

 

 

 

 

Figure 18. Illustration of Videos from the Lithuanian Version of the Microsoft Website 

 

The Apple website also includes many videos but they are not transferred to the Lithuanian 

version of the website. The Lithuanised websites should contain videos at least with subtitles because 

users will not get additional information about the product and/or services of Microsoft. 

After the localisation analysis of the Microsoft website on the graphic and iconic representation 

layer the conclusion may be done that illustrations itself and the text inside the illustration are 
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localised to the Lithuanian market just when the product is localised to this market (e.g. Office is 

localised to the Lithuanian market, therefore, illustrations of this programme on the Microsoft website 

are presented localised as well). 120 cases from the Apple website and 77 cases from the Microsoft 

website have been selected for analysis in the graphic and iconic representation layer. Other 

illustrations of this layer see Appendix 3. 

As it has been said, the social and communicational layer, the cultural layer and the graphic 

and iconic representation layer are closely related in the Chroust’s pyramid of localisation. All these 

layers implement each other and represent the media environment. The next subchapter will pay 

attention to the textual environment, which is the second level of website analysis according to the 

Brügger’s classification. 

 

2.3. Textual environment 

 

The textual environment is one of the website elements which includes the semantic layer, the 

grammatical layer and the technological infrastructure layer. All these three layers are closely 

related and they supplement each other during the localisation analysis. The technological 

infrastructure layer is the basis for localisation which is coherent with other two layers of the textual 

environment level. 39 cases from the Apple website and 45 cases from the Microsoft website have 

been selected for analysis in the textual environment. Analysis of the semantic layer will be 

introduced further.  

The transcreation method is not very often because sentences are translated and not recreated on 

both websites, but in the example (see Figure 19) transacreation can be spotted. The entire sentence in 

the English version of the Apple website is replaced by two separate sentences (two words) in the 

Lithuanian version. All five sentences are rewritten and the Lithuanian version has six sentences 

instead of five provided in the original version of the Apple website.  

  

 

 

 

 

 

 

 

Figure 19. Illustration of Transcreation from English and Lithuanian Versions of the Apple Website 
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The case of transcreation on the Microsoft website is shown in Figure 20. The title and the text is 

rewritten as well as in the illustration provided above. No more examples in the semantic layer have 

been detected because Apple and Microsoft websites have tried to maintain nature of the original text 

as closely as it is possible in the Lithuanian versions of these websites. Further analysis of the 

grammatical layer will be introduced. 

 

 

 

 

 

 

 

 

Figure 20. Illustration of Transcreation from English and Lithuanian Versions of the Microsoft 

Website 

 

Short sentences are used on the Apple website and the same construction of sentences is 

maintained in the Lithuanian version of this IT website. Even the punctuation marks (commas, dashes, 

hyphens) are the same in the most cases. 

Only two spelling mistakes have been detected on the Apple website (see Figure 21). Despite these 

mistakes, the website is written in a correct language. Terminology is essential in the process of 

translation and localisation in order to maintain the main idea of the text and to convey the most 

important information to the user. The usage of terms is very good except a few cases when only the 

first letter of the word is written in one sentence and the full word is provided in another (Į/I and 

įvesties/išvesties). The English version of the Apple website uses the word camera while in the 

Lithuanian version it is translated in two ways: as fotoaparatas and as kamera. These two words 

represent different devices and that is why only one of these words should be used on the website. 

 

 

 

 

 

Figure 21. Illustration of Spelling Mistakes from the Lithuanian Version of the Apple Website 
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As it has been mentioned, the Apple website is targeting the young audience and a slang word 

gabalas (Lith. daina, Eng. song) is a good illustration of it (see Appendix 4). This word has been used 

only once on the Lithuanian version of the Apple website. Although the structure of sentences is 

maintained as similar as possible to the English version of the website, in some cases Lithuanian 

phrases are translated into more expressive manner than the English ones. For example, the English 

phrase ‘Engineered for maximum funness’ becomes ‘Tikriems linksmažmogiams’. 

Another example illustrates an inappropriate selection of a verb. The phrase ‘<…>, so you can see 

more of the music, photos, and videos you love’ is translated into Lithuanian as ‘<…>, kad galėtum 

peržiūrėti daugiau mylimos muzikos, nuotraukų ir vaizdo įrašų’ (see Appendix 4). The verb see (Lith. 

peržiūrėti) is incorrect in this situation because you cannot see the music but you can see the music 

videos, therefore, this verb should be replaced by the word listen or the phrase mylimos muzikos should 

be replaced at the end of the sentence with a verb corresponding to this phrase. 

