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Why is localization important in UX Design?
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Localization: adapting the interfaces to the language and 
culture of a country

A site or application must meet the country codes in order 
to best correspond to the expectations of its users.

UX design considers localization in order to provide 
businesses with suitable products and services. 

Here are the specifics of UX Design in the USA.



© Ferpection | 2021

Analyze the culture
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Dutch researcher Geert Hofstede set up a 6-category measurement system to analyze the different cultures of 
countries.

1) la distance hiérarchique faible : 
élevée : accepte l’ordre hiérarchique sans remettre celle-ci en 
question. 
faible : individus s’interrogent sur ces inégalités et cherchent à 
les réduire.

2) l’individualisme/le communautarisme : 
priorité aux intérêts personnels vs intérêts du groupe 

3) l’approche masculine/féminine : 
la compétitivité vs l’harmonie 

4) le contrôle de l’incertitude : 
la société contrôlante, réfractaire à l’inconnu vs société 
détendue vis-à-vis de l’incertitude 

5) long terme/court terme : 
vision à long terme : encourage les efforts présents pour 
préparer le futur 
vision à court terme : privilégie les traditions et les normes 
(pas les changements)

6) la dimension plaisir/modération : 
sociétés capables de satisfaire les besoins et désirs personnels 
des individus 
sociétés régit par des normes sociales strictes et prônant la 
modération des pulsions de ses membres

low
power distance

high

collectivist individualist

feminine masculine

low high

short term long term

restrained indulgent

collectivism vs individualism

feminine vs masculine approach

uncertainty avoidance

short vs long term orientation

restrained vs indulgent
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A different way of communicating depending on the country
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Source : Erin Meyer “Getting to si, ja, oui, hai and da”, 2015
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1 The search for efficiency
The American user has no time to waste
A simplified interface to increase efficiency
Faster navigation via the search bar
Choice options on the same screen

American culture encourages consumerism
Importance of products starting at the homepage
Many deals and promotional codes
A variety of additional services

Paying attention to nuances
Impactul regulations
Specific units to avoid errors

Overview

2

3
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efficiency
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The American user has no time to waste
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The American user knows what he/she wants. The American digital market is very competitive. The American 
standard is high (Amazon, Apple...) and the American user is accustomed to a certain level of associated services 
(delivery, product return...).

This is why the American user has become an expert in online shopping.

Source : The UX International Map - Contentsquare

The habits of the American user
(study concerning: United States, United Kingdom, France, Italy, Germany, China and Japan)
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A simplified interface to increase efficiency
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A page = a feature = a message

The information must be explicit (Google vs Yahoo 

Japan).

A minimalist style

The interface design is clean, with lots of space 

between components, a simple information 

architecture with little content, a large font size and 

few color combinations.
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A simplified interface to increase efficiency
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McDonald’s US McDonald’s FR

Reading the information is 

done at a glance.

CTAs are highlighted to focus 

on what's important.
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A simplified interface to increase efficiency
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Nintendo US Nintendo FR
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As expert users, Americans prefer to use the search bar (vs 

menu vs slideshow). They do not like to be guided.

Contrary to: 

● China and Japan who use more prefer slideshow display 

because it is not easy to type with their characters

● France, which often uses menus

Faster navigation via the search bar

11

Sephora US

Sephora FR



© Ferpection | 2021

Faster navigation via the search bar
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Yahoo US Yahoo JP
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Faster navigation via the search bar
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BNP US

BNP FR
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Choice options on the same screen
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Sephora FRSephora US

All choices are visible on the screen in the US

On a product page, the different criteria are visible 

to facilitate the choice for the American user. 

Everything fits in the same screen.
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Choice options on the same screen

15
Amazon FRAmazon US

All choices are visible on the US screen

Conversely, in France, it is the drop-down 

menu which is prefered.

This sometimes leads the French user to go 

to a new screen to choose to make their 

selection.
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encourages 
consumerism
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Importance of products starting at the homepage
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Highlighting of products on the homepage, unlike France which is more general

Sephora US Sephora FR Coca-Cola US Coca-Cola FR
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Importance of products starting at the homepage
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Burger King US

Burger King FR

Highlighting of products on the homepage, unlike France which is a more general homepage
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Many deals and promotional codes
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The “deals” and “in-store code” categories are 

fixed in the menu, unlike in France.

It encourages shopping, an important part of 

American culture.

McDonald’s FRMcDonald’s US
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Many deals and promotional codes
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Amazon FRAmazon USAmazon FRAmazon US
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A variety of additional services

Additional services differ.

A service for offering gift cards is also much more 

emphasized in the United States vs. France. This 

again promotes consumerism.

Starbucks US Starbucks FR



© Ferpection | 2021

A variety of additional services

Delta US

Detla FR

22
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A variety of additional services

The “Programs & Features” and “Shop by Department” 

sections are reversed: the American version 

highlights the programs, including good deals and 

gift cards, while the French version, less fond of these 

sections, puts this section after the choice of categories.

Amazon FRAmazon US
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A variety of additional services

Uber US Uber FR

Additional services differ

On the Uber app in the US all services are for 
profit: going to the vaccination center, delivering a 
package and renting a car.

Whereas in France, not all services are profitable, 
such as having access to public transport 
information. We also note the difference in 
profitable services including the scooter and bike 
sharing service and reserving a car.
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A variety of additional services

FedEx US

FedEx FR

25
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Part 3

Paying attention 
to nuances
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Impactful regulations

27Source : The UX International Map - Contentsquare

The American user is afraid that their personal data will be exploited by brands.

This is due to the country's data regulations. As in the UK, US users want to be able to complete their purchases 

through a guest checkout. If there is no guest checkout option, this can result in purchase abandonment of up to 

23%, according to SaleCycle.

*grey color represents the opposite option
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The UX design must also take into account the different 
units: 

● AM/PM vs 24h
● $ vs other currencies
● , vs . 

This is all the more important for travel and 
hospitality sites or applications.
It can affect product description, address details, 
shipping information and more.

Ex: dates for plane tickets, currency to pay, exclusion or 
inclusion of taxes

Specific units to avoid errors

28

● miles vs km
● lb vs kg
● F vs C°
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Conclusion
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The United States - digital leader, UX trendsetter?

The most downloaded applications and the most visited websites in recent years (2010 - 2019) are American. Is it the 

United States that sets UX Design trends around the world or the users accustomed to these American 

interfaces who expect similar ergonomics from other countries?

Source : Visual Capitalist, 2021 - App Annie
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Thank you!
10 Rue du Faubourg Poissonnière
75010 Paris
+33 1 76 42 00 45
hello@ferpection.com

See our expert content on our
blog and our YouTube channel

mailto:hello@ferpection.com
https://blog.ferpection.com/fr
https://www.youtube.com/c/Ferpection/featured