The new trend which derives from the English language is transferred into Lithuanian – to write 

all essential words in capital letters. Fortunately, Apple and Microsoft websites are not following such 

trends. For instance, the sentence ‘MacBook Pro Repair Extension Programme for Video Issues’ in the 

Lithuanian version of the Apple website is written in a correct manner, as ‘MacBook Pro remonto dėl 

vaizdo problemų pratęsimo programa’.  

While talking about spelling mistakes on the Microsoft website, the situation is not very good. 

Many mistakes have been identified on this website (see Figure 22).  It seems that some Lithuanian 

letters are forgotten in the provided sentences and the Latvian sentence is inserted instead of the 

Lithuanian. For more examples see Appendix 4. The good thing is that Lithuanian quotation marks are 

used in the Lithuanian version of the Microsoft website. 

 

 

 

 

 

 

 

 

Figure 22. Illustration of Spelling Mistakes from the Lithuanian Version of the Microsoft Website 

 

In some cases, even on the same page, quotation marks are not used on names of the products (see 

Appendix 4). Although more and more websites are localised to the Lithuanian language, keyboards 

should also be localised. This type of keyboards is not popular yet but the shortcuts should be taken 
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into consideration by the localisers. Both Apple and Microsoft websites provide many shortcuts but 

they are not adapted to the Lithuanian keyboard in the Lithuanian versions of these websites. One of 

keyboard shortcuts is the same as in the Lithuanian keyboard (see Figure 23). The Windows logotype 

and a letter D open the Desktop (Lith. Darbalaukis). This is one of rear combinations which are the 

same in both English and Lithuanian.  

 

 

 

 

 

 

 

 

Figure 23. Illustration of an Appropriate Shortcut from the Lithuanian Version of the Microsoft 

Website 

 

The English version of the Microsoft website presented an intelligent personal assistant which is 

not available in the Lithuanian market, although, some information is provided about this programme 

in the Lithuanian version and a dot is left in the middle of the sentence (see Figure 24).  

 

 

 

 

 

 

Figure 24. Illustration of Unnecessary Information from English and Lithuanian Versions of the 

Microsoft Website 

 

The following example illustrates the case of a half localised text (see Figure 25). At the end of 

every sentence with a bullet (number or other sign) a period or semicolon sign should be written. A 

description of Windows Phone v5 is written using quotation marks while Facebook is Lithuanised with 

an apostrophe and adding a Lithuanian ending. One punctuation and writing style should be chosen for 

the entire website.   
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Figure 25. Illustration of Inappropriate Punctuation from English and Lithuanian Versions of the 

Microsoft Website 

 

Choice of terminology on the Microsoft website in some cases sounds unnatural, for instance, the 

word tapetai (Eng. wallpapers) and in the same sentence the phrase darbalaukio fonas is used (see 

Figure 26). Furthermore, the name of the river (Tennevik) should also be localised. Although the 

third-person plural verbs are used on the entire website, in some cases it has been changed to the 

infinitive form (eiti instead of eikite). 6 cases from the Apple website and 17 cases from the Microsoft 

website have been selected for analysis in the grammatical layer. Other illustrations of this layer see 

Appendix 4. Further analysis of the technological infrastructure layer will be introduced. 

 

 

 

 

 

 

 

Figure 26. Illustration of an Inappropriate Terminology from the Lithuanian Version of the Microsoft 

Website 

 

The technological infrastructure layer includes a proper coding, a correct direction of writing 

and reading, as well as the locale (the word order, date, currency, time, etc.). The user cannot see all 

aspects of this layer because it is the stage when the product is prepared for the process of localisation 

and other aspects (i.e. the locale, the character and line orientation, etc.) are just part of this layer. 

The English version of the Apple website contains many cases when different measure units are 

provided and the prices of the products are written in USD. The prices of iCloud Plans provided in the 
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English website are not localised in the Lithuanian version of the Apple website: prices are left in 

dollars although they should be converted into euros. The good thing is that quotation marks and the 

space between a number and an abbreviation (GB and TB) are used properly in this version. Only one 

case was found when the same price (non-converted) was written on both websites but the English 

version wrote it in dollars while the Lithuanian version wrote price in euros (see Appendix 5). For 

example, some product in the English version costs 29 dollars while on the Lithuanian website the 

same product costs 29 euros. The conclusion may be done that a translator or localiser made a mistake 

and did not convert this price into euros.  In many other cases the prices are omitted in the Lithuanian 

version (see Figure 27).  

 

 

 

 

 

 

Figure 27. Illustration of Prices from English and Lithuanian Versions of the Apple Website 

 

The example of a well performed localisation in the technological infrastructure layer could be 

a comma between a decimal scale and a centesimal scale. In one case Apple provides millimetres and 

grams next to inches and ounces (see Appendix 5). It makes the localiser’s work easier, because he or 

she does not need to calculate how much centimetres will be a certain amount of inches. Inches are 

usually translated as coliai in the Lithuanian version of the website although there is no such 

measurement in Lithuania. Inches should be localised to the Lithuanian market and written as 

centimetres. Nevertheless, inches could be provided too because Lithuanians are tend to measure 

diagonal in inches. The sign x as in measurements of resolution in some cases is left as x and in some 

cases it is written as karto (Eng. time) as in Figure 28. 

 

 

 

 

 

Figure 28. Illustration of Appropriate Measurements from English and Lithuanian Versions of the 

Apple Website 
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The proper date writing is another feature of the technological infrastructure layer. There are 

several ways to write the date. The date on the English website is written starting from the month, day 

and year, while in the Lithuanian version it is written starting from the year, textual month and day 

(see Figure 29). Further, the graphic and iconic representation layer of the Microsoft website will be 

analysed. 

 

 

 

 

 

 

Figure 29. Illustration of Appropriate Date from English and Lithuanian Versions of the Apple 

Website 

 

Microsoft also provides centimetres and kilograms next to inches and pounds in one case (see 

Figure 30). Although there are no such measurements as inches and pounds in the Lithuanian 

measurement system but inches are commonly used in order to determine the diagonal of computers, 

telephones and TVs. Microsoft also localised the English character between a decimal scale and a 

centesimal scale (these numbers are separated by the comma in Lithuania). The other case of number 

writing is with no comma, but it is replaced by the space (e.g. 877 000 000 population written in 

Lithuanian and 877,000,000 population written in English). 

 

 

 

 

 

 

Figure 30. Illustration of Measurements from English and Lithuanian Versions of the Microsoft 

Website 

 

The telephone numbers on the Microsoft website are properly localised. E.g. the telephone number 

for a contact with a support team in the English version of the Microsoft website is 0800 026 0329 and 

in the Lithuanian version it is 880 07 35 36. 

The price written in dollars has been changed to euros but the sign of the euro is written after the 

number and the space is placed between the number and this sign (see Figure 31). The case when the 
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currency is written before the number (see Appendix 5) has been detected. One not localised feature 

has been detected on the Lithuanian website in the field Naujienos (Eng. News) where Facebook news 

is presented. Information about the event is provided in Lithuanian but information before colon is not 

localised to the Lithuanian user (e.g. 02/25/2015 by Microsoft Lietuva: Kviečiame jus keisti pasaulį su 

#YouthSpark Challenge iššūkiu! <…>).  

 

 

 

 

 

 

Figure 31. Illustration of Prices from English and Lithuanian Versions of the Microsoft Website 

 

One more feature of the technological infrastructure layer is the right font of writing. If the font 

is wrong, the characters of the local alphabet which differ from the original language will be written in 

the different font or some hieroglyphs may appear instead of them. The example of the inappropriate 

font is provided in Figure 32. In some cases (see Figure 21) when the font is left the same as the font in 

the English version, some Lithuanian letters are spelled inappropriate – see letters ų and ū.     

 

 

 

 

 

 

 

 

Figure 32. Illustration of Inappropriate Fonts from the Lithuanian Version of the Microsoft Website 

 

The Microsoft website is adapted to mobile phones and tablets because when the size of the screen 

is minimised the size of the image does change, i.e. you can see the full view in the smaller window. 

The Apple website is not adapted to mobile phones and tablets because when the size of the screen is 

minimised the size of the screen view does not change, i.e. you cannot see the full view in a smaller 

window and the user has to scroll to the left in order to see all images or the text.  

Analysis of the technological infrastructure layer has revealed that the Microsoft website should 

pay more attention to localisation of this layer because there are many features that should be localised 
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to the Lithuanian market. 32 cases from the Apple website and 27 cases from the Microsoft website 

have been selected for analysis in this layer. Other illustrations of the technological infrastructure 

layer see Appendix 5. Further, the localisation analysis of the cultural layer on Apple and Microsoft 

websites will be presented.  

 

2.4. Textuality 

 

The third level of the website analysis is textuality. This level comprises hypertext and moving 

illustrations which are essential to websites in order to attract the user and to provide important 

information about the products and/or services. The user does not read all the information provided on 

the website and then a hyperlink helps: the reader can decide which information is important and read 

it by pressing Learn more or other kind of the hyperlink. 58 cases from the Apple website and 35 cases 

from the Microsoft website have been selected for analysis of the textuality level. 

Hypertext and hyperlinks appear more often on the websites because there is an increasing 

number of digital content. The hyperlink Learn more (Lith. Sužinok daugiau) is very common on the 

Apple website although the Lithuanian version of this website sometimes does not provide this 

hyperlink. It is a better option to exclude a hyperlink than provide a link to the English version of the 

website.  In many cases a hyperlink is provided in blue letters but both Apple and Microsoft websites 

include links in the grey colour as a simple text (see Figure 33).  

 

 

 

 

 

 

 

Figure 33. Illustration of Hyperlinks from English and Lithuanian Versions of the Apple Website 

 

Hyperlinks as well as the whole website provide multimedia elements: audio, icons, animation, 

graphics, etc. Both of the websites provide internal hyperlinks – they redirect the user to the same 

website but to a different page. Since Apple and Microsoft websites have website maps, implicit 

hyperlinks are provided in order to present a global cohesion of the hypertext.  

The Learn more hyperlinks are very important to the user in order to achieve additional 

information about the products or services. In many cases both websites illuminate these hyperlinks or 

leave them with a link to information provided in English. In such cases, the user cannot get the most 
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important information in his/her own language. For example, this hyperlink (see Figure 34) on the 

Lithuanian version of the Microsoft website opens the Skype website although there is no warning that 

this hyperlink will provide information in English. 46 cases from the Apple website and 27 cases from 

the Microsoft website have been selected for analysis of hypertext. Other hypertexts provided on 

Apple and Microsoft websites see Appendix 6. 

 

 

 

 

 

 

 

 

 

 

Figure 34. Illustration of the English Hyperlink in the Lithuanian Version of the Microsoft Website 

 

The Apple website includes moving illustrations while presenting its products and services, 

telephones, computers, data, etc., although, it is difficult to provide these images in the printed work. 

The blue colour is added and the orange colour is excluded and all design in general is changed in this 

example (see Figure 35). Even numbers and measure units are adapted to the Lithuanian market. 

Although these changes are appropriate, not everything has been done: names of products 

(Thunderbolt, ExpressCard, FireWire 800) should be written in quotation marks. 

 

 

 

 

 

 

 

 

Figure 35. Illustration of the Moving Image from English and Lithuanian Versions of the Apple 

Website 
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The Microsoft website also provides moving illustrations of computers, telephones, other 

products and services. This example includes the unchanged image and the original text (see Figure 

36) from the English version of the Microsoft website. This image does not provide additional 

information to the user and there is no warning that this hyperlink will provide information in English. 

12 cases from the Apple website and 8 cases from the Microsoft website have been selected for 

analysis of moving illustrations. Other images selected see Appendix 7. 

 

 

 

 

 

 

Figure 36. Illustration of Skype from English and Lithuanian versions of the Microsoft Website 

 

Analysis of textuality on Apple and Microsoft websites has revealed that more attention has to be 

paid for localisation on this layer because users want to get all information needed in their own 

language. Moving illustrations are a good way to attract the reader and capture his or her attention to 

the products or services. 

After analysis of three Brügger’s elements and 8 layers of localisation according to Chroust’s 

pyramid, it can be stated that visual illustrations have not been changed in 125 cases (90 cases on the 

Apple website and in 35 cases on the Microsoft website). Visual illustrations have been changed in 42 

cases (18 cases on the Apple website and 24 cases on the Microsoft website). Visual illustrations have 

not been changed but the text within them is translated in 30 cases (12 cases on the Apple website and 

18 cases on the Microsoft website). 

Videos provided on the Apple website are not transferred to the Lithuanian version of the website 

while the Lithuanian version of the Microsoft website provided 4 videos with Lithuanian subtitles and 

2 videos only with English subtitles. Measurements and prices are converted on both websites (except 

two cases on the Apple website).  

Only 2 spelling mistakes have been found on the Apple website and 30 mistakes on the Microsoft 

website (Figure 22 includes 22 mistakes). 20 hyperlinks out of 46 are excluded in the Lithuanian 

version of the Apple.  

The most successful localisation results are achieved in the textual environment level on both 

websites because two layers (the semantic layer and the technological infrastructure layer) have 
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been fully localised while the grammatical layer still needs to be further improved on the Microsoft 

website.  

The media environment provided the biggest amount of examples, illustrating the inappropriately 

accomplished localisation because all three layers (under analysis cultural layer, social and 

communicational layer and graphic and iconic representation layer) include mainly visual images 

and the majority of visual illustrations is not localised  on both websites (125 cases).  

The textuality level (hypertext and moving illustrations) needs to be further improved as well 

because 20 hyperlinks provided on the Apple website are not transferred to the Lithuanian version of 

the website. Unfortunately, moving illustrations are transferred to Lithuanian versions from original 

versions of Apple and Microsoft websites. 

The most successful localisation results are achieved on the Microsoft website and in the textual 

environment level. The media environment and the textuality level still need to be further improved. 

Further the conclusions after localisation analysis of two IT websites (Apple and Microsoft) are 

provided. 

  



52 

 

CONCLUSIONS 

 

The conclusions presented below are the confirmation of the objectives formulated in the 

introduction: (1) to compare Lithuanian and English versions of Apple and Microsoft websites and to 

analyse appropriate and inappropriate cases of localisation on these websites; (2) to determine which 

level achieved the most successful and the most unsuccessful localisation results; (3) to determine 

which website achieved the most successful localisation results. After completion of the research, the 

following conclusions could be drawn: 

1. The process of localisation is very complicated and long. Although Apple and Microsoft 

websites are IT websites and they occupy the first positions in global ratings, localisation 

is not the strongest area of these websites. 

2. The localisation analysis of Apple and Microsoft websites according to three Brügger’s 

elements and six Chroust’s layers has revealed the following tendencies: 

 the most successful localisation results are achieved in the textual environment level on 

both websites. The technological infrastructure layer the semantic layer have been 

fully localised on both websites while the grammatical layer still needs to be further 

improved on the Microsoft website; 

 the biggest amount of examples, illustrating  the inappropriately accomplished 

localisation has been detected in the media environment because the three layers under 

analysis include mainly visual images and, unfortunately, the majority of images is not 

localised on both websites;  

 the textuality level needs to be further improved as well: many hyperlinks provided on 

the Apple website are not transferred to the Lithuanian version of the website. Moving 

illustrations are transferred to Lithuanian versions from original versions of Apple and 

Microsoft websites. 

3. Generally it could be stated that the Microsoft website is localised better and the most 

successful localisation results are achieved in the textual environment level. The media 

environment and the textuality level still need to be further improved on both websites.  
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APPENDICES 

APPENDIX 1 

 

CULTURAL LAYER 

 

Illustrations from the Apple Website: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    



59 

 

 

 

 

 

 

 

 

 

Illustrations from the Microsoft Website: 
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APPENDIX 2 

 

SOCIAL AND COMMUNICATIONAL LAYER 

 

Illustrations from the Apple Website:  
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Illustrations from the Microsoft Website:  
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APPENDIX 3 

 

GRAPHIC AND ICONIC REPRESENTATION LAYER 

 

Illustrations from the Apple Website: 
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Changed illustrations:  
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Translated illustrations: 
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Illustrations from the Microsoft Website: 
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Translated illustrations: 
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APPENDIX 4 

 

GRAMMATICAL LAYER 

 

Illustrations from the Apple Website: 

 

 

Illustrations from the Microsoft website:  
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APPENDIX 5 

 

TECHNOLOGICAL INFRASTRUCTURE LAYER 

 

Illustrations from the Apple Website:  
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Illustrations from the Microsoft Website: 
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APPENDIX 6 

 

HYPERTEXT 

 

Illustrations from the Apple Website: 
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Illustrations from the Microsoft Website: 
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APPENDIX 7 

 

MOVING ILLUSTRATIONS 

 

Illustrations from the Apple Website:  
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Illustrations from the Microsoft website:  
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APPENDIX 8 

 

HOMEPAGE SCREENSHOTS OF THE APPLE WEBSITE IN OTHER 

COUNTRIES 
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HOMEPAGE SCREENSHOTS OF THE MICROSOFT WEBSITE IN OTHER 

COUNTRIES 
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